Travel Trends 2025-2026:
Resilient Demand,
Shifting Behaviour and Al-
Driven Planning
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Mission

Strengthen the sustainable development
of Europe as a tourist destination and
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.
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Tourism in Europe is
growing

. 3,0%

A International Arrivals

9 9%

Spendlng on tourism in Europe
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Despite increasing
costs of travel,

consumers are
prioritising it within
discretionary spending
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2025 year-to-date™, % year

Foreign visits and overnights to select destinations

(% relative to 2024)
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Intentions to travel to 3 8 O /
Europe in long-haul O
markets

Intentions of Europeans to 3 0 /
travel within the continent 0

UNCHANGED OVER 2024
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Tourist arrivals to
Lurope are
expected to
increase another
6.8% in 2026
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190
MILLION

Non-European arrivals

650
MILLION

Intra-European arrivals
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Intention to change the months
of travel trips over the next two
years
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4 5 % Avoid crowds

4 3 % Save money

3 7 % Avoid extreme weather

Top reasons for changing travel to different months
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Does the changing climate impact
Europeans’ travel habits?
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B Have not changed
any habits

m Have adopted at
least one change

16%

Check forecasts before
booking

16%

Seek places with milder
temperatures

15%

Avoid destinations with
extreme temperatures

12%

Choose weather-
independent activities

12
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Half of European travellers seek less
popular or off-the-beaten-track
destinations

Mainly Austrian (62%), Belgian (60%) and Dutch (60%) travellers

A major tourist destination
10% with well-known
attractions

A destination which is less
50% popular among tourists

40%
A remote or 'off-the-
beaten-track' destination



Use of Artificial Intelligence as a
tool in planning or researching
consumer’s last trip (%)

8% GROWTH OVER 2024

Although higher amongst
American travellers (27%) and
Chinese travellers (40%)
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Tools that were used in planning or researching consumers
last trip (%)

% of respondents using each tool when planning or researching trip

Online travel agent (OTA)

Review site

Social media information

Offline personal recommendation
Guidebook/travel magazine

Al chatbot/virtual assistant 18053
High street travel agent 0% Q32025
Multi-purpose apps* H Q32024

None of the above

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55%

EUROPEAN Source: Tourism Economics' Travel Trends Survey/Vitreous World *new option in the 2025 survey
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Conclusions

@ Travel & tourism demand remains

resilient

e Factors including climate change and /
crowding will increasingly influence traveller
behaviour

@ Use of Al tools will aid in trip planning -
towards more off-the-beaten track
destinations and off-season travel , —
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Thank you for
your attention

Menno
Sources & more information: van IJssel
https://etc-corporate.org/publications/ Research Project Manager

https://etc-corporate.org/european-tourism-key-figures/
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