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Essentially they are the 16-34’s of today. 

How many are there?

Across 40 countries that we researched in 2016, we estimated that 

there were around 948 million millennials

WHO ARE THE MILLENNIALS?



AWARD WINNER 
2017



Most ‘millennials’ are just like everyone else
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I look after my

appearance/image

I always like to try new

products

Creativity is important to

me

I tend to buy premium

versions of a product

I am a brand conscious

person

35+ 16-34 non-affluent% agree with each statement

Source: GWI Q3 2015 to Q2 2016. 

Base: Global online users exc. UK 16-34 non-affluent  (Universe 772m / n=72,000) . 35+ (Universe 665m / 

n=88,000) 



But Affluent Millennials ARE different 
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I look after my

appearance/image

I always like to try new

products

Creativity is important to me I tend to buy premium

versions of a product

I am a brand conscious

person

35+ 16-34 non-affluent 16-34 affluent% agree with each statement

Source: GWI Q3 2015 to Q2 2016. 

Base: Global online users exc. UK 16-34 non-affluent  (Universe 772m / n=72,000) . 35+ (Universe 665m / n=88,000) . 16-34 

Affluent (Universe 152m / n=13,900)



1. The industry perception of millennials doesn’t 

match the reality – the affluent subset should be 

considered the real millennials 



2. Affluent Millennials unique relationship with 

money and the environment is having a major 

impact on their relationship with brands



Affluent Millennials have a unique relationship with money…

Source: GWI Q3 2015 to Q2 2016. 

Base: Global online users exc. UK 16-34 non-affluent  (Universe 772m / n=72,000) . 16-34 Affluent (Universe 152m / 

n=13,900)

40% 51% 44% 66% 39% 54%

Money is the best 

measure of success

I am pro-active about 

investing money

I like to stand out in a 

crowd

Non-Affluent Millennials Affluent Millennials



Their passion for the environment goes beyond the superficial 

Source: GWI Q3 2015 to Q2 2016. 

Base: Global online users exc. UK 16-34 non-affluent  (Universe 772m / n=72,000) . 16-34 Affluent (Universe 152m / 

n=13,900)

68% 78%

I do everything I can to 

help the environment

Non-Affluent Millennials Affluent Millennials



This means it’s essential that brands take responsibility  

Source: GWI Q3 2015 to Q2 2016. 

Base: Global online users exc. UK 16-34 non-affluent  (Universe 772m / n=701) . 16-34 Affluent (Universe 152m / n=13,900)

70% 80% 72% 82% 72% 81%

Show a commitment to 

sustainability and social 

improvement

Give something back to 

society

Social conscience 

Prefer brands that…

Non-Affluent Millennials Affluent Millennials



Exploring how Affluent Millennials engage with 
brands specific categories such as: 

Leisure 
Travel

Luxury 
Goods

Consumer 
Technology

Banking and 
Finance

For each of these, we want to know:

• How do Affluent Millennials consume in the category?
• What do they look for from brands and service providers?
• What advertising strategies are Affluent Millennials most receptive to?
• What ways can brands effectively engage with Affluent Millennials?



2017 Affluent Millennials 
Travel Study

THE AM PANEL



20%

17% 17%

SOURCE: GlobalWebIndex 2017 BASE (n=33K) 16+ y/o respondents in 40 countries.

Travel abroad for leisure approx. every 6 months (%)

They are more frequent leisure travellers than the affluent in other 
generations

Affluent 
Millenials

Affluent 
35-54s

Affluent 
55-64s

1. Whilst we know millennials love to travel, it is 
affluent millennials who are the real movers. 



Shopping outlets and brands (i=249)

They are significantly more likely to seek out shopping, authentic cultural experiences, and 
active adventure. 

Activities most likely to be desired on an international leisure trip:
[i] = Index for rating of ‘Very Important’ for each experience

Q: ‘When it comes to booking and going on international leisure trips, how important are the following?’
SOURCE: BBC Affluent Millennials 2017 (n=1,675) BASE: 16-34’s who have travelled for leisure in the past 12 months. Affluent defined as being in top 25% by HH income for their market

Having an authentic cultural experience (i=214)

Physical activity and adventure (i=204)

History and heritage (i=154)

A unique and unforgettable experience (i=144)

Peace, tranquility, relaxation (i=139)

Affluent Millennials Non-Affluent Millennials

2. Affluent millennials demand more from 
their trip experience



To a non-Affluent 
millennial, an authentic 
local experience in 
London might be fish & 
chips at an iconic fish & 
chip shop. 

To an Affluent 
millennial, it might be 
the chef’s table at a 
Gordon Ramsay 
restaurant. 

Millennials seek authentic, local 

experiences when travelling, 

however this manifests itself in 

different ways when you factor in 

affluence



Q: When you travel for leisure, where do you stay? (%)
SOURCE: BBC Affluent Millennials 2017 (n=1,675) BASE: 16-34’s who have travelled for leisure in the past 12 months. Affluent defined as being in top 25% by 
HH income for their market | ↓ X% = Percentage uplift between Affluent & Non-Affluent Millennials

Premium 
Hotels

49%

23%

92%

Friends/
family

31%

35%

9%

Short term
lets

23%

20%

17%

Eco lodges,
glamping

19%

14%

34%

Standard 
Hotels

42%

43%

1%

Spa 
Hotels

28%

20%

42%

Hostels
22%

15%

47%

Camping,
campervans

17%

12%

45%

AFFLUENT MILLENNIALS

NON-AFFLUENT MILLENNIALS

4. Whilst Affluent Millennials love authentic 
experiences when travelling, they are 92% more 
likely that non-Affluents to book a premium hotel



Their buying power 
means that they look for 
local experiences of a 
premium nature. This 
might involve going off 
the beaten track and 
looking for adventure...

Travelling millennials love to immerse 

themselves in local culture and 

activities. Affluent millennials even 

more so, but the nature of how they 

choose to immerse themselves is a 

little different  

…however when they 
return from their daily 
adventures, they still like 
to lay their head in 
premium lodgings. 



Affluent Millennials are heavy users 
of ‘Checking in’ to venues on social 
media. This is not just a matter of 
logistics or memory making…

…it is a way of passively signaling 
achievement, lifestyle, and status. 



Q: ‘When it comes to leisure travel advertisements, are you more or less likely to book if you saw a travel advertisement shown in the following places?’
SOURCE: BBC Affluent Millennials 2017. BASE: (n=2,629) 16-34’s from 8 countries. Affluent Millennials defined as 16-34 and in top 25% by HH income for their market

AFFLUENT MILLENNIALS

NON-AFFLUENT MILLENNIALS

256.1

222.4
207.2

192.4

75.4
88.4 84.8

67.2

Traditional News 
Websites 

(eg: BBC.com)

International TV News 
Channels

(eg: BBC World News)

Non-Traditional 
News Websites (eg: 

Buzzfeed)

Social Media 
(eg: Facebook)

High likelihood of booking if advertisement seen on following platforms (index)
[i] = Index for rating of ‘Extremely likely to purchase’ by each platform

They are much more likely to respond to travel advertising than non-Affluents 

6. Affluent millennials are highly 
responsive to advertising



SOURCE: BBC Affluent Millennials 2017 (n=1,675) BASE: 16-34’s who have travelled for leisure in the past 12 months. Affluent defined as being in top 25% by HH 
income for their market

Q: ‘When it comes to travel, which sources do you find influential when selecting a leisure destination?’

They more likely to be swayed by articles, video and TV advertising than formats such as direct mail

40 38.9
35.7

19

34.2 34.2

25.3
20.2

Online articles showing
destinations, experiences

and reviews

Online videos showing
destinations, experiences

and reviews

Television Emails/newsletters

AFFLUENT MILLENNIALS

NON-AFFLUENT MILLENNIALS

7.To influence Affluent Millennial decision making, 
they are looking for rich media to bring travel 
destinations to life.



SOURCE: BBC Affluent Millennials 2017 (n=1,675) BASE: 16-34’s who have travelled for leisure in the past 12 months. Affluent defined as being in top 25% by HH 
income for their market

145.5 143.8

96.5 90.8
109.7 118.2 120.4

98.3

Short films of a high

quality

Articles on how to have

an authentic experience

Articles/videos showing

listing unforgettable

things to do

Deals/Offers

AFFLUENT MILLENNIALS

NON-AFFLUENT MILLENNIALS

Q: ‘In what ways can advertisers motivate you to book a leisure trip to a particular destination?’

Less interested in discounts and basic ad content, and more likely to engage with high quality video content. 

7.To influence Affluent Millennial decision making, 
they are looking for rich media to bring travel 
destinations to life.



Affluent 

Millennials in 

Africa



We investigated the affluent 

millennials of Africa 

What is distinct about African Affluent Millennials and how 
they engage with these product categories?

Leisure 
Travel

Luxury 
Goods

Consumer 
Technology

Banking 
and Finance



2. When it comes to travel, AAMs are definitely 
more price sensitive than their global peers

They are more likely than their global peers to value attractive pricing and all inclusive 
deals

Q: ‘When it comes to booking and going on international leisure trips, how important to you are the following?’ 
(Index to global average for ‘Very Important’)

Global Average

131
132

‘ATTRACTIVE PRICING’ ‘ALL INCLUSIVE 
PACKAGE DEAL’

*Global Average:Affluent Millennials, Oct 2017 (n=2,189) in  Germany, France, USA, Singapore, Australia, South Africa, Hong Kong, Canada.

SOURCE: BBC Affluent Millennials Africa Jun 2018 BASE: (n=1,017) 16-34’s in the Top 25%  by HH income for their market.



2. …and are therefore less likely to book premium 
hotels than the global average. They are more likely 
to stay in standard hotels or with friends & family.  

SOURCE: BBC Affluent Millennials Africa Jun 2018 BASE: (n=2,058) 16-34’s in the Top 25% / Bottom 75% by HH income for their market who have purchased at least one luxury product in the past 12 months. 
*Global Average: obtained from BBC Affluent Millennials, Oct 2017 (n=2,189) covering Germany, France, USA, Singapore, Australia, South Africa, Hong Kong, Canada.

Q: When you travel for leisure, where do you stay? 
(African Affluent Millennial index to global average)

131

ECO LODGES, 
GLAMPING

SPA HOTELS PREMIUM
HOTELS

INDEX ABOVE GLOBAL AVERAGE

INDEX BELOW GLOBAL AVERAGE

62

49

36

Global Average (i=100)

132

FRIENDS & 
FAMILY

STANDARD 
HOTELS



3. Whilst global affluent millennials look for 
shopping & local experiences, AAM’s are looking for 
peace, relaxation and escape.

Whilst global Affluent Millennials want to experience local culture, for AAM’s a leisure trip is 
recuperation from daily life. 

151

UNIQUE & 
UNFORGETTABLE 

EXPERIENCE

PEACE, 
TRANQUILITY, 
RELAXATION

ALL-INCLUSIVE
PACKAGE DEAL

INDEX ABOVE GLOBAL AVERAGE

INDEX BELOW GLOBAL AVERAGE

91

Global Average
(i=100)

118

85
78

117

SHOPPING
OUTLETS / 
BRANDS

AUTHENTIC 
CULTURAL
EXPERIENCE

CULTURAL 
EVENTS / 
FESTIVALS

Q: ‘When it comes to international leisure trips, how important to you are the following?
(African Affluent Millennial index to global average)

SOURCE: BBC Affluent Millennials Africa Jun 2018 BASE: (n=2,058) 16-34’s in the Top 25%  / Bottom 75% by HH income for market, in South Africa, Nigeria, Kenya, Ghana, and Tanzania.
*Global Average: obtained from BBC Affluent Millennials, Oct 2017 (n=2,189) in Germany, France, USA, Singapore, Australia, South Africa, Hong Kong, Canada.



4. AAMs are even more likely than their global 
peers to appreciate high quality story-telling and 
guidance on unmissable activities.

52%
40%

[% difference between Affluent and Non-Affluent annual leisure travellers]

AFRICAN AFFLUENT
MILLENNIALS

GLOBAL AFFLUENT
MILLENNIALS

% DIFFERENCE

30% 16%

‘Short films about the destination that embody
high quality production and story-telling’

49%
42%

‘Articles or videos showing lists of 
unforgettable things to do at the destination’

SOURCE: BBC Affluent Millennials Africa Jun 2018 BASE: (n=2,058) 16-34’s in the Top 25%  by HH income for market, in South Africa, Nigeria, Kenya, Ghana, and Tanzania.
*Global Average: obtained from BBC Affluent Millennials, Oct 2017 (n=2,189) in Germany, France, USA, Singapore, Australia, South Africa, Hong Kong, Canada.







Affluent Millennials
Mindful Tourism Study 2019



3 in every 4
affluent millennials has travelled internationally for 

leisure in the past 12 months

85% 
are planning a trip in the next 

12 months

AFFLUENT MILLENNIALS LOVE 
TO TRAVEL



When they travel, they don’t just stay in hotels, but also 

B&B’s, spa hotels, AirBnb, campervans, yurts, farm stays 

and eco lodges

AFFLUENT MILLENNIALS LOVE TO GET OFF THE BEATEN 
TRACK



AFFLUENT MILLENNIALS ARE ACTIVE ADVENTURERS WHO 
IMMERSE THEMSELVES IN LOCAL CULTURE

80% 
take the opportunity to experience the 

local culture and community of the 

places they visit



1 in 5
assist in local community projects 

(such as conservation) when travelling 

for leisure

AFFLUENT MILLENNIALS LOVE TO SUPPORT THE 
COMMMUNITIES THEY VISIT





Two thirds are willing to pay more if 

they know it will benefit the local 

community.

AFFLUENT MILLENNIALS FEEL THAT TRAVEL BENEFITS 
LOCAL COMMUNITIES

‘…interacting with other cultures… 
promotes liberal ideas and an 
increased sense that we are one 
global village’. 

– AM South Africa



More than half consider the sustainability 

practices of their accommodation provider or tour 

operator when they are deciding on their holiday.

AFFLUENT MILLENNIALS ARE MINDFUL 
TRAVELLERS



Affluent Millennials are mindful travellers who take 
an active and considered role in their international 
travel, and believe that tourism is a force for good 
that leads to greater prosperity and understanding. 



Thank you

Tim Anderson

VP Marketing & Insight, 

BBC Global News


