_ Gen Zers were born between 1996 and 2012.
Gene ratl On Z A hyper-connected generation, Gen Z grew up in an era of unprecedented awareness about human behaviour, personal

health, technology and humankind’s impact on the environment. This is shaping their global outlook, as well as their
Travel Iers interest in travelling to and around Europe. Nearly 1in 3 people in the world is a Gen Zer".

(1) Source: UN DESA (2020)

GEN ZERS CAN BE DIVIDED INTO WHEN CHOOSING A EUROPEAN DESTINATION,
THREE BROAD CONSUMER GROUPS: GEN ZERS LOOK FOR:

Value for money destination The destination offers once in a lifetime experience

Availability of cheap flights Convenient flight schedule/duration

A destination which respects equality and diversity

_ The destination is well-known for environmentally
E friendly practices

Safe and secure destination

Availability of cheap accomodation

AGE 8 - 11 AGE 12-17 AGE 18 - 24 Opportunity to do specific gctivities
older primary school teenagers, secondary students and young [e.g. outdoor, sports, cooking classes)
children school age professionals
WHEN CHOOSING ACCOMMODATION FOR THEIR GEN ZERS’ TRAVEL DECISIONS ARE INSPIRED BY: TOP 5 TRAVEL EXPERIENCES GEN ZERS WANT
EUROPEAN TRIP, GEN ZERS ARE LIKELY TO CHOOSE TO TRY IN EUROPE:

4%
_5* riends & family (word of mout rying locally produced foo rin
34% Upscale Hotel (4-5*) Friends & family (word of h) Trying locall duced food & drink
. Budget Hotel Travel review sites (e.g. TripAdvisor) Learning about the urban culture _
@ Sshort-term Rental Official tourism websites Doing cultural activities m
‘ Hostel
‘ g TR Social media feed Shopping in big stores or a mall _
tay with friends & family
. Camping / Caravan Special discounts Learning about traditions, heritage, {4 2|

stories and crafts

TOP 10 EUROPEAN DESTINATIONS GEN ZERS Future travel trends driven
WISH TO VISIT: by Gen 7

France g 520/0 Climate change

Italy

Spain 28% 43% Mental health issues
recce | 2.

0 Greener travel by land and sea

Travel for skills and self-confidence

Germany | 23~ 40% Crime and justice

UK 18%

Invisible borders online and offline

Belgium 18% 36% Racial equality
Austria | 15"

Croatia L 32% Gender equality

Iceland 16%

Judging destinations by their values

Sustainability performance in the spotlight

EUROPEAN ¢ The study was carried out between November and December 2019 using a mixture of quantitative ¢ Quantitative research undertaken during December 2020, using a total sample of 2,800 respondents, TO |DO§O P |—| Y
TRAVEL research (online consumer survey) and qualitative research (expert interviews) aged 18-24 (700 from each of the following outbound markets: China, Germany, United Kingdom and

COMMISSION United States)
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