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“With more brands entering the luxury travel market, it
becomes even more important for luxury travel brands to
claim their position, differentiate from their competitors
and increase brand loyalty. Offering flexibility, personal

advice and good deals is key to achieving this.”
– Marloes de Vries, Travel Analyst

This report looks at the following areas:

• Social media becomes more powerful in the customer journey
• Travel expertise comes back in to fashion
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Hotel suites, sea views and wellness are key elements
Figure 25: Luxury elements present during most expensive holiday in past five years, August 2018
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Younger potential cruisers are more likely to need an expert/agent
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