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Key Statistics

14x 
 
High-end visitors spend  
14 times more than  
other tourists

$391bn 
 
Global spending on luxury 
hospitality by 2028

59mn 
 
Number of high-end 
travellers worldwide

£4.5bn 
 
UK hotel investment  
in 2025

8:1 
 
For every £1 spent by  
a high-end visitor, £8 of 
value is generated in other 
industries across the UK

20 
 
New UK luxury hotel 
openings between  
2022 and 2027

60+ 
 
Major sporting and 
cultural events in the 
UK each year drawing in 
high-spending travellers
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The United Kingdom enjoys a 
reputation as one of the world’s 
foremost tourist destinations. 
Our country’s history, creativity 
and hospitality are world-
renowned. This presents the UK 
with a significant opportunity 
to drive future growth and 
prosperity through harnessing 
the growing number of high-
end luxury travellers and their 
spending power. 

From Harrods to Harris Tweed 
in the Hebrides, the whole of the 
UK benefits from high-spending 
international visitors, and our 
country is uniquely equipped to 
keep them coming here year-round. 

However, we risk losing the 
race for these travellers to 
competitors who recognise 
the value these visitors bring 

Introduction and have a bespoke strategy to 
attract and retain them. It is not 
enough for the UK to rest on its 
laurels while other countries are 
increasingly willing to compete, 
as this will sacrifice economic 
growth and have a knock-on 
effect on our cultural institutions, 
high-end manufacturing 
businesses, retail and hospitality 
industries that these high-
spending visitors support. 

A strategic vision that puts 
its shoulder to the wheel of 
showcasing the UK to the world 
as a safe, competitive and unique 
destination for international 
visitors could unlock a boom 
in tourism, driving growth, 
good quality employment and 
supporting the UK’s international 
cultural reach.
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There are around 59 million high-end travellers globally, defined as 
those with a net worth over $1m, according to Credit Suisse’s 2025 
Wealth Report. McKinsey forecasts spending by this segment is 
expected to grow from $155bn to $284bn between 2023 and 2028.  
If the aspiring luxury traveller is included, this figure grows to a total 
expected global spend on luxury travel of $391bn by 2028. 

No less than 43% of high-end travellers are based in the US, with 
China second with 12.9%. Western Europe collectively represents 26.2%, 
according to Credit Suisse. Other countries with over a million high-end 
travellers include Japan, South Korea, Canada and Australia. Regions 
with rapidly growing numbers of high-end travellers include the GCC, 
India and Southeast Asian markets such as Vietnam and Thailand.

The growth we are seeing in spending on high-end tourism is in line 
with wider luxury industry trends seeing a longer-term shift towards 
customers valuing experiences more highly relative to products than 
in previous decades. 

These travellers are a significant market not just for luxury hotels 
and hospitality, but also for other luxury brands, with Deloitte 
estimating that almost half of luxury purchases are made by 
consumers who are travelling, either in a foreign market (31%)  
or while at the airport (16%).

Furthermore, these travellers represent a significant opportunity 
for the UK to drive wider economic growth. Bain & Co research has 
found that every £1 spent by those staying in five-star accommodation 
generates £8 of value to the UK economy – as the visitors frequent 
bars, restaurants, cultural institutions and their shopping habits 
support manufacturing industries across the length and breadth  
of the UK. 

The UK luxury sector contributes £81bn a year to the UK economy, 
supporting 454,000 jobs. Forecasts suggest that with the right 
support this will reach £125bn by 2028. Given the considerable 
intersection between luxury and tourism, both directly in terms  
of hospitality and travel, and indirectly through retail, gastronomy 
and cultural experiences, this target can be achieved only through 
delivering further growth in high-end visitors to the UK. The 
rest of this report will assess what draws in these visitors, what 
may be putting them off, and outline a ten-point plan of policy 
recommendations that will support UK-wide growth. 

Why does the 
high-end visitor 
matter? 
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The UK is highly regarded by wealthy tourists from around the world. 
Its history and heritage combine with a world-leading tourist offer to 
draw visitors from around the globe – with the US, Europe and Asia 
all key markets for inbound visitors. While the return of the Chinese 
customer has been slower than anticipated after the pandemic, 
projections are starting to look more positive, with VisitBritain 
anticipating 827,000 visits from Chinese travellers to the UK in 2026, 
an increase of 46% on 2024. Visitor spending is projected to reach 
£1.6bn, up 77% year on year. 

The UK’s appeal is based on a highly diverse offering to international 
visitors. London’s unique position as a luxury capital holds appeal to 
customers from across the world. Given the significant number of high-
spending visitors who are resident in the US, the UK’s shared language 
and common history with the US makes it an appealing offer to those 
visitors – especially in Scotland, as we will see later in this section.

The UK’s luxury ecosystem remains incredibly strong, with high-end 
hospitality catering to guests who will shop in high-end boutiques 
and department stores, which in turn support luxury manufacturing 
across the UK. These guests will visit galleries, theatres and concert 
venues, as well as restaurants and bars. 

The UK offers multiple destinations where this ecosystem is both 
highly integrated and offers something unique that cannot be accessed 

The UK’s unique 
opportunity

Below
Red Arrows at the 2025 
Festival of Speed

P
hotography by PA M

edia

5Luxury Tourism  
White Paper



6Luxury Tourism  
White Paper

elsewhere – for instance department stores selling exclusive brand 
products as seen at Fortnum & Mason or Harrods, or retail within 
hospitality offerings, such as the Gleneagles Retail Arcade. 

Across the UK there are significant draws for high-spending visitors. 
Oxfordshire features heavily on the itineraries of many high-end 
tourists, stocking up on brand names at the boutiques of Bicester 
Village, often visiting villages such as Kidlington to sample ‘typical’ 
British rural life en route. Likewise, many visitors may come to 
Stratford-upon-Avon to see the home of Shakespeare, but they will 
also shop for jewellery and watches at Pragnell while they are there.

Moreover, those visitors with a fascination for ceramics often visit 
Stoke-on-Trent keen to view the home of Josiah Wedgwood and the 
wide range of ceramics businesses operating there – in some cases 
visitors’ interest in ceramics has been sparked by international 
syndication of Channel 4’s The Great Pottery Throw Down in both the 
US and Canada.

This intersection between what is seen on screen and how people 
choose to travel is another significant advantage for the UK. Our 
exceptionally strong creative industries, including film and television, 
has driven a significant boost in so-called ‘set-jetting’, where tourists 
seek to visit the locations they see on screen. 

The UK’s transport infrastructure is also a considerable asset, from 
London’s iconic black cabs and ‘the Tube’ to our trains and motorways 
bringing many destinations to within a couple of hours’ travel from 
London, something some other comparable destinations in mainland 
Europe often cannot match. Also of significance has been the recent 
commitment to building additional runway capacity, which will ensure 
that the UK’s airport infrastructure can manage greater visitor 
numbers and improve our competitiveness as a destination for all 
kinds of visitor, including high-end tourists.

Alongside compelling reasons to travel to the UK year-round, there 
are a wide variety of events throughout the year that give travellers 
with specific interests a reason to visit. From London Fashion Week 
and the Cheltenham Festival early in the year through to Frieze and 
the New Year’s Eve fireworks, there are significant draws for high-end 
visitors throughout the year. 

Below
The Gleneagles Hotel, 
Scotland
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January
• London’s New Year’s Day Parade

• Burns Night

February
• London Fashion Week

• �British Academy Film Awards

• Six Nations Championship

March
• Cheltenham Festival

April
• The CHANEL J12 Boat Race

• The Grand National

• �Salon Privé London

• �Shakespeare’s Birthday 

Celebrations

• The London Marathon

• Spirit of Speyside Whisky Festival

May
• London Craft Week

• Royal Windsor Horse Show

• FA Cup Final

• �RHS Chelsea Flower Show 

and Chelsea in Bloom

• Glyndebourne Festival

June
• Nevill Holt Festival

• The Grange Festival

• The Betfred Derby Festival 

• The HSBC Championships

• National Gallery Summer Party

• Royal Ascot

• Royal Academy Summer Exhibition

• The Boodles Tennis

• Glastonbury Festival 

• Henley Royal Regatta

• Wimbledon

July
• British Grand Prix  

• Moët & Chandon July Festival 

• Goodwood Festival of Speed  

• Round the Island Race

• The Open Championship

• BBC Proms

•� �British Open Polo Championship 

for the Cowdray Gold Cup

• Latitude Festival 

• The Game Fair  

• Qatar Goodwood Festival

• Wildnerness Festival

August
• Cowes Week

• Edinburgh International Festival

• London E-Prix 

September
• Totally Thames Festival

• Salon Privé Concours

• Defender Burghley Horse Trials

• Cliveden Literary Festival

• Last Night of the Proms

• London Fashion Week

• Goodwood Revival

October
• London Film Festival

• �Frieze London and Frieze Masters 

• LAPADA Berkeley Square Fair

November
• �London to Brighton Veteran  

Car Run

• Lord Mayor’s Show

December
• The Fashion Awards

• �Mayor of London’s New Year’s  

Eve Fireworks 

• Hogmanay
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London: the UK’s shop window for the world
London’s appeal remains exceptionally strong. Bain & Company’s report 
for the European Cultural and Creative Industries Alliance found that 
London alone has 160 five-star hotels, 35 more than Paris. This is an area 
of significant growth for the UK – with 20 new five-star hotels launching 
between 2022 and 2027. Likewise, with 530 high-end and luxury 
mono-brand stores, the world’s leading department stores, 85 Michelin-
starred restaurants and dozens of world-class cultural institutions, 
London is a huge draw for high-spending individuals and families.

London’s openness, diversity and wide array of diaspora 
communities also helps boost the appeal of London to international 
visitors. As Divia Thani, Global Editorial Director of Condé Nast 
Traveller puts it: “London is one of the greatest cities in the world. 
People come here because it feels like a big, bustling, international 
city... It’s very diverse. You can find ‘your’ people, you can find ‘your’ 
food, but you can try food and meet people from all over the world.”

While much of high-end tourism is concentrated in London initially, 
high-end tourist spending and its associated impact spreads across 
the whole country. Manufacturing supply chains that end in Bond 
Street stores begin in Northampton shoemaking, Burberry trench coat 
manufacture in Castleford or Harris Tweed textiles in the Hebrides.
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Spotlight on Sport 
A unique draw of the UK’s high-end tourism landscape are its high-
profile sporting occasions. From Wimbledon and Ascot to Silverstone 
and Goodwood, the UK’s range of sporting occasions to cater to every 
taste and preference leads the world. Similarly, the global popularity 
of Premier League football also attracts countless visitors who 
wish to experience a football match at Old Trafford or Anfield, many 
of whom will pay a premium for hospitality and other in-stadium 
entertainment. This isn’t restricted to football; the UK’s status as 
the home of rugby draws international visitors to Twickenham, 
Murrayfield and the Principality Stadium, as does golf to Scotland. 

Such sporting events contribute to spreading high-end tourism,
and the value it brings, across the UK. For example, a high-end 
visitor attending a football game in Manchester will most likely stay 
overnight or spend a weekend in the city exploring local attractions. 
As such, it can generate a halo effect that boosts other local 
businesses in the North West of England. 
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Scotland
Scotland is world famous for its hospitality industry, and the 
international consumer finds Scotland’s unique luxury offering 
exceptionally compelling. It sits alongside London in terms of its 
appeal to international visitors. From Edinburgh to more rural 
destinations, the international visitor is integral to Scotland’s economy 
and international profile. 

This is why businesses beyond hotels have invested in their visitor 
experience. For example, many luxury whisky distilleries now offer 
hospitality on site, such as The Glenturret Distillery, with its two-
Michelin starred The Glenturret Lalique Restaurant. Scottish golf 
courses remain a major attraction for visitors from the US and Asia, 
tying together luxury tourism and sport as outlined earlier. 

Meanwhile, Edinburgh itself attracts wealthy guests from across the 
globe, its annual International Festival, Fringe Festival and Hogmanay 
celebrations are a pull factor, as well as Edinburgh drawing in visitors 
throughout the year with its own high-end retail and hospitality such 
as the Balmoral Hotel. It also serves as a starting point for venturing 
further into Scotland’s high-end destinations – operating as London 
does with travel to the rest of England. 

The unique history and heritage of Scotland is central to its enduring 
appeal with international consumers. Scotland’s natural environment, 
and the opportunities for relaxation that it allows, is central to building 
a connection with the customer. While this heritage is especially 
compelling for visitors from the US, it was also discussed that South 
Americans found it an attractive part of Scotland’s offer. The unspoilt 
vista of Scotland is not only something the customer seeks for its 
beauty, but also for the privacy it affords international visitors. 

Set jetting also benefits Scotland significantly, as what one hotelier 
refers to as the “Outlander effect” has seen a diversification in high-
end visitors, as those who previously would have travelled alone to 
play golf may now bring their families, who are keen to experience 
what they have seen on screen – as the recent success of The Traitors, 
filmed at Ardross Castle, has only exemplified. 

Scotland’s unique offer as a luxury tourism destination, rooted in 
authenticity, nature and a blending of tradition and modernity is a vital 
asset to the UK’s appeal to high-end consumers.

Despite all the assets outlined so far, there are some challenges 
faced by UK luxury brands that require attention.
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The UK’s fundamentals are strong and our offer to international 
visitors is compelling, catering to a wide range of interests and 
offering something unique for every season of the year.

However, there are several issues that remain unaddressed and are 
holding the UK back from fully seizing the opportunity that the growth 
in high-end visitor spending offers.

Many countries around the world are recognising the value high-
spending tourists bring and are devising specific plans and policies to 
attract them. If the UK doesn’t follow suit and start proactively catering 
to the needs and interests of these visitors, it will lose a valuable driver 
of growth and employment that benefits the whole country.

The UK benchmarks itself against other European destinations, and 
it is right to continue to do so – France, Italy and Spain remain our 
main competitors alongside New York. But increasingly travellers are 
looking to places like the UAE and Saudi Arabia, which have invested 
heavily in promoting themselves internationally as a luxury travel 
destination. As such the UK must not only be able to reach and exceed 
consumer expectations compared to Europe but match the best of 
what is on offer globally.

What is holding 
Britain back? 
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Competitiveness
Despite all its assets and appeal, the UK has become less competitive 
compared to other leading destinations for high-end tourists over 
the past five years. Our visa system is off-putting and cumbersome 
to many visitors. UK businesses face ever higher costs, eroding their 
ability to compete on price. It is sometimes cheaper for travellers  
to go from London to Paris to shop at a discount, rather than go to 
Bond Street and face higher prices. 

The UK’s visa regime is uncompetitive compared to the EU’s 
Schengen visa scheme, which can allow multiple entries over a six-
month period across the entire free travel zone, whereas the UK only 
allows one visit. The expansion of Electronic Travel Authorisation 
(ETA) is welcome, and the inclusion of the US, UAE and European 
countries is crucial to ensuring ease of entry for high-end visitors 
from those regions. This scheme should be expanded to include India 
and more countries from Southeast and East Asia to maximise the 
opportunity to attract high-spending visitors from these countries. 

The UK’s e-gate system has allowed a significant streamlining 
of the border process, making entering the UK quicker and more 
straightforward. We must build on this improvement to ensure that 
entry into the UK is as smooth and welcoming as possible. 

However, when these travellers arrive in the UK, they expect to  
find a level of service and incentives that exist in other markets.  
As such the UK’s lack of a tax incentive for shopping in the UK puts  
us at a disadvantage. Similarly, our Sunday trading laws are off-
putting to visitors from countries with more liberal trading laws, 
where purchases can be made at any time the shop is open and allows 
for longer unrestricted opening times. 

The lack of a tax incentive for visitors to shop in the UK is causing 
considerable erosion to the UK’s competitive advantage. Sales data 
from brands and Global Blue published in Walpole’s The State of 
London Luxury 2025 report shows that the UK’s recovery in high-end 
visitor spending in 2024 lags behind France, Italy and Spain, which 
are on average up 154% compared to 2019, whereas the UK is 75 
percentage points behind at only 79%.

This is reinforced by anecdotal evidence from brands that report 
customers changing their plans and booking Eurostar tickets to buy 
products in Paris boutiques where they can take advantage of the EU’s 
visitor incentive schemes. 

There are also concerns that the UK is losing the race to host big 
global conferences and events. That Paris rather than London hosted 
the Artificial Intelligence Action Summit was a considerable loss, 
especially given the UK Government’s desire to be a frontrunner in 
AI. From DSEI to large-scale concerts and festivals, the UK is already 
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home to many events that draw leading figures from business, culture 
and the arts from across the world. Q1 remains a quieter period and a 
strategic targeted approach at securing major commercial or cultural 
events would help support occupancy rates in high-end hospitality 
venues during times of the year when tourists are less present. 

Higher costs are also a significant burden on businesses across the 
UK, including luxury hospitality and retail. For hotels the combined 
impact of food price inflation, increased property taxation and 
increased employment costs has combined to present a challenging 
landscape of rising costs. The proliferation of new luxury hotels in the 
UK is a sign of considerable strength but it is also additional supply, 
which makes the market more competitive. Likewise, consumers are 
savvy and while they remain willing to pay for unique experiences, 
they know the value of what they are getting and cannot simply absorb 
any price increases without a change in behaviour. 

Finally, one area where the UK is at a significant competitive 
disadvantage is in its international promotional activities. While 
VisitBritain and the GREAT campaign are considerable national assets 
and promote the UK overseas effectively, they are being outspent by 
international competitors – Saudi Arabia and Australia have both been 
cited as examples. 

Furthermore, there is a need for greater presence and innovation 
at trade shows, and a more nimble approach to promoting the UK 
through cultural ambassadors, celebrities and other high-profile 
individuals who are targeted to appeal to specific consumers. There 
is also a need for the UK’s international promotion efforts to be more 
fully informed by business priorities and market intelligence. A specific 
focus on promotional activity targeting high-end travellers would be  
a boost to both the sector and UK growth. 
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Spotlight on Safety
The UK has enjoyed a reputation for being a welcoming, safe and 
secure destination for visitors from across the world, including high-
end travellers. In recent years, however, a narrative has emerged that 
the UK, and London in particular, is not safe. 

The facts of crime and safety, from the Crime Survey for England 
& Wales, do not match this narrative. Robbery is down 60% in  
20 years, burglary by even more, while car thefts are down by half, 
as is violent crime. University College London has found that the 
incidence of muggings in London is lower than Paris, and even issues 
where London is often perceived as the epicentre, such as phone theft, 
is less prevalent than it is in Madrid, according to The Times. 

There has been a shift in the nature of crime, particularly in the 
past three to five years: the rise of thefts on e-bikes, and a shift from 
robbery targeting high-value products in stores to theft targeting 
individuals on the street. 

The shift in the nature of acquisitive crime targeting luxury has 
arisen in part as a response to the increased security in stores, hotels 
and other venues, which has made theft of high-value goods from 
brands and individuals in those premises more difficult. Walpole 
members and security experts report that much of this crime is driven 
by organised criminal gangs. They also highlight that these trends are 
not unique to the UK, with many other high-end tourist destinations 
struggling with the same challenge.

In light of this there is a twin track challenge that needs addressing. 
The first is tackling the changing nature of the crimes we are 
seeing and ensuring that public safety is maintained. The second is 
communicating the overall level of safety within the UK. 

In the first case, luxury retail and business improvement districts, 
such as Cadogan, the Knightsbridge Partnership and NWEC, have 
made considerable investments in street safety with teams on the 
ground ensuring safety and acting as a first response to incidents. 

Organisations like these have a considerable capacity to tackle the 
problem at source, bringing brands and law enforcement together  
to drive up conviction rates, as concerns have been raised regarding 
police capacity to attend incidents, investigate wrongdoing and convict 
those behind it, despite businesses putting measures in place to make 
conviction as straightforward as possible. 

The second challenge is harder to address and will require  
a concerted effort to promote London and the UK as a safe 
destination for travellers. This will require both business and 
Government to engage collectively to build a narrative, informed  
by data, to counteract the perceptions that are prevalent – particularly 
in international media. 



1. Strategy 
The Department for Culture, Media and Sport, in line with other 
countries, should recognise the value of the high-end visitor to its 
growth and tourism strategies, and include specific plans for how  
to attract this segment and capture this value for the UK economy. 

2. Visas 
The Home Office should introduce a competitive visa offering,  
with extensions of ETAs where possible, and matching Schengen  
as a minimum. 

The interconnection of European and British luxury talent is an asset to 
all sides. It allows accelerated development of the high-skilled workforce 
necessary to deliver luxury products and experiences. As such, we would 
encourage the Government to agree a YouthMobility Scheme with the EU, 
with multi-year visas for workers.

3. Sunday Trading 

The Department for Business and Trade should re-examine the  
case for ending Sunday trading laws in designated international 
centres, such as Knightsbridge in London and similar areas of  
other major cities. 

4. Visitor Incentives 
HM Treasury should work in partnership with business to build a new, 
modern visitor incentive scheme that will bring spending back to the 
UK from our EU competitors. 

5. Events 
The Department for Culture, Media and Sport should include major 
events in its tourism strategy and work with businesses to target 
bringing these events to London to mitigate periods of lower 
international visitor numbers. 

6. Safety 

The police must fully investigate acquisitive crime and work with 
business to ensure safety for tourists as well as maximising 
opportunities to tackle organised criminal activity. To enable this, the 
Home Office should follow the recommendations of High Streets UK: 

Policy
Recommendations

As outlined above, the UK 
has a huge number of assets 
that  help attract high-end 
travellers. Here is a ten-
point plan to supercharge 
this potential source of 
economic growth. 

17Luxury Tourism  
White Paper



18Luxury Tourism  
White Paper

	 • �Ringfence policing uplift in and around flagship high streets.
	 • �Develop a clear plan for criminal justice system reform, including 

strengthened provisions around Criminal Behaviour Orders, 
building a coordinated, nationwide multi-agency approach  
to tackling organised crime.

	 • �Pilot a standardised, nationwide framework for businesses  
to report crime.

7. Promotion 

VisitBritain, DCMS and business should work together to create an 
international marketing campaign that emphasises safety while selling 
the best of what the UK has to offer, with a specific workstream focused 
on the high-end traveller. 

8. Trade 
The Department for Business and Trade should ensure that Free 
Trade Agreement promotion activity is linked into tourism promotion 
where appropriate. For instance, the UK-India FTA represents not 
only a great opportunity to boost UK exports, but also to attract high-
spending Indian visitors to the UK. 

9. Coordination 

The Government’s tourism and export promotional activities should 
be coordinated with high-profile brands to ensure that funding for 
advertising is as effective as possible by mutually reinforcing the UK 
promotional activities that brands undertake, maximising value and 
building UK soft power. 

10. Infrastructure 

The Government should ensure that expanded airport infrastructure, 
including a third runway at Heathrow, is delivered to support growth 
and competitiveness. The Government should also maintain close 
collaboration with industry to ensure that the rollout of e-gates is 
effective, future-proofed and aligned with the broader development 
of border technologies that support the UK’s international 
competitiveness. 

Ensuring ongoing investment in cultural infrastructure and national 
heritage should consider the impact these assets have on tourism and 
the UK’s global appeal. 
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The UK luxury industry as a 
whole is an unsung hero of the 
UK economy, offering good, well 
paid, rewarding work for 454,000 
people and generating £81bn a 
year for the economy. Projected to 
grow to £125bn if given the right 
support, that growth will not be 
possible without the UK winning 
the competition for international 
visitors. If we are successful, the 
scale of the prize is considerable. 
The steps to take are both clear 
and possible if policymakers and 
business work together. 

The UK’s unique set of assets 
and attributes, from fashion 
runways to airport runways, 
makes it uniquely placed to seize 
this opportunity, the benefits 
of which will be felt across 
the UK. However, this prize is 
under threat from countries 
that take the opportunity 
seriously, and that are unwilling 
to rest on their laurels. The 
UK should follow suit. By 
focusing on competitiveness 
and communicating safety to 

Conclusion international consumers, the  
UK can position itself as the 
number one destination for  
high-end tourists and prosper 
from their visits.

Competitive incentives are 
essential for shoppers, tax rates 
for employees and a labour 
market that recognises the best 
European talent benefits UK 
workers as they learn and share 
skills and know-how. 

Likewise, business and 
Government working together, 
communicating that the UK 
is a safe place to travel, that 
London is not lawless but in 
fact one of the safest and most 
welcoming places in the world, 
will counteract the damage done 
to our reputation. 

With the scale of the prize  
on offer, our recommendations 
represent a meaningful step 
forward in how the UK could 
deliver growth and prosperity, 
while turbocharging some of 
the industries that make it so 
successful in the first place. 
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