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“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
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DID YOU KNOW?

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