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Global trends
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More and more Europeans are choosing to take their summer Trave
holidays in August or September, rather than in June or July

August or September, over trips in June or July

When will Europeans travel next? When will Europeans travel next?
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Q9. When are you most likely to go on your next trip either in your country or within Europe?

* Statistically significant difference vs a year ago (May 2024) No. of respondents: 4,635
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Overtourism is now the 3rd biggest concern for European
travelers — up from 7th last year.

Concerns about overcrowding have risen from the 7t to the 3 place, in one year

22% | 12% & 3%* 10% 8% = 5%

Rise in the overall

cost of my trip due
to inflation

. Too many visitors at
. the destinations |
: want to visit

Extreme weather
events

Potential impact on travel
safety due to tensions in
the Middle East

Booking and
cancellation policies
(refunds, etc.)
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17% 12% 9% 5%

Economic situation The ongoing conflict

and personal between Russia and
finances Ukraine

Disruptions in transport
options due to strikes or
under-staffing

The environmental
footprint of my travel

$Lé§\(/)§|_EAN NOTE: The survey was conducted prior to the recent

COMMISSION escalation in tensions between Israel and Iran.

No. of respondents: 6,001
* Statistically significant difference vs a year ago (May 2024)

Q2. What currently concerns you the most about travelling within Europe?
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Nearly half of Europeans (48%) avoid destinations affected by Trave

conflicts.

48% of Europeans would avoid destinations affected by conflict or conflict-related travel disruption

Impact of geopolitical tensions on destination choice Top three markets
that only avoid direct

safety risks

m Do not consider geo-conflicts at all when

choosing a destination 480/
0

m Avoid destinations where geo-conflicts may
pose direct risks to my safety

m Avoid destinations where geo-conflicts may £ 46(y
disrupt my travelling experience Spalll 0

B Avoid all destinations with geo-conflicts,
regardless of risk type or severity

42%

$H§8€EAN NOTE: The survey was conducted prior to the recent

Top three markets
that avoid any disruption
on travel experience

Austria 31%

Italy 28%

Germany 27%

No. of respondents: 6.001

Q23. To what extent do geopolitical conflicts, such as diplomatic tensions, trade disputes, immigration

COMMISSION escalation in tensions between Israel and Iran. barriers, or travel restrictions between countries (excluding war), influence your travel decisions?
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Climate change is reshaping travel — especially among Gen Z & 7
Europeans

Gen Z Europeans are most likely to change their travel habits
due to climate change

Most popular changes of habits due to climate change Does the changing climate impact
Europeans’ travel habits?

Choose destinations with milder
temperatures

Monitor weather forecasts before ® Have not changed any
finalising plans habits
Have adopted at least

Avoid destinations with extreme
one change

temperatures

Opt for activities not reliant on
weather

Change in holiday months

Look for activities with weather

guarantee ; . h 2
their travel behaviour in response to climate

change, compared to 61% of those over 55.

- . ‘ ; fst A / g A No. > lents: 6.
Q22. How has the changing climate (heavy rains, heatwaves, wildfires, lack of snow, etc.) have been influencing your travel habits? No. of respondents: 6.001




55% of travelers are shifting towards
off-the-beaten-path destinations

45% of travellers will head to major tourist destinations,
a -7% drop compared to March 2025

Type of destination for the coming trip

A major tourist destination
with well-known attractions

A destination which is less
popular among tourists

A remote or ‘off-the-beaten-
track’ destination

Q13. Thinking of the next country you intend to visit, in what type of destination, within it,
do you plan to spend most of your time?

Top five markets
favouring tourism
hotspots

w 35%

Italy 51%

France 48%

Germany 46%

Spain 46%

Top five markets
favouring lesser-known
or remote locations

Austria 62%

Betgium 00%0

Netherlands 60%

Poland 59%

Switzerland 59%




Seaside holidays still dominate, but nature
and active travel are on the rise

Preferred type of leisure trip in the next six months

30.10% - - 8.90%
Sun & beach Wellness
& Relaxation
14.30%
City Break [
a ‘ 3%*
13.90% -
Culture
30,p* : Nature
« 5.00%
Culinary/ Touring /
Food & Wine Road trlp

NOTE: Please note that, due to changes in coastal travel classifications in the 2025 survey questionnaire, the value
for “Sun & Beach” is not directly comparable with the values reported in previous editions of this research.

Q16. What type of leisure trip within Europe are you most likely to undertake next?

* Statistically significant difference vs a year ago (May 2024) No. of respondents: 4,635

Nature solitude vs crowded beaches:
Avoiding crowded destinations is a top
priority for 36% of Nature & Qutdoor
travellers, compared to 25% of City
Breakers and just 22% of Sun & Beach
holidaymakers.




Affordable costs and safety combined with pleasant and stable
weather drive Europeans' destination choice

Europeans’ top criteria in choosing a travel destination

Low travel costs:

17,5% 22%
143% /

12,4% 11.5% & 3%*
10,0%

9,3% 9,2% 8,8%

5,2%

The destination is safe  Pleasant and stable Bargains and attractive Friendly and Infrastructure for  Destinations with lower Direct transport routes The destination is not Possibility to access by
to visit weather deals welcoming locals  travellers with diverse cost of living crowded train
needs and disabilities

~ o a & K @ & ' s

* Statistically significant difference vs a year ago (April 2024)

Q4 What criteria will play the most important role in choosing your next holiday destination? No. of respondents: 5,974



Lithuania’s tourism
trends
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In 7 months total number of tourists grew by almost 3% Trove
and exceeded the 2019 level by 4%
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Data: Number of foreign tourists accommodated in accommodation establishments. Statistics Lithuania
Calculations: ,Lithuania travel"
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The number of domestic tourists exceeded the Travel
record level of 2022 by 2%
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In 7 months the number of foreign tourists

remained similar to 2024
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Data: Number of foreign tourists accommodated in accommodation establishments. Statistics Lithuania
Calculations: ,Lithuania travel"
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In 2024 Germany returned as one of the top markets, Tavel
the Netherlands and the USA are gaining momentum

Germany 233K

Russia 197K

Russia 168K

Belarus 181K
Poland 161K Belarus 142K
Ukraine 102K
Ukraine 135K

Ukraine 94K

Ukraine 83K p—— +103%

] e E .

Estonia 56K

Russia 38K atherlands Ukraine 51K
& & —— . R Italy 38K
2017 2018 2019 2022 2023 2024

Data: Number of foreign tourists accommodated in accommodation establishments, thousands. Statistics Lithuania
Calculations: ,Lithuania travel"



Lithuania

Target inbound tourism markets Trave

Target potential markets ACIE Ll Long haul markets
markets

B2B+B2C activities
of increased B2B+B2C activities of low intensity B2C activities B2B activities
intensity

Germany Italy Finland Latvia USA

Poland France Estonia Japan
United Kingdom Spain Sweden* South Korea™

Netherlands Norway* Taiwan™*
Belgium Denmark*




Foreign tourists



Top reasons to visit Lithuania: Easy access,
local cuisine, and authentic experiences

Motives for visiting Lithuania

Easy to arrive

Trying Lithuanian cuisine

Exploring Lithuania's nature

Learning about local culture

| got a travel package for a special price
Recommended by friends / family

| saw many good things on social media
A special event in Lithuania

Someone else chose the trip to Lithuania
Trying a special tourism product

The desire to return and learn more about the country

A specific activity or hobby

70%

70%

64%

63%

54%

54%

53%

46%

44%

42%

42%

42%




The activities of foreign tourists are most often associated

with dining, visiting the capital, shopping, and exploring

historical sites

Activities of foreign tourists during their stay in Lithuania

Dining in restaurants, tasting local cuisine and beverages
Shopping

Visiting the capital

Visiting historical sites

Visiting museums / art galleries

Visiting a SPA / beauty salon / wellness center
Visiting big cities

Visiting churches and pilgrimage sites
Participating in an organized excursion

Attending a cultural event (e.g., theatre, concert)
Visiting national parks

Nightlife

Visiting amusement / theme parks

Active leisure (e.g., physical activity / sports, etc.)
Traveling in rural areas

Visiting small towns and villages

Visiting the seaside

62%
59%
58%
54%
52%
50%
49%
48%
47%
45%
45%
44%
41%
35%

Keliauk
Lietuvoje

92%



Local tourists



Domestic tourists mainly travel in Lithuania
for short distances, easy planning, and to
enjoy nature and explore their homeland

Motives for traveling in Lithuania

Short distances, quick trip

Easy to plan

Beacause of the beauty of Lithuanian nature

| want to explore new places, my own country
It's my homeland, my language

Lack of financial means to travel abroad
Because of Lithuania's cultural heritage

It's cheap, good prices

Due to language barrier

Other

Source: Local tourism survey, 2025. Lithuania Travel

54%
53%
44%
43%
40%
16%
16%
15%
14%

2%




Local tourists’ activities focus on nature, dining, and cultural

Visits

Activities of local tourists during their stay in Lithuania

Peaceful rest in nature

Visiting natural sites (observation towers, nature trails, hillforts)
Visiting restaurants, cafés

Visiting cultural sites (museums, castles, manors)

Hiking trips

Indoor water activities (parks, pools, saunas, etc.)

Wellness (sanatoriums, spa centers)

Attending cultural events (city festivals, concerts, performances)
Tasting traditional local cuisine

Cycling trips

Shopping

Visiting and observing animals (animal farms, zoos, aquariums, safari parks, etc.)
Trying new flavors and dishes (e.g., tasting experiences)
Outdoor water activities (water parks, kitesurfing, trampolines)
Religious tourism (churches, monasteries, sanctuaries, etc.)
Educational activities and entertainment

Nightlife, clubs, bars

Traveling with a camper or tent

Visiting Cold War tourism sites (museums, missile bases, military objects)
Attending sports events (rally, basketball, etc.)

Other

Source: Local tourism survey, 2025. Lithuania Travel

13%
12%
11%
1%
10%
7%
7%
7%
6%
5%
5%
5%

3%

22%
20%
18%

40%
40%
31%
29%
25%

Keliauk
Lietuvoje



Lithuania

What experiences travelers are searching for? Travel

1. Sports Mode

2. Astro Adventurers
3. Reset Jetters

4. Art-Venture

5. Cowboy Core

6. Horti-Culture

7. Gami-Vacation
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Main tourism products Travel

CULTURAL TOURISM
NATURE TOURISM
SPA & WELLNESS

BUSINESS TOURISM / INCENTIVE




Communication highlights for 2025 ol
g Lithuania’s Core Positioning Message —
% Culture tourism Lithuania. Co-Create Experiences.

Communication Highlights for 2025:
9 *Global recognition by Lonely Planet

Nature tourism
*Michelin stars and Bocuse Dor role in

shaping the country’s gastronomy and

_ attractiveness
SPA and Wellness tourism
@ *Vilnius — European Green Capital & Christmas
) Capital
% MICE |TB Health Tourism Award 2025

&3
MICHELIN Lithuania
2024 Travel




Europeans’ digital trip planning starts with travel websites
and search engines, but also includes generative Al (+3%)

Preferred digital tools for planning the next trip Europeans preparing for Culture & Heritage

trips are more likely to use Al for trip planning
(18%) than those organising other types of
holidays (10%)

19,4% 19,4%

Travel websites Online search engines Online maps Destination/ Service Social media Online videos Influencers / blogs Generative Al Al for itinerary
website platforms planning

Qz0. Which digital tools have you used (or will use) to plan your trip within Europe in the next 6 months?  Statistically significant difference vs a year ago (April 2024) No. of respondents: 4,313




Social media is the top source of travel inspo Trovel

48% of travellers globally indicate
social media as their main travel
Inspiration source

44% of travellers globally use word
of mouth recommendations

x g | Il
sy L i
I"‘!"!EM','"'

35% of travellers globally use
online media for travel inspiration




Tourism platform
www.lithuania.travel

TRAFFIC BY MARKET

NORWAY
60 082 ¥~ ¢ | FINLAND
— 2 <7 66350

-
' LATVIA >
P ‘ = ' LITHUANIA
KINGDOM -
194538 'i ' 3 280 483

| 285654 -
NETHERLANDS | . 3B ;
23365

in4 languages English Polish
German Latvian

UPDATED WEBSITE ‘

Total number of users

1819 521

Lithuania
Travel

Why is it worth hosting and/or
searching for information?

* Main tourism platform

« High accessibility

* Multipurpose information
 Internationality

« 600+ Lithuanian objects



B2C and B2B marketing activities %
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Germany
Poland

UK

Israel
Netherlands
Latvia
Estonia

Italy

Spain

. Belgium
. France

. Sweden
. Norway
. Denmark
. Finland

Lithuania
Travel
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Communication on social media Travel

7 D
ok Lieturei https://www.facebook.com/KeliaukL T
¢ srme Keliauk Lietuvoje facebook account (in LT)

x

Kaunui sukanka 616! &3 Paskutinj geguzés savaitgalj
miestas Svencia gimtadienj, o Keliauk Lietuvoje laikingja
sosting sveikins Kauno pilies prieigose, kur jsikurs ,Turizmo
gatve". Cia visi norintieji galés pasisemti idéjy kelionéms,
paragauti lietuvisky gastronominiy siurprizy, dalyvauti
Zaidimuose ir linksmai pabendrauti apie turistavima

Lietuvoje! https://www.facebook.com/LithuaniaTravel.global
s 1 vt Lithuania Travel facebook account (in ENG)

https://www.instagram.com/keliauk.lietuvoje/
Keliauk Lietuvoje instagram account (in LT)

https://www.instagram.com/lithuania_travel /
Lithuania Travel instagram account (in ENG)

Eb Like Q Comment é) Copy ;(> Share

https://www.linkedin.com/company/lithuania-travel/
Lithuania Travel Linkedln account

OO Lilija and 145 others

Comment % @



https://www.facebook.com/KeliaukLT
https://www.facebook.com/LithuaniaTravel.global
https://www.instagram.com/keliauk.lietuvoje/
https://www.instagram.com/lithuania_travel_/
https://www.linkedin.com/company/lithuania-travel/
https://www.linkedin.com/company/lithuania-travel/
https://www.linkedin.com/company/lithuania-travel/

Regions — An Untapped Source of Competitiveness Travel
Thematic Maps: How to Inspire Travel Across Lithuania
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Observation Towers — the Lithuanian "Eiffels" Lithuanian Zigzags: Nature Trails and Barefoot Paths



Lithuania’s Manors and Castles



B2B activities e

Target markets: Germany, UK, Poland, Italy, Spain, Israel, Belgium, Netherlands, France, Finland,
Sweden, Norway, Denmark, Japan, South Korea, USA

B2B events, exhibitios, B2B sales, fam tours, Deals with tour
newsletters online seminars operators




We are members

ANTOR
Sweden

Lithuania
Travel

SMAL
Finland

ETOA/ Nordic
travel collective



Thank you

Let‘s connect!

Olga@Lithuania.travel

Lithuania
Travel

info@lithuania.travel
+370 698 03509

& Lithuania_Travel

) Lithuania Travel
@ Lithuania Travel

www.Lithuania.Travel


mailto:info@lithuania.travel
https://www.linkedin.com/company/lithuania-travel/?originalSubdomain=lt
https://www.lithuania.travel/en/
https://www.instagram.com/lithuania_travel_/
https://www.facebook.com/LithuaniaTravel.global/?locale=lt_LT
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