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INTRODUCTION
This Flash Eurobarometer was carried out at the request of the European Commission’s DirectorateGeneral for Internal Market, Industry, Entrepreneurship and SMEs by the TNS Political & Social
network in the 28 Member States of the European Union, and in Turkey, the Former Yugoslav
Republic of Macedonia, Iceland, Montenegro and Moldova between 18 and 23 January 2016. This
wave is a follow-up to Flash Eurobarometer no. 414, conducted in January 2015.
In this document, an extra analysis has been carried out as a complement to the main report. In the
main report, results were presented and analysed firstly at EU level, and then by Member State and
socio-demographic breakdowns.
In this extra analysis, we focused on several additional analyses:
•

A longitudinal analysis of questions which have been asked several times since the initial
2009 wave;

•

Additional analyses on the destinations of main holiday taken in the past year, as well as on
the use of online tools to get some information and book their holidays; finally, on the
travel companions;

•

A focus on the holiday habits of young people;

•

Finally, a cluster analysis of European holiday goers, aiming to identify distinctive groups of
travellers according to their holiday habits and characteristics.

Topline results will therefore not be covered as to not replicate data and analysis already conducted
in the full report.
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Some 30,105 respondents from different social and demographic groups were interviewed via
telephone (mobile and fixed line) in their mother tongue on behalf of the Directorate-General for
Internal Market, Industry, Entrepreneurship and SMEs. The methodology used is that of
Eurobarometer surveys as carried out by the Directorate-General for Communication (“Strategy,
Corporate Communication Actions and Eurobarometer” Unit)1. A technical note on the manner in
which interviews were conducted by the Institutes within the TNS Political & Social network is
annexed to the main report. Also included are the interview methods and confidence intervals2.

Note: In this report, countries are referred to by their official abbreviation. The abbreviations used in
this report correspond to:
Belgium
Bulgaria
Czech Republic
Denmark
Germany
Estonia
Ireland
Greece
Spain
France
Croatia
Italy
Republic of Cyprus
Latvia

BE
BG
CZ
DK
DE
EE
IE
EL
ES
FR
HR
IT
CY *
LV

Lithuania
Luxembourg
Hungary
Malta
The Netherlands
Austria
Poland
Portugal
Romania
Slovenia
Slovakia
Finland
Sweden
United Kingdom

LT
LU
HU
MT
NL
AT
PL
PT
RO
SI
SK
FI
SE
UK

Iceland
IS
Moldova
Montenegro
ME
Turkey
Former Yugoslav Republic of Macedonia (FYROM)

MD
TR
MK **

European Union – weighted average for the 28 Member States

EU28

* Cyprus as a whole is one of the 28 European Union Member States. However, the ‘acquis communautaire’
has been suspended in the part of the country which is not controlled by the government of the Republic of
Cyprus. For practical reasons, only the interviews carried out in the part of the country controlled by the
government of the Republic of Cyprus are included in the ‘CY’ category and in the EU28 average.
** Provisional abbreviation which in no way prejudges the definitive name of this country, which will be agreed
once the current negotiations at the United Nations have been completed

*

*

*

*

*

We wish to thank all the people who have given their time to take part in this survey. Without their
active participation, this study would not have been possible.

1

http://ec.europa.eu/COMMFrontOffice/PublicOpinion/
The results tables are included in the annex. It should be noted that the total of the percentages in the tables of this report may exceed
100% when the respondent was able to give several answers to the question.
2
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I. LONGITUDINAL ANALYSES: LONG TRENDS
In the current wave of the survey (2016), several questions were asked to a higher proportion of
respondents than in previous waves. Indeed, these questions were asked to respondents who went
on a personal travel for a minimum of one night during the previous year. In previous waves, they
had been asked to respondents who went on a personal travel for a minimum of four consecutive
nights during the previous year.
In order to compare the results over time, we thus recalculated the 2016 data based on “minimum
of four consecutive nights”. For this reason, results may differ from those presented in the main
report of the 2016 Tourism survey.

1 Destinations of main holiday taken in the past year
European citizens are more likely than a year ago to take their main holiday in their own
country
Contrary to the previous years, the proportion of European citizens who take their main holiday in
their own country has increased since last year. In January 2016 indeed, 45% of respondents said
their main holiday for the previous year was in their own country, compared with 40% in the
January 2015 wave. This increase reverses the trend seen in previous years: the proportion had
fallen from 47% in January 2013 to 40% in January 2015.
In January 2016, more than a third of European citizens said they took their main holiday in an EU
country (38%). This proportion has remained similar over the last two years (38% in January 2014
and 39% in January 2015) following an increase from the proportion recorded in January 2013
(33%).
One in six respondents (17%) said that their main holiday last year was outside the EU. This is
slightly lower than the proportion seen in January 2015 (21%), but equivalent to the figure
recorded in January 2013 (also 17%).

(Those who went on a personal travel for a minimum of four consecutive nights during 2015)
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In 17 countries, there has been a decrease between 2013 and 2016 in the proportion of European
citizens who take their main holiday in their own country. The largest decreases can be seen in the
following countries:
•

Estonia: -20 pp between 2013 and 2016, balanced by an increase in main holidays in other
EU countries (+21 pp);

•

Latvia: -19 pp, balanced by an increase in holidays in other EU countries (+13 pp), and in
holidays outside the EU (+8pp);

•

The Former Yugoslav Republic of Macedonia: -14 points, balanced by an increase in holidays
in other EU countries (+6 pp), and in holidays outside the EU (+7pp);

•

Italy: -10 pp, mainly balanced by an increase in holidays in other EU countries (+8 pp);

•

Malta: -9 points, mainly balanced by an increase in holidays in other EU countries (+7 pp);

•

Slovakia: -9 points, balanced by an increase in the proportion of those taking their main
holiday in another EU country (+16 pp).

Conversely, in 10 countries, there has been an increase in the proportion of respondents taking their
main holiday in their own country. The largest increases can be seen in Turkey (+7pp between 2013
and 2016), Finland (+5pp), France (+5pp) and the Czech Republic (+5pp). In the four following
countries: Belgium, Greece, Croatia and the UK, the proportions taking their main holiday in their
own country are the same in 2016 as in 2013. These proportions have been relatively stable
throughout the different surveys in all those countries but in Croatia (+9pp increase between 2013
and 2014).
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2 Reasons to go on holiday
Respondents who went on a personal travel for a minimum of four consecutive nights during 2015
were asked about their main reasons for going on holiday in 2015, giving a maximum of four
answers.
The sun or beach is the most frequent reason given for going on holiday (42%), although the
proportion giving this answer has decreased somewhat (-6pp since January 2015 and -4pp since
January 2014). The next most common reasons are to visit family, friends or relatives (37%)
and for nature (32%). Both of these responses have slightly increased since 2014 (+3pp and +2pp
respectively).
Moderate increases can also be observed in the proportion of respondents saying they went on
holiday for city trips (28%, +5pp since 2014) and for culture (28%, +3pp).
Smaller proportions of European citizens go on holiday for wellness, spa or health treatment
(13%), sport-related activities (12%), specific events (9%) or other reasons (12%). The
proportions of respondents giving these reasons have fluctuated minimally since 2014.

(Those who went on a personal travel for a minimum of four consecutive nights during 2015)
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In 23 countries, respondents are now less likely to say they went on holiday for the sun or beach
than in 2014. The largest decreases can be found in Cyprus (-15pp), Portugal (-14pp), Montenegro
(-11pp), Estonia (-10pp), Denmark (-10pp) and Luxembourg (-10pp). The largest increases can be
observed in the Former Yugoslav Republic of Macedonia (+10pp), followed by Latvia (+5pp) and
Turkey (+5pp).
In parallel, large increases can be observed in the proportion of those saying they went on city
trips last year: Montenegro (+26pp since 2014), Cyprus (+22pp), Croatia (+15pp) and Poland
(+10pp).
Respondents in Lithuania are more likely than in 2014 to say that they went on holiday to visit
family, friends or relatives (+10pp). There is also a large increase in Lithuania (+13pp), as well
as in Poland (+12pp) in the proportion who went on holiday for nature.
There has been a large increase in Latvia in the proportion who went on holiday for culture (+18pp
since 2014), while a large decrease can be seen in Montenegro (-10pp).
Large increases in the proportion who went on holiday for wellness, spa or health treatment
can be observed in Malta (+11pp since 2014) and in Hungary (+10pp), while the proportion giving
this reason decreased in Latvia (-14pp).
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3 Methods used to book a holiday
Respondents who travelled at least once for a minimum of four nights were asked about how they
booked their past holiday, choosing from a list of several likely options, with multiple answers
permitted.
In the latest wave of the survey (2016), the most common method used to organise holidays was
through online commercial services, such as tour operators and airline companies (34%).
This was followed by online commercial services listing private housing offers from
individuals (25%). The response categories have changed since the last survey, so it is not possible
to assess change over time for online methods. In previous years, these methods were both covered
by an answer ‘the Internet’, which grew in importance from 53% in 2012 to 66% in 2015.
There have been decreases in the proportions of respondents who organise holidays over the
counter at a travel agency (down from 23% in 2012 to 17% in 2016) and through someone
they know (from 22% to 16%). There has also been a slight decrease in the proportion organising
a holiday over the phone (from 18% to 15%).
The proportions that organise holidays using other methods have generally remained stable since
2012: on-site (9%, no change), over the counter of a transportation company like an airline
or railway company (6%, +2pp) and other methods (6%, -2pp). One in ten respondents (10%)
say that they did not need to book anything (new category in the 2016 survey).
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(Those who went on a personal travel for a minimum of four consecutive nights during 2015)
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The use of “offline” methods has sensibly decreased in many countries.
The proportion of respondents who organised their holiday over the counter at a travel agency
decreased in most countries between 2012 and 2016. The largest decreases can be observed in
Denmark (-18 pp), the Czech Republic (-16 pp), Cyprus (-15pp) and Estonia (-15pp). A large increase
for this method can be seen in the Former Yugoslav Republic of Macedonia (+11pp), followed by
Croatia (+4pp), Malta (+4pp) and Germany (+1pp).
Large decreases can be seen in the proportion of respondents who organised their holiday through
someone they know: Estonia (-23pp since 2012), Slovakia (-18pp), Sweden (-18pp) and Portugal
(-15pp). A higher proportion of respondents organised their holiday through someone they know in
Belgium (+9pp since 2012), Luxembourg (+6pp), Macedonia (+2pp), Denmark (+1pp),
The largest decreases in the proportion booking a holiday over the phone can be seen in Croatia
(-12pp since 2012), Portugal (-11pp), Sweden (-10pp) and Turkey (-10pp). A moderate increase can
be observed in Belgium (+5pp).
In most countries, there has been little change between 2012 and 2016 in the proportion of
respondents who organised their holiday on-site at the place they took their holiday. However,
large decreases can be observed in Estonia (-15pp) and Portugal (-11pp), whereas large increases
are visible in Malta (+9pp) and Latvia (+8pp).
At the EU level, there was a small increase in the proportion of respondents who organise their
holiday over the counter of a transportation company (+2pp since 2012). The largest increase
can be seen in Luxembourg (+12 pp since 2012).
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4 Satisfaction with the main holiday taken in the past year
Respondents who travelled at least once for a minimum of four nights were asked about how
satisfied they have been with several aspects of their main holiday in 2015.
As in previous years, European citizens express high levels of satisfaction with various aspects of
their holiday. More than nine respondents in ten say they were satisfied with the natural features
(landscapes, weather conditions, etc.) (96%), the safety of the accommodation (95%) and
the quality of the accommodation (94%). Satisfaction levels for these aspects have remained
stable since 2012.
Satisfaction with the activities and services available (such as transport, restaurants,
leisure activities, etc.) has increased over time, from 79% in 2012 to 88% in the 2016 survey.
There has also been a slight increase in satisfaction with the general level of prices, from 82% in
2012 to 86% in 2016. In both cases, however, satisfaction levels have remained very similar over
the last two years.
Satisfaction has remained stable in relation to how tourists are welcomed (86% in the 2016
survey, +1pp since 2012) and the accessible facilities for people with special needs (47% in
2016, -3pp since 2013).
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(Those who went on a personal travel for a minimum of four consecutive nights during 2015)
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Respondents in most countries express high levels of satisfaction with the quality of
accommodation on their main holiday. In comparison with 2012, the largest increases in
satisfaction can be observed among respondents from Turkey (+11pp), Bulgaria (+10pp), Estonia
(+10pp) and Greece (+10pp). There has also been a large increase in the proportion who are very
satisfied in Latvia (+20pp).
In most countries, satisfaction with the safety of the accommodation has remained stable since
this item was first included in 2014. However, satisfaction has increased considerably in Lithuania
(+10pp), while Estonia shows a large increase in the proportion who are very satisfied (+14pp).
Respondents in Cyprus are less likely to be very satisfied than in 2014 (-11pp).
Satisfaction with the natural features (landscapes, weather conditions, etc.) of a destination
has remained stable since 2012 in most countries. However, respondents in the following countries
are now more likely to be very satisfied: Poland (+20pp), Turkey (+19pp), France (+14pp), the Czech
Republic (+11pp) and Finland (+10pp). Respondents in Cyprus are less likely to be very satisfied (16pp).
In the majority of countries (25 out of 31 where trends are available), respondents are more
satisfied with the general level of prices than they were in 2012. The largest increases can be
found in Croatia (+18pp), Turkey (+18pp), Estonia (+16pp), Romania (+13pp) and Slovenia (+13pp).
There have also been large increases in the proportions of respondents very satisfied in the United
Kingdom (+15pp), Luxembourg (+13pp) and Slovenia (+13%).
Strong increases can be observed since 2012 in the proportions satisfied with the way tourists
are welcomed, most notably among respondents resident in Estonia (+18pp) and Portugal (+9pp).
A large increase can be observed in Latvia in the proportion very satisfied (+17pp). However,
satisfaction has decreased since 2014 among respondents in Montenegro (-16pp satisfied).
Across the EU as a whole, satisfaction with the activities and services available (such as
transport, restaurants, leisure activities, etc.) has increased by 9 percentage points since
2012. There have been increases in all countries except Germany and Iceland where there has been
no change. The largest increases can be seen in Hungary (+19pp), Estonia (+18pp), Bulgaria
(+17pp), Lithuania (+17pp), Italy (+16pp), Turkey (+16pp), Latvia (+15pp) and Slovakia (+15pp).
In several countries, there has been a decrease in satisfaction with accessible facilities for
people with special needs. The largest decreases can be seen in Portugal (-15pp since 2013
when that question was introduced), Romania (-13pp), Slovenia (-13pp), the Czech Republic (-12pp),
Slovakia (-11pp) and the Netherlands (-11pp). However, there have been large increases in
satisfaction in Croatia (+13pp) and Bulgaria (+12pp), with a large increase in the proportion very
satisfied in Lithuania (+13pp).
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II. ADDITIONAL ANALYSIS

1 Destinations of main holiday taken in the past year
a. Profile of travellers according to destination
SOCIODEMOGRAPHIC PROFILE
In this section, we examine the profile of travellers according to the three main types of destination:
the respondent’s own country, another EU country, and a destination outside of the EU.
Looking first at the findings by age group, people who travelled outside the EU in 2015 have a
relatively young age profile: indeed, 18% of respondents in this group are aged 15-24, compared to
only 13% in the group who went on holiday in their own country. Conversely, people who went on
holiday in their own country have a relatively older age profile: 34% of them are aged 55 or over, a
proportion higher than those who travelled to another EU country (30%) or outside the EU (31%).

There are no major differences by gender.
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People who took their holiday in their own country are comparatively more likely to have finished
their education at a younger age. This group includes 8% who finished their education at the age
of 15 or before and 35% who ended education at the age of 16-19, both higher proportions than
for holidays in other EU countries (6% and 31% respectively) and destinations outside the EU (7%
and 30% respectively). By contrast, a relatively large proportion (50%) of people who went on
holiday outside the EU left education at the age of 20 or above.

We also analysed the destination profile according to the country of origin. This shows that:
•

People who took their holiday in their own country are comparatively more likely to be
coming from France (17%), Italy (17%), Spain (12%) and Germany (11%);

•

Travellers to other EU countries include relatively large proportions from Germany (22%),
the UK (15%) and the Netherlands (6%);

•

People travelling outside the EU include comparatively larger proportions from Germany
(25%) and the United Kingdom (23%).
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ADDITIONAL ANALYSIS
We then crossed holiday destinations with the overall satisfaction with the holiday experience. In
order to give an overall measure of satisfaction with the holiday, the responses to seven individual
questions (covering satisfaction with aspects such as accommodation and natural features) were
combined to give a single satisfaction score. These scores were then grouped into three categories:
those with a high level of overall satisfaction (74% of respondents), a middle level of satisfaction
(24%) and a low level of satisfaction (2%).
The analysis of these three groups according to the type of destination shows that:
•

Comparatively higher proportions of travellers with a high level of overall satisfaction can
be found amongst respondents who went on holiday to an EU country (77%) or outside the
EU (76%), rather than in their own country (71%).

•

Conversely, higher proportions of travellers with a low (3%) or middle (26%) level of overall
satisfaction can be seen amongst those who took their main holiday in their own country.
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Overall, two in five travellers (40%) say that they took at least one environmental aspect into
account when choosing the destination for their main holiday. Those who went on holiday in their
own country are comparatively slightly more likely to have taken an environmental aspect into
account (41%, compared with 39% of travellers who went to another EU country and an identical
proportion of those who travelled outside the EU.
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The majority of people who went on holiday in 2015 travelled with their partner and/or family
(77%), while around a third (32%) says that they either went alone, with friends or in an organised
group3. The proportion of people who went on holiday with their partner and/or family are
comparatively higher amongst those who travelled in their own country (78%) or who went to
another EU country (77%), compared with those who travelled outside the EU (73%).

3

Some respondents are in both groups, e.g. they went on holiday with their partner but also as part of an organised group.
18
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b. Relationship between holiday plans for 2016 and holidays taken
in 2015
The chart below compares the destination of holidays taken in 2015 with planned destinations for
2016, focusing firstly on main holidays. It shows that around two-thirds of people who took their
main holiday in their own country in 2015 are likely to have the same plans for 2016 (in 69% of
cases). These respondents are much less likely to be planning their main holiday in another EU
country (15%) or outside the EU (7%).
The picture is a little less clear when looking at the other types of destination. Among respondents
who took their main holiday in 2015 in another EU country, just over half (53%) plan to do so again,
while the remainder are evenly split between those planning to stay in their own country (15%),
those planning to travel outside the EU (15%) and those who are undecided (16%).
Just under half (47%) of those who took their main holiday outside the EU in 2015 have the same
plans for 2016, although a quarter are planning to go to an EU country (25%) and one in eight
(13%) are planning to take their main holiday at home.
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We then broadened the analysis by considering all holidays (not just main holidays) – both all
holidays taken in 2015 and those planned for 2016. This examination shows again that people who
went on holiday in their own country in 2015 are very likely to be planning to do so again in 2016
(in 69% of cases). However, more than a third are planning at least one holiday to another EU
country (38%) and one in six are planning to travel at least once outside the EU (17%).
Similarly, the majority (62%) of those who went on holiday in an EU country in 2015 are planning to
do so in 2016, while more than a third (35%) of these respondents are planning to take at least
part of their holiday in their own country and a quarter (26%) are planning to travel at least once
outside the EU.
The greatest range of travel plans can be seen among those who went on holiday outside the EU in
2015. Half of these respondents are planning to travel outside the EU again (50%), but a similar
proportion plan to take at least part of their 2016 holiday in an EU country (48%) and almost a
third (31%) are planning to go on holiday at least once in their own country.
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2 Online booking and information
In this section, we examine the extent to which European citizens use online methods for booking
holidays and whether they value online methods as important sources of information when making
travel plans. Overall, around one in four respondents (24%) say they booked a holiday online in
2015 and used online methods as important sources of information. Just over a third of
respondents (36%) say that they used one of these two (booking or information), while 40% say
that they used neither of them.
There are clear demographic differences by age. Half (50%) of the people who used online
methods for both booking and information are aged under 40, while just one in five (20%) are aged
55 or over. By contrast, those who did not use online methods either for booking or information are
relatively older: more than half of this group are aged 55 or over (53%), whereas only a quarter
(24%) are aged under 40.

People who used online methods for both booking and information tend to be more highly
qualified. More than half of the respondents in this group (56%) finished their education at the
age of 20 or above, while just 4% did it before the age of 16. By contrast, the group of respondents
who did not use online methods for booking or information includes a much a higher proportion of
those who left education before the age of 16 (20%) and a lower proportion of highly educated
people (31% who finished education at the age of 20 or above).
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When looking at the country of origin, it appears that respondents from the United Kingdom
(16%), France (13%), Italy (13%) and Germany (13%) are comparatively more likely to use online
methods for both booking and information. Conversely, people who did not use online methods for
either booking or information are relatively more likely to be from Germany (16%), Italy (14%),
France (10%) or Romania (7%).
Analysis by type of holiday shows that:
•

There is a large difference by type of destination. Higher proportions of respondents who
used online methods for both booking and information can be found amongst those who
took their main 2015 holiday in another EU country (40%) or outside the EU (18%). By
contrast, people who did not use online methods for booking or information are more likely
to have taken their main holiday in their own country (59%) rather than in an EU country
(30%) or outside the EU (10%).
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•

The use of online methods for both booking and information is more widespread amongst
those who took holidays lasting 4-13 nights. Indeed, most people who used online
methods for both booking and information went on holiday lasting 4-13 nights (81%), with
lower proportions amongst those who took holidays lasting less than four nights (74%) or
holidays lasting 13 nights or more (46%).

•

Higher proportions of respondents who used online methods for both booking and
information can be observed amongst those who stayed in paid commercial
accommodation. For example, more than half (56%) of those who used online methods
for both booking and information stayed in paid commercial accommodation as part of
short holidays (lasting up to three nights). By contrast, only 37% of respondents who did
not use online methods at all stayed in this type of accommodation.

•

People who used online methods for both booking and information are relatively more likely
to have purchased tourist services separately rather than to have gone on a package
holiday. For example, around half (51%) of those who used online methods for both
booking and information purchased services separately for longer holidays (lasting 13
nights or more). By contrast, only 31% of respondents who did not use online methods at
all purchased services separately for longer holidays.
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3 Travelling companions
This section examines the findings relative to the companions with whom the respondents travelled
in their main holiday in 2015. The analysis is based on the two following groups:
•

respondents who travelled alone, with friends or in an organized group (32%);

•

respondents who travelled with their partner or spouse and /or with their family (77%).

As noted earlier in the report, some respondents are in both groups, if they went on holiday with
their partner but also as part of an organised group.
The demographic profile of the two groups is generally quite similar. The only major difference is
related to the age groups. A higher proportion of young people aged 15-24 can be observed
amongst respondents who travelled alone, with friends or in a group (23%, compared to 12% of the
people who went away with a partner or family. Conversely, a higher proportion of people aged 4054 can be observed amongst respondents who travelled with their partner or with family (30%,
compared to 18% of those who went away alone, with friends or in an organized group.
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Analysis by type of holiday shows that:
•

Amongst people who travelled alone, with friends or in a group, relatively large proportions
took their main holiday in 2015 in another EU country (37%) or outside the EU (17%), while
46% took their main holiday in their own country. By contrast, people who went away with
their partner and/or family were more likely to take their main holiday in their own country
(51%) rather than in an EU country (35%) or outside the EU (14%).

•

Longer holidays were more common among people who went away with a partner and/or
family. Almost half (47%) of those who went on holiday with a partner and/or family went
on a holiday lasting 13 nights or more, compared with 41% of those who went on holiday
alone, with friends or as part of a group.
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4 Focus on the holiday habits of young people
This section looks at the holiday habits and preferences of young people aged 20-35.

a. Researching and organising a holiday in 2015
Young people aged 20-35 are more likely than other European citizens to value internet websites
when making decisions about their travel plans: more than half consider them important
(58%, compared to 44% in total). Specifically, young people are more likely to value websites
collecting and presenting comments, reviews and ratings from travellers (48% compared with 34%
of all European citizens). They are also more likely to say that social media pages are important
(17% compared with 12%). It is also notable that young people are more likely to say that the
recommendations of friends, colleagues or relatives are important (57% compared with 51% of
European citizens overall). However, young people place less importance on newspapers, radio or TV
(8% compared with 11%).

Looking at the methods used for organising a holiday, the Internet is again more popular among
young people. They are more likely than European citizens as a whole to have booked their holiday
using online commercial services (55% compared with 50%), specifically online commercial services
listing private housing offers from individuals (29% compared with 24%). Conversely, young people
are less likely to have booked their holiday over the counter at a travel agency (12% compared with
16% of European citizens overall).
When combining the answers for booking holidays and getting information, it is clear that young
people are more likely than other European citizens to use online services: 33% of young people use
online services both for information and booking, compared with 24% of European citizens overall.
By contrast, only one in four young people (25%) do not use online services for booking or
information, compared with 40% of European citizens overall.
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Î Overall, these findings show that the Internet is more important as an information source and
for booking a holiday for young people aged 20-35, compared with European citizens overall.

b. The holiday experience in 2015
Focusing on the holiday experience in 2015, the situation shows that young people aged 20-35
were more likely than other European citizens to go on short-stay trips in 2015 (71% compared
with 64%). By contrast, young people are less likely to have been on a holiday lasting more than 13
nights (36% compared with 43% of European citizens overall). Similar proportions went on holidays
lasting between 4 and 13 nights away (72% compared with 70%).
The types of accommodation used by young people are broadly in line with the total sample of
European citizens. Young people were more likely to stay with friends or relatives (25% compared
with 20%, in relation both to holidays lasting 4-13 nights and lasting more than 13 nights).
However, they were less likely to stay in paid commercial accommodation (46% compared with
50% for holidays lasting 4-13 nights), and were less likely to have stayed in their own property (7%
compared with 11% for holidays lasting more than 13 nights).
When asked about the destination of their main holiday in 2015, almost half of young people
say they stayed in their own country (48%), a similar proportion to European citizens as a whole
(50%). There was very little difference for other types of destination.
Young people were more likely to travel with friends on their main holiday in 2015 (29%
compared with 20% of European citizens overall), and were less likely to travel with their family
including children (27% compared with 32%).
Looking at the reasons for going on holiday in 2015, young people aged 20-35 are more likely
than other European citizens to have gone on holiday to visit family, friends or relatives (42%
compared with 38%), to have gone on city trips (31% compared with 27%) and to have gone for
specific events (13% compared with 9%). They are less likely to have gone on holiday for wellness,
spa or health treatment (10% compared with 13%).
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Otherwise, the reasons for going on holiday are similar between young people and other European
citizens: similar proportions say they went on holiday for the sun or beach (41% of young people
compared with 39% of respondents overall), for nature (30% compared with 31%), culture (25%
compared with 26%) and for sport-related activities (12% in each case).
Young people are slightly less likely than other European citizens to say that they consider at least
one environmental aspect when choosing their holiday destination (37% compared with 40%).
Specifically, young people are less likely to consider important the fact that the destination or
service they used is certified with a label indicating sustainable or environmentally-friendly
practices (7% compared with 10%).
Young people express high levels of satisfaction with various aspects of their main holiday in
2015, mostly similar to those expressed by European citizens overall. However, young people tend
to be slightly less satisfied on the following aspects:
•

65% of young people were very satisfied with the natural features of their destination
(compared with 69% of European citizens overall);

•

62% of young people were very satisfied with the safety of the accommodation (compared
with 66%);

•

56% were very satisfied with the quality of accommodation (compared with 60%).

Otherwise, the proportions of young people that were satisfied (or very satisfied) with aspects of
their holiday are very similar to the figures in the survey as a whole.

c. Obstacles to going on holiday in 2015
The two main reasons given by young people for not going on holiday in 2015 are financial and
a lack of free time due to work or study commitments. Compared with European citizens overall,
young people are more likely to give both of these reasons: financial reasons (45% compared with
39%) and lack of time due to work or study commitments (24% compared with 13%). Young people
are also more likely than other respondents to say they did not have time because of family
commitments (14% compared with 10%).
By contrast, young people are less likely to say they did not go away in 2015 because of health
problems (2% compared with 15%) and because they preferred to stay at home (10% compared
with 14%).
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d. Holiday plans for 2016
Respondents were asked whether the current economic situation had an impact on their holiday
plans for 2016.Around half of young people aged 20-35 (49%) say that they will go on holiday this
year without changing their plans, very similar to the proportion of European citizens overall (50%).
However, young people are more likely than other respondents to say that they will go on holiday
but will change their plans (37% compared with 28% in the survey overall). Correspondingly, young
people are less likely to say that they will not go away at all (6% compared with 10%) or that they
never go on holiday (1% compared with 4%).

Among young people who are planning to go on holiday in 2016, a half say they intend to take a
holiday lasting between 4 and 13 nights (51%), while 40% are planning a short-stay trip and
21% a holiday lasting more than 13 nights. Young people are more likely than other respondents to
favour a short-stay trip (40% compared with 33% of European citizens overall) and a holiday
lasting between 4 and 13 nights (51% compared with 44%). They are slightly less likely to be
planning a longer trip lasting more than 13 nights (21% compared with 23% among all
respondents).
More than a third (38%) of young people who are planning a holiday in 2016 say they intend to
spend their main holiday in their own country, while 30% are planning to go to another EU
country and 18% somewhere outside the EU (14% do not know). Younger people have a slightly
stronger preference for holidays outside the EU, compared with European citizens overall (18%
compared with 15%), but are less likely to be planning their main holiday in their own country (38%
compared with 44%).
The intended destinations for young people who are planning to go on holiday to a different
country than their home country in 2016 are similar to other European citizens. The most popular
destinations are Spain, Italy, France and USA or Canada.
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III. CLUSTER ANALYSIS: SEGMENTATION OF EUROPEAN HOLIDAY GOERS
This chapter presents the findings for four groups or ‘clusters’ of holiday goers, based on
segmentation analysis. This approach aims to identify distinctive groups of travellers according to
their holiday habits and characteristics. This helps to give a clearer picture of European holiday
goers: who they are and what they like to do on holiday.
The segmentation analysis – and therefore all of the analysis in this chapter – is based only on
respondents who travelled at least once for personal reasons in 2015. The four segments together
make up around half (52%) of these respondents, as the remainder had less distinctive
characteristics.

1 International multi-travellers
a. Who are the “international multi-travellers”?
‘International multi-travellers’ make up 9% of the people who travelled at least once for personal
reasons in 2015. They tend to take a lot of holidays – often outside the EU - and rely mostly
on online methods to book and plan their holidays.
International multi-travellers are relatively well-educated: more than half finished their education
at the age of 20 or above (56%, vs. 49% overall). The age profile of this group is in line with that of
other travellers, although they are less likely to be aged 65 or over (just 11% are in this age band,
vs. 16% overall).
Relatively high proportions of international multi-travellers live in the UK (12%, vs. 6% overall),
Denmark (9%, vs. 4%) and Sweden (8%, vs. 4%).

b. What kind of holiday do they take?
As the name suggests, international multi-travellers travel a lot. Around two-thirds of them
travelled four times or more4 in 2015 (65%, vs. 51% overall). Compared with other travellers, they
are more likely to take long holidays: two-thirds took a holiday lasting 13 nights or more in 2015
(67%, vs. 41% overall). However, they also take other types of holiday as well: the majority took at
least two holidays lasting between 4 and 13 nights in 2015 (57%, vs. 40% overall), and a high
proportion took at least one short break (up to three consecutive nights) in 2015 (72%, comparable
to 69% overall).
International multi-travellers use paid commercial accommodation (such as hotels) to a
greater extent than other travellers. More than half of international multi-travellers say this is their
most common type of accommodation: 62% for holidays lasting 13 nights or more (vs. 38%
overall), and 65% for holidays lasting between 4 and 13 nights (vs. 48% overall).
International multi-travellers are more likely than other travellers to purchase tourist services
separately (rather than to go on a package or all-inclusive holiday). This applies in particular to
short breaks: more than half of international multi-travellers purchase services separately for short
breaks (58%, vs. 47% overall).
Respondents in this cluster are particularly likely to go on holiday with their partner or spouse
(40% did this for their main holiday in 2015, vs. 33% overall), and are somewhat less likely than
other travellers to go away with their family including children (26%, vs. 32%).
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c. Why and where do they go on holiday?
•

What do they look for in their holiday?

Like other travellers, international multi-travellers say that they go on holiday for the sun or beach
(27%, vs. 24% overall) or to visit friends or relatives (21%, vs. 24%). In addition, they are more
likely than other travellers to say they go on holiday for cultural reasons (religious, gastronomy,
art, etc.) (14% vs. 8% overall).
Their main reasons for returning to the same destination are similar to those given by other
travellers: natural features (26%, the same as the overall figure) and cultural or historical
attractions (19%, vs. 15% overall).
Environmental factors are not a major consideration for international multi-travellers. The
majority say that environmental factors did not influence their choice of destination, and this was
somewhat higher than for other travellers (60%, vs. 55% overall).

•

Where are they most likely to spend their holidays?

This is one of the most distinctive features of the “international multi-travellers” group: almost all
of them took their main holiday5 in 2015 outside the EU (98% vs. 14% overall).
They also visited other destinations: almost a third took a holiday in their own country, although this
is lower than for other travellers (29%, vs. 60% overall); while over half visited another EU country
in 2015 (56% vs. 57% overall).

d. How do they plan and book their holiday?
When planning a holiday, international multi-travellers are most likely to value the
recommendations of friends, colleagues or relatives, in line with other travellers (57% vs.
53% overall). They also place a high value on ‘websites collecting and presenting comments,
reviews and ratings from travellers’, and this is higher than other travellers (49%, vs. 37% overall).
The vast majority of international multi-travellers book their holidays through online
commercial services such as tour operators, airline companies, etc. This is much higher than for
other travellers (85%, vs. 32% overall).
Overall, the internet plays a very important role for this group when planning their holidays, as
two-thirds use online sources both for information and for booking holidays (67%, vs. 34% overall).

e. Are they satisfied with their holiday?
International multi-travellers express high levels of satisfaction with their holiday, and satisfaction
levels are generally higher than average. At least two-thirds of respondents in this cluster are
‘very satisfied’ with items such as the quality of accommodation (67%, vs. 60% overall), the safety
of accommodation (70%, vs. 67%) and the natural features of their destination (74%, vs. 68%).

f. Does the current economic situation impact their holiday?
International multi-travellers are typically not affected by the current economic situation.
When asked about their plans for 2016, two-thirds say that the economic situation has no impact
on their plans, a higher proportion than for other travellers (67%, vs. 54%). The most commonly
reported impact is that they anticipate spending less on their holiday (mentioned by 15%, vs. 20%
overall).
5
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2 “Travelling seniors”
a. Who are the “travelling seniors”?
‘Travelling seniors make up 11% of the people who travelled at least once for personal reasons in
2015. Their distinctive features are that they generally stay in hotels, often go on all-inclusive
holidays and travel outside the EU, and are much more likely than other travellers to book
their holiday over the counter at a travel agency.
As the name suggests, travelling seniors have an older age profile: a quarter are aged 65 or over
(25%, vs. 16% of travellers overall) and almost a third are retired (30%, vs. 20% overall). People in
this group tend to have a slightly lower level of education than other travellers: only two in five
finished their education at the age of 20 or above (41%, vs. 49% overall).
Relatively high proportions of travelling seniors live in Germany (8%, vs. 6% overall), Spain (7%, vs.
5%), Austria (5%, vs. 4%), Belgium (4%, vs. 3%) and Malta (2%, vs. 1%).

b. What kind of holiday do they take?
Travelling seniors go on holiday slightly less than other travellers. The majority went away
less than four times6 in 2015 (58%, vs. 50% overall). However, compared with other travellers,
they are more likely to take longer holidays: almost half took a holiday lasting 13 nights or more in
2015 (47%, vs. 41% overall), while four in five went on a holiday lasting between 4 and 13 nights
(79%, vs. 73%). They were less likely than other travellers to go on a short break (up to three
consecutive nights) in 2015 (63%, vs. 69% overall).
One of the most distinctive features of the travelling seniors group is that they use paid
commercial accommodation (such as hotels) to a much greater extent than other
travellers. A large majority of travelling seniors say this is their most common type of
accommodation: 74% for holidays lasting 13 nights or more (vs. 38% overall), 81% for holidays
lasting between 4 and 13 nights (vs. 48% overall), and 66% for holidays of up to three consecutive
nights (vs. 44% overall).
Another key feature of this group is that they are much more likely than other travellers to go on
all-inclusive holidays. This applies to holidays of different lengths: more than 13 nights (62%, vs.
18% overall), between 4 and 13 nights (66%, vs. 18%) and less than 4 nights (43%, vs. 11%). By
contrast, travelling seniors are much less likely than average to purchase tourist services separately
(e.g. for holidays lasting 13 nights or more: 18%, vs. 42% overall).
Like other travellers, travelling seniors are most likely to go on holiday with their partner or spouse
(34% did this for their main holiday in 2015, vs. 33% overall), or with their family (including
children) (28%, vs. 32%). However, they are more likely than other travellers to go on holiday in an
organised group (15%, vs. 6% overall).

c. Why and where do they go on holiday?
•

What do they look for in their holiday?

Travelling seniors say that their main reason for going on holiday is the sun or beach, and the
proportion is higher than for other travellers (33%, vs. 24% overall). They are also more likely than
average to say they go on holiday for cultural reasons (religious, gastronomy, art, etc.) (13% vs.
6
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8% overall). However, they are much less likely than average to visit friends or relatives (9%, vs.
24%).
Their main reasons for returning to the same destination are the quality of accommodation (20%,
slightly higher than the overall figure of 16%) and natural features (20%, slightly lower than the
overall figure of 26%).
Environmental factors are a consideration for around two in five travelling seniors, and this is
slightly higher than for other travellers (42%, vs. 39% overall). The most common environmental
factors affecting their choice of destination are: sustainable/environmentally-friendly practices
introduced at the holiday destination (16%, the same as the overall figure) and environmentallyfriendly tourism practices introduced at the hotel or accommodation (17%, vs. 13% overall).

•

Where are they most likely to spend their holidays?

This is a distinctive feature of the “travelling seniors” group: more than a third took their
main holiday in 2015 outside the EU (35% vs. 14% overall). They were less likely than average to
take their main holiday in their own country (25%, vs. 45% overall), while the proportion that took
their main holiday in another EU country was similar to other travellers (39%, vs. 41%).
Looking at all holiday destinations in 2015 (not just the main holiday), again travelling seniors were
more likely than average to go on holiday outside the EU (41%, vs. 21% overall), and were less
likely to go on holiday in their own country (45%, vs. 60% overall).

d. How do they plan and book their holiday?
When planning a holiday, travelling seniors are most likely to value the recommendations of friends,
colleagues or relatives, in line with other travellers (48% vs. 53% overall). They are much more
likely than other travellers to place a high value on the counters of travel agencies and tourism
offices (24%, vs. 11%), but are less likely to say that websites are important to them (38%, vs.
49%).
A key feature of the travelling seniors group is that half of them book their holiday over the
counter at a travel agency. The proportion is much higher than for other travellers (51%, vs.
14% overall). No travelling seniors purchase holidays through online commercial services.

e. Are they satisfied with their holiday?
Travelling seniors express high levels of satisfaction with their holiday, with satisfaction levels
generally on a par with other travellers: 70% are ‘very satisfied’ with the natural features of their
destination, vs. 68% overall; 68% are ‘very satisfied’ with the safety of accommodation (vs. 67%).
They are more satisfied than average with how tourists are welcomed (57% very satisfied, vs. 50%
overall) and with the activities or services available (56%, vs. 49%).

f. Does the current economic situation impact their holiday?
When asked about their plans for 2016, more than half of travelling seniors say that the economic
situation has no impact on their plans, a similar proportion to other travellers (56%, vs. 54%). The
most commonly reported impact is that they anticipate spending less on their holiday (mentioned
by 17%, vs. 20% overall).

3 “Sedentary seniors”
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a. Who are the “sedentary seniors”?
‘Sedentary seniors’ make up 12% of the people who travelled at least once for personal reasons in
2015. Their distinctive features are that they generally stay in unpaid accommodation, and
their main reason for going on holiday is to visit family or friends. They don’t need to book
anything for their holiday, and are much more likely than other travellers to go on holiday in their
own country.
As the name suggests, Sedentary seniors have an older age profile: almost one quarter are aged
65 or over (23%, vs. 16% of travellers overall) and almost a third are retired (30%, vs. 20%
overall). People in this group tend to have a slightly lower level of education than other
travellers: less than half finished their education at the age of 20 or above (43%, vs. 49% overall).
Relatively high proportions of sedentary seniors live in Poland (7%, vs. 5% overall), Hungary (6%, vs.
3%), Greece (5%, vs. 3%), Bulgaria (5%, vs. 3%) and Estonia (4%, vs. 2%).

b. What kind of holiday do they take?
Sedentary seniors go on holiday slightly less than other travellers. A quarter went away only
once7 in 2015 (24%, vs. 19% overall).
Compared with other travellers, they are less likely to take holidays lasting between 4 and 13
nights: around half took a holiday of this length in 2015 (52%, vs. 73% overall). They are also
slightly less likely to go on longer holidays lasting 13 nights or more (35%, vs. 41% overall). Twothirds went on a short break (up to three consecutive nights) in 2015 (66%, similar to the overall
figure of 69%).
A distinctive feature of the sedentary seniors group is that they mostly stay in unpaid
accommodation. Large proportions stay with friends or relatives: 45% for holidays lasting 13
nights or more (vs. 22% overall), 56% for holidays lasting between 4 and 13 nights (vs. 21%
overall), and 65% for holidays of up to three consecutive nights (vs. 33% overall). They are also
more likely than average to stay in their own property or a second home (for example 33% for
a holiday lasting 13 nights or more, vs. 12% overall).
Like other travellers, sedentary seniors are most likely to go on holiday with their partner or spouse
(29% did this for their main holiday in 2015, vs. 33% overall), or with their family (including
children) (29%, vs. 32%). However, they are more likely than other travellers to go on holiday alone
(16%, vs. 8% overall).

c. Why and where do they go on holiday?
•

What do they look for in their holiday?

Sedentary seniors say that their main reason for going on holiday is to visit family or friends,
and this is much higher than for other travellers (56%, vs. 24%). They are less likely to give other
reasons such as the sun or beach (10%, vs. 24% overall).
Their main reason for returning to the same destination is the natural features (30%, slightly higher
than the overall figure of 26%). Sedentary seniors are less likely than average to return to a
destination because of the quality of accommodation (8%, vs. 16%).
Environmental factors are a consideration for around a third of sedentary seniors, and this is lower
than for other travellers (31%, vs. 39% overall). The most common environmental factor affecting
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their choice of destination is the introduction of sustainable/environmentally-friendly practices at
the holiday destination (13%, slightly lower than the overall figure of 16%).

•

Where are they most likely to spend their holidays?

Sedentary seniors are much more likely than other travellers to go on holiday in their
own country. Three-quarters took their main holiday in 2015 in their own country, a much higher
proportion than for other travellers (77%, vs. 45% overall). They were less likely than average to
take their main holiday in another EU country (16%, vs. 41% overall) or outside the EU (7%, vs.
14%).
Looking at all holiday destinations in 2015 (not just the main holiday), again sedentary seniors were
more likely than average to go on holiday in their own country (82%, vs. 60% overall), and were
less likely to go on holiday in another EU country (25%, vs. 57% overall) or outside the EU (12%, vs.
21%).

d. How do they plan and book their holiday?
When planning a holiday, sedentary seniors are most likely to value the recommendations of
friends, colleagues or relatives, in line with other travellers (52% vs. 53% overall). Personal
experience is the second most important factor, again similar to other travellers (37%, vs. 36%).
They are much less likely than other travellers to say that websites are important to them (29%, vs.
49% overall).
A key feature of the sedentary seniors group is that almost all of them say that they do not need
to book anything for their holiday (93%).

e. Are they satisfied with their holiday?
Sedentary seniors express high levels of satisfaction with their holiday, with satisfaction levels
generally on a par with other travellers. More than half of respondents in this cluster are ‘very
satisfied’ with the quality of accommodation (60%, the same as the overall figure), the safety of
accommodation (66%, vs. 67% overall) and the natural features of their destination (64%, vs.
68%). They are less satisfied than average with how tourists are welcomed (39% very satisfied, vs.
50% overall) and with the activities or services available (40%, vs. 49%).

f. Does the current economic situation impact their holiday?
When asked about their plans for 2016, less than half of sedentary seniors say that the economic
situation has no impact on their plans, a lower proportion than for other travellers (44%, vs. 54%).
The most commonly reported impact is that they anticipate spending less on their holiday
(mentioned by 20%, the same as the overall proportion). Sedentary seniors are more likely than
other travellers to say that they will not go on holiday at all (8%, vs. 4%) or that they have not
made any plans yet (12%, vs. 6%).

4 “Young moderns”
a. Who are the “young moderns”?
‘Young moderns’ make up 20% of the people who travelled at least once for personal reasons in
2015, making it the largest of the cluster groups. They all take their main holiday in their own
country, and they all book their holidays online.
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As the name suggests, young moderns have a younger age profile. They are most likely to be in
the 25-39 age group (35%, v. 28% overall). They are relatively well-educated: more than half
finished their education at the age of 20 or above (56%, vs. 49% overall).
Relatively high proportions of young moderns live in France (10%, vs. 6% overall), Spain (10%, vs.
5%) and Italy (9%, vs. 5%).

b. What kind of holiday do they take?
Young moderns travel the same amount as other travellers. A third travelled more than five times8
in 2015 (34%, vs. 33% overall), although they are slightly more likely than average to have been
away more than once (15% had just one holiday in 2015, vs. 19% overall).
Compared with other travellers, they are more likely to go on short breaks (up to three
consecutive nights): three-quarters went on a short break in 2015 (76%, vs. 69% overall). They are
less likely than average to go on holidays lasting 13 nights or more (31%, vs. 41% overall). Threequarters went on a holiday lasting between 4 and 13 nights in 2105 (75%, similar to the overall
figure of 73%).
Young moderns use different types of accommodation on holiday, and this varies by holiday
duration. For short breaks, they are most likely to use paid commercial accommodation (such as
hotels), and this is higher than for other travellers (53%, vs. 44%). For holidays lasting between 4
and 13 nights, they are more likely than average to use paid private accommodation (24%, vs. 17%
overall). Use of paid private accommodation is also higher than average for holidays lasting 13
nights or more (23%, vs. 17%).
Young moderns are slightly more likely than other travellers to purchase tourist services separately
(rather than to go on a package or all-inclusive holiday). This applies in particular to longer holidays:
almost half of young moderns purchase services separately for holidays lasting 13 nights or more
(47%, vs. 42% overall) and holidays lasting between 4 and 13 nights (49%, vs. 42%).
Respondents in this cluster are particularly likely to go on holiday with their family including
children (42% did this for their main holiday in 2015, vs. 32% overall), while around a third went
away with their partner or spouse (35%, in line with the overall figure of 33%).

c. Why and where do they go on holiday?
•

What do they look for in their holiday?

Like other travellers, young moderns say that they go on holiday for the sun or beach (25%, vs.
24% overall). They are more likely than other travellers to say they go on holiday for nature
(mountain, lake, landscape, etc.) (19%, vs. 13%), but are less likely to visit friends or relatives
(17%, vs. 24%).
Their main reason for returning to the same destination is the presence of natural features (27%,
vs. 26% overall), as with other travellers. Young moderns are more likely than average to say that
the quality of accommodation is an important reason for returning to the same place (20%, vs.
16% overall).
Environmental factors are a consideration for around two in five young moderns, similar to other
travellers (42%, vs. 39% overall). They share the same specific concerns as other travellers: the
local destination had introduced sustainable/environmentally-friendly practices (18%, vs. 16%
overall); the destination was accessible by a means of transport with low impact on the
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environment (16%, vs. 15% overall); and the hotel/accommodation had introduced environmentallyfriendly tourism practices (14%, vs. 13%).

•

Where are they most likely to spend their holidays?

This is one of the most distinctive features of the “young moderns” group: all of them took their
main holiday in 2015 in their own country (100% vs. 45% overall).
They also visited other destinations, although to a lesser extent than other travellers: almost a third
took a holiday in another EU country (30%, vs. 57% overall); while less than one in ten visited a
country outside the EU (8%, vs. 21% overall).

d. How do they plan and book their holiday?
When planning a holiday, young moderns are most likely to value the recommendations of
friends, colleagues or relatives, in line with other travellers (54% vs. 53% overall). They also place a
high value on websites, and this is higher than other travellers, specifically: ‘websites collecting
and presenting comments, reviews and ratings from travellers’ (47%, vs. 37% overall) and
‘websites run by the service provider or by destination (27%, vs. 20%).
A key feature of the young moderns group is that they all book their holiday online. More
than half book their holidays through ‘online commercial services listing private housing offers from
individuals’ (56%, vs. 21% overall), while a similar proportion book online commercial services such
as tour operators, airline companies, etc. (52%, vs. 32% overall).

e. Are they satisfied with their holiday?
Young moderns express high levels of satisfaction with their holiday, although satisfaction levels
are typically no higher (or in some cases slightly lower) than for other travellers. More than half of
respondents in this cluster are ‘very satisfied’ with the natural features of their destination (66%,
vs. 68% overall), the safety of accommodation (61%, vs. 67%) and the quality of accommodation
(55%, vs. 60% overall).

f. Does the current economic situation impact their holiday?
When asked about their plans for 2016, half of young moderns say that the economic situation has
no impact on their plans, a slightly lower proportion than for other travellers (50%, vs. 54%). The
most commonly reported impact is that they anticipate spending less on their holiday (mentioned
by 24%, vs. 20% overall).
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