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INTRODUCTION TO THE RESEARCH 
 

 
Welcome to the newest edition of Altiant’s Global Luxury and Asset 
Management (GLAM) Monitor. The monitor focuses on the behaviours 
and sentiments of our panel of validated global Affluent and High Net 
Worth Individuals (HNWI). We have now collected a full year’s worth of 
data in this luxury tracker, with the data becoming more powerful and 
reliable with each version. We hope that the data continues to assist your 
business strategies and decisions in the years ahead. 
 

The GLAM monitor contains two main elements for public use. Firstly, there is a quarterly PDF 
containing the most recent results and key takeaways from this quarter of study. And secondly, 
all of the data is available within our Interactive online section so that you can reformulate the 
results according to your own preferences. Age, gender, region and household income filters will 
enable you to interact with the data and cut it in different ways to identify key variances and 
trends. 
For the methodology, we have continued to survey different members of our global panel 
whenever possible, interviewing 465 unique respondents between April and June 2019. This 
brings the total sample to 1,834 interviews across all four quarters of the study to date.  
We welcome the free and fair use of our data to meet your individual and business objectives, 
only asking that you clearly link your readers to the source of the data whenever applicable. As 
we publish additional iterations, trends will continue to strengthen, enabling you to further 
enhance your understanding of global luxury consumers. In the event you have any questions 
about the data, please contact us at glam@altiant.com. 
 

With my very best regards,  

Lars Long, Founder and CEO 

Key Quarterly Changes 
 
 

• The share of respondents saying that they stick to a budget or are bargain hunters has 
risen by five percentage points to 32% over the first two quarters of 2019. 
 

• On a scale of 1-5, almost two thirds rated sustainability at an importance of 4 or 5 over the 
Q4 2018-Q1 2019 period. This figure dropped to 56% in Q2 2019, with most of this drop 
instead appearing to revert to an importance rating of 3-4 on the scale. 
 

• Confidence in the global financial market has waned over the past two quarters. Only 31% 
of Q2 2019 respondents felt it was very or somewhat stable, with the share of 
very/somewhat unstable responses rising to standing at 43%. 
 

• The share of respondents using business or first-class flights has dipped over the past two 
quarters, falling further to 50% last quarter (vs 57% in Q3/4 2018).  
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GLAM RESEARCH SAMPLE 

 
 All data presented in this GLAM monitor has been sourced from Altiant’s manually validated in-
house panel of Affluent and High Net Worth Individuals (HNWIs), Luxury Opinions©. This iteration 
reports on Q2 2019 but will also include trended data from the three previous quarters. In order 
to protect data integrity, all respondents can only answer the survey once a year at most. For any 
additional questions about this research, please contact glam@altiant.com. 

 
 
For Q2 2019, 465 affluent/HNWIs were surveyed, with 149 from Europe, 155 from Asia and 161 
from North America. 42% of the sample was aged 18-39, with 58% aged over 40. The sample 
was split 48:52 in terms of gender male: female. Normalised to $US, the median household 
income in this quarter was	$298. Across all three quarters, the total sample now stands at 1,834 
respondents, 42% of whom are aged 18-39 (58% over 40) and gender 49:51 male: female. This 
brings the average median household income across all three quarters to $299k. 

 
Note: Percentages in this report are indicative of survey results combining all four quarters 

studied so far, unless otherwise stated. 
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DEFINING LUXURY 
 

There continues to be very little quarterly variation in how luxury brands/services are defined by 
affluent/HNW respondents. Quality and exclusivity are comfortably the most meaningful factors, 
cited by 67% and 56% respectively in Q2 2019. Quality of materials/service resonates particularly 
strongly with over-40 males (75%) and Europeans (72%). While Europeans are also the most 
likely of the three regions to identify with exclusivity/rarity (62%), it is under-40 males who drive 
this figure most strongly (67%). 
 
 
All other factors are more peripheral, securing around a third or less of respondents’ answers. 
High price was cited by only 19% of respondents in the last quarter, showing how an elevated 
price does not necessarily equate to luxury. Similarly, only 27% cited a designer label as a luxury 
indicator, while 34% identify luxury brands as standing out or being iconic. Customisation (10%), 
packaging (10%) and celebrity endorsements (5%) are cited as luxury associations by only a 
minority of our sample. 

 
Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 
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SPENDING ATTITUDE 
 
The Luxury Buyer Mindset (1/2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 

Despite their typically high levels of disposable income, our affluent sample are often 
circumspect with their spending. Half of our sample in Q2 2019 say that they only occasionally 
spoil themselves, with broadly equal response among the regions, age groups and genders. Over 
the four quarters of study so far, over-40s are more considerate with their luxury purchases, 
being significantly more likely than the younger cohort to only spoil themselves occasionally (56% 
vs 47%). 
Across all four quarters, only 16% of our sample are likely to spend freely and say that money is 
no object to them, peaking among Americans at 25%. Meanwhile, Asians are the most likely region 
to say that they stick to a budget (20% vs 14% overall), while Europeans are the most likely of the 
three regions to be bargain hunters (19% vs 16% overall). 
The last two quarters have also shown some tentative overall signs of a more considered 
approach to spending emerging. The share of respondents saying that they stick to a budget or 
are bargain hunters has risen by five percentage points to 32% over the first two quarters of 2019, 
compared to the last two of 2018, possibly indicating a subtle shift in spending mindset. 
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The Luxury Buyer Mindset (2/2) 

 

Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 
 

Luxury goods have a strong cachet with our affluent panel and the majority (83%) agree that it is 
worth paying more for better quality goods. This figure rises to 87% among over-40s and 
American respondents. Americans are also comfortably the most likely region to agree that 
luxury goods help them to feel confident, 50% agreeing with this in Q2 2019 compared to the 
quarterly average of 37%. Women and 18-39s are also more likely than men and over-40s to 
agree with this statement.  
From our previous research, discretion and privacy have emerged as important considerations 
among many affluent consumers. That 32% of our sample prefer luxury products which do not 
have clearly branded logos/designs bears this out, with subtle brand cues likely to appeal more 
than overt logos. Customisable products also resonates with a third of our respondents, rising to 
37% among under-40s and 36% among Asians.  
There continues to be significant regional variation in the share of respondents who prefer luxury 
products from their home country (21% overall). Europeans are the most likely to agree with this 
statement by some distance (35%), while only 13% of Asians agree, the latter figure highlighting 
the appeal of Western products and services for Asian luxury consumers. 
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PURCHASE BEHAVIOR AND INTENT 
 
Luxury Purchases (p12m) 
  

 Unfiltered Base: 1371 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 
 

Travel remains the most popular luxury category with our panellists, with 84% of our Q2 2019 
respondents having had a luxury holiday within the past year, and 59% doing so multiple times. 
These numbers have been relatively consistent over the past four quarters and shown minimal 
seasonal variation. Europeans continue to be the least likely region to take multiple luxury 
holidays as per the data for last quarter – although 49% still did so – with Asians and Americans 
much more likely to do so (61% and 65% respectively) (also see Focus on Tourism section). 
Designer fashion (83%), high-end electronics (78%), leather goods such as handbags (77%) and 
alcohol (both 73%) are also highly popular categories which were used by the majority of our Q2 
2019 panel. While Americans and under-40s are the most likely to make multiple purchases in 
all four of the aforementioned categories, fashion and leather goods see a skew towards women. 
Luxury automotive is the least likely to be purchased, with only 51% of our sample doing so, a 
likely reflection on the relatively high cost of buying new cars. 
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Luxury Purchase Intent (Active p12m Categories) 
 
 

 
 

  Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
Planned purchasing trends for the year ahead look broadly positive with only around 10-15% of 
users in each category expecting to cut back on their category purchases in the year ahead. 
Wealth management, travel and designer fashion appear to be the most favourably positioned, 
with only 9-12% expecting to cut back in each of these categories. 
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Luxury Purchase Intent (Inactive p12m Categories) 

 

Unfiltered Base:  1834 global affluent/HNWIs who have not purchased from the selected categories | Source: 
LuxuryOpinions/Altiant 

 

Luxury travel is the best placed market to see growth over the next year, with 47% of category 
users planning to increase their luxury travels over the next year, while 43% of current non-users 
expect to take a luxury holiday in the next year.  
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PURCHASE CHANNELS 
 

 
  Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
Physical stores remain a vital sales channel for many luxury brands despite the rise of online retail. 
The share of consumers shopping in stores and online has remained relatively flat over the 
previous four quarters, with 83% of our Q2 2019 respondents reporting to have bought luxury 
goods/services in a physical store over the past year. 
The share of respondents buying luxury goods online has remained broadly flat over the past four 
quarters. In Q2 2019, 57% purchased luxury goods/services online via a computer/laptop, while 
39% did so via their mobile phone/tablet. 18-39s and Americans are the most likely groups to buy 
luxury goods online, particularly via their mobiles/tablets. With many shoppers buying in store 
and online, the onus is on luxury brands to create seamless omnichannel shopping experiences 
so that customers can find what they need regardless of the shopping channel. 
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SOCIAL MEDIA INTERACTIONS 
 

 
 

  Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
As the popularity of online retailing has grown, social media platforms such as Instagram and 
Twitter have become increasingly important for luxury brands. In Q2 2019, just under half of our 
sample (49%) said that they had liked or recommended a brand to family/friends/colleagues, 
while 46% had followed a brand. 18-39 females and North Americans are the most likely groups 
to be social media advocates for luxury brands. 
 
Meanwhile, a robust 19% of our quarterly sample say that they purchased a luxury brand via social 
media in the second quarter of 2019. While this figure rises to 26% among 18-39s, that 14% of 
over-40s also do so shows how these sites can also resonate with more mature luxury shoppers. 
Finally, 17% of our sample sent a private message to a brand via social media within the last 
quarter.  
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LUXURY AND SUSTAINABILITY 
 
The Importance of Sustainability 
 

 

 
  Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
The importance of sustainability continues to gather momentum, with global issues such as 
climate change and ocean pollution dominating the media. Many consumers are becoming more 
demanding of brands to acknowledge and act to alleviate these problems.  
 
On a scale of 1-5, almost two thirds rated sustainability at an importance of 4 or 5 over the Q4 
2018-Q1 2019 period. This figure dropped to 56% in Q2 2019, with most of this drop instead 
appearing to revert to an importance rating of 3-4 on the scale. Future quarters will clarify 
whether this is, improbably, indicative of waning interest in sustainable messages, or is instead an 
isolated anomaly.  
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Trading up for Sustainable Luxury 
 

 
 

Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
Many affluent consumers are still receptive to backing up sustainability views with their 
spending. Only an average of 16% across all four quarters; and rising to 19% among over-40s; 
are entirely unprepared to spend any more for sustainable/ethical luxury products. 43% are 
prepared to spend up to 10% more, which could be a sweet spot for brands to justify a small 
price premium.  
 
The remaining 41% are prepared to spend more than 10% extra; 10% of whom are even 
prepared to spend a quarter extra for sustainable/ethical luxury products. Trading up for 
sustainable goods resonates with both genders equally, although 18-39s are significantly more 
likely than over-40s to be willing to spend more than 10% extra (48% vs 36%).  
 
An interesting dichotomy exists between sustainability’s importance and actual value. While 
Asians are, along with Europeans, the most likely to rank sustainability as important as per the 
previous section of this report, only 28% are prepared to pay more than 10% extra for 
sustainability (in Q2 2019). This is considerably lower than for Europeans (43%) and Americans 
(50%), the latter coming despite its comparative stated lack of importance to the affluent/HNW 
Americans in our sample. 
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Sustainable Luxury Champions 

 
Top listed brands displayed in the word cloud. Size of brand name corresponds to the number of mentions. 

 
Over the past four quarters, Louis Vuitton and Stella McCartney were the most likely brands to 
be cited as sustainable luxury operators by our affluent/HNW respondents. Gucci, Chanel, Rolex 
and Tesla make up the other main brands identified, although Tesla has seen its number of 
mentions drop steadily over each of the past four quarters. Mercedes-Benz and Coach have also 
seen top of mind mentions fall away over the past year. Meanwhile, Tiffany’s, Patagonia, Cartier 
and Omega have seen small but encouraging growth in associations to sustainability in the last 
few quarters. 
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FOCUS ON FINANCE 
 
Global Financial System Stability 
 
 

Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
Ongoing international uncertainties such as Brexit and trade disputes continue to dampen 
consumer confidence in the global financial system. 31% of our affluent sample in Q2 2019 felt 
that the financial system is either very or somewhat stable, a flat figure against the previous 
quarter. However, this represents a dip of five percentage points over the previous two quarters, 
indicating a degree of caution among our respondents. Europeans are the least likely to be 
confident in the market’s stability (18%), a likely reflection of Brexit uncertainties. 
 
The share of respondents feeling that the stock market is either somewhat or very unstable, 
dropped back to 43% in Q2 2019. This figure was more in line with Q3/Q4 2019, as opposed to 
the high seen in Q1 2019 (50%). Confidence levels may see further shifts in the next quarter as 
the stated Brexit withdrawal date of October 31st approaches. 24% of the total sample in Q2 2019 
in adopt a neutral standpoint on stock market stability, while only 1% say that they don’t know. 
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Stock Market Knowledge 
 

Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
 
Claimed stock market knowledge remains strong and has tracked around 75% in each of the past 
four quarters. This stood at 76% in Q2 2019, with 21% of the sample claiming to be very 
knowledgeable. Men are much more likely than women to state that they are knowledgeable 
about the stock market, while Americans are much more likely than Europeans and Asians to do 
so. 
 
Stock market uncertainty has tracked around 25% in each of the past four quarters, with only 
around 6% saying they have no knowledge at all. This is the case in Q2 2019, with 18% saying they 
have little knowledge and 6% having no knowledge. Women and Europeans are the most likely 
groups to profess a lack of stock market understanding. 
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Regional Stock Market Confidence 

 

Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
 
Stock market confidence has seen small fluctuations over the past four quarters of study. The 
share of respondents who thought their stocks would perform much better or a little better saw 
a rise to the highest point so far in Q2 2019 (42%). Europeans are the most pessimistic about 
their expected stock performance, with Americans the most bullish (26% vs 50% respectively).  
 
Just under a third (31%) of our sample believe that stock market performance will remain broadly 
even over the next 12 months, while the remaining 27% expect a downturn in performance. 
Europeans and Asians are the most pessimistic by some distance, the former group almost 
certainly feeling the ongoing uncertainties surrounding Britain’s proposed exit from the 
European Union. 
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Investing in Cryptocurrencies 

 
Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 

Cryptocurrencies remain a much-discussed subject in financial circles, particularly in light of the 
recent news of Facebook’s plans to launch a new cryptocurrency, Libra, in 2020. Complete 
unfamiliarity with cryptocurrencies continues to hover around the 10% mark, reflecting their 
proliferation. Many of our affluent respondents are now engaging with cryptocurrencies, either 
for immediate or longer-term gains. 
 
In Q2 2019, 31% of our sample say that they currently invest in cryptocurrencies, 19% doing so 
with a long-term view, and 12% with a short-term view. 18-39s and North Americans continue to 
be the most likely groups to be active investors in this market, although there is no significant 
gender skew in the last quarter’s data, reflecting the growing appeal of cryptocurrencies to both 
genders.  
 
As more operators enter the market, further cryptocurrency growth looks likely in the coming 
years, particularly as 31% of our sample do not currently invest but are interested in doing so in 
the future. Both genders, age groups and all three regions express this interest which should drive 
growth globally. In each of the past four quarters, around 3 in 10 say that they do not currently 
invest in them and do not think they will do so in the future: this figure stood at 29% last quarter. 
Men, over-40s and Europeans are the most likely sceptics of this market.  
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FOCUS ON TOURISM 
 
Luxury Travel Experiences 

 
Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 

Luxury is a prominent consideration right from the start of our respondents’ holidays, including 
at the airport: 50% travelled by business or first-class and 51% used a VIP waiting lounge as per 
the Q2 2019 data. However, the share of our sample travelling by business/first class has fallen 
over the past year: from 57% in Q3/4 2018, to 52% in Q1 2019 and a further decline to 50% last 
quarter. This may be an early warning sign for airlines offering these premium travel experiences. 
 
5* or more hotels continue to resonate with 70% of our sample, while around half (45% in Q2 
2019) stay in a suite/penthouse room and around a third (35% in Q2 2019) say that they have 
rented a beachfront villa. In each quarter of the study so far, around two thirds (66% in Q2 2019) 
have used a spa, with these facilities proving popular with both genders. The popularity of 
wellness tourism continues to rise as more luxury hotels acknowledge the appeal of relaxation 
facilities such as spas. 
 
Food also plays an important role in luxury holidays, with 64% saying that they have eaten in a 
Michelin-starred restaurant while on holiday within the past three years (and rising to 68% among 
over-40s and 71% among Americans). 
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Holiday Purchase Intentions 
 

Unfiltered Base: 1834 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
As expected, the significant majority of our affluent/HNWI respondents continue to travel 
regularly within their own regions. Nevertheless, they are also often prolific travellers outside of 
their home regions – for example, only a small share of our affluent/HNWI American and Asian 
respondents (13% and 15%) do not plan to travel to Europe within the next year, and only 16% of  
 
Europeans do not plan to visit Asia Pacific. These numbers are broadly flat quarter vs quarter. 
Different holiday types see significant variance in popularity across the regions in our study. For 
example, 45% of our Q2 2019 sample say that they are likely to take a city break within Europe 
within the next year, falling to 31% in the Americas and just 10% in Middle East/Africa. The 
diversity of European countries means that it remains the most popular region and scores above 
the overall average for all of the different types of holidays stated.  
 
City breaks (45%), sightseeing/tourist holidays (39%), family holidays (37%) and beach holidays 
(31%) are the most popular types within Europe as cited in Q2 2019. APAC and the Americas are 
generally equally popular for the different types of holidays, with beach holidays and city breaks 
among the most popular holidays in these regions. Activity and travelling holidays, boat cruises 
and rural/countryside breaks are the least popular holiday types overall, but do still interest a 
significant minority in each of the regions.  
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Luxury Leisure Travel Spending 
 

Base:  1834 global affluent/HNWIs who had taken luxury travel within the past year | Source: LuxuryOpinions/Altiant 

 
As seen in the previous section, many of our affluent sample like to invest in luxurious holiday 
experiences. When all currencies are normalised to US Dollars, only 1% of the Q2 2019 sample of 
travellers said that they spent less than $1,000, while only a further 15% spent less than $3,500. 
Asians were the most likely to moderate their holiday expenditure, with 29% spending under 
$3,500. A further 27% spent the equivalent of between $3,500 and $7,000, rising to 32% 
among both men and Asian travellers. 
 
Moving onto the biggest spenders, Americans are the most likely region to have invested heavily 
on their last luxury holiday. 32% of our total Q2 2019 sample spent between $7,000-$14,000, 
while a further 20% spent over the equivalent of $14,000, the latter figure rising to 35% among 
Americans (compared to 18% of Europeans and only 5% of Asians). Americans represent a 
particularly lucrative pool of affluent travellers for brand to target, particularly given their interest 
in the various activities and services which hotels could offer to them. 
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