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The ongoing increase in travel will be led by even higher growth rates in the luxury price tier, according to a new
report from Amadeus.

The luxury economy's shift from material goods to experiences has been heavily remarked upon, but within the
travel space, the 6.2 percent luxury travel growth rate through 2025 outpaces the 4.2 percent increase for overall travel
during the same time period. Segmenting these emerging travelers into categories can help hotels better cater to the
growing audience.

"First and foremost, effective personalization will be the key means by which a luxury travel brand can stand out
from its competitors," said Rob Sinclair-Barnes, Strategic Marketing Director at Amadeus IT  Group. "How can the
brand work with contextual, traveller and third party data to make sure the experience is tailored to the individual?
For example, by knowing that the traveller loves orchids and having them in the room upon arrival.

"At the same time, travel brands must bear in mind the broader trend in luxury consumption for exclusive, one-off
experiences over expensive material goods," he said. "Brands should explore this through two lenses. First of all,
they should think about what can they offer in terms of experiences, to enhance the material comforts of a first-class
plane seat, or a penthouse suite?

"Secondly, they should also consider the overall travel experience for the traveller, and work collaboratively with
others in the travel chain to ensure that the service experience is smooth and consistent throughout. To really ensure
consistency throughout the travel chain and an unrivaled experience for the new luxury traveller, providers should
also seek to understand whether the traveller prefers a high touch', heavily guided and consulted experience, or a
low touch' experience, where the traveller provides parameters and preferences and leaves the rest to the provider to
determine.

"Shaping the Future of Luxury Travel" examines the geographical growth trends and types of consumers who will
impact luxury travel's future. It includes consumer segmentations, growth statistics, expert testimony and analyses of
various touchpoints throughout the purchase journey, analyzing which consumers will best respond to each method.

A changing world
While decreased airline prices and the rise of homesharing services such as Airbnb are commonly cited as
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instigators for making travel more accessible and more common, the numbers show the high-end is growing even
faster. This is particularly true in the Asia-Pacific market, where growth rates are largest and disparities with other
price tiers are more pronounced.

Currently, North America and Western Europe, despite comprising just more than a sixth of the population, account
for almost two-thirds of global outbound luxury trips. The APAC region, however, has surged past Europe since 2011
and will keep pace over the next decade.
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India's luxury market CAGR through 2025 is 12.8 percent, edging out China's 12.2 percent increase as the highest of
the 25 nations Amadeus' report accounts for. China's larger base, however, could maintain its status as a high
priority target: In 2010, the middle class made up 10 percent of urban Chinese households, but by 2020 it will be more
than half.

Russia's projected 9 percent growth should also be on marketers' radar, and Lebanon, Iran, Jordan and Egypt will
grow at 8.9 percent to become more viable marketplaces.

Shaping the Future of Luxury Travel breaks down luxury travelers into six categories: "Always Luxury," approximately
4 percent of consumers, for whom luxury is a necessity; "Special Occasion," the 20 percent who spend more for an
anniversary or other occurrence; "Bluxury," or those who will extend a business trip for leisure; at 31 percent, this is
the largest category.

Rounding it out are "Cash-Rich, T ime-Poor" consumers, likely to rely on third-party planners, at 24 percent; the 18
percent "Strictly Opulent" travelers looking for glamor to share on social media and 3 percent "Independent
Affluents" looking to pamper themselves or provide something new.

Tomorrow's luxury travelers

Differentiating each of these categories can help marketers target the clients. Those looking for a special occasion
are likely of lower income and should be reached through different channels, and the amenities and services that
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impress them may diverge from what the Always Luxury traveler seeks.

By the same token, concierge, city guides and packages focusing on particular cultural hotspots might appeal more
to Cash-Rich, T ime-Poor consumers.
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Marketers must understand how the preferences of each type of consumer shift throughout the purchase journey.
More detailed breakdowns are included in Amadeus' report.

The new consumers
To reach these new luxury consumers, hotels must first take back search visibility from competitors and focus their
efforts regionally.

Affiliate sites and online travel agencies have kicked brands out of first-page search results, according to a recent
report by L2.

Across 452 non-branded keywords, TripAdvisor had the highest first-page display rate by a significant portion, and
similar sites and online travel agencies (OTAs) dominated the top 10. To make themselves visible to prospective
travelers researching online, brands must make themselves visible on these sites and target consumers by region
(see story).

Hospitality brands will also need to adapt to the changing habits of categories of travelers that could once be taken
for granted.

For example, newlyweds are no longer traveling with the idea of staying in bed, according to a study conducted by
StudyLogic.

While a lazy vacation at a relaxing resort on a sunny beach is the stereotypical idea of a honeymoon, it is  no longer
rooted in reality for North Americans. Changes in marriage habits and increased access to travel have led to
honeymooners seeking more adventurous affairs (see story).
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