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A growing number of affluent consumers are looking to get away from typical tourist destinations, according to data
from Ipsos.

T his trend is especially prevalent among the most frequent and biggest spending travelers, who Ipsos dubs "Jetsetters," with 65 percent of this group favoring the chance to get away from the norm. As travel continues to replace
material goods as a status symbol, choosing uncommon locales can serve as a form of bragging rights.
"Half of affluents agree 'When I go on vacation, I prefer to go to places that are off the beaten track,' an increase
from 44 percent in 2016," said Michael Baer, senior vice president of Ipsos Affluent Intelligence. "T his can be
attributed to a number of factors.
"T hey are just traveling more, especially internationally," he said. "Forty-eight percent say they plan to take an
international trip in the next 12 months, up from 41 percent in 2016.
"T hey are not visiting the same places, but always exploring. In fact, the vast majority of affluents 85 percent say they
enjoy going to new travel destinations.
"T he growth of the 'Instagram vacation' phenomenon is also a factor there's been a rise in the feeling of FOMO and
a desire to be first to see new places and have unique and interesting experiences while on vacation more and
more, driven especially by millennials. Almost 40 percent of affluents say they want to be the first in their networks
to go to a destination or try a new type of vacation or accommodation, while 62 percent of millennials say it."
T ravel profiles
Affluent consumers are only about 17 percent of the population, yet they account for 49 percent of total travel spend.
While affluent consumers are a significant force in the travel market, some travelers are more valuable than others.
Jet-setters spend about $24,100 per year on travel between business and leisure trips. T his group is highly interested
in foreign travel.

With their frequent journeys, 88 percent of this 13.6 million-strong audience is enrolled in a loyalty program.
T he second largest spenders are the "Experienced Explorers," whose annual investment in travel is about $13,200
and who number 14.5 million. Similarly to the Jet-setters, they have a penchant for traveling internationally, with 86
percent journeying abroad to have cultural experiences.
Fifty-six percent of Experienced Explorers say that their airline choices are motivated by rewards programs.
While they may not travel as often as the Jet-setters, the "T aste of First Class" travelers want their trips to be luxurious.
T his group is smaller, with only 7.3 million individuals, but these consumers spend an average of about $6,200 on
their trips per year.
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For T aste of First Class travelers, quality is more important than quantity, with 80 percent willing to pay more for
better service. Fifty-five percent seek out fine wine and food on every vacation.
In contrast to the Jet-setters and the Experienced Explorers, "Domestic Deal Seekers" prefer to stay within the United
States. T his group is the largest studied, with 20.8 million consumers falling into this behavioral profile.
Even though they stay closer to home, Domestic Deal Seekers still spend about $6,900 per year on travel. Seventythree percent of them enjoy taking weekend trips.
T wo-thirds of this group also favors returning to favorite spots again, contrasting the broader trend of exploring new
places.
Also preferring closer trips are "Homebodies," 55 percent of whom prefer U.S. vacations. T his lowest spending
group averages $2,600 on annual travel due to their infrequent trips.
Despite not traveling as often, 46 percent of Homebodies are enrolled in a hotel loyalty program.
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When looking at all of these groups, Jet-setters stand out for their affluence and travel spend.
"[Jet-setters] are a very key segment to target for luxury travel brands," Mr. Baer said. "T hey spend nearly twice as
much on travel than the closest travel segment, four times more than A T aste of First Class and Domestic Deal
Seekers and 10 times more than Homebodies.
"T heir median household income is $17,000 more than total affluents and $27,000 more than A T aste of First Class

and Homebodies," he said. "T heir median household net worth is over $400,000 more than total affluents and over
$600,000 than Homebodies.
"T hey are more than twice as likely to stay at luxury hotels and fly first class."
T argeted approach
For many of the profiles studied, loyalty programs are a part of the travel experience. But driving loyalty is about
more than point-based rewards.
Hotels can earn guests' return business if they deliver an elevated sleeping experience, but a recent report finds that
only 42 percent of luxury hotel guests have had their expectations exceeded.
J.D. Power's North America Hotel Guest Satisfaction Index Study found that 71 percent of guests who get a better than
expected night's sleep would stay again with the same brand. While luxury hotel brands often emphasize factors
such as on-property amenities and service, setting guests up for a restful night can have one of the greatest impacts
on their attitudes (see story).
For travels such as Homebodies and Domestic Deal Seekers, some travel companies have launched programs that
are catered to those who stay closer to home.
Bespoke travel company Black T omato is appealing to time-poor luxury travelers with the launch of high-end trips
with short plane rides.
T he company's 5 Hours/5 Days itineraries offer jaunts to locations within a five-hour plane ride distance, helping
them explore places closer to home. T he nearby itineraries aim to provide the same level of exploration as other
Black T omato journeys while enabling consumers to make more out of their travel time (see story).
"First of all, [luxury brands] need to understand their users and their prospects and what they are looking for, what
are their needs and expectations for their vacation experience," Mr. Baer said.
"We have identified a number of key travel types for example Wellness Seekers, Active Challengers, Gourmands, etc.
and identified and profiled their needs and desires while on vacation," he said. "And some of it is surprising. For
example, Wellness Seekers aren't only interested in spas and mindfulness they want it all, from great food to culture
to adventure. And there are no doubt overlaps between travel types consumers can have different need states for
different trip types.
"By understanding their users and prospects better and understanding their needs and expectations, luxury travel
brands can provide more relevant offerings, services and messages to them. And they can target the most relevant
aspects of their brands to the most appropriate audiences."
© 2020 Napean LLC. All rights reserved.
Luxury Daily is published each business day. Thank you for reading us. Your feedback is welcome.

