
WHAT MAKES A LUXURY

LIFESTYLE IN AUSTRALIA?

Australia is now home to 30 billionaires and 3,350
UHNWIs with a total wealth of $410 billion. As this group
has grown in size and riches, it’s created a boom in the
country’s luxury sector. But what are wealthy Aussies
spending their money and – more importantly – their
time on?
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Highlights & Data

The emergence of a new ‘millionaire middle class’ is helping to drive luxury retail in Australia·
As a result, many brands are aggressively expanding their operations in the region·
Luxury buyers have become more discerning, buying a lower volume of premium merchandise rather than spending
on more, less expensive items·
Rich Australians are keen to use their wealth on once-in-a-lifetime experiences and spending time with their families·
Cash-rich and time-poor Australians are favouring luxurious long weekends closer to home rather than extended trips
overseas·
The perception of luxury is shifting from branded products to immersive experiences·

Australia is home to 30 billionaires, and the UHNW population has reached 3,350 individuals with a total wealth of
$410 billion

·
The luxury market in Australia is now worth $1.1 billion·

·

What does a life of luxury look like Down Under?
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The number of millionaire households in Australia increased by 18% last year to 215,000·
Australian consumers now make up more than 60% of luxury sales in Australia, with the remaining 40% coming from
foreign visitors·
Out of the 62 major luxury brands globally, 42 are active in the Australian market·
Two-thirds of well-off individuals take more two- to four-day breaks at domestic luxury holiday destinations than five
years ago·

Scope
Australia is home to 30 billionaires, and the UHNW population has reached 3,350 individuals with a total wealth of
$410 billion – an increase of 6.7% on 2012. As this group has grown in size and riches, it’s had a sizeable impact on the
country’s luxury industry, which is now worth $1.1 billion. [1] What are wealthy Australians spending their money and –
more importantly – their time on?

“A luxury lifestyle in Australia is founded on having enough time for the hour not to be noticed; time to nurture the
psyche, to immerse in things that bring joy,” says strategy consultant Anne Duncan, “I also consider the space in which
this time is spent important – and Australia offers a unique beauty that is elemental to the concept of luxury.” [2]

Australia’s wealthy elite complain about a lack of time as much as any over-extended person across the world, but
unlike the super-rich elsewhere, they’re able to immerse themselves in an abundance of natural riches within their
own country. Whether they’re looking for fine wine and dining, luxury brands or stunning landscapes, the affluent
Australian has everything they’d need on their doorstep.

----

Getting richer
Private wealth in Australia grew by 16% to $3.5 trillion in 2014, outpacing global growth of 12%, while the number of
millionaire households increased by 18% to 215,000. [3] The emergence of a new ‘millionaire middle class’ is helping to
drive luxury retail in the country, with the industry projected to be worth $2.4 billion by 2020. [4] The country’s
relatively stable economy has given its residents more disposable income for luxury purchases, leading many brands
to aggressively expand their operations in the region.

“While much of the global retailing scene has suffered from instability in financial markets, Australian luxury retailers
have been relatively insulated as growing discretionary incomes have fuelled consumers’ passion for fashion,” says
Ryan Lin, senior analyst at IBISWorld. “Australia’s taste for fashion and luxuries has prompted industry players to scour
all corners of the world for the right fusion of fashion and luxury to cater for consumers’ changing needs.” [4]

Australian consumers now make up more than 60% of luxury sales in Australia, with the remaining 40% coming from
foreign visitors. [5] These buyers have become more discerning; rather than spending money on more, less expensive
items, they are buying a lower volume of premium merchandise. The top three brands in Australia are Louis Vuitton,
Tiffany & Co. and Prada, but “experimental and emerging  labels are anticipated to make a stronger mark on the
industry, especially as they target cash-rich younger consumers,” says Lin. “This is expected to benefit independent
boutiques, which have greater flexibility in what they stock.” [6][4]



While much of the global retailing scene has suffered from instability in financial
markets, Australian luxury retailers have been relatively insulated as growing

discretionary incomes have fueled consumers’ passion for fashion

 Ryan Lin, senior analyst at IBISWorld

As more luxury retailers open in Australia ‒ Loewe and Saint Laurent are close to opening their first standalone stores ‒
a new, younger customer is emerging who wants the pomp and ceremony of an in-store purchase after constant
exposure to global luxury marketing campaigns. Of the 62 major luxury brands worldwide, 42 are currently active in
the Australian market. According to Tim Starling, CBRE's head of retail representation in Australia, Sydney is regarded
as a key gateway into the country for these brands, with many setting up flagship stores in the city. [7]

“In Australia, there are now close to 500 points of sale to purchase fashion apparel, handbags, shoes, watches and fine
jewellery (not including major department stores),” says Melinda O’Rourke, founder of MO Luxury. “In the past ten
years there have been several new brands to market including Burberry, Dior, Coach, Bottega Veneta, Christian
Louboutin and Jimmy Choo to name a few.” [1]

More and more global luxury brands are looking to set up shop on Aussie high streets
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Experience collectors
Ayers Rock, the Great Barrier Reef and Sydney Harbour have long lured affluent tourists from neighbouring Asian
nations. Following a tourism boom in the 1980s they’ve also been drawn in by the development of luxury resorts in
remote locations and the influx of international luxury brands, helping them whet their appetites for tax-free
shopping. Australia now attracts more than half a million Chinese tourists each year, with Tourism Australia estimating
the inbound Chinese market will be worth up to $9 billion by the end of the decade. [1]



The 2013 Visa Affluent Study found that rich Aussies prioritised having more time to do what they wanted (86%) and

enjoying once-in-a-lifetime experiences (81%). “Instead of spending large sums on themselves, they spend most of

their discretionary budget on family holidays, home entertainment systems and furniture and interiors,” says Vipin

Kalra, Visa’s country manager in Australia. “They believe sharing a full life with their family is what matters.” [8]

While travelling is an established pastime for Aussies, expectations of luxury are changing for the rich. Penny Rafferty,

executive officer of Luxury Lodges of Australia, says that many of its 18 member properties have moved away from

traditional definitions of luxury in order to focus on the high-end experiential. “It’s about immersive, connective and

particularly food experiences,” she says. “We’re an expensive country to travel to but we offer extraordinary value for

money on ‘money can’t buy’ experiences because of our pristine natural beauty, the scale and diversity of the country,

as well as the unexpected food and wine experiences and connections that people can only have at one of these

places.” [9]

Instead of spending large sums on themselves, they spend most of their
discretionary budget on family holidays, home entertainment systems and

furniture and interiors. They believe sharing a full life with their family is what matters

 Vipin Kalra, Visa’s country manager in Australia

Cash-rich and time-poor Australians are now favouring luxurious long weekends away that are closer to home rather

than long-haul overseas trips. The 2015 Australian Luxury Travel Survey found that two-thirds of well-off respondents

were taking more two to four-day breaks at domestic luxury holiday destinations than they were five years ago. It also

found that 60% of Australians no longer define luxury based on price but rather on attributes like personalisation,

authenticity and connectivity. [10]

“I think what is happening is we are all getting busier and life is more complicated,” says Michael Londregan, Virtuoso’s

managing director for Asia-Pacific. “Wealthy people are definitely getting the feeling like their greatest non-renewable

resource is time. We’re really lucky now with places like Southern Ocean Lodge (in South Australia), the lodge product

in New Zealand, and Wolgan Valley (in NSW). These places provide Aussies with the chance to have what we call the

micro-luxury break.” [10]



HNWIs are taking shorter luxury breaks to make the most of their time
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‘Australian made’ means luxury
Tins of Bellamy’s Organic baby porridge are currently retailing for the equivalent of $84 in upmarket Chinese grocers
where ‘Australian made’ is the equivalent of a stamp of luxury. "The Made in Australia branding is an important
indicator of quality processing as well as provenance in markets like China," says Gary Dawson, chief executive of the
Australian Food and Grocery Council. "This needs to be an important consideration in the current debate around
country-of-origin labelling." [11]

A product’s quality is inextricably linked to where it’s manufactured and wealthy Australians enjoy experiencing local
luxury goods that draw from the country’s surroundings and natural resources. Favoured local brands are Helen
Kaminski, with its intricately woven raffia headwear, Australian South Sea pearls by Kailis, and Australian made merino
wool clothing.

In Australia there are the producers that make a maximum of 40,000 cases,
where the audience is interested in the story, the geographic difference, the true

meaning on why the wine was created and why it tastes so much better

 Ryan Kinghorn, former CEO of Haselgrove Wines

Artisan bottled waters King Island Cloud Juice and Tasmanian Rain are also popular. “I knew that we had the cleanest
air in the world. And I knew that King Island had a superb reputation for fine quality food,” says founder Duncan McFie.
“I just had to find out if clean air equalled clean water and then I had to figure out how to catch the water without
affecting the taste.” [12] As well as being a hit with locals, the water can also be found at Claridge’s, Mandarin Oriental,
Four Seasons hotels and was featured at El Bulli.



Australians love to be hydrated by wine as much as water and enjoy it even more when it comes from domestic
vineyards. “In Australia there are the producers that make a maximum of 40,000 cases, who are the creative,
personality-driven wine creators, where the audience is interested in the story, the geographic difference, the true
meaning on why the wine was created and why it tastes so much better,” says Ryan Kinghorn, former CEO of
Haselgrove Wines. “These winemakers have created a space where the discerning consumer can go to celebrate the
story and be embraced with a level of service and product that jumps into the love space.” [13]

Aussie connoisseurs opt for locally sourced water and wine
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Insights and opportunities
LK Boutique chief executive James Kennedy believes the current success of luxury retail in Australia is partly due to its
fledgling nature. “Given the sheer lack of presence in Australia of many luxury brands and the tremendous visibility
many of these brands share around the rest of the world, Australia presents great opportunity,” he says. [14] As local
consumers catch up to international tourists in their taste for luxury retail, more high profile international retailers are
set to open standalone stores in the country.

Chinese tourists represent an attractive market segment to domestic retailers. This was emphasised by The
Australian’s decision to begin publishing a Chinese version of its luxury lifestyle magazine WISH in 2015. “It’s a different
type of content to the usual WISH – it’s a luxury shopping guide, city-by-city, where the luxury stores are, what they sell,
what makes them unique,” says editor David Meagher. [15] The first edition set the tone of the publication, featuring
Australian brands like RM Williams and Bianca Spender rather than international ones in an effort to inform Chinese
consumers of local flavours.

With family time key, wealthy Australians are willing to splash out to make sure each getaway is memorable.
Experiential luxuries like gourmet food, fine wine and concerts will continue to see growth. So will the desire to stay fit
and healthy to enjoy these luxuries for longer; a 2015 report showed that Australians spend more than $8.5 billion a
year on gym memberships, sports equipment and the latest fitness fads ‒ equal to about $2,340 per household. [16]



As well as having the flash outfit, they want to have the flash body that goes with
it. I think social media plays a big part ‒ communicating with a wider circle of

friends through photos has made many of us more conscious of our image

 Rohan Miller, senior lecturer at University of Sydney Business School

Health bragging among the super-rich will hit new heights as a statement of privilege. "What you wear to yoga class
and the kind of mat you carry has become almost as important as the kind of class you take," says Sarah Ranawake,
editorial director at sporteluxe.com. [17] Professor Rohan Miller, senior lecturer at University of Sydney Business
School, agrees, adding that people are increasingly investing in themselves. “As well as having the flash outfit, they
want to have the flash body that goes with it,” he says. “I think social media plays a big part ‒ communicating with a
wider circle of friends through photos has made many of us more conscious of our image." [17]

“The luxury sector paints a very appealing picture with continued growth for the short to medium term,” says
O’Rourke, noting that Australia’s dependence on China as a consumer and economy remains an issue. “Nonetheless,
the significant rise in international clients from other emerging Asian markets, as well as a growing domestic market,
increased brands to market and points of sales, may cushion this.” [1]

Kristina Dryža is a consumer trends expert. She has consulted to the boards of Virgin Group, BSkyB and MSN
(amongst others), worked as a writer for CNN and is the author of the novel Grace and the Wind.

Related behaviours
Pressure Valve: Seeking spaces to escape the pressures of modern life.
Hyperlocalisation: The growing value of the local.
Experience Hunters: The growing value of experiences.
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