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The summer peak travel season is a key indicator of European
destinations’ success in attracting an increasing number of
international travellers every year. On average, half of a year’s
total international tourist arrivals are recorded between May and
August – rendering these months pivotal to ensuring a prosperous
result for the European tourism sector.
Gathering indications on potential travel behaviour is therefore
paramount to react to and capitalise on latest market trends. In

2016, long-haul travel markets are bound to tip the scales – the
five outbound markets under scrutiny alone represent 11% of total
European inbound travel. Survey data reveals that travel
sentiment for the next months is upbeat, more so in Europe’s
largest long-haul market, the United States of America. Across
markets, potential travellers are seeking unique cultural, outdoor
and learning experiences. Are European destinations prepared to
cater to these increasingly sophisticated travellers?

MOMENTUM for a European summer holiday
in established travel markets
Evolution of travel sentiment to Europe. Index (>100=expansion, <100=decline)
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Boosted by a stronger economy, 1 in 3
US respondents intends to travel to
Europe this summer, compared to just
1 in 4 at the beginning of the year.
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Is China’s slowing economy taking its toll on
outbound travel? Travel sentiment dropped and
weaker air travel data confirm slowing demand.

European destinations may see a hesitant
return of the Japanese outbound traveller.
Albeit from a low base, travel sentiment is
more positive than a year ago.

Millennials are shaping the future of European tourism
Despite signs of its diminishing significance, age remains a predicator of travel preferences. Across markets it is
evident that intention to travel to Europe is highest among the youngest age group – those aged 18-34 years.
Their preferences and desires are bound to shape the demand for European travel experiences in future.
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In percentage terms the number of Japanese intending to travel to
Europe is lagging, however, the higher interest of the youngest age
group is a strong positive spark. 1 in 4 young respondents compared
to 1 in 5 aged 35-49 years intends to travel to Europe, confirming that
the region continues to exercise a strong pull as a dream destination.

Positive travel sentiment is strongest among the youngest US
residents – 46% of respondents aged 18-34 years intend to travel to
Europe this summer. Young people’s top destinations include France
(38%), Italy (34%), UK (24%) and Germany (23%) – a selection which
reveals the strong position these already popular destinations occupy
in the young respondents’ minds.
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Young Chinese are above average attracted
by European opportunities to acquire new
skills and practice outdoor activities.

Despite economic turmoil, 1 in 2
Brazilian young respondents are
optimistic pointing at Europe’s
unwavering pull as a dream destination.
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Compared to last year, fewer young
respondents intend to travel to Europe
this summer, potentially due to continued
volatility of the economic environment.

European cultural experiences are this
summer’s biggest pull factors

Across markets 1 in 3 respondents seeks to
learn about Europe’s cultural offer being its
heritage, living culture or gastronomy. This
summer, 16% of respondents intend to
travel to see Europe’s magic landscapes.

Beyond culture, US respondents are
keen to visit Europe’s most iconic sites –
their bucket list is ready! Moreover,
almost 1 in 5 attempts to see as much
as possible.

Nature and scenic landscapes are
the primary motivation of 20% of
Japanese respondents, 16% intend
to seek out famous landmarks in this
peak travel season.

Brazilians are foodies – for 16% this is the
primary motivation of travelling to Europe
this summer. This is complemented by a
deep cultural interest.

Chinese respondents’ image is dominated
by Europe’s natural environment – 1 in 4
wish to experience the great outdoors.

Russian respondents are motivated by a
desire to see as much as possible in a
short period of time. Compared to other
markets, they are also more active
seeking to engage in outdoor activities.

Europe continues to be perceived as an
expensive destination in long-haul markets
Affordability as well as time constraints are key reasons not to visit Europe among respondents who will travel
to other long-haul destinations this summer. The map below ranks respondents' top three reasons:
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The spontaneous reasons given by respondents highlight that in the US and Japan safety and security are
occupying a more prominent position in respondents’ minds than in other markets. This is, however, not to
the disadvantage of European destinations (yet), as travel sentiment grew more positive for the summer
season. European destinations should, however, acknowledge the rising concerns of long-haul travellers
and integrate adequate messages in their communication strategies.

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
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