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Background

As the global economy recovers, the global luxury industry is growing accordingly. It is
expected that approximately $110bn will be spent on luxury travel by High Net-Worth
individuals (HNWI) and their expenditure is forecast to rise by approximately 15%
per annum. These individuals represent a very large and diverse group with notable
differences across borders and generations.
A large number of these affluents are based in some of Scotland’s target markets of North
America (United States and Canada), Europe (United Kingdom, Germany, France), Asia
(China, Japan) and Australia.
Here is a short round-up of differences amongst affluent generations:
Millennials

Born 1980-1994 (22-36 years old)

Generation Xers

Born 1965-1979 (37-51 year old)

Baby Boomers

Born 1946-1964 (52-70 years old)

Please note: The definition of HNWI varies, and it generally describes individuals with
an annual disposable household income of US$100,000 and above.
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Affluent Generations

MILLENNIALS (BORN 1980-1994)
As the most populous generation, Millennials demand brand attention just by sheer
weight of their numbers. Affluent Millennials currently represent over a tenth of
global luxury expenditure and may not be the biggest spenders now, however they are
predicted to outspend affluent Baby Boomers by 2030. And this spending power will be
used on one of their biggest passions: travel. Millennials view travel as their birthright –
and they are more likely to spend money on it than possessions. They take the most trips
of any age group and their travel expenditure increases by approximately 20% every
year as they get older.
However as luxury consumers, they are a tough crowd to impress. Many of these affluent
individuals grew up wealthy, and they are also immune to most traditional marketing
messages – as they have been exposed to it all since childhood. This cohort is therefore
less brand oriented. Purchasing luxury products or services is more about personality,
rather than traditional heritage brands that their Boomer parents favour.
Affluent Millennials love to travel when their career allows them. However compared
to their parents, Millennials demand more work-life balance at their workplace. This
generation thirsts for adventure and loves unique, customised experiences. They are a
very social bunch and often travel with their Boomer parents or friends.
While affluent Millennials may go to same destinations as their less-affluent peers, their
adventures must meet their elite lifestyles – for which they are willing to pay more. For
instance, Millennials, regardless of their socioeconomic status, might attend T in the Park
festival, but while non-affluents stay in their tents, affluent Millennials would pay more
for the glamping option in luxury yurts and access to VIP areas.
This does not mean they spend foolishly – they comparison shop and do lots of online
research both before and after booking a trip. They want instant information and rely on
their smartphones.
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GENERATION XERS (BORN 1965-1979)
Generation X is entering the golden years of their careers and their luxury spending
looks set to rise. Affluent Gen X may not be as populous as other generations, but they
make up for it with their spending: this generation currently represents around a third
of global luxury consumption and has the highest luxury spend per capita. Squeezed
between school-age children and dependent parents, they are most likely to purchase
luxury gifts for other people.
Gen X is often characterised by high levels of skepticism and cautiousness due to the
historical and social events that shaped their teens. Whilst they are never without their
smartphones, they are suspicious of mobile marketing and it is not their first choice of
engagement with a luxury brand. They are much more likely to respond to an email. They
are also more likely to be the first to try new products and services and like brands that
appeal to their need for innovation and novelty.
Their travel preferences are very much shaped by their family life. The trip timing is likely
to follow school holidays and their destinations tend to be easily accessible and closer
to home. Many of these destinations are sun and beach oriented, reflecting Gen X’s
main motivation for travel: to rest and unwind. Being in the prime of their careers, their
business travel is also booming.
Because they are very independent, they like to be in control of the trip they book, the
accommodation they stay in and are more likely to use car as a main mode of transport.
Similarly to Millennials, affluent Gen X are tech savvy and will comparison shop and book
their trip online.
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BABY BOOMERS (BORN 1946-1964)
Whilst Boomers represent more than a quarter of the total population, they account
for around 45% of global luxury expenditure. They look for quality, durability, heritage
and craftsmanship in luxury purchases rather than price but value for money is also
important to them. Boomers are quite conservative, favouring big-name brands and
follow the recommendations of friends and family rather than ads.

Ageing is still a future concern but Boomers debunk the myth that people entering
their 50s are inactive and uninterested in new trends. Boomers are not technophobes –
especially younger Boomers (aged between 50-60) embrace online shopping and drive
the majority of online growth in luxury.
As affluent Boomers transition into retirement, travel ranks among their top activities.
Their travel spend is also considerable and rises significantly after age 65. They see
themselves as forever young and as such, senior discounts will not appeal to them.
Boomers prefer diversity in their travel and seek out more exotic destinations or more
in-depth ways of experiencing familiar places. They are known to be creatures of comfort
and are willing to stay in wilderness and exotic locales for as long they come with the
luxuries and amenities they are accustomed to.
Baby Boomers travel nowadays incorporates the entire family – bringing their parents
and Millennial children along is a growing trend.
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Last thoughts

Given that Boomers are and will continue to be the largest affluent generation with
the highest proportions of income and wealth for the next few years, they are a very
valuable target market. However, it may be useful to start cultivating and engaging with
Millennials, who are predicted to replace the 50+ demographic as the #1 generation in
spending power. In addition, whilst often forgotten Gen Xers may not be a very populous
generation, they certainly make up for it with the highest daily expenditure on their
luxury holidays.
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