DESTINATION

CHINESE TRAVELLERS ARE INTERESTED IN DESTINATIONS THAT PRESERVE THEIR NATURAL AND CULTURAL HERITAGE AND ARE PERCEIVED
SAFE. GASTRONOMIC EXPERIENCES AND NATURAL SCENERIES ARE WHAT WILL BRING CHINESE TO EUROPE THIS AUTUMN/WINTER SEASON.
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Sample size China: 563

BRAZILIANS LOOK FOR DESTINATIONS WHERE THEY CAN SEE OLD MONUMENTS, CHURCHES, CASTLES AND OTHER OBJECTS OF CULTURAL SIGNIFICANCE,
EVEN IF CROWDED. THIS SEASON, THEIR INTEREST IS MAINLY FOCUSED ON 5 EUROPEAN COUNTRIES — PORTUGAL, FRANCE, ITALY, SPAIN AND GERMANY.
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POSITIVE SIGNALS FOR EUROPEAN TOURISM
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95 RUSSIANS LOOK FOR DESTINATIONS THAT ARE REASONABLY PRICED AND ARE PERCEIVED AS SAFE. BESIDES EUROPE’S RICH CULTURE AND HISTORY,
RUSSIANS SEEK “SLOW ADVENTURES” THAT WOULD ALLOW THEM TO IMMERSE INTO THE DESTINATION’S LIFE AND CULTURE AND ENGAGE WITH LOCALS.
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The travel sentiment index in Brazil and Russia is on the rise!
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while 23% have no plans to travel. these markets.

Sample size India: 698

* "Slow" adventure refers to experiencing local life and cultures, engage with locals, road trips, backpacking, etc.
** Creative arts refers to music, film or literature festivals, photography or painting workshops, etc.

The Long-Haul Travel Sentiment Survey & Index captures people’s intention to travel abroad, their motivations barriers to travel, as well as key characteristics of 7' EUROPEAN /

their trip. It monitors travel sentiment in five key and extra-European markets: Brazil, China, Japan, India, the Russian Federation and the USA. The survey is not Eu ra II SRR
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meant to quantify prospect demand levels. More information: www.etc-corporate.org rch /ADGRAFICS
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