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I’m pleased to present you the results of our first-ever study of the Australian 
Luxury Traveller.

As Australia's premier luxury travel advisory group, Goldman Group has been 
helping Australians explore the world for 35 years. We are able to offer 
exclusive rates, VIP amenities, and peace of mind to our clients, thanks to our 
membership in the distinguished Virtuoso network and our relationships with 
our hotel, airline, cruise and other travel partners.

Our most important relationship, however, is with our customers — business 
and leisure. So, in partnership with AccorHotels, we conducted a study to better 
understand the needs, desires, preferences, and challenges of the Australian 
luxury traveller. And we are pleased to share the response with you.

Among other interesting results, we learned that most are motivated by a 
desire to experience new cultures and places and prefer to visit a new 
destination each time. They plan to spend substantial sums exploring the world, 
although they also seek out value in each trip. Most gratifying, they prefer to 
work with travel advisors to plan their holidays.

I wish to thank the respondents for their valuable insights and express my 
gratitude to them and to our partners and team members for another 
successful year.

Tom Goldman OAM,  Executive Chairman, Goldman Group
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A recent survey of Australian luxury travellers reveals interesting 
insights into their international travel habits and attitudes. 

The survey, conducted by Goldman Group, Australia’s premier luxury 
travel advisory group, in partnership with AccorHotels, paints a portrait 
of global explorers keen on seeking out new experiences, willing to go 

far and spend substantial sums, and closely partnered with travel 
agents to bring their globetrotting dreams to life.

OVERVIEW
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• The vast majority of respondents (93%) say they travel to experience 
new places and cultures, and 79% try to visit a new destination on 
each holiday. 
• They are most interested in experiencing historical sites and heritage 
while traveling (53%), followed by food and dining (48%), and 
arts/museums and culture (36%). 
• Europe was by far the most popular destination, followed by North 
America—though respondents indicated that they often travel to 
multiple destinations on a trip, often jumping continents. 
• Nearly one-fifth (19%) plan to spend AU$50,000 or more next year on 
international holidays; 22% say their spending will increase over the 
previous 12 months.
• When asked about their preferred method for booking trips abroad, 
the majority of respondents (58%) cited using a travel advisor face-to-
face, compared to only 9% who preferred using an online travel agent 
like Booking.com or Expedia.
• Moreover, 80% said that the amenities that a travel advisor can 
procure for them at a hotel (such as room upgrades and late check-out) 
impact where they decide to stay.

KEY FINDINGS



“This survey demonstrates that 

, especially as 
they have more free time and 
disposable income with which to 
criss-cross the world and enrich 
their lives with travel,” says 
Anthony Goldman, Joint Managing 
Director of The Goldman Group. 
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Australian luxury travellers are contributing to the global trend 
toward “experiential travel”—immersive trips that create 
memorable, meaningful insights into the world and ourselves. 
Nearly half (49%) agreed with the statement, “I travel to have 
experiences that are transformational.” 
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EXPERIENCES MATTER



Nearly half of respondents (46%) agreed that food is a principal 
reason that they travel. However, only 25% agreed that dining at a 

restaurant associated with a well-known chef is important—suggesting 
a limit to the drawing power of celebrity toques. 

FOOD WETS THE APPETITE FOR TRAVEL
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respondents cited “leisurely outdoor activities,” 
such as walking, hiking, cycling, and boating, as something 
they like to experience on holiday.

LET’S GET (SLIGHTLY) PHYSICAL

2019



The survey respondents devote substantial resources to 
international holidays, with 19% indicating they plan to 
spend at least AU$50,000 in the next 12 months, and 45% 
planning outlays of at least AU$30,000. For most (64%) 
that’s around the same they spent last year; 22% plan to 
spend more, while 14% are budgeting less.

But this group is by no means spendthrift: When asked 
about factors that impact their travel decisions, price was 
the number one answer, cited by 63% of respondents. More 
than three-quarters (76%) indicated that they look for 
discounts or special offers when choosing a place to stay. 
Added value is important, too: Four of five respondents said 
that the amenities they receive at a hotel (such as room 
upgrades, complimentary breakfast, or late check-out) by 
booking through a specific travel agency or travel advisor is 
an important factor. Nearly half (49%) said they try to stick 
to a budget for their trips. 
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THE VALUE OF A GOOD VALUE



When asked to write in their most recent international 
destination, the next trip they’re planning, and their favourite 

destination of all, the most common response was Europe. For all three 
questions, other popular answers included the United States, Japan, 

Thailand, New Zealand, France, and the United Kingdom. 
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GO FORTH AND CONQUER



The survey also asked what 
destinations are at the top of 

travellers’ “wish lists.” 

. Other popular 
responses were further off the 
beaten path, including Africa, 

Antarctica, Scandinavia, Alaska, 
Iceland, and the Maldives.
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HERE WERE THE TOP RESPONSES TO EACH QUESTION:

2019

Last international holiday:
Europe 15%
Multiple 11%
USA 9%
Italy 6%
New Zealand 4%

Next international holiday planned:
Europe 11%
Multiple 8%
USA 8%
Japan 6%
Asia 5%

Favourite international 
holiday destination:
Europe 17%
Italy 12%
Multiple        8%
France 5%
USA 5%

International destination at 
the top of my wish list:
Italy 8%
Europe 6%
Japan 5%
Africa 4%
Multiple 4%



In their zeal to see the world, Australian luxury travellers seem 
mostly undeterred by concerns about security or politics. Only 
33% said they worry about their personal safety while 
traveling internationally, and even lack of a travel companion 
doesn’t stop them: a surprising 35% said they’ve taken a 
“solo” trip in the past two years. 
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NOTHING STANDS IN OUR WAY



When choosing a destination for an international holiday, the 
most important factors cited were price (63%) and weather 
conditions (40%). Safety and health concerns came in third, at 
38%. Security issues (29%) and ethical/political concerns (13%) 
came further down the list. While 29% do take environmental 
and sustainability factors into account when planning a trip.

On the subject of politics, Aussies don't seem to be bothered by 
the atmosphere in the U.S.: 42% of respondents strongly 
disagreed with the statement, "I won't travel to the United States 
while President Trump is in office," while only 22% agreed.
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Survey respondents expressed enthusiasm about cruising, 
with 72% saying that they have taken at least one cruise in the 

past five years, and 21% indicating that they cruise at least 
once per year. The most common destination is the 

Mediterranean, with 44% of respondents having taken a cruise 
there, followed by Australia/New Zealand (32%); the South 
Pacific (31%); Alaska and the Pacific Coast of North America 

(29%); and the Baltic (29%). 
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TAKING TO THE SEAS



Travellers perceive cruising as a way to access exotic 
destinations and landlocked ports. For future cruises, 

respondents said they’re most interested in river cruises (42%) 
and expedition cruises (41%), with 31% saying a small yacht 

cruise and 15% saying an ocean cruise. For specific 
destinations, respondents are most interested in sailing to 
the Galápagos Islands (43%), followed by a European river 

cruise (42%), the British Isles and Norway (42%), 
Antarctica (39%), and the Baltic (38%).  

2019



Despite the inexorable rise of social media, Australian luxury travellers still lean 
heavily on traditional sources when it comes to planning their next holiday. 

Asked where they get ideas and inspiration, the top answer was word of 
mouth/friends and family (55%), followed by magazines (38%), newspapers (31%), 

and travel agents (28%). Travel content websites such as Lonely Planet 
came in at 26%, and television shows at 25%. 
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READING IS FUNDAMENTAL



Social media has made a significant impact on Australian 
luxury travellers, with 63% indicating that they use at least one 
of the major networks. Facebook was cited as the favourite
platform (59% of those who use social media), trailed by 
Instagram (29%), LinkedIn (4%), and Twitter (3%). Asked where 
they get holiday ideas and inspiration, 13% cited social media 
as a source. More than one-third (35%) say they enjoy posting 
about their holidays on social media.
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SOCIAL STUDIES



While the bulk of the survey focused on international holiday 
travel, respondents were also asked about their behaviours
when travelling for business—with the results suggesting that 
there is much overlap between the two. Fully 36% of 
respondents say that they have extended a business trip to 
add on some holiday or leisure time—reflecting a trend that 
has been growing across the global travel industry.

The survey also probed the relative importance of various 
loyalty programs to leisure and business travellers. The latter 
contingent seems to place less value on collecting points. To 
them, airline frequent-flyer programs ranked highest, with 
62% calling them very or somewhat important—compared to 
92% of leisure travellers. Credit card points and similar 
programs were ranked second by both groups (54% of 
business travellers and 72% of leisure travellers), followed by 
hotel frequent-guest programs (52% business, 70% leisure).
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BUSINESS OR PLEASURE? BOTH.



Professional travel advisors play an important role in planning 
international luxury holidays, from inspiration to booking to ensuring 
an upgraded welcome at hotels. For a majority of respondents (58%), 
using a travel advisor face-to-face is the preferred method of 
booking, compared with going directly to the website of an airline, 
hotel, or other provider (28%) and using an online travel agent or app 
like Booking.com or Expedia (9%).
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THE VALUE OF GOOD ADVICE



More than one-third of respondents (34%) said 
that they book with travel agents for most trips, 
and 26% use this method for every trip. Smaller 
segments use agents rarely or on occasion (17%) 
or only for larger or more complicated multi-
destination trips (14%).

Travel agents are also an important source of 
inspiration and ideas for international holidays, 
cited by 28% of respondents. And 80% said the 
ability of some agents to secure special amenities 
at hotels (such as room upgrades, complimentary 
breakfast, and late check-out) is an important 
factor in choosing where to stay.  
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Score one for the home team: Asked to name their favourite airline, 
Qantas was by far the winner, selected by 41% of respondents. 
Rounding out the list were Singapore (20%), Emirates (12%), Cathay 
Pacific (5%), and Qatar (3%). 
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Accor (which co-sponsored the survey) came out on top among hotels, 
cited by 12.4% of respondents as their favourite brand. That was 
followed by Four Seasons (5.3%), Marriott (4.6%), Hilton (4.2%), and 
IHG (3.9%). However, a larger share of respondents, 23%, cited no 
particular allegiance to a hotel brand.

Cruise lines are expanding rapidly in Australia, where the industry is now 
valued at US$5 billion; in 2017, 1.34 million Aussies took a cruise. 
A number of major lines now have a presence here, but in this survey, 
Silversea led the pack with 9.2%, with Royal Caribbean (8.8%), Seabourn
(8.5%), Holland America (4.6%), and Princess (4.2%) in its wake.

FAVOURITE BRANDS



Sent by Goldman Group in November 2018 to well-heeled 
travel consumers in Australia, the Australian Luxury Traveller 
2019 survey asked about motivations for travel; sources of 
inspiration; booking methods; favourite destinations, airlines, 
and hotel brands; and more. The survey received 316 
responses. The respondents are typically affluent, mature, and 
retired from full-time work, and take between one and four 
international holidays each year.
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METHODOLOGY



Established by Tom Goldman OAM in 1983, The Goldman Group is 
Australia’s premier luxury travel advisory group with in-depth 

experience in all facets of luxury leisure and business travel. The 
company’s professional and well-travelled team are leaders in the 
industry, leveraging excellent relationships with airline and hotel 

partners to make clients’ travel seamless, luxurious, and cost-effective.

A leading member of the Virtuoso network  and helloworld business 
travel network, the Goldman Group can access hotels and experiences 

not always available elsewhere, from room upgrades 
to on-site assistance in remote locations, and more.

The Goldman Group of travel companies includes Goldman 
Travel Corporation, Travelcall, Travel Phase, SmartFlyer Australia, 

Quintessentially Travel Australia, and The Cruise Centre.

Goldman Group has been awarded multiple awards including 
Top Virtuoso Producer in Asia Pacific in 2018, 2017, 2016 
And 2015 – and 2017 Best Corporate Travel Agency multi-

Location at the NTIA Awards.

For more information, please visit goldmangroup.com.au
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ABOUT GOLDMAN GROUP



AccorHotels is a world-leading travel & lifestyle group and digital innovator offering unique experiences in more 
than 4,600 hotels, resorts and residences across 100 different countries. With an unrivaled portfolio of 

internationally renowned hotel brands encompassing the entire range from luxury to economy, from upscale to 
lifestyle and midscale brands, AccorHotels has been providing savoir-faire and expertise for more than 50 years. 

In addition to its core hospitality business, AccorHotels has successfully expanded its range of services, 
becoming the world leader in luxury private residence rental with more than 10,000 stunning properties around 

the world. The Group is also active in the fields of concierge services, co-working, dining, events management and 
digital solutions. Relying on its global team of more than 250,000 dedicated staff, AccorHotels is committed to 

fulfilling its primary mission: to make every guest Feel Welcome.  Guests have access to one of the world’s most 
attractive hotel loyalty programs - Le Club AccorHotels.

AccorHotels plays an active role in its local communities and is committed to promoting sustainable development 
and solidarity through PLANET 21 Acting Here, a comprehensive program that brings together employees, guests 
and partners to drive sustainable growth. From 2008, the AccorHotels Solidarity Endowment Fund has acted as a 

natural extension of the Group’s activities and values, helping to combat the social and financial exclusion 
experienced by the most disadvantaged members of society.

Accor SA is publicly listed on the Euronext Paris Stock Exchange (ISIN code: FR0000120404) and on the OTC Market 
(Ticker: ACRFY) in the United States.
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ABOUT ACCORHOTELS
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For general inquiries, 
please contact:

Anthony Goldman
Goldman Group, 

Travelcall
anthony@travelcall.com.au

For PR inquiries, 
please contact:

Julie Seat
Account Manager

Anne Wild & Associates Pty Ltd
+61 2 9440 0414


