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Travel motivations are diverse with repeat visitors seeking more 
in-depth experiences than first-time visitors

Well-known European destinations shape visitation patterns of 
first-time and repeat visitors 

DESTINATION
EUROPE

Europe remains an unexplored destination
for many long-haul travellers

Europe’s charm is often associated with cultural and historical 
diversity, a rich assortment of great foods, picturesque nature, and 
boundless shopping opportunities. With all of these qualities, 
‘Destination Europe’ sparks continuous interest in long-haul travel 
markets by creating an emotional connection, which leads to 
repeat visits. 

By comparing the travel patterns of first-time visitors and repeat 
visitors to Europe, we discover how these two groups differ in the 
way they prioritise different aspects of the destination. For the 
majority of the key long-haul travel markets the enhancement of 
knowledge about European culture, history and cuisine is seen as 
a prevailing travel motivation.
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NEARLY TWO THIRDS
of Chinese, Brazilian and 

American respondents are visiting 
Europe for the first time. 

74% OF RUSSIAN & 62% OF 
JAPANESE RESPONDENTS  

have visited European destinations 
before and are looking forward to 

their repeat visit. 

Significant portions of Russian 
and Japanese respondents 

(≈14%), with no previous travel 
experience in Europe, are still 

wondering where to go.

Chinese and American 
respondents proved to have 
clear preferences towards 
France, Italy and Germany.

First-time visitors from Russia are 
more likely to visit France (16%), 
whereas those revisiting Europe 
are more inclined to spend time 

in Finland (20%). 

Portugal seems to be the most 
attractive destination for the 

Brazilian respondents (40%) who 
want to visit Europe for the 

first-time, while France (41%) is 
seen the most tempting for 

Brazilians with previous travel 
experience in Europe. 

Cross-cultural differences reflect on respondents’ 
choice of activities within a destination 

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. 
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Russian respondents demonstrate the highest 

interest in visiting as much as possible in a 

short time whilst in Europe (18%) and prefer to 

spend their holiday in an active way (9%)

Japanese respondents appear to be most 

interested in enjoying nature and scenic 

landscapes within Europe (18%)

Brazilian (10%) and American (6%) respondents 

devote higher importance to relaxation and 

recharging than the respondents from the 

other long-haul travel markets

Compared to other long-haul travel markets 

Chinese respondents had stronger interest 

(6%) in pursuing the European shopping 

experience 

First-time visitors repeat visitors

RUSSIANS

Active holiday experiences and 

participation in outdoor activities, 

seem to be more appealing for 

Russian respondents who visited 

Europe before 

vs. 6% first-time visitors

European culture is a key 

motivator for first time visitors 

from Russia. These visitors are 

very interested in learning 

more about the culture 

vs. 9% repeat visitors

15% 12%
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AMERICANS

American respondents 

planning to visit Europe for 

the first time are excited to

 go shopping and enjoy the 

luxury brands

vs. 4% repeat visitors

7%
Those who plan to come back 

to Europe are motivated to 

learn more about the history 

and the cultural heritage 

vs. 11% first-time visitors

19%
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JAPANESE

Japanese respondents with 

no previous travel experience 

in Europe are keen to explore 

the local culture 

vs. 7% repeat visitors

10%
Repeat visitors from Japan are 

motivated to enhance their 

knowledge of European history 

vs. 16% first-time visitors

23%
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CHINESE

Gastronomy is gaining popularity 

amongst the repeat visitors, who 

are interested in learning and 

enjoying the diversity of cuisines 

across the countries

vs. 8% first-time visitors

Europe’s nature and its 

scenic landscapes are seen 

as a major trip motivation for 

Chinese respondents who 

plan to travel to Europe for 

the first time

vs. 13% repeat visitors

23% 28%
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BRAZILIANS

Brazilian respondents without 

travel experience in Europe 

are looking for some thrill from 

dynamic outdoor activities 

vs. 6% repeat visitors 

9%
Enjoying the impressive 

European landscapes is one of 

the the most important activities 

for Brazilian respondents who 

plan to come back

vs. 10% first-time visitors

14%

Note: data featured is an aggregate of data collection in 2015.


