
Sentiment towards long-haul travel remains negative in 
Asian markets and the US, though slightly more positive 
when Europe is the destination. In the US, this is due to the 
recurrent terror attack, softening dollar and political 
tensions with some European countries.

In Asia, intention for long-haul travel turns negative after 
the summer season. Although the economic upswing in 
China and Japan aids affordability of its citizens, their 
interest is focused on rediscovering Asian destinations 
owing to improved tourism infrastructures, products and 
services in the region. 
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DESTINATION
EUROPE

In the first half of 2017, European destinations featured a rapid 
growth, fuelled by the interest of long-haul travellers. China and 
the US were at the forefront of this growth while in Russia and 
Japan, outbound travel to Europe has started recovering as both 
economies are picking up*. Will this positive trend be sustained 
until the end of 2017 and what travel attitudes predominate in 
Europe's key long-haul markets?

The Long-Haul Travel Barometer captures the travel sentiment of 
potential travellers from US, China, Brazil, Japan and the Russian 
Federation and monitors their motivations, preferences and trip 
characteristics. The latest results from the survey indicate that 
respondents' enthusiasm to travel overseas wanes as the 
year-end approaches.

Long-Haul Travel Barometer
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The Long-Haul Travel Sentiment Survey & Index captures people’s intention to travel abroad, their motivations 

and barriers to travel, as well as key characteristics of their trip.  It monitors travel sentiment in five key 

extra-European markets: Brazil, China, Japan, the Russian Federation and the USA. The survey is not meant 

to quantify prospect demand levels. 

More information:  www.etc-corporate.org

Among the five markets analysed, preference for multi-destination 
travel, in the last four months of 2017, features highest in China 

(78%), US (61%) and Brazil (55%). For the majority of these 
respondents, the ‘European experience’ is shaped around

 visiting several destinations in one trip.

While in Japan demand for single and multi-destination travel to 
Europe proves relatively similar (39% and 46% respectively), the 
majority of Russian respondents (59%) have clear inclinations to 

spend time in a single destination. 

Popular European destinations in autumn 2017

4% 12% 77%

4%

5% 32% 33% 14%

16% 37% 20% 17%

Expenditure per person, per day (includes accommodation, food and other activities – excluding flight tickets to Europe)

Brazil

USA

Japan

Russia

61% 55% 46%

France 40%

Italy 34%

United Kingdom 32%

Germany 27%

Spain 20%

Italy 39%

Portugal 39%

France 38%

Spain 29%

Germany 23%

Italy 18%

Germany 16%

Czech 16%

France 11%

Finland 14%

France 32%

Germany 28%

Italy 24%

UK 19%

Belgium 12%

France 59%

Germany 38%

Italy 29%

UK 19%

Switzerland 22%

Note: Data featured is an aggregate of data collected in between 2015 and 2017 

ENTHUSIASM FOR OVERSEAS TRAVELS WANES IN SOME KEY
 MARKETS AFTER A STRONG SUMMER SEASON

HALF OF ALL SURVEY RESPONDENTS PLAN TO VISIT 
MULTIPLE DESTINATIONS IN EUROPE BETWEEN 
SEPTEMBER-DECEMBER 2017 

1 country          More than 1 country          I don't know

Sample Size: 1560 (Brazil 376, China 505, Japan 135, Russia 287, USA 257)
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Evolution of long-haul travel sentiment to Europe. Index base= 100 (>100=expansion, <100=decline)*
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ChinaBrazil U.S.ARussia Japan

Sample Size: Brazil 376, China 505, Japan 135, Russia 287, USA 257

Among other alternatives, air transport is the most preferred 
for travelling from one European country to another  

40%

 Air transport

32%

Rail transport

26%

Rented car

21%

Bus

This question allows for multiple responses- the total response percentage exceeds a 100%. 
Sample Size: 1560

Less than 1 week 8%26%

36% 3%

Doing what? 

Percentage of respondents planning to try the above-listed activities. 
Sample Size: 1560

Enjoy nature 21%

See iconic sites 19%

Learn about the history and 
cultural heritage 15%

Food experience 10%

Relax 7%

Practice outdoor activities 7%

Attend an event 6%

Engage with locals 6%

Acquire new skills 4%

Shop for luxury brands 3%

Pilgrimage experience 3%

9% 24% 25% 30%

CHINESE ARE LIKELY TO SPEND MUCH MORE IN EUROPE THAN 
TRAVELLERS FROM OTHER OVERESEAS MARKETS 

29% 32% 26%

Sample Size: 1560 (Brazil 376, China 505, Japan 135, Russia 287, USA 257)

Up to €50 €50-€100 €100-€200 More than €200

78% 59%

On average, 40% of all respondents are likely to book flights to travel from one destination to another in the last four months of 2017. 
Rail transport ranks second among the most preferred options mentioned by 1 in 3 respondents. This confirms the appeal of rail travel 
in a comparatively small region, with a well-developed rail infrastructure and a rich diversity of tourism destinations.

Since 2014, China has 
consolidated its position as the 

world's largest spender in 
international tourism globally*. 
Results of the Long-Haul Travel 
Barometer are in line with this 

trend indicating that the majority 
(77%) of the potential Chinese 
travellers are willing to spend 

more than 200€, while 
travelling in Europe.

In terms of daily expenditure in 
Europe, potential travellers from 
the US follow a similar pattern as 
their Brazilian counterpart. While 

the smallest part of these 
respondents intend to spend less 

than 50€ a day, the share of 
those in the other three 
categories (i.e. 50-100€, 

100-200€ and more than 200€) 
is almost evenly distributed.  

In Japan, the high expenditure, 
which has been a characteristic of 

the market for a long time, 
declined in line with the economic 

stagnation. Survey results 
indicate that Japanese 

respondents who intend to spend 
more than 200€ (14%) a day are 

significantly less than those 
planning to spend 50-100€ (32%) 

or 100-200€ (33%) a day.

Compared to other markets, 
prospective travellers from 

Russia, are more cautious about 
their budget with comparatively 

higher percentage of people 
intending to spend less than 100€ 

a day (52%).

To europe Outside region

Brazil China Japan Russia  USA 

HOLIDAYS IN THE LAST MONTHS OF 2017 WILL BE 
RATHER SHORT, WITH MOST RESPONDENTS PLANNING
A TRIP OF UP TO 2 WEEKS

China

* UNWTO
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For the last months of 2017, intention to travel to 
Europe remains positive (>100) in 2 of the 5 markets 
analysed by the Long-haul Travel Sentiment Survey & 
Index. Strongest interest is observed among Russian 
and Brazilian respondents, reflecting the ongoing 
economic recovery and improving consumer 
confidence in both markets.

* ETC - European Tourism - Trends and Prospects - 
Quarterly Report 3/2017

*Index values for each wave are calculated based on corresponding waves in previous years.
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