
Millennials’ destination choice driven by cultural affiliation, 
geographical proximity and unexplored opportunities

EUROPE’S NATURAL BEAUTY DOMINATES MILLENnIALS’ IMAGE 
OF THE DESTINATION

Top destinations for potential travellers 
aged 18-34 years (for all markets)

DESTINATION
EUROPE

European tourism destinations excel in serving customers from 
different age groups, however, over the past few years, shifts in the 
generational balance have become apparent. The leading role of 
the “Baby Boomer” generation has been smoothly shifting to the 
millennial generation, which is expected to become the largest 
travel group to be served.1 

Exploring the travel preferences of the young from long-haul travel 
markets is therefore essential to the future success of the 
European tourism sector. Previous results from the Long-Haul  

Travel Barometer indicate that across generations, the millennial 
travellers2 from the highest-volume overseas markets demonstrate 
the strongest intention to visit Europe in the future. Survey data 
reveals that well-known European destinations are at the top of 
the list for the younger travellers. Simultaneously, Europe’s natural 
environment is seen as the most appealing pull factor for the 
members of this age group.

1 Benckendorff, P., Moscardo, G., & Pendergast, D. (2010). Tourism and generation Y. Cambridge, MA: CAB International.

2 This survey considers Millennials as all respondents born between 1982 and 2002 (i.e. aged 18-34 years as of 2015) as 
  according to Howe, N., & Strauss, W. (2000). Millennials Rising: The Next Great Generation. New York: Vintage Books.  
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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. 
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9% of young respondents have no clear destination preferences. These potential travellers 
are early in their travel careers waiting to be enticed to Europe's plethora of destinations 
and attractions beyond the mainstream.

64% of the Chinese respondents classify 

France as a top dream destination.

37% of the Brazilian youth respondents 

are making plans to visit Portugal in the 

near future.

1 in 3 young Japanese travellers intend 

to visit Germany during their next trip 

to Europe.

The UK is among the most attractive 

European destinations for 23% of the 

American respondents.

18% of the Russian millennials mention 

Finland as a preferred destination for 

their next European adventure.

Compared with the youngest 

generation, respondents aged 

35-49 and those older than 50 

years demonstrate a higher 

interest towards some Central 

European destinations, such 

as Slovakia, Slovenia and 

Switzerland.

MILLENNIALS’ TRAVEL MAP DOMINATED BY
EUROPE’S POPULAR TOURISM DESTINATIONS

ACTIVE AND ENRICHING EXPERIENCES WILL
ATTRACT THE YOUNGER GENERATION
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Besides the historical heritage, 
American millennials are attracted to the 
luxury shopping opportunities in Europe.

CHINA

Europe’s natural beauty and the rich 
historical heritage are certainly 
drawing the attention of young 
Chinese travellers.

russia

Across markets, the Russian respondents are most intrigued by the idea 
of seeing the maximum amount of things in a single trip. This group also 
declares the highest interest in participating in outdoor activities. 

JAPAN

Sightseeing is a “must do” for the 
young Japanese travellers. Their 
interest is also driven by the magical 
European nature.

brazil

Brazilian millennials are keen to visit the most iconic European 
sites and learn about the cuisine and the gastronomic products 
offered in the region.

The popular European 

landmarks are more attractive 

for the older travel generation.

Travellers over 50 years of age 

are much more likely to value 

history and cultural heritage.

Young travellers are more 

enthusiastic about participating 

in active outdoor pursuits.
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Skill development activities are 

seen more often in the travel 

agenda of youth travellers.

Note: Data featured is an aggregate of data collected in 2015. 
 
This survey considers Millennials as all respondents born between 1982 and 2002 (i.e. aged 18-34 years as of 2015) as according to Howe, N., & Strauss, W. (2000).     
Millennials Rising: The Next Great Generation. New York: Vintage Books.

18% of the young overseas travellers 
are ready to explore Great Britain's 
renowned attractions.

28% of the Millennial 
respondents classify 
Germany as  a tempting 
European destination 

France is considered the 
most attractive European 
destination for 41% of the 
young respondents

27% of the surveyed 
millennials are planning 
to visit Italy soon

Popular travel experiences in Europe

17% of the young survey 
participants define Spain 
as a "must-see" 
European destination
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