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INTELLIGENCE REPORT

Luxury Hospitality Generations Report
2026

How different generations consume luxury hospitality in Barcelona, Spain and the main competing luxury
destinations.

Scope Horizon Focus
Spain and European benchmark 2026-2035 Premium hotel repositioning

Detailed report index

Expanded structure by chapters and main subsections for strategic, operational and reference reading.
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- 0.1. How to read this report
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-4.1. ADR accepted - 5.1. Spain as a premium tourism platform
- 4.2. Ancillary spending - 5.2. International position of Barcelona
-4.3. Spa - 5.3. Main source markets
- 4.4. Dining - 5.4. Generational Segmentation of Destination
- 4.5. Shopping - 5.5. Demand trends
- 4.6. Activities - 5.6. European competitors
- 4.7. Suites - 5.7. Taxation, regulation and social perception
- 4.8. Premium services - 5.8. Luxury retail, gastronomy and culture as an ecosystem
6. International Benchmark 7. Implications for repositioning
- 6.1. Barcelona - 7.1. Brand concept
- 6.2. Paris - 7.2. Design
- 6.3. London - 7.3. Rooms
- 6.4. Milan - 7.4. Dining
- 6.5. Dubai - 7.5. Wellness
- 6.6. Singapore - 7.6. Experiences
- 7.7. Communication
- 7.8. Pricong
- 7.9. Capture

- 7.10. Operations

All rights reserved. Total or partial reproduction without the express consent of LUXONOMY is prohibited

Luxonomy Intelligence in Luxury 2



LUXONOMY

8. Strategic scenarios

- 8.1. Option A. Generation X and Baby Boomers
- 8.2. Option B. High-heritage Millennials

- 8.3. Option C. Premium multigenerational hybrid

10. Expanded consultative development: applied
generational reading

-10.1.1. Microsegment: High-cost cultural boomer

- 10.1.2. Microsegment: Boomer wellness and preventive health
- 10.1.3. Microsegment: Gen X corporate luxury

- 10.1.4. Microsegment: Gen X premium couple

- 10.1.5. Microsegment: Gen X adult family

- 10.1.6. Microsegment: Experiential Millennials HNW

- 10.1.7. Microsegment: Millennials wellness lifestyle

- 10.1.8. Microsegment: Millennials creative luxury

- 10.1.9. Microsegment: Gen Z affluencer

-10.1.10. Microsegment: Gen Z family heir

-10.1.11. Microsegment: UHNW Multigenerational Traveller
-10.1.12. Microsegment: Bleisure premium

12. Product and space architecture
-12.1. Lobby

-12.2. Room

- 12.3. Suites

-12.4. Bar

- 12.5. Restaurant

-12.6. Wellness

- 12.7. Terrace or rooftop

- 12.8. Private rooms

- 12.9. Retail cured

- 12.10. Back office visible in service

14. Barcelona: expanded portfolio of monetizable
experiences

- 14.1. Modernist private architecture

- 14.2. Contemporary Catalan Gastronomy
- 14.3. Design and workshops

- 14.4. Mediterranean and sea

- 14.5. Barcelona urban wellness

- 14.6. Art and galleries

- 14.7. Fashion and premium shopping

- 14.8. Wine and territory

- 14.9. Music and selective night

- 14.10. Multigenerational family experience
- 14.11. Barcelona literary and editorial

- 14.12. Sport and recovery

Annex |. Model indicators for repositioning monitoring

LUXURY HOSPITALITY GENERATIONS REPORT 2026
INTELLIGENCE SERIES - EUROPE & SPAIN

9. Executive conclusions

- 9.1. What generation generates the most income now

- 9.2. What generation will grow more until 2035

- 9.3. What a generational combination maximizes profitability
- 9.4. Positioning risks

- 9.5. Final recommendation

11. Customer Journey Generational Extended
- 11.1. Inspiration

- 11.2. Search and comparison
-11.3. Reserve

- 11.4. Pre- arrival

-11.5. Arrival

-11.6. Room

-11.7. Dining

- 11.8. Wellness and experiences
- 11.9. Checkout

- 11.10. Post-stay

13. Premium pricing architecture and premium packages
- 13.1. Cultural Private Barcelona

- 13.2. Executive Bleisure Extension

- 13.3. Mediterranean Wellness Reset

- 13.4. Gastronomy Weekend

- 13.5. Design & Art Escape

- 13.6. Family Legacy Stay

- 13.7. Suite Celebration

- 13.8. Luxury Shopping Barcelona

15. Risks, incidents and service recovery per generation
- 15.1. Unprepared room

- 15.2. Night noise

- 15.3. Restaurant reservation failed
- 15.4. Technology not working

- 15.5. Impersonal service

- 15.6. Concierge without real access
-15.7. Sats

- 15.8. Lack of privacy

- 15.9. Excessive communication

- 15.10. Greenwashing perceived

Annex Il. Activation guide per generation
- Baby Boomers

- Generation X

- Millennials

- Generation Z

All rights reserved. Total or partial reproduction without the express consent of LUXONOMY is prohibited

Luxonomy Intelligence in Luxury



LUXONOMY LUXURY HOSPITALITY GENERATIONS REPORT 2026
~ INTELLIGENCE SERIES - EUROPE & SPAIN

0. Executive reading of the report

LUXURY HOSPITALITY GENERATIONAL INTELLIGENCE

Methodological note on data and estimates

The report combines recent public data, sectoral reports and own modelling LUXONOMY 2026. When there is no public data disaggregate per
generation for Barcelona, a reasoned estimate is used based on tourism expenditure, property structure, travel behaviour, luxury reports, wellness
trends, hotel activity and European benchmark. The ADR, ancillary spending and generational weight figures should be read as strategic ranges for
repositioning, not as closed accounting of a particular asset.

This report analyses how hotel luxury is consumed by different generations in Barcelona and in the main competing
destinations of Europe and the global luxury environment. The central thesis is clear: the profitability of a luxury
hospitality no longer depends only on raising the average rate, but on designing a value architecture capable of
capturing expenditure per room, ancillary spending, reputation, recurrence and prescription in generational
segments with very different motivations.

Barcelona today competes in a complex category. It is not just a tourist city, not just a design capital, not just a
gastronomic destination. It is a Mediterranean platform where urban leisure, culture, architecture, events, shopping,
wellness, health, creativity, local life, gastronomy and international connectivity live together. This combination can
generate a very powerful luxury proposal if the hotel avoids two extremes: undifferentiated classic luxury and surface
lifestyle without depth of service.

The opportunity for a hotel repositioning in Barcelona is to build a brand that is able to speak simultaneously to the
customer who pays more today and the customer who will gain weight over the next decade. In 2026, Generation X
is the most attractive economic core for a luxury urban hotel: it combines rent, heritage, professional agenda, couple
travel, high-budget family travel and premium service consumption. The Baby Boomers remain decisive in suites,
quiet stay, privacy, concierge, culture and traditional luxury. The high-heritage Millennials are the engine of growth
by 2035 and the most likely to turn the hotel into experience, content, identity and lifestyle. The Z Generation should
not yet be the center of a high-end hotel, but it does condition language, aesthetics, technology, sustainability and
the future of demand.

The strategic conclusion is not to choose one generation and to exclude the others. The final recommendation is a
premium multi-generational hybrid model, with economic priority in Generation X and Millennials HNW, maintenance
of Boomers cost-effective and selective uptake of Gen Z in layers of lifestyle, content, events, F & B and community.
This approach makes it possible to maintain ADR, raise ancillary spending, rejuvenate brand and prevent the hotel
from age symbolically.

Model LUXONOMY 2026: economic comparison of the three repositioning scenarios.

SUMMARY OF EXECUTIVE FINDINGS

Analysis element Advisory reading

Generation that generates the most income Generation X, by balance between ADR accepted, ancillary spending, business travel, premium
today leisure and purchase decision with less volatility.
Generation with higher growth around 2035 High-heritage Millennials, due to increased heritage weight, experiential consumption, wellness,

gastronomy, design, sustainability and digital prescription capacity.

Boomers They maintain enormous relevance in superior rooms, suites, quiet stays, cultural travel, health,
comfort, security and spending on human services.

Luxonomy Intelligence in Luxury 4
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Analysis element Advisory reading

GenZ It is not yet the main economic engine, but it is a signal laboratory: design, social media, flexibility,
lifestyle, technology, sustainability and access.

Barcelona It has a differential opportunity if it articulates contemporary Mediterranean luxury: culture,
gastronomy, design, health, sea, neighborhoods, privacy and real local access.

Main risk Reposition only as "cool" hotel and lose price, or reposition only as classic luxury and lose future.

Final recommendation Premium hybrid model with zoning, messages per generation, F & B and wellness as engines, and a
value architecture for times of travel.

The above table should be interpreted as a decision matrix, not a simple collection of indicators. In hotel
repositioning, the usual error is to look at each variable separately: rate, design, wellness, gastronomy or technology.
The right approach is to see how each variable strengthens or weakens the brand promise to a particular generation.
When an attribute is not connected to a clear promise, it becomes cost; when it is connected to an audience, it
becomes an argument of price, preference and repetition.

0.1. How to read this report

The report is designed to serve as a decision-making tool. Each chapter combines market reading, generational
interpretation and operational consequences for a luxury hotel in Barcelona. The aim is not to describe generations
in a sociological way, but to translate these differences into product, price, service, experience, communication,
distribution and profitability.

The tables are instruments of synthesis, but the main value is in the interpretation. Therefore, in this extended
version each table is accompanied by explanatory text which indicates why the data matters, how it should be read
and what decisions it allows to make in a repositioning project.

When talking about accepted ADR, ancillary spending or suite potential, guidance ranges are used to define
strategy. The specific figure will depend on assets, inventory, location, brand, room size, reputation, channels,
season, mix of emitting markets and commercial capacity.

Generational reading should not be applied rigorously. There are very digital Boomers, very classic Milennials and
Gen Z customers with high family heritage. However, generational patterns are useful for designing offer and
communication because they show differences in motivation, value sensitivity, service expectations and how to
discover the hotel.

The key word of the report is value architecture. A luxury hotel does not sell only room; it sells time, recognition, rest,
security, access, identity, health, culture, beauty, ease and story. Each generation pays more for a different
combination of these elements.

0.2. Main decisions the report helps to make

Critical question Guidance of the report

Objective hearing What generation should repositioning be given Prioritize Gen X and Millennials HNW, store Boomers and
priority? activate Gen Z selectively.
Product What spaces justify investment? Rooms, suites, F & B, urban wellness, living lobby, terrace /

bar, local experiences and invisible technology.

Design Classic or lifestyle? Contemporary, Mediterranean, premium and sober; not
theatrically classic or excessively informal.

Pricong Up ADR or capture extras? Do both through value packages, upgrades, suites, F & B,
wellness and experiences.

Communication What story to use? Differing messages by generation and motivation: efficiency,
legacy, identity, discovery and well-being.

All rights reserved. Total or partial reproduction without the express consent of LUXONOMY is prohibited
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Critical question Guidance of the report

Distribution What channels to prioritize? Luxury consortia, advisors, GDS, CRM, paid search
selective, local alliances, editorial content and premium social
networks.
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1. Demographic evolution of the luxury customer

LUXURY HOSPITALITY GENERATIONAL INTELLIGENCE

The demographic evolution of the hotel luxury customer cannot be analysed only by age. Age, heritage, life phase,
geographical origin, family structure, digital culture, travel habits and luxury vision interact with each other. A
58-year-old client with a global corporate agenda does not consume the same as a 72-year-old who travels for
cultural pleasure, although both can pay very high rates. Similarly, a High Heritage Millennials is not just looking for a
cheap version of the classic luxury, but a form of luxury that values its identity, optimizes its well-being and connects
it to its destiny.

The 2026-2035 decade will be marked by a double movement. On the one hand, European ageing maintains the
weight of mature segments, with high heritage capacity and preference for human service. On the other hand, the
intergenerational transfer of wealth and the rise of the High Heritage Millennials will shift part of the centre of gravity
to the experiential, wellness, gastronomic, design and digitally amplified luxury. The Z Generation, although even
more limited in direct spending capacity, will exercise aesthetic, technological and cultural pressure.

LUXONOMY 2026 model: expected evolution of each generation's share of luxury hotel spending through 2035.

Expected evolution of the generational mix

Indicative share of luxury hotel spending, 2026 vs. 2035

2026 28% 34% 28% 10%
Boomers
2035 19% 29% 38% 14%

Strategic reading model: Millennials gain weight, Gen X remains the key economic core.

1.1. CURRENT DISTRIBUTION OF EXPENDITURE BY GENERATION

In 2026, the distribution of luxury hotel spending is still concentrated in generations with consolidated heritage.
Generation X appears as the group of most economic interest for its combination of active income, accumulated
heritage, managerial responsibilities, business travel, couple travel and premium leisure consumption.

The Baby Boomers maintain a very relevant economic weight, especially in suites, culture, quiet stays, classic
dining, health and concierge services. The Millennials already represent a critical mass of luxury demand, although
their expenditure is more fragmented among accommodation, gastronomy, wellness, experiences and content. The
Z Generation today generates less direct income in luxury hotel, but it changes the way the destination is discovered
and used socially.

Luxonomy Intelligence in Luxury 7
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In Barcelona, this distribution should be read next to the profile of the city. The destination receives international
tourism, corporate travel, congresses, cultural leisure, gastronomy and shopping. For this reason, the hotel that
aspires to great luxury must not design a single experience, but a platform capable of selling rest to Boomers,
efficiency to Gen X, identity to Millennials and lifestyle to Gen Z.

For hotel management, generational distribution involves designing a mix of income. The room should no longer be
the only center of the model. Dining, bar, terrace, wellness, treatments, private experiences, upgrades, shopper staff,
transfers and premium services must be part of the generational operating account.

The risk is to interpret the rejuvenation of luxury as an obligation to leave the mature customer. It would be a
mistake. The current profitability remains closely linked to Gen X and Boomers, but brand growth requires that the
experience does not appear anchored in old codes.

Recommended monitoring indicators: ADR per generation, expenditure per stay, upgrade ratio, percentage of
non-housing income, cohort repetition, age NPS, direct reserves per generation and consumption of F & B per night hosted.

1.2. EXPECTED DEVELOPMENT TO 2035

Up to 2035 hotel luxury will move towards a more hybrid demand, less defined by possession and more by
memorable experiences. The long-term luxury market growth forecasts show that total spending will continue to
expand, but the way it is captured will change: more experiences, more well-being, more gastronomy, more
personalization and more emotional relationship with destination.

The X Generation will maintain a strong position by heritage and working age, but will begin to move towards
consumption patterns more similar to young Boomers: more rest, health, comfort, privacy and multi-generational
family travel. The Millennials will increase weight as the main luxury decision makers and move from an aspirational
audience to a high value central customer. Gen Z will increasingly enter by inheritance, entrepreneurship,
technology, creative economy and family-funded travel.

Barcelona must prepare for a guest who wants city, but also recovery; culture, but also ease; authenticity, but also
security; local life, but also privacy filters. The city has very powerful assets, but it must prevent the luxury visitor from
perceiving the experience as saturated, massified or uncured.

The address of a repositioned hotel must plan investments that do not end in five years. A conventional spa can stay
short; a program of urban wellness, sleep, physiotherapy, fitness, nutrition, soft longevity and post-travel recovery
can remain relevant for several generations. Similarly, an isolated app provides little; a system of preferences, CRM
and messaging can transform service and incremental sale.

The risk of 2035 is to be late for the property change. When the Millennials are the main growth group, they will have
already decided which brands they consider culturally relevant. A hotel that has not built a relationship before will
have to compete for price or spend more on acquisition.

Recommended follow-up indicators: Milennials HNW share, average guest age, total income per stay, wellness sales,
experience sales, CRM engagement, customer life value and direct channel mix.

1.3. GENERATIONS WITH HIGHER PROPERTY GROWTH

Heritage growth is not evenly distributed. Boomers and part of Gen X concentrate accumulated wealth, real estate,
investments and liquidity. However, the rate of growth will move to Millennials and, later, Gen Z, by family transfer,
entrepreneurship, technological capital, financial markets, new global careers and internationalized family heritage.

For luxury hotel, this means that the future customer will not necessarily have the same validation codes as the
traditional luxury customer. It may have very high capacity to pay and at the same time reject excessive protocols.
You can value a suite, but demand that it have an aesthetic account. You may want privacy, but also common living
spaces. You can pay for a tasting menu, but ask that the restaurant have a sustainable local identity and narrative.

All rights reserved. Total or partial reproduction without the express consent of LUXONOMY is prohibited
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Barcelona benefits from this change because it has a mix of design, creativity, gastronomy, sea, climate, architecture
and urban culture that fits very well with young heritage. But that advantage is only monetized if the hotel is not
limited to selling location. The location is a condition of entry; contemporary luxury requires access, healing and
meaning.

The investment should be directed towards elements that raise perceived value without depending only on marble or
size. Local art, lighting, silence, aroma, textures, wellness, gastronomy, private experiences, cultural library, curated
retail and editorial content can build a more defensible position than a purely decorative reform.

The risk is to confuse young high-income client with low-price client. The Millennials HNW can pay a lot, but it
requires coherence. It caresses the imposture, the greenwashing, the soul-free decoration and the technology it
complicates rather than facilitates.

Recommended follow-up indicators: Average age of HNWI customers, sale of cohort experiences, expenditure on
unhoused F & B, percentage of reservations for luxury advisors, rate of conversion of suites to clients under 45 and qualitative
mentions in reviews.

UBS estimates a global wealth transfer of 83 billion dollars over the next 20-25 years; the chart distinguishes horizontal and vertical
transfer.

1.4. IMPACT OF INTERGENERATIONAL WEALTH TRANSFER

The intergenerational transfer of wealth is one of the most transformative factors for hotel luxury. It does not only
mean that the Millennials and Gen Z inherit capital; it means that they will also inherit decision-making capacity on
housing, investment, family travel, philanthropy, education, health, leisure and brands. In hotels, this transition will
affect what is considered a legitimate luxury.

The transfer of assets can accelerate the demand for multi-generational travel. Families who used to travel with a
Boomer decision-maker will begin to travel with shared decision-makers: parents, adult children and grandchildren.
The reserve can be financed by one generation, chosen by another and influenced by a third. This is why the hotel
must design proposals that do not divide the family, but allow for simultaneous uses: private suite, living restaurant,
wellness, cultural activities, discreet kids / students, shopping, mobility and access experiences.

Barcelona naturally fits into the luxury multigenerational journey: architecture for one, gastronomy for another, sea
for another, shopping, museums, neighborhoods, Montserrat, vineyards, Costa Brava and cultural agenda. The hotel
should act as a scene director of that complexity, not as a simple room provider.

The consequence for repositioning is that the room categories must dialogue with family structures and small
groups. Connected suites, premium hotel apartments, private rooms, family tables, full day experiences, coordinated
transfers and shared welfare programs can raise medium ticket without breaking the promise of privacy.

The risk is to design for an abstract individual client. The real hotel luxury is often bought in family unit, couple, group
of friends, business committee, board meeting or celebration trip. Generational analysis should always be crossed at
the time of consumption.

Recommended follow-up indicators: Multi-room reservations, connected suites sold, average group size, cost by
celebration, family stay margin, family repetition and recruitment via advisors.

DEMOGRAPHIC IMPLICATIONS FOR REPOSITIONING

Analysis element Advisory reading

Greater European longevity The mature customer will continue to travel and spend more years; the hotel must design comfort,
health, elegant accessibility and human service without geriatric appearance.

Generation X in peak of expenditure It is the most cost-effective short-term cohort; it requires efficiency, privacy, connectivity, powerful
dining and time-saving premium services.

All rights reserved. Total or partial reproduction without the express consent of LUXONOMY is prohibited
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Analysis element Advisory reading

Millennials HNW on the rise They are the engine of growth by 2035; they demand design, wellness, authenticity, sustainability,
selective community and destination experiences.

Gen Z as a cultural sign It provides codes of discovery, digital aesthetics, social proof and flexibility; it must influence F & B,
content and communication, but not master the pricing.

Multigenerational travel There are growing times when several generations share decisions; it is appropriate to design
products that allow for coexistence without uniformity.

The above table should be interpreted as a decision matrix, not a simple collection of indicators. In hotel
repositioning, the usual error is to look at each variable separately: rate, design, wellness, gastronomy or technology.
The right approach is to see how each variable strengthens or weakens the brand promise to a particular generation.
When an attribute is not connected to a clear promise, it becomes cost; when it is connected to an audience, it
becomes an argument of price, preference and repetition.

All rights reserved. Total or partial reproduction without the express consent of LUXONOMY is prohibited
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2. Profile of each generation

LUXURY HOSPITALITY GENERATIONAL INTELLIGENCE

The generational profile is the basis of the repositioning. A hotel is not repositioned for an age, but for a combination
of motivations, spending capacity, prestigious codes and service expectations. The generations function as
probability maps: they do not determine each individual behavior, but they allow to anticipate which attributes weigh
most on the decision, which friction reduces conversion and what experiences justify price.

In Barcelona, the generational reading must be even more fine because the city brings together very different uses in
the same stay. A guest can come for work and stay for leisure; book for culture and consume wellness; travel in
partnership and receive adult children; stay for an event and end up buying a gastronomic experience. This cross of
motivations means that the urban luxury hotel must operate as an ecosystem, not as a sequence of isolated
services.

2.1. Baby Boomers (1946-1964)

Baby Boomers Synthetic Reading
Reference age: 62-80 years in 2026. Motivational core: consolidated heritage, search for security, human service and recognizable luxury. ADR
accepted estimated: €620. Estimated additional daily expenditure: 260 €. Average duration of stay: 3.2-4.8 nights.

Baby Boomers should be analysed from its life phase and not just from its date of birth. In luxury hotel, this cohort is
characterized by consolidated heritage, security search, human service and recognizable luxury. This combination
determines how it assesses the price, what it interprets as good service and what kind of experience it considers to
be worth repeating. For a luxury hotel in Barcelona, the goal is not to caricaturize this generation, but to understand
which elements activate trust, desire, ease and recommendation.

HOTEL EXPENDITURE LEVEL

Baby Boomers's level of hotel spending is explained by three variables: capacity to pay, opportunity to travel and
clarity of promise. With an estimated ADR of 620 €and an estimated additional daily cost of 260 €, this generation
can provide cost-effectiveness if the hotel can turn the stay into a sum of value: room, gastronomy, rest, access, time
saved and premium services. The price is not accepted in an abstract way; it is accepted when the guest
understands why that hotel better resolves his trip than the alternatives of the city.

From the perspective of revenue management, this section must be translated into specific rules: what rates are
offered, what value is included, what upgrade is proposed, what channel is prioritized and what argument is used by
the reserve team. The difference between a medium and a premium sale is often in the ability to explain the benefit
in generational language without it looking like a visible or forced segmentation.

In terms of experience, the hotel must design memorable moments for Baby Boomers: arrival, room, first interaction
with concierge, breakfast, city recommendation, night rest, exit and later contact. Each moment is an opportunity to
show that the brand understands the host and is not limited to applying a standard protocol.

AVERAGE LENGTH OF STAY

The indicative duration of stay for Baby Boomers is 3.2-4.8 nights, although Barcelona can expand that window if the
hotel packages reasons to prolong travel. The stay is extended when there is a clear agenda: culture, gastronomy,
well-being, shopping, private meetings, escape to Costa Brava or vineyards, or a recovery program after intense
activity. The challenge is to move from selling nights to selling experience sequences.

Luxonomy Intelligence in Luxury 11
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