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Generation X (Gen X) are big travellers, often travelling to developing destinations to give
their children authentic learning experiences and to take time to relax together as a family.
Germany, the United Kingdom and France, in particular, offer a large market base from
where these tourists originate, making Europe an interesting market to target when
attracting Gen Xers.
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1. Product description
The definition of Gen X differs across sources, but is generally accepted as people born between 1965 and 1980,
who are between the ages of 42 and 58 in 2023. Gen X is sometimes referred to as the ‘forgotten generation’ as
there is not much research on them, particularly on their travel behaviours. Gen X grew up with a strong work
ethic and ambition, likely something they learned from their parents. They have also experienced great
technological evolution in their lifetimes and are adept at modern technologies.

Figure 1: Generations defined

Source: Pew Research Center

https://www.pewresearch.org/fact-tank/2019/01/17/where-millennials-end-and-generation-z-begins/


End market segmentation and consumer behaviour
Gen X are at an age where many have families. 63% of this generation live with a spouse or partner and 61%
live with children. Travelling with children often means they need to travel during school holidays, and the cost
is often higher than when travelling alone or as a couple. As the children of Gen X get older, families are trying
to get in as much experiential travel as possible and fit in ‘one last big family trip’ before their children leave
home.

Other Gen Xers have no children and may have established careers and more disposable income for travel. The
older group of Gen Xers, those over 50, may already be empty nesters and will soon start to reach retirement
age, so may have more financial freedom. These groups are not restricted by school holidays and have more
freedom in when they can travel.

Gen X take an average of 26 vacation days a year, compared to 29 days for Gen Z and 35 days for millennials.
However, recent research suggests that each trip this generation takes is longer on average than trips taken by
younger generations. Almost half of Gen Xers take holidays of longer than seven days at a time. Gen X also
spend more money when travelling than other generations, likely due to travelling in larger (often family)
groups, which also makes them a valuable target group.

In terms of experiences, many Gen Xers are choosing to travel to developing destinations for authentic
experiences and learning opportunities for their children and/or themselves. They like cultural activities that
allow them to get involved, such as local cooking classes and trying local foods, staying on working farms and
seeing and participating in local life. They were adventure travellers in their youth and want to continue this
type of travel, but in a way that engages all members of the family.

Those with older children are finding that they tend to get bored sitting by the pool, and so want holidays with
activities for all age groups that get the whole family away from the hotel. Good activities could include white
water rafting and river tubing, jungle hikes, visiting ancient heritage sites, canopy tours, water sports and other
adventure activities. Wildlife tourism is particularly popular with this group as it is very intergenerational.

Table 1: Gen X market segments

Segment Budget Destinations Activities Accommodation

Families
with young
children

Low -
medium

Close to
Europe and
safe

Swimming,
beach, short
walks,
relaxation

High-value, many
amenities, 3 to 4-
star

Families
with older
children

Low -
medium

Educational
and safe

Adventure,
educational
tours, cultural
immersion

High-value, some
amenities, 3 to 4-
star

Singles or
couples
without
children

Medium -
high

All
destinations

Adventure,
cultural
immersion,
relaxation and
wellness

High-value, 3 to 5-
star

https://www.trekksoft.com/en/blog/generation-x
https://www.trekksoft.com/en/blog/generation-x
https://www.publicissapient.com/industries/travel-hospitality/return-to-travel-what-do-people-expect


Empty
nesters
and
retirees

Medium -
high

Bucket list Historical and
cultural,
educational,
hiking, bucket
list, relaxation
and wellness

High-value, 4 to 5-
star

Source: Acorn Tourism Consulting

Recent research by Expedia (PDF) and Publicis Sapient identifies the following key characteristics of Gen X
travellers.

They are budget-conscious travellers and money is a very important aspect of selecting a destination.
Therefore, developing and promoting products that offer value for money is essential to attract Gen X travellers.

64% agree budget is a key consideration when researching and booking trips.
86% look for deals and promotions when making reservations to be sure they are getting the best possible
value.
81% voted getting value for money as critically important in travel planning, and another 64% said price was
important.

Gen X prefer to use travel review websites and online travel agencies (OTAs) when planning trips.

85% of are influenced by review sites (such as TripAdvisor) when deciding on a destination. This is more than
any other generation.
When planning travel and making reservations, they are most likely to use OTAs (51%), compared to search
engines (49%), travel review sites (41%) and metasearch sites (37%).

When Gen X use social media, they are most influenced by promotions. Therefore, when using social media to
target Gen X, focus your calls to action on the promotions and discounts you offer.

52% said they were influenced by deals or promotions they see on social media. This is more than both
millennials (46%) and Gen Z (42%).
They are less risk averse, but still like to return to familiar destinations.
Budget and cost are more important to them when selecting destinations than safety and security.
Almost a quarter want to return to a familiar destination, compared to only 19% of millennials and 16% of
Gen Z. These younger generations show more of a preference for new destinations.

Gen X want experiential travel, but also to take time to relax away from daily stresses.  

The three most influential factors for Gen Xers when choosing holiday experiences are: the activities
available in the destination, the opportunity for once-in-a-lifetime experiences and the cultural component.
Over the past year, 57% had taken a relaxing holiday, compared to 43% who took sightseeing holidays, 33%
who visited family and 23% who went on a romantic getaway.

A recent report on millennial travellers (PDF) also offers insights into Gen X travellers and how they differ from
other generations:  

Gen X value authentic, cultural experiences more than younger generations. Almost two thirds of Gen X care
more about experiencing the local culture of the place they are visiting than getting likes and comments on
their social media posts. The is true for only half of millennials.

https://go2.advertising.expedia.com/rs/185-EIA-216/images/MultiGen_Travel_Trends_European_Travellers-Small.pdf
https://www.publicissapient.com/industries/travel-hospitality/return-to-travel-what-do-people-expect
https://www.thinktur.org/media/Expedia-Millennial-Traveller-Report.pdf


Gen X are depend less on smartphones than younger generations. While 43% of millennials say they manage
their personal life on a smartphone at least once a day, this is true for only 32% of Gen Xers.
Gen X are less influenced by social media than millennials are. 29% Gen Xers are influenced by their social
media network when selecting a destination. This is less than for millennials (42%) but more than for baby
boomers (16%).
Gen X are happier to travel alone. Only 33% of Gen Xers feel taking a holiday alone is intimidating,
compared to 43% of millennials.

Although Gen X can be categorised and analysed as a travel market in itself, travellers in this group are not all
the same. Gen X travellers differ in their demographics, family make-up, booking methods and travel
preferences. Bear in mind that Gen X will also fall into niche travel groups based on these differences.

Tips:
Provide activities and facilities for all age groups, including kids’ clubs and babysitting options. Family-
friendly holidays are essential.

Make booking options easily accessible for Gen X. This can be through OTAs or by adding a payment
gateway to your website. To learn more about how to effectively target the Gen X target group, read
the CBI study on entering the European market for Gen X.

Show promotions on your website, social media and destination management organisation websites.
Gen X are very budget-conscious and hunt for discounts before travelling.

Develop or advertise activities that engage all age groups, particularly older children, as Gen X want
to ensure the whole family has an opportunity for authentic experiences and learning.

Learn more about niche travel markets within the Gen X population by reading other CBI tourism
studies.

Accessible tourism on the European market

Accessible tourism is the ongoing endeavour to ensure tourist destinations, products and services are
accessible to all people, regardless of their physical limitations, disabilities or age. It encompasses
publicly and privately-owned tourist locations. The improvements benefit not only those with permanent
physical disabilities, but also parents with small children, elderly travellers, people with temporary
injuries (for example broken bones) as well as their travel companions. Disabled tourists may travel
individually, in groups, with their families or with caretakers.

Accessibility and Generation X

Gen X will start to reach retirement age over the next few years and, while this may allow them to travel
more often, they may require more accessible activities as they age. Additionally, the trend towards
multigenerational travel means Gen X is likely to be travelling with elderly parents, young children or
pregnant women. Steps must be taken to ensure Gen X and their travel companions can participate in all
activities.

https://www.cbi.eu/market-information/tourism/generation-x/market-entry
https://www.cbi.eu/market-information/tourism
https://www.cbi.eu/market-information/tourism


Tips:
Provide clear accessibility information on your website so travellers can prepare before their trip.

Provide a dedicated contact number or email so travellers can discuss their specific needs before they
travel.

Provide equipment for individuals with accessibility requirements, such as wheelchairs, strollers,
walking sticks etc.

Read CBI's accessibility study for more tips on how to ensure accessible tourism for all visitors.

2. What makes Europe an interesting market for Generation X
tourism?
In Europe, Gen X make up 22% of the total population. This is the largest population group, alongside baby
boomers. Millennials make up 21% of the European population and Gen Z make up only 17%.

Source: UN Population Statistics

Gen X want to have experiential holidays that also offer time for relaxation. 71% of Gen X travellers like to
participate in off-the-beaten-path activities, and 70% enjoy visiting museums and historic sites. This market is
therefore a great opportunity for developing destinations with real high-quality, authentic local experiences and
cultural offerings.

When booking travel and when they arrive, Gen X want things to be uncomplicated. That is, they want booking
processes and travel logistics to be easy, accessible and fast. This generation often have stressful lives at home,
balancing work and family life. They desire simplicity in the travel process and want to know everything will be
organised and comfortable for their trip.  

https://www.cbi.eu/market-information/tourism/accessible-tourism
https://skift.com/2019/12/11/travel-marketing-across-generations-in-2020-reaching-gen-z-gen-x-millennials-and-baby-boomers/
https://skift.com/2019/12/11/travel-marketing-across-generations-in-2020-reaching-gen-z-gen-x-millennials-and-baby-boomers/


Gen X appear to have been more impacted by COVID-19 than other generations. A recent survey found that
55% of Gen X said COVID-19 was their top concern in travel planning in 2021. However, as the world has
reopened over the last year or two, Gen X has been just as likely as other generations to travel overseas again.
Having missed out on a couple of years of travelling with their children, they are excited to get back to having
these experiences before their kids start to leave home.  

In the past, European Gen Xers were the generation least likely to take international trips, most likely due to
family commitments. However, the next five to ten years are likely to bring changes in the way they travel.
While many still have children at home, Gen X are trying to get in at least one more exciting family trip. As their
children grow up and leave home, many Gen Xers will have more freedom to travel more often as well as more
flexibility in when they can travel, and so may choose to go outside peak times.

As some Gen Xers become empty nesters, they may have more financial freedom, especially if they are still
working. The same applies to those who have never had children but developed their careers. As travelling
without children reduces the expense of trips, Gen X may be more willing to travel further afield in the future
and may even visit bucket-list destinations they could not in the past. This generation is likely to become a key
travel market globally over the next decade and the opportunity to attract them should not be missed.

Tips:
Create an offer of relaxing, uncomplicated holidays if you want to target Gen X travellers. Ensure easy
access to booking systems and consistent communications and work to reduce the stress of trip
planning as much as possible.

Stay up to date about Gen Xers’ stage of life as the way they travel and destination choices are likely
to change in the next few years. Destinations that are further afield and experiential should be ready
to target this market.  

3. Which European countries offer the most opportunities for
Generation X tourism?
As Generation X is a demographically defined market segment, it is important to consider demographics in
selecting source markets with high potential. In absolute numbers, Germany has the most Generation X
travellers, with 18.1 million (22% of total population), followed by Italy (14.6 million), the United Kingdom (13.9
million) and France (13.3 million). Spain (12.2 million) and Poland (8.4 million) follow close behind. Spain (26%)
and Italy (25%) have the largest proportions of Gen Xers as a share of their total population.

https://www.travelpulse.com/news/features/how-gen-z-millennials-gen-x-are-approaching-post-pandemic-travel.html

