
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“In the longer term, new growth opportunities in the
market will come from a new generation of luxury

consumers who value unusual experiences above material
possessions, and who favour a more informal, less

traditional kind of luxury aesthetic.”
- John Worthington, Senior Analyst

This report looks at the following areas:

• Targeting new-generation luxury clients
• Potential for celebration breaks

Report Price: £1995.00 | $2648.76 | €2273.70

Luxury Travel - UK - November 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
more holistic view of this market

reports.mintel.com © 2017 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/796265/
mailto:reports@mintel.com


Table of Contents

What you need to know

Covered in this Report

The luxury traveller market
Figure 1: Luxury traveller groups, August 2017

Under-45s most likely to reduce luxury spending as economy slows

UK falls down HNWI table
Figure 2: Top 10 nations for number of HNWIs*, 2016

Strong growth seen across many specialist brands
Figure 3: Leading luxury holiday specialist operators, by turnover, 2016

Getting personal

Wellness and gastronomy key elements
Figure 4: Elements of luxury travel, August 2017

North America and Asia are top luxury choices
Figure 5: Destinations visited for luxury holidays, by luxury traveller groups, August 2017

Cruise/escorted tours are key growth areas for specialist brands
Figure 6: Types of luxury holiday taken, by luxury traveller groups, August 2017

‘Comfort’ and ‘feeling special’ are most popular meanings attached to luxury travel
Figure 7: Meanings attached to luxury holidays, by luxury traveller groups, August 2017

Analogue luxury
Figure 8: Attitudes towards holidays, by luxury traveller groups, August 2017

What we think

Targeting new-generation luxury clients

The facts

The implications

Potential for celebration breaks

The facts

The implications

Incomes squeezed even in top quintile

UK HNWI growth has been overtaken

Leading long-haul destinations

Mauritius, India, Vietnam and Japan among trending luxury destinations

Luxury cruises on crest of a wave

Overview

Executive Summary

Issues and Insights

The Market – What You Need to Know

Report Price: £1995.00 | $2648.76 | €2273.70

Luxury Travel - UK - November 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/796265/
mailto:reports@mintel.com


LGBT and mini-moon opportunities

Top household quintile sees real-term fall in income…
Figure 9: Average annual household income after tax and benefits, by quintile, 2008/09-2015/16

…but older travellers are less likely to reduce holiday spend
Figure 10: Agreement with the statement ‘Concerns about the UK economy mean that I am likely to spend less on holiday in the next
12 months’, by demographics, August 2017

UK HNWI growth has stalled
Figure 11: Top 10 nations for number of HNWIs*, 2014-16

Overseas holidays still up but growth rates slowing
Figure 12: Trends in the number and value of overseas holidays taken by UK residents, 2011-16

The hybrid long-haul traveller
Figure 13: Long-haul, short-haul and total overseas holiday volume by UK residents, 2011-16

Holidays to Spain and Italy booming
Figure 14: Top 20 overseas holiday destinations, by number of trips, 2012-16

Holidays to Caribbean up 18% in 2016
Figure 15: Top 15 long-haul holiday destinations, by number of trips by UK residents, 2015 and 2016

Maldives and Mauritius top Kuoni’s destination ranking

Japan currently a high-growth luxury destination
Figure 16: Top 20 luxury holiday destinations, Kuoni Annual Trends report, 2012-17

Ultra-luxury cruise enjoying surge in demand
Figure 17: Volume of UK ultra-luxury cruise passengers, 2010-16

Weddings in decline but spending is rising
Figure 18: Number of marriages in England and Wales, 2000-14

Same-sex marriage opportunity

Kuoni remains largest luxury specialist but revenue growth is flat

Audley and ITC have become second and third-biggest players

A&K rethinks strategy in wake of Chinese investment

Leading French specialist enters UK market

‘Adventure plus comfort’ and wellness are key trends

Figure 19: Leading luxury holiday specialist operators, by turnover, 2010-16

Kuoni expanding its touring programme

Fast-growing Audley positions itself as tailor-made specialist

ITC emerges as a leading player following acquisition

Scott Dunn revenues have tripled since 2010

Kenwood has the highest six-year growth rate

Destinology to open second store following full Saga takeover

Market Background

Companies and Products – What You Need to Know

Luxury Travel Specialists

Report Price: £1995.00 | $2648.76 | €2273.70

Luxury Travel - UK - November 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/796265/
mailto:reports@mintel.com


A&K targets new breed of traveller following Chinese takeover
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Cruise and escorted tours have big luxury travel potential
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