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Visitor spending in Europe (2024 estimates)

| |nternational visitor spending Domestic visitor spending  souce: wrte



Origin of international trips and expenditure in Europe
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® Short-haul = Long-hau| Source: ETC, VisitBritain



Visitor spending in Great Britain

B Inbound tourism (Yr to Jun 24) M Domestic overnight tourism (2024)  Domestic tourism day visits (2024)

Source: VisitBritain




Trips and expenditure by EU citizens, by destination in 2023

Average expenditure
per trip:
Domestic €289

Expenditure 43%
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Flight arrivals/departures in Europe (1 January - 11 may 2025)

B [ntra-Europe
B Non Intra-Europe

The number of Intra-Europe flights is 1%
down compared with 2019, whereas Non
Intra-Europe flight volumes are up 4%

Source: EUROCONTROL
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Average dally flight arrivals/departures: year-to-date 2025 and change vs 2019
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US citizens boarding a plane in the US destined to land in Europe (oling 12-montn tail)

25,000,000

20,000,000

The tally for the period January to April was
15,000,000 6% up on the equivalent period of last year
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How much it costs Americans to by pounds or euros

Source: Bank of England




What the IMF is forecasting for real GDP growth
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Tourism Economics forecast for inbound tourism growth

6.9%
5.9%
I SIO% 5.2% I

Northern Europe Western Europe Southern/Mediterranean Central & Baltic Europe
] 2025 ] 2026 EUFOpe Source: Tourism Economics




Considerations seen as “Extremely important” when deciding on a destination

Offers good value for money

Is a welcoming place to visit

Is good for relaxing, resting, recharging

There is beautiful coast and countryside to explore
| can roam around visiting many types of places
It's easy to get around once there

There is a good variety of food and drink to try

It's easy to get to

Is a place where | can explore history and heritage

Offers lots of different experiences in one destination Flndlngs based on research

3 l\%‘% @ (rh

It has experiences | can't have anywhere else undertaken by VisitBritain, with
There are vibrant towns and cities to explore percentages being the proportion
for seeing famous sites, places, ticking off the 'must do' list who scored each aspect as 5, 6 or 7 —~—
s inclusive and accessible for visitors like me on a 7-point scale from “not at all —

Is good to visit at any time of year important” to “extreme|y important”
It has surprising and unexpected experiences

Is a mixture of old and new

Has an interesting mix of cultures from around the world
There are interesting local people to meet

It offers the opportunity to travel sustainably/responsibly
Has a thriving arts and contemporary culture scene

A good place for treating myself

A place recommended by friends or family

If | don't visit soon, I'd miss out

Offers experiences | want to share on social media
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European travellers preferred digital tool to plan their next trip

Online searchengines [N (0%
Travel websites || RGN 9%
onlinemaps |GGG (3%
Destination / Service website || EGTTERNNEEEEEEEEEEEEE 12%
Social media |G o

Online videos
Influencer / blogs
Generative Al platforms

Al for itinerary planning

25%

Source: ETC
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