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INTRODUCTION TO THE RESEARCH 

 

 

 

 

Welcome to the first edition of Altiant’s Global Luxury and Asset 
Management (GLAM) Monitor which begins to robustly capture 

sentiments and behaviors of the world’s affluent and high net worth 
(HNW) populations. This has been a source of inspiration for our company 

and we are delighted to be sharing the initial results with you in this 
release of data. Our hope and aim are that the information contained in 

this report will help you with your business strategy, policy objective, 
editorial content and/or assist   with your academic research. 

Our GLAM monitor will contain two main elements for public use. Firstly, 

we will release a quarterly pdf containing the most recent results along with our commentary 

focusing on the key takeaways which you are more than welcome to sign up to our distribution list 
here. Secondly, we are opening up our data stream within Tableau® to enable you to dig deeper into 

the data by applying filters on age, gender, household income, time series and region in order to 

allow you to identify key differences among demographic attributes. 

 

In terms of methodology, this first iteration encompasses 982 unique respondents spanning Q3 and 

Q4 2018. We interviewed respondents across 9 countries and rolled data up into 3 regions to allow 
for more robust quantitative analysis. When normalized to USD, the median household income from 
all sources is of the sample was approximately $295,000. 

 

We welcome the free and fair use of our data and reports to meet your individual objectives though 

kindly ask you clearly link your readers to the source of the data when quoting our analysis/data. 

 

We hope you find this report interesting and that it helps you to, quantitatively, better understand, 

the global luxury/ wealthy consumer. In the event you have questions about the data, please contact 
us at glam@altiant.com. 

 

 

With my very best regards,  

Lars Long, Founder and CEO 

 

 
 
 
  

mailto:glam@altiant.com
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GLAM RESEARCH SAMPLE 

 
All research data presented in this GLAM monitor has been sourced from Altiant’s manually validated 
in-house panel of Affluent and High Net Worth Individuals (HNWI), LuxuryOpinions®. This first iteration 

encompasses Q3 and Q4 20181, with the quantitative online survey carried out continuously over these 

two quarters presented. In order to protect the integrity of the data, respondents are prevented from 
participating in the research twice in a single year. For any additional questions about this research, 
please contact glam@altiant.com. 

 

 

 

A total of 982 affluent/HNWIs were surveyed across both quarters, with 323 from North America, 304 

from Asia (China/Japan/Singapore/Hong Kong), and 360 from Europe 

(UK/France/Germany/Switzerland). 44% of the sample over both quarters was aged 18-39, with 56% 

aged over 40. The sample was evenly split 50:50 in terms of gender. Normalised to $US, the median 

household income of this survey was just under $295,000. 

  

                                                           
1  
Note: Percentages in this report are indicative of survey results combining Q3 and Q4 2018, unless otherwise stated.  

 
 

mailto:glam@altiant.com
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DEFINING LUXURY 
 

Luxury consumers use a wide variety of factors to define luxury brands/services as aspirational or 
premium. Interestingly, these factors go well beyond price and only 20% of our respondents cite high 

price as something which they associate with a luxury brand or service. Similarly, only 23% of the 

sample define a luxury brand or service as one which has a designer label, suggesting that luxury 
operators should not assume that their name alone is enough to resonate with affluent consumers. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

Quality and exclusivity are comfortably the most resonant factors among our respondents. Perhaps as 

expected, quality is the most widely cited factor, with 65% citing the quality of materials or service. 

Meanwhile, 56% cite exclusivity/rarity as a factor, rising highest among over-40s. Over-40s are also 
significantly more likely than 18-39s to associate luxury brands/services with those which are only sold 

in luxury venues. Luxury brands may sometimes need to tread the line between making themselves 

accessible to customers, but also maintaining a degree of scarcity and avoiding the mass-market. 

Some 31% of our respondents identify a luxury brand or service as one which stands out or is iconic, 

with 28% associating them with being status symbols. Many luxury shoppers’ purchases are guided by 

clearly showing off their good taste for individual or desirable goods. Men and Asian respondents in our 

sample are the most likely group to identify luxury brands with those which are status symbols. 
Customisation (13%), packaging and celebrity endorsements (both 7%) are cited as luxury associations 

by only a minority of our sample. 
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SPENDING ATTITUDE 

 
The Luxury Buyer Mindset (1/2) 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
Despite their typically high levels of disposable income, many of our affluent/HNW sample for this report are 
surprisingly discerning with their spending. Only 18% say that money is no object to them, rising to 24% of 

18-39s (compared to only 13% of over-40s). Over-40s appear to be a little more considerate with their luxury 

purchases, being significantly more likely than the younger cohort to say that they only occasionally spoil 
themselves (61% vs 47%). Our male respondents are also significantly more likely than women to fit into one 

of these two more conservative categories. 

Some interesting variations also emerge when looking at these first two classifications by region. Only 9% of 

our Asian respondents say that money is no object, much fewer than for North Americans (27%) and 

Europeans (17%). Instead, Asians are more likely than average to describe themselves as only occasionally 

spoiling themselves (59%). 

 
14% of our respondents describe their spending habits as mostly sticking to a budget and being a bargain 
hunter. Women are more likely than men to describe themselves in one of these two ways (28% vs 22%), 
while North Americans are the least likely of the three regions to adopt a restrained approach towards luxury 
spending (19%). 
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The Luxury Buyer Mindset (2/2) 
 

 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 
 

80% of our affluent/HNWI respondents for this survey agree that it is worth paying more for better quality 
goods, rising to 88% among North Americans. The onus is on brands to highlight their quality credentials to 
luxury consumers, for example via the materials used or the methods of production. 

 

As seen earlier in this report, 28% of our respondents in this survey associate luxury brands with status 
symbols. A slightly higher share (36%) state that luxury goods help them to feel confident, enabling them to 
convey their good   taste and perhaps, wealth. 18-39s are significantly more likely than over-40s to agree with 
this statement (41% vs 31%). 

 

Nevertheless, overt branding is not always the best way of resonating with affluent luxury consumers as 35% 

of our respondents to this survey prefer luxury products which do not have clearly branded logos/designs. 
Discrete and subtle brand cues are more likely to be well-received by this sizeable pool of luxury consumers. 
Customisation also resonates with just over a third of our respondents to this survey, 36% saying that such 

products appeal to them (although falling to just 29% among the European response). 
 

The global nature of many luxury categories is reflected in the fact that only 22% prefer luxury products from 
their home country. While this figure reaches 33% among the European response, it falls to just 10% among 
Asians, indicating how the Asian respondents show a clear preference for international luxury goods which 
are seen as more desirable. Indeed, many affluent Asian consumers position international shopping at the 
core of their international holidays, often being able to acquire cheaper luxury goods abroad than in their 
home countries. 
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PURCHASE BEHAVIOR AND INTENT 
 
Luxury Purchases (p12m) 
 

 
  

 Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
When looking at several categories of luxury goods or services, travel is the most popular among our panellists, 
with 85% having had a luxury holiday within the past year, and 59% doing so multiple times. Men (62%) and 
Asian respondents (71%) are the most likely group to have made multiple luxury travel purchases but 
engagement remains high across all regions and demographic   groups. 
 
Travel is closely followed by designer fashion (83%), high-end electronics (82%), leather goods such as 
handbags (79%) and alcohol (78%), showing that these four categories also enjoy high levels of popularity with 
our respondents. However, it is by analysing the composition of those making multiple purchases that the key 
consumer groups for each market   emerge. 
 
For example, for designer fashion and leather goods, 18-39s, women and North Americans are the most likely 
groups to make multiple category purchases. Meanwhile, men are the more likely gender to make multiple 
luxury purchases within the high-end electronics and alcohol markets. Automotive is the category with fewest 
luxury purchases annually, with only 47% doing so, a reflection on the relatively high cost of buying new cars. 
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Luxury Purchase Intent (Active p12m Categories) 
 
 

 
 

  Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 

Planned purchasing trends for the year ahead are broadly equal across the categories, with around a third 

expecting to buy more, half expecting to buy about the same amount and the remaining share cutting back. 

The clear exception to this is travel, with 47% of current luxury travellers expecting to increase their 

engagement with this market next year. 
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Luxury Purchase Intent (Inactive p12m Categories) 

 

 
 

Unfiltered Base:  720 global affluent/HNWIs who have not purchased from the selected categories | Source: LuxuryOpinions/Altiant 

 
Travel is also the most likely market to see a positive conversion of non-users, with 60% of the panellists who have 
not undertaken luxury travel planning to take a luxury trip next year. 
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SOCIAL MEDIA INTERACTIONS 
 

 

 
  Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 

As seen in the previous section, online luxury retailing is growing in popularity and looks set to continue to do 

so in the coming years. Social media platforms such as Instagram or WeChat are becoming more important for 

luxury brands looking to drive brand awareness and sales. Half of our sample for this survey say that they have 

liked or recommended a brand to family/friends/colleagues within the past three months, while 44% have 

followed a brand. 18-39s and North Americans are the most likely groups to be social media advocates for 

luxury brands. 

Meanwhile, a robust 19% of our sample say that they have purchased a luxury brand via social media over the 
three-month period. While this figure is highest among 18-39s as expected (25%), that 14% of over-40s do so 
shows how these sites can also resonate with more mature luxury shoppers. An almost identical share and 

composition of our sample say that they have sent a private message to a brand via social media (19% overall). 
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PURCHASE CHANNELS 
 

 
  Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 

Despite significant media coverage questioning the ongoing viability of physical stores, it is clear that they 

remain vital for many luxury brands. The rise of online shopping has undoubtedly hampered footfall in retail 

stores, many of which are now having to adapt by offering more experiential luxury shopping practices. 

85% of our respondents in this survey say that they have bought luxury goods in a physical store such as a 
branded store, Department Store or duty-free shop within the past 12 months. 

However, the impact of online is clear as 71% of respondents have made a luxury purchase online over the 
period, 60% having done so via a computer/laptop and 38% via a phone/tablet. Perhaps as expected, 18-

39s are significantly more likely than the older cohort to be online luxury shoppers. Creating user-friendly 
and attractive shopping platforms for different devices is key for luxury brands and services to remain 
competitive in this growing part of the market. 
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LUXURY AND SUSTAINABILITY 
 
The Importance of Sustainability 
 

 
 

  Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 
Sustainability has become a significant talking point within the luxury industry in recent years. Many consumers 
are increasingly gravitating towards brands which have sustainability and ethics at the core of their propositions. 
Brands which are not on board with this trend risk falling out of favour and left behind. The recent widespread 
criticism for luxury brands destroying overstocks, using unethical production methods or using material seen as 
cruelty towards animals underlines how the impact of sustainability should not be underestimated. 

 
On a scale of 1-5, almost two thirds (65%) rate sustainability at an importance of 4 or 5 while only 10% say that 
it unimportant/neutral to them (1-3 on the scale). Sustainability and ethics are important to both genders and 
age   groups, indicating that this is not an issue which is largely contained to one segment of the population. 
However, importance does show a degree of regional variance, with 70% of Asian respondents scoring 
sustainability/ethics as 4-5 on the scale, compared to only 58% of North Americans. 
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Trading up for Sustainable Luxury 
 

 
 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 
Encouragingly for luxury brands and services, many consumers are prepared to spend more for 
sustainable/ethical luxury. Only 16% of our sample for this survey; and rising to 20% among over-40s; are entirely 
unprepared to spend any more for sustainable/ethical luxury products. 41% are prepared to spend up to 10% 
more, which provides a lucrative opportunity for brands with credible and genuine sustainable offerings. 

 
The remaining 43% are prepared to spend more than 10% extra, with 11% even prepared to spend a quarter 

extra for sustainable/ethical luxury products. 18-39s are significantly more likely than over-40s to be prepared 
to spend more than 10% extra, while there is no significant gender skew over this threshold (44% of men vs 41% 
of women). Interestingly, Asian respondents – who were the most likely to rank sustainability as important as 

per the previous section of this report – are the least likely of the three regions to be prepared to pay more than 
25% extra (7%). 
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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 . 
 

Stella McCartney emerges as the most likely brand which our affluent/HNW respondents cite as a 
sustainable luxury operator. The company has positioned sustainability as a core pillar of its proposition, 
and this has resonated    with all of the regions in our study. Other brands which were among the most 
cited include Gucci, Tesla, Rolex and Louis Vuitton. However, that 31% of our sample were unable to 
name a good example of a sustainable operator suggests that the luxury industry has further work to do 
in this arena. 
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FOCUS ON FINANCE 
 
Global Financial System Stability 
 

 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 

 
International ambiguity such as Brexit and trade disputes appear to be manifesting themselves in a 
degree of uncertainty among our survey respondents. Only 36% feel that the global financial system is 
either very or somewhat stable, with the share of ‘very stable’ responses sitting at around just 6% in both 
quarters. North Americans are the most positive, with 39% feeling confident in the market’s stability. 
However, our European and Asian respondents appear to be much more negative, as this figure falls to 
30% and 29% respectively. 

 

It is logical therefore that European and Asian respondents are also much more likely than Americans to 
feel that the global financial system is either somewhat or very unstable (47% in Europe, 46% in Asia, 29% 
in North America). Time will tell whether Americans’ confidence in the global financial system is well 
judged or misguided. Around a fifth of our respondents in each of the regions adopt a neutral standpoint 
on this matter, while only 2% say that they don’t know. 
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Stock Market Knowledge 
 

 
 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 
 

Similar trends emerge for knowledge in the stock market. 21% of respondents to this survey claim that they are 
very knowledgeable about the stock market, rising to 27% among men and 34% among North Americans. Only 16% 
of Europeans and 14% of Asians claim to be very knowledgeable on the matter and are instead more likely to believe 
they are only somewhat knowledgeable, or have very little   knowledge. 

 

Overall, half of our respondents feel that they are somewhat knowledgeable, probably knowing enough to navigate 
the basics of stock market investments. Men are again more likely than women to make this assertion (54% vs 46%). 
Women are much more likely than men to feel less confident with stock market matters, as 29% claim to have very 
little knowledge compared to 17% of men. Only 6% say that they have no knowledge at all, which does suggest at 
least a passing interest or interaction with stock markets for the majority of our respondents. 
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Regional Stock Market Confidence 
 

 
 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 

 

 

North Americans are also the most confident about their future stock market performance over the next 12 months, 
with 15% thinking they will perform much better and 35% a little better (compared to overall averages of 8% and   
29%   respectively). 18-39s are also much more confident than over-40s about an improved performance of their 
regional stock market for the upcoming year (42% vs 33%). 

 

Around a third of our sample believe that stock market performance will remain broadly even over the next 12 
months, while a slightly lower share expects a downturn (31%). Over-40s and men are more likely than under-40s 
and women to believe that stocks will perform a little worse or much worse, while Asians are also the most 
pessimistic by some distance (39%). 
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Investing in Cryptocurrencies 
 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  
 

Virtual cryptocurrencies have exploded in popularity in recent years, with companies such as Bitcoin leading the 
charge. While these currencies are naturally more volatile than Fiat currencies (e.g. the 2018 ‘Cryptocurrency 
Crash’), they have been a successful investment platform for many. However, some countries are now tightening 
regulations surrounding cryptocurrency trading, such as South Korea forbidding the anonymous trading of Bitcoins. 
 

The concept of cryptocurrencies has grown to the extent that only 8% of our affluent/HNWI sample are now entirely 
unfamiliar with it. Instead, many of our panellists are exploring the market, either for immediate or longer-term 
gains. A third of our sample currently invest in cryptocurrencies, 20% doing so with a long-term view, and 13% with 
a short-term view. 18-39s, men and North Americans are the most likely to be active investors in this industry. 
 

Cryptocurrency’s popularity with our affluent/HNW panel appears buoyant as the share of long-term investors rose 
from 18% to 24% between Q3 and Q4 alone. Their popularity looks likely to continue growing, as 32% do not 
currently invest, but are interested in doing so in the future. Both age groups and all three regions express this 
interest, but it is the robust female interest (37%) which is particularly eye-catching. Only 28% of our sample do not 
currently invest in cryptocurrencies and do not think they will do so in the future, with over-40s the most likely 
sceptics. 
 

One factor not to overlook is that investment in cryptocurrencies is often done with contrarian positions (ETF’s, put 
options, or short selling). These are not explicitly differentiated in the data set, and therefore are also reflected 
within the short/long term horizon answer choices. 
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FOCUS ON TOURISM 

 
Luxury Travel Experiences 
 
 

 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant 
 

It is clear that our respondents to this survey like to treat themselves to various luxurious experiences and services 
while they are on their holidays. There are few significant differences in the popularity of these experiences by age 
and gender, but regional variance does come to the fore as North Americans are significantly the most likely to 
treat themselves to many of the listed experiences on their luxury holidays. 

 

Luxury is a strong consideration for our panellists when travelling for their holidays, with 57% having used business 
or first-class transport; this figure rises to 70% among North Americans. Similarly, North Americans are more likely 
than average to have used a room service facility such as a concierge (69% vs 55% average), used a VIP waiting 
lounge (59% vs 51%), and to have had private transport experiences such as helicopter trips (38% vs 32%). 

 

For the holiday itself, 70% of our sample say that they have stayed within a 5* (or more) hotel within the past three 
years, with 45% staying in a suite/penthouse room (rising to 51% among 18-39s and 56% among North Americans) 
and 36% saying that they have rented a beachfront villa. Elsewhere, two thirds have used a spa, with these facilities 
proving popular with both genders. The continued rise of wellness tourism, now worth almost 
$650 billion according to the Global Wellness Institute, means that many luxury hotels such as Six Senses have spa 
facilities at the core of their offer. 
 

Many hotels also accommodate fine-dining restaurants such as Michelin-starred venues on their premises. 69% of 
our total sample, and rising to 75% among North Americans, say that they have eaten in a Michelin-starred 
restaurant within the past three years, underlining the enduring appeal of dining out of home. 
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Holiday Purchase Intentions 
 
 

 
 

Unfiltered Base: 982 global affluent/HNWIs I Source: LuxuryOpinions/Altiant  

 
As expected, the significant majority of our affluent/HNWI respondents travel within their own regions. 
Nevertheless, they are also often prolific travellers outside of their home regions – for example, only 17% of our 
affluent/HNWI Asian respondents do not plan to travel to Europe within the next year, and only 36% of Europeans 
do not plan to visit the   Americas. 
 
The different types of holidays see significant variance in popularity across the regions in our study. For example, 
49% of our sample say that they are likely to take a city break within Europe, falling to just 7% in Middle East/Africa. 
Indeed, Europe is highly popular generally and scores above the overall average for all of the different types of 
holidays stated. The wide variety of cultures and landscapes prove to be popular among not only wealthy 
Europeans, but also Asians and Americans. 

 
City breaks (49%), sightseeing/tourist holidays (41%) and family holidays (39%) are the most popular types within 
Europe. APAC and the Americas are generally equally popular for the different types of holidays, with beach 
holidays and city breaks among the most popular types of 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:  834 global affluent/HNWIs who had taken luxury travel within the past year | Source:  LuxuryOpinions/Altiant 

 
Among luxury travellers within the past year, many are prepared to invest heavily to create memorable and 
indulgent holiday experiences. When all currencies are normalised to US Dollars, 18% of our respondents spent 
less than 
$3,500, with Asians the most likely to moderate their holiday expenditure. A further 28% spent the equivalent of 
between $3,500 and $7,000, with all regions and ages equally likely to have spent within this price bracket. 
 
Moving onto the big spenders, North Americans are the most likely region to have invested heavily on their last 
luxury holiday. 30% of our sample spent between $7,000-$14,000, while a further 21% spent over the equivalent 
of $14,000, the latter figure rising to 29% among North Americans. There are a variety of ways in which luxury hotel 
operators can tap into these particularly high spenders, some of which are explored below. 
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