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Aim and Methodology

Aim

• Overview of US market and future outlook

Methodology

• Consumer focus groups – Los Angeles & New York

• Tour operator interviews

• www.VisitEurope.com user survey

• Desk research



Economic Situation



• US economy: 

Growth projection 1.7% (Sept) down from 2.7% (Feb)

• Consumer confidence: 

Recovering, but fragile; pent-up demand since 2008

• Uncertainty: Europe & euro

Dollar strengthens: 1 Euro = $ 1.45         $1.30  (Dec 2011 BoA forecast)

• Mixed fortunes: in work/out of work + insecurity

Economic Situation



Europe’s Appeal



Europe’s Appeal

Top 5 countries (1m+ visitors): 
Italy, France, UK, Germany, Spain

Europe’s appeals:
History
Culture
Scenery
Cities
Gastronomy
Hospitable people
Way of life: participation & engagement
Safe



What 5 Words Best Describe Europe to You?
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Source:  VisitEurope.com User Survey, Yellow Railro ad/TEAM/TNS-RI 2011



Emotional associations with Europe

Source:  VisitEurope.com User Survey, Yellow Railro ad/TEAM/TNS-RI 2011



Europe’s Appeal

Reasons for Visiting Europe (VisitEurope.com User S urvey):

• ‘Been before and love it’

• ‘Aspiration’ – never been and want to travel

• ‘The offer’ – history, culture, people, food etc.

• ‘An anniversary / celebration’ (e.g. personal treat, graduation)

• ‘Opportunity’ – e.g. timing is right (children have left home /are 
older, have air miles to use, won competition)

• ‘Practical’ – specific event, business, visiting friends, study etc.

• Genealogy and family links.



Travel Profile and Behaviour



Travel Profile: US Visitors to Europe

Middle-aged-older couples (av. men = 47, women = 45)

1 European country per visit (70%)

Residence: 

Middle Atlantic states (30%)
South Atlantic states (25%)
Pacific states (14%)
Top states: New York (17%), California (10.7%)

Length of stay: 18.3 days

Household income: US$ 116,000 – financially resilient

Travel-confident
Source: US Department of Commerce, Office of Travel & Tourism Industries (OTTI) (June 2010), 2009 US Resident Travel to 
Europe Report.



Travel Motivation and Behaviour

Trends

Experiential:

Personality-defining - “I am where I’ve been” 

Authenticity: real people, not cultural show

“On a tour in Albania our guide was explaining to me how they try to be 
more ‘Western’. Please don’t, keep the heritage!”   (US tour operator)

Independent & impulsive: 

Europe = later booking, but not last minute



Travel Motivation and Behaviour

Trends

Value for money: 
Cost consciousness vs. added value
All-inclusive, deals, Groupon/flash sales etc.

Fear of missing out (FOMO):

“My initial thought was: very appealing; but then the concern that I have 
when I went to Europe: did I see enough, did I get to enough places, did I 
do enough sightseeing, did I miss something? And that will make me feel 

that I will always miss out. Not good.”
(Younger Traveller, New York)



Europe’s Competition



Europe’s Competition

Central and South America:

History, culture, hospitable people

More accessible (cheaper)

More vibrant & extroverted

Caribbean:

All-inclusive

Family-friendly

Asia:

Adventurous, but expensive

Africa:

En route opportunities

Africa-philes; “this year Africa, next year Europe”



Europe’s Competitive Position
Demographic Change in US: 1990 – 2015 – 2050

Source: United States Census Population, National Population Projections



How do People Book ? 



Information and Booking Sources

Information & inspiration: “very/extremely confident”

Source: ETC New Media Trend Watch (2011) - quoting a YPartnership-Harrison Group survey



Booking: Travel Market by Channel

Source: PhoCusWright U.S. Online Travel Overview – Tenth Edition: Packaged Travel



Information and Booking Sources

Mobile Devices: 

• 40% of US international travellers own smartphones

• 30 million Americans will research travel via mobile devices by 2012 –
up from 19.7m in 2010  (Source: eMarketer)

• Mobile booking will jump from 8.7 million in 2010 to 15.1 million by 2012

• Tablets may overtake phones for information & booking

• High expectations:

“Where do you wanna go, what do you wanna do, how many days? Type that 
in, and they will come out with an itinerary.”  (Younger Traveller, New York)



�

���

����

����

����

����

����

����

���	


���
�����

��	���	

���	

������

Information and Booking Sources: Mobile Devices

Visits to VisitEurope.com via mobile devices by typ e, 
(April 2010-April 2011) 



The Future:
2011-2015 and Beyond



The Future: 2011-2015 and Beyond

• US economy recovering

• Consumer confidence growing

• Europe = embedded appeal – aspirational destination

• USA is a huge market

• USA volume growth will be big 

• Tablets vs. mobile phones?



The Future: 2011-2015 and Beyond

US economy: 
Slow recovery; 2011 growth projection = 1.7%

Consumer confidence: 
Recovering, but fragile, 
Pent-up demand since 2008

US Outbound growth projection 2010-2020: 
+ 47.3% trips - from 101.3m to 149.2m travellers
+ 66.3% spend – from $ 141.4bn to $ 235.3bn 

(Source: Amadeus/Oxford Economics (Nov 2010, The Travel Gold Rush)

Europe = forever fashionable?



Summary
+ US market for Europe is resilient

+ Europe = aspirational “must-see” destination:

• Historic, cultural, hospitable, gastronomic

• Famous cities + scenic landscape

• Diverse, compact, safe,  - “familiarly different”

• “Cultural immersion” – “honorary local” 

• Make it easy

+ Recovery + slow growth in 2011-2012 …………But……..

?     Cost, time, complexity, fear of missing out ( FOMO)

?     Demographic change

?     Competition – Central & South America



“It’s about the experience that the 
European market can create for the 

American traveller. Almost second to 
none.”   

(US tour operator)


