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ABSTRACT

This chapter explores what triggers international millennials moods in relation 
to India and its cultural attributes. The theoretical undertaking related to nation 
branding and soft power study was used as a basis for this research. In the light of 
the discussion carried out in the chapter, key Indian cultural attributes were briefly 
discussed. The major cultural attributes extensively discussed during this research 
were related to Indian cinema, Indian cuisine, religion, spirituality, and yoga. 
Twenty-two international millennials belonging to four different cultural groups were 
selected for the focus group research. Their perceptions about India brought out 
interesting insights in understanding how to promote India among different cultures.

INTRODUCTION

This chapter helps us understand what triggers international millennials moods in 
relation to India and its cultural attributes. The theoretical undertaking related to 
nation branding and soft power study was used as a basis for this research. In the 
light of the discussion carried out in the chapter, key Indian cultural attributes were 
briefly discussed. The major cultural attributes extensively discussed during this 
research were related to Indian cinema, Indian cuisine, religion, spirituality and 
yoga. Twenty-two International millennials belonging to four different cultural 
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groups were selected for the focus group research. Their perceptions about India 
brought out interesting insights in understanding how to promote India among 
different countries.

RATIONALE FOR THE STUDY

The focus of this research is based on Ying Fan’s (2010) nation brand definition. 
According to Fan (2010, p. 98), “A nation brand is the sum of the perceptions in the 
minds of the international population, which may include some of the factors like 
people, place, culture, language, history, cuisine, celebrities, international brands, 
and movies”. So the focus of this study is to evaluate various cultural factors of India 
which influence the perception of young millennials around the world. These young 
millennials are the future leaders and decision makers; therefore, their perception 
about India matters a lot (Parida, 2015).

OBJECTIVE

•	 To identify a range of soft cultural attributes that millennials from different 
cultural groups associate with the nation brand of India.

•	 To measure/evaluate the perceptual impact of soft cultural attributes that 
millennials from different cultural groups associate with the nation brand of 
India and rank these by their perceived significance.

LITRATURE REVIEW

According to Fan (2010), a nation brand is the total sum of the perceptions in the 
minds of international stakeholders, which may comprise some of the following 
elements such as people, place, culture, language, history, food, fashion, famous faces 
(celebrities), global brands, and cinema. A nation brand is different from a national 
brand; a national brand refers to a specific product or service, which is distributed 
and available throughout the country as opposed to a local brand, which is available 
locally, or a global brand, which is available globally. Nation brand refers to the 
mental image of a country held by the international community.

According to Olin (1999), the concept of nation branding is to remold national 
identity. Anholt (2007) and Lee (2009) claim that it is to enhance nations’ 
competitiveness; while Jaffe and Nebenzahl (2001) believe that nation branding is 
required to embrace political, cultural, business and sports activities. Rendon (2003) 
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