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LUXURY CONSUMERS ARE MORE PLENTIFUL AND 
POWERFUL THAN YOU THOUGHT

Luxury brands would be smart to invest heavily in marketing given the U.S. market’s current 

state and projections.

The luxury goods industry in America is flourishing, growing and evolving all at once. 

As marketers work to refine and optimize their brands for digital, they’ll find that their 

audience is actually much wider than historical data suggests. Likewise, the top tier of 

luxury consumers is continuing to reinforce their financial strength. Here’s what you need to 

know:

Affluent Consumers Have Company

MediaPost’s Engage:Affluent found that 20 million adults with annual household incomes 

of less than $75,000 bought one or more luxury goods last year. Add that to the 22 million 

categorically “affluent” adults with household incomes between $75,000 and $250,000, 

and it becomes clear that the pool of luxury-inclined consumers is more like an ocean. It’s 

also safe to assume that many non-affluent luxury purchasers have the potential to become 

the next power spenders.

Affluent Consumers Have Power

According to Ipsos, affluent shoppers spend 3.2 times more than the average household in 

many luxury categories.
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Furthermore, the Engage:Affluent survey showed that 21 percent of non-affluent luxury 

purchasers bought only one luxury item in the past 12 months. 30 percent of affluent 

households with incomes between $75,000 and $250,000 bought six or more luxury items, 

and more still – 36 percent of households with incomes of $250,000 and higher – also 

bought six or more items. Meanwhile, only 14 percent of households with incomes under 

$75,000 reported buying six or more items, and their repeat purchasing peaked at just 3 

items (28 percent).

The takeaway here is that while non-affluent consumers add to the market’s depth, the true 

spending power remains with the affluent. Nearly half of affluent buyers spent $3,000 or 

more on their most recent purchase, compared to the one in six mass-market purchasers 

who spent that amount. Overall, affluents represent roughly 50 percent of the nation’s 

income and 40 percent of all consumer spending, HubSpot notes.

The Consumer Base is Growing

In 2014, Reuters reported that the global number of luxury buyers had reached 330 million 

and was expected to swell to 500 million by 2020. The numbers came from a Bain & Co 

report that also confirmed the power of affluents, as the study found that more than half 

of global luxury spending came from the wealthiest age bracket, those 49 and older. While 

many of the 10 million new luxury consumers per year over the next four years will be 

attributed to rising wealth in other parts of the world, the U.S. will certainly carry its weight 

as those with luxury tastes and emerging wealth begin to realize increased spending power.

Luxury Brand Buyers Are At Your Fingertips 

Luxury marketers and agencies can take advantage of these buying trends by directly 

targeting the ultra-affluent. With Wealth Window’s Power Spenders database, you can 

reach more than 21 million consumers with high discretionary spending on non-essential 

items. These individuals define the luxury lifestyle and spend freely on the brands they love. 

So, are you ready to connect with them? Click to learn more.




