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UNDERSTANDING GEN Z TRAVELLERS AND THEIR PREFERENCES
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http://www.balticseatourism.net/

EUROPEAN TRAVEL COMMISSION
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MISSION

Strengthen the sustainable development of Europe as a
tourist destination and to increase competitiveness,
through knowledge gathering and sharing amongst
members and lobbying as well as by establishing a
professional marketing platform for the successful
promotion of member countries in overseas markets.

MEMBERS
33 National Tourism Organisations and
13 Private Organisations (associates

PARTNERS:
UNWTO, EC, ETOA, WTTC, ACI, etc.
EUROPEAN
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COMMISSION



WHO ARE THEY?

BORN: 1996-2012
CURRENT AGE: 8-24

AGES 8-11 OLDER PRIMARY SCHOOL CHILDREN
AGES 12-17 TEENAGERS, SECONDARY SCHOOL

AGES 18-24 STUDENTS AND YOUNG PROFESSIONALS




WHY LOOKING
AT GENERATION Z?

MOST POPULOUS GENERATION ON THE PLANET DEMAND EROM NEW MARKETS WILL GROW

Share of the population of Gen Z by world region Share of the population of Gen Z by world region
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WHY LOOKING AT GENERATION Z7?

GLOBALISATION
2008 FINANCIAL CRISIS
THE IPHONE | TERRORISM | CLIMATE CHANGE
DIVERSITY | PERSONAL EMPOWERMENT | ON-DEMAND
LIVE STREAMING | FAKE NEWS | SELF-IMAGE
COLLECTIVISM | MULTIPLE REALITIES | TIK-TOK
EQUAL RIGHTS | PERSONAL HEALTH

GRETATHUNBERG



GEN Z

5 CONSUMER TRENDSHS
TO CONSIDER



CLIMATE CHANGE AND
SUSTAINABILITY ARE
IMPORTANT FOR GEN Z

Response:

Highlight products and experiences that are kind to
the environment and local communities.




GEN Z IS THE MOST DIVERSE
AND OPEN GENERATION IN
HISTORY

Response:

» Celebrate diversity

» Transmit values, not just attractions.




THEY CARE STRONGLY
ABOUT PHYSICAL AND
MENTAL HEALTH

Response:

Develop products that are built around
healthy living and self-improvement
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GEN Z ARE CONSTANTLY E
CONNECTED AND GET NERVOUS‘ - ;,

WHEN THEY’RE NOT ONLINE "% _

Response:

» Offline=irrelevant

» Engage with Gen Zers on equal basis



THEY’RE CONCERNED ABOUT
THEIR PRIVACY ONLINE AND
WHO’S WATCHING THEM

Response:

Be clear and honest around pricing and the
use of personal data




GEN Z

RAVEL TRENDS IN THES
CONTEXT OF COVID-19




Intentionto travel in the next six months

33%

19% 20%

14% 14%

Very Unlikely Neutral Likely Very likely
unlikely




Main concerns related totravel inthe next months

Becoming i
Quarantine measures

Personal finances |
Changes in travel restrictions |
Government advice on travel

Opinions of family/friends against trav.




THE FLEXIBLE CANCELLATION POLICIES
ARE MOST IMPORTANT FOR Z’ERS NOW

Importantfactors to travel within Europe now

v/ Flexible cancellation policies [ EENEEGNGNGNGEGEGEGEGEGEGEEEE 050

Health & safety protocols during flight GG 21

Finding a vaccine [NEGEGEGEGEGEEEEEEEE 0
Destinations’ effectiveness managing CO2 [ e 18%
Social distancing on flights/public tra [ 17%
Fully lifted travel restrictions [ 15%
X Bargains and attractive deals [ 14%
Government advice on travel Y 13%
Partially lifted travel restrictions Y 10%
Availability of travel insurance T 9%



BY A WIDE MARGIN, AIR TRAVEL IS CONSIDERED THE
LEAST SAFE PART OF A TRIP, HEALTHWISE

ar trave| |, /-
Attractions, tour _ 30%
In-destination transport _ 27%
Public areas _ 23%
Food and beverage _ 21%
Train travel _ 18%
Accommodation _ 15%

Marine transport | 10%




DESIRE FOR INTERNATIONAL TRIPS IS
STRONGER THAN FOR DOMESTIC

Whereto? Preferred European destinations

% respondent “very likely” to travel

A > % of respondents
wu 15%
To destinations outside Europe . . I
4
To another European country
0%

France 15%

ltaly 14%

Germany 13%

| Spain  12%

; UK 10%

Within my country

Do not know yet ¢

Poworad by Bing,
O GooNac:, Mowsae . TomTom



Partnerto travel with

3% 28
o B With my family
L% With my significant other/partner
With friends
22% By myself

With an organized group

21%  /

With a business colleague(s)

Desired type of trip

City break

Sun and beach

Nature and outdoors

Culture and heritage

Coast and sea

Wellness and relaxation
Ski/Snowboard trip in the mountains
Go on a cruise

Touring/ road trip

Culinary/ food and wine

Yachting and sailing

N 21%
L 17%
| 12%
| 10%
| 10%
| 9%
I 7%
| 4%
| 4%
I3 |EUROPEAN
) 1% TRAVEL

COMMISSION



HOTEL OR RESORT CHAINS ARE THE TOP
CHOICE OF ACCOMMODATION

Preferred type of accommodation for the next trip

Hotel chain or resort

Independent hotel/resort

Friends and/or family

Short-term rental via online platform (i.e.

Airbnb, Onefinestay, etc.)

Other paid serviced accommaodation (i.e.
bed and breakfast, parador, etc.)

Hostel/Motel

Camping/caravan

EUROPEAN
TRAVEL
COMMISSION



ETC MARKET STUDY

THANK YOU VERY MUCH FOR
YOUR ATTENTION!

WE ARE GLAD TO SHARE WITHYOU

The ETC Study on Gen Z Travellers

ETC Infographicon Gen Z Travellers

EUROPEAN

COMMISSION EUROPEAN
| TRAVEL

STUDY ON GENERATION Z
TRAVELLERS
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http://www.linkedin.com/company/114068?trk=tyah
https://twitter.com/ETC_Corporate
https://etc-corporate.org/reports/study-on-generation-z-travellers/
https://etc-corporate.org/reports/generation-z-travellers-infographic/

