
Daikin Industries Aiming for Dominance Without Discounting Through Localization

Around 3 million units* of household air conditioners are shipped annually within Japan. 
Daikin Industries, however, aims to exceed this figure alone with an annual shipment of 5 
million units in India‘s business by fiscal year 2030.

*This number was written by mistake by the reporter.  The actual annual shipment volume in Japan is 
around 8 to 9 million units.

Kanwal Jeet Jawa, a director at Daikin overseeing the India business, is determined, stating, 
"We aim to achieve unmatched top market share in India by leveraging the expertise we 
have accumulated worldwide, including in Japan.“ 

With a population of 1.4 billion, India's household air conditioner penetration rate is 
estimated by Daikin to be around 7% (household basis). Compared to Japan and China, 
where the penetration rate exceeds 90%, India remains a market with significant growth 
potential.  Consequently, air conditioner manufacturers worldwide are flocking to the 
Indian market. Major players such as China's GREE, South Korea's Samsung Electronics, 
Japan's Panasonic, and the U.S.'s Carrier are all vying for a share.

Daikin, which ventured into India in earnest in 2009, has grown to hold a top market share 
of nearly 20% in household air conditioners and over 60% in commercial air conditioners 
(both estimates by Daikin). This rapid growth was supported by two initiatives.

One is thorough localization. India's varying climates require air conditioners to operate in 
a broad range of conditions, from 5 to 55 degrees Celsius. The power supply is also 
unstable, with voltage rated at 230 volts but sometimes surging to 500 volts. Additionally, 
inadequate road infrastructure poses a risk of damage to air conditioners during transport. 
To address these unique Indian circumstances, Daikin established a research and 
development center locally in 2016. They have pursued rigorous localization from the 
design stage, enhancing product quality.

The other initiative is their pricing strategy. Daikin maintains a selling price 7-10% higher 
for room air conditioners and about 20% higher for commercial air conditioners compared 
to competing Korean and local manufacturers. According to Jawa, "Indian consumers 
prefer value for money over cheap prices." By promoting the Japanese quality brand 
without resorting to discounting, they maximize profits.

Tailwinds are also supporting Daikin's India expansion. With major U.S. IT firms reducing 
investments, IT-related employment in India has sharply decreased. "Manufacturing is 
becoming increasingly popular among young people," says Jawa. Daikin has already built 
three factories in India. By fiscal year 2026, their production capacity is expected to reach 
3 million units annually. Looking further ahead, they plan to use India as a springboard for 
expanding into Africa. Can they solidify their status as the world’s largest air conditioning 
manufacturer? Cracking the Indian market is a critical test. (Reporter: Hayato Umegaki)
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