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Abstract

Travelling solo is becoming more and more popular.

In recent years, an increasing number of people have made the
decision to embrace the experience and travel alone.

The Covid-19 pandemic had a significant impact on the expanding
trend of solo travel, which was also fuelled by the desire for new
experiences and self-understanding. During several weeks of isolation
and lockdown, the desire for travel has risen, especially among solo
travellers.

Despite the growing prominence of the solo travel market, it remains an
under researched area.

In this study, the students of the course R562 Scientific Methods &
Applied Research Methods WS 2023/24 explored the motivations and
constraints of “solo travel” among Gen Z, taking into consideration both
existing and potential solo travellers.

In addition, insights and opportunities for a travel agency on how to
improve their solo travel offer for Gen Z were investigated.
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Method

Veronica Freni, Senior Project Manager at Human8 and Lecturer at the University of Applied Science in Munich, led a
research project with her students from the course R562 Scientific Methods & Applied Research Methods in the WS23/24.

* Personal interview face-to-face at Hochschule Munchen with the use of a quantitative questionnaire (26 questions of which
4 were open-ended questions).

« Recruiting interviewees: starting from the 14t of October, each student had to recruit 2 interviewees (+1 back up
participant) following the screening criteria.

« Screening criteria: The person has to be a resident of the city of Munich in the age between 18-26 years old (belonging to
the Gen Z) and uses social media (having an Instagram and/or TikTok account). The respondent must have already taken a
solo trip or be inclined to make one in the near future (subgroup balance). No respondent refuses to choose to travel alone
and a good mix of gender (gender soft quota).

* Length of the interview: 15 minutes.

» Gathering answers: Firstly, during the interview the students collected the answers with the pen and paper method (PAPI)
and after entered the interviewees' answers on their computer using LimeSurvey, to limit transcription errors and have an
additional paper copy of the interview.

* Interview conduction: The fieldwork took place in the class on the 11t of November — 38 completed and validated
interviews were collected.



Research Hypotheses

« H1: Contemporary lifestyles and use of social media have increased
the popularity of solo travel.

 H2: The Covid-19 pandemic increased the appetite for travel among
solo travellers.
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* H3: More young Gen Z women want to take a solo trip in the near
future.
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Agenda

Introduction, Methodology, Groups, Filter questions
Gen Z profile

General leisure travel habits

Motivation and barriers of solo travellers

Social media impact
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Conclusion and recommendation
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Two subgroups: Potential and Current Solo Travellers

4) Have you already taken a solo trip in the past years?

No, | will never travel alone

No yet, but | am inclined to a make one in the near future

fes, 1 have been -

0,00% 20,00% 40,00% 60,00% 80,00% 100,00%

M Potential solo travellers M Current solo travellers All
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Current solo traveller (CST):

Have already done a solo travel both within and outside of Europe.

Have more social media accounts and tend to use TikTok in combination with Instagram (67%) more than the PST.
The presence of students in this subgroup is higher (38%).

Have more cats than the PST (14%).

They travel 10% more than the PST and 52% of them travel already usually alone.

They stated that their travel habit did not change (43%) after the coronavirus pandemic.

The two main motivations for them to travel alone are “I want to see the world, and | don't want to wait for others”
(52%) and “I like the feeling of freedom and independence” (42%). These motivations were ranked at first (66%) and the
third place (48%) according to a 2021 survey regarding the main motivation of travellers from the US, Canada, UK and
Australia (Statista.de -Motivations to travel solo worldwide 2021)

Looking at obstacle to undertake a solo travel, this subgroup has especially indicated “the overall cost is more
expensive than travelling with another person” (33%), have had already this travel experience they look more at the
practical aspect.

The two prefer transports for a solo trip by the Gen for the CST is for 48% the plane and for 33% the train, this shows
that they are more open to other transports than the PST, as well to the ongoing journey making several stops along the way.

CST think that knowing the language and the culture of the visited place is more important than for the PST, this may
result from their previous experience.



Potential solo traveller (PST):

* Have intend plan to travel alone a solo travel in the near future both within and outside of Europe. They are interested in
urban/city, beach, and cultural/historical site trips.

* Instagram is their preferred social media platform, with 59% having an account.
« There are more workers, although they tend to live more in the family or in share-flats in comparison with the CST.

« They have a higher percentage of pet ownership, particularly dogs (18%), which requires more attention than the cat
(such as frequent walks).

* The pandemic has affected their travel habits with 47% of them travel more than before.

« They generally prefer to travel with family or friends and 6% of them with their pet. As well for the solo travel, for them
slightly is more important to travel with their pet in comparison with the CST.

« The two main motivations for them to undertake in the near future a solo travel are “I want to see the world and | don’t
want to wait for others” (47%) and “Personal growth” (35%), in addition, for those who have not yet had their first solo
experience, it is important to “connect with the locals” (29%) and “experience solitude” (17%).

« Their main obstacle to solo travel is “Anxiety about being alone/spending time on my own” (59%).

» The prefer transportation for a solo trip by the Gen Z is for them the plane (76%), a transport that takes them directly
from one destination to another.



Gen Z Profile

Most of our respondents are female.

5) Gender

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00% 80,00%

Female

M Potential solo travellers M Current solo travellers All
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Gen Z Profile

While in the CST subgroup are mostly students, in the PST subgroup are more workers.

6) What is your Occupation ?

Looking for a job
Self-employed
Employee

Working student

Student

0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00% 35,00% 40,00% 45,00% 50,00%

I I I\/I -\ M Potential solo travellers M Current solo travellers All
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Gen Z Profile

Nearly 40% of respondents live with their parents. 29% of CST tend to live alone and 14% with a
partner, while PST are more inclined to share flat with friends.

7) Who are you living with?

Alone

Your partner

Your friends in a shared flat

Your parents

0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00% 35,00% 40,00% 45,00%

I I I\/I 9 M Potential solo travellers M Current solo travellers All
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Gen Z Profile

45% of both groups have no pets. PST have a higher percentage of pet ownership, particularly dogs
(18%), while CST have more cats than the PST(14%).

No, | do not have one

No, | do not have but | want to
have one in the near future

Both (dog and cat)

Cat

Dog

I_I I\/I | M Potential solo travellers M Current solo travellers All

8) Do you have any pets like dog/cat at home?

ll'”

0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00% 35,00% 40,00% 45,00% 50,00%
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Gen Z Profile

Overall there is more flexibility in working remotely than in studying remotely.

9) Are you flexible to work or study remotely? (Multiple choice)
No, | am not flexible to study
remotely

No, | am not flexible to work
remotely

Yes, | am flexible to study
remotely

Yes, | am flexible to work
remotely

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00%

I_I I\/I | M Potential solo travellers M Current solo travellers All

70,00%
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General leisure travel habits

The pandemic has affected the travel habits of PST: 47% of them travel more than before. The plane

is the preferred transport.

10) How have your travel habits changed after COVID-19 ?

My travel habits
remained unchanged

| am travel less than -
before

before

0,00% 10,00% 20,00% 30,00% 40,00% 50,00%

M Potential solo travellers M Current solo travellers All
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11) How do you usually travel?

With bus
With cruise
With train

With car sharing

|1.'1'

With car
By plane
0,00% 20,00% 40,00% 60,00% 80,00% 100,00%
M Potential solo travellers M Current solo travellers All
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General leisure travel habits

Looking at how many holidays travel they have done in a year; it turns out that the CST travel 10%
more than the PST.

12) How many times a year do you travel on holiday (for leisure) (a holiday is defined as a minimum of two to three nights'
accommodation)?

Monthly
6 or more times a year -
3-5timesavear I
twice ayear | —
g

once a year

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00%

I_I I\/I ‘ M Potential solo travellers M Current solo travellers All
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General leisure travel habits

52% of CST travel already alone, while PST generally prefer to travel with family or friends and 6% of

them with their pet.

13) With whom do you usually travel with? (Multiple choice)

with my pet
organized groups
alone

with family

with boyfriend/girlfriend

|H|‘I

with a friend/friends

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%

I_I I\/I | M Potential solo travellers M Current solo travellers All

80,00%
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Motivation and barriers solo travellers

Most respondents want flexibility, feelings of freedom and to pursue personal growth. In addition PST
want to connect with locals (29%) and experience the solitude (17%).

14) Some people interviewed before you reported the following motivations as the most popular among Gen Z travellers to undertake a
solo trip, what are the 3 most important ones for you? (Multiple choice)

No one of them

Volunteer or travel for a purpose

Reset from major life transition

Experience solitude

| have no one to travel with

Self-improvement and transformation

Meet new people (e.g. other travelers)

Connect with the locals

Relax, destress, take care of myself, and rest

Get away from routines and responsibility

My partner/friend does not want to travel as much as | do
| have different interests than my friends

Personal growth

| like the feeling of freedom and independence

| want to do what when | want

| want to see the world and | don’t want to wait for others

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00%

I I I\/I -\ M Potential solo travellers M Current solo travellers All
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Motivation and barriers solo travellers

Main obstacles are loneliness anxiety, worrying about being lost (esp. for PST) and concerns for travel
costs (esp. CST who have had done this experience and look more at the practical aspect).

15) Some people interviewed before you reported the following obstacles as the most common among Gen Z travellers to undertake a
solo trip, what are the 3 most important ones for you? (Multiple choice)

No one of them

Worrying that | may feel homesick

Having to plan the holiday on my own

My family/friends worry about me

That the overall cost is more expensive than travelling with another person
Worrying that | might get lost

Anxiety about being alone/spending time on my own

‘W“H

Concern about myself

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%

I_I I\/I | M Potential solo travellers M Current solo travellers All
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Motivation and barriers solo travellers

Even if the motivation to travel alone may be the same for both genders, the barriers are different for
females due to safety concerns and cultural differences in some countries.

16) Barriers/motivations of female travellers to go on a solo trip are the same of male travellers?

“Women afraid more to travel alone
because of security and criminality at

| do not know the destination

“...night life can not be enjoyed due to
O, Why: some countries are more dangerous

alone as a woman,...”

Yes, why?

“Because male travellers do not have to

worry about being attacked.”
0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%

I_I I\/I ‘ M Potential solo travellers M Current solo travellers All

19



Motivation and barriers solo travelers

PST prefer the plane (76%), a transport that takes them directly from one destination to another, while
CST are more open to the ongoing journey making several stops along the way (33% chose the train).

17) Which are, in your opinion, the favourite destinations for the
Gen Z solo travellers?

Outside Europe

Europe =

Around
Germany

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%

M Potential solo travellers M Current solo travellers All
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18) In your opinion, which is the preferred transportation for a
solo trip by Gen Z?

| do not know '
with bus
With cruise
With train e —
With car sharing =
With car e
By plane I —
0,00% 20,00% 40,00% 60,00% 80,00% 100,00%
B Potential solo travellers M Current solo travellers All
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Motivation and barriers solo travellers
CST think that knowing the language and the culture of the visited place is more important than for the

PST, possibly due to their previous experiences.

19) In your opinion, how much is important to know the
language of the visited place?

| do not know
Not important

Seldom

I
Sometime . | —

important

Often important

Very important =

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%

M Potential solo travellers M Current solo travellers All
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20) In your opinion, how much is important to know the culture?

Often important

| do not know
Not important —
Seldom I
sometimes |
important

Very important
0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00% 35,00%

M Potential solo travellers M Current solo travellers All
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Motivation and barriers solo travellers

Crossed subgroups is not important to have done a previous trip in the same country.
For PST slightly is more important to travel with their pet in comparison with the CST.

21) In your opinion, how much is important to have done a
previous trip in the same country?

| do not know

Not important I s
B
Seldom &N
Sometimes —
important

Often important

Very important

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00% 80,00%

M Potential solo travellers M Current solo travellers All
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22) In your opinion, how much is important to travel with your
pet (e.g. dog/cat) even if you don't have one?

| do not know
Not important

Seldom

Sometimes
important

Often important

II|IIII\1

Very important
0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00% 80,00%

M Potential solo travellers M Current solo travellers All
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Social media impact

Instagram and TikTok have precipitated the popularity of solo travel. The respondents do not actively
search for content through hashtags, but are inspired by what is selecting for them.

23) In your opinion social media, like Instagram and TikTok have
precipitated the popularity of solo travel?

| do not know -

No, why?
Yes, why? _
0,00% 20,00% 40,00% 60,00% 80,00% 100,00% 120,00%
B Potential solo travellers M Current solo travellers All
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24) Did you search or are you searching hashtag #solotraveller in Instagram
or TikTok when you want to get inspired/have suggestions for a solo travel?

-

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00% 80,00%

M Potential solo travellers M Current solo travellers All
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Social media impact

Gen Z solo travellers think visual experiences are highly relevant for selecting destinations, esp. for
CST.

25) On a scale 1-10, how important is seeing photos and videos and previous experience of solo travel when selecting destination?
(1=not important, 10=very important)?

(Y]

=

0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00% 35,00% 40,00%

| I I\/I ‘ M Potential solo travellers M Current solo travellers All



Main Findings

Instagram and TikTok have precipitated the popularity of solo travel.

It can be concluded that social media platforms like Instagram and TikTok have contributed to the popularity
of solo travel. Many influencers and users post about their solo travel experiences, sharing tips and beautiful
pictures that inspire others to do the same.

Social media has made it easier to discover new destinations and get information about them, which has
lowered the barrier to travel. Additionally, the positive portrayal of solo travel on social media has influenced
people's perception of it, making it more socially accepted and desirable. Overall, social media has played a
significant role in promoting and normalizing solo travel as a trend.

“Social Media inspires people to travel by posting beautiful pictures, emotions and feelings.”
“Also, the barrier to travel is lower because it’s normalized by social media.”
“People started sharing their experiences online and this encouraged others.”

25



Main Findings

The Covid-19 pandemic increased the appetite for travel among solo travellers.

The research shows that in the tourism sector, solo travel is becoming increasingly popular, especially
among Gen Z, who wants to visit both European and non-European destinations and that the Covid-19
pandemic increased the appetite for travel among solo travellers, especially for the Potential Solo Travellers with

47% of them travelling more than before.
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Main Findings
More young Gen Z women want to take a solo trip in the near future (barriers& motivations - female vs
male).

More young women want to take a solo trip in the near future, in our study 71% of women are interested in
doing a solo trip in the near future.

Even if the motivation to travel alone may be the same for both genders, the barriers are different for females
due to safety concerns and cultural differences in some countries.

It is more dangerous for women to travel alone than men due to security and criminality concerns at the
destination. Women are at a higher risk of being kidnapped or molested, especially in underdeveloped countries.
They also tend to feel more unsafe and get approached more often, making them an easier target for assaults.
Additionally, cultural differences in some countries may result in women having fewer rights and being more
vulnerable to harassment or violence.

On the other hand, male travellers do not have to worry about being attacked or harassed as much as
female travellers do.

“Because male travellers don’t have to worry about their safety as much as female travellers do safety concerns.

“Women afraid more to travel alone because of security and criminality at the destination.”

7
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Recommendations

Employer of travel agency have to become expert in solo trip.

The employer of travel agency should do and specialized in solo experience.

Usually those working in travel companies go before to destinations looking for activities and hotels to offer in
their travel packages, it seems that at the moment they do not have enough experience in this kind of travel
experience.

In travel agencies, esp. Potential Solo Travellers want to be consulted by an expert, who has already been
travelling solo in the relevant country and can give good advice.

“The employer of a travel agency does not have the experience or all good information about solo trips more
about the package tours for groups or more than one person.”
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Recommendations

Provide planned solo travel routes (- price + culture).

Provide planned routes and information about solo travel possibilities (esp. for Potential Solo Travellers who
have no experience in solo trips).

Above all, they want to experience the local culture, even with less money available.
Finding a less expensive option is a crucial decisive factor for both groups, particularly for Current Solo

Travellers (with 33%). A price that is too high can be a significant deterrent for anyone considering going it alone.

“Do planned routes so that they don’t have to plan everything alone, make the overall costs less expensive and
give more information about solo travel possibilities.”

“It’s better to offer more activities for solo Travelers and also to offer destinations that are not just focused on
typical tourist.”
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Recommendations

Develop cultural brochure ad hoc for solo travellers.

Develop brochures to make cultural differences and safety hazards known and offering more activities
with local populations, that are attractive and tailored for Gen Z who are often looking for affordable deals with

a focus on security.

This is especially required by potential solo travellers, where the fear of loneliness is strongest, they would like to
plan in advance the activities to be carried out with a travel agency experienced in solo travel.

“Develop a kind of brochure to make the cultural differences and safety hazards known.”

“The travel agency could give suggestions for the destination (where to eat, have drinks, what to do, how to
behave...) and plan a lot of activities for the client to avoid for them to get lonely.”
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Recommendations

Creating preparatory program.

Create a program, preparatory days for the trip, where the future traveller is educated about the culture,

language, safe and unsafe areas, given information on useful numbers and transport, and the location of
accommodation.

“A consulting program to educate about culture, languages and safety would be a great idea. Before the
booking process she thinks it is necessary to give the travellers (Gen Z) enough relevant information, e.q.,
where not to go at a specific destination (areas to avoid) and also offer packaged deals (flight, apartment)”
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Recommendations

Create a special package support in the case of an emergency.

The possibility of acquiring a package with special support ranging from special insurance until a
support by telephone with selected local people or even chatbots in case of first need.

Also, general information about the visited country should be included like (local police, hospitals, foreign
office...).

Esp. important for women, who also tend to have more emotional reasons for traveling alone, which may lead to
more anxiety and overthinking, this solution could be appreciate.

“Additionally, it would be very nice if they would offer a contact person you can reach if something happens or
if you have a problem”.
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Recommendations

Increase collaboration with influencers and invest on social media.

Increase the promotion of solo travel collaborating more with influences and highlight the benefits of
travelling alone, posting special offers and giving suggestions.

“Travel agencies should invest more money into commercials in social media.”
“Approach Gen Z in a tailor-made way through increased social media advertisements, hashtag-related ad
spots”.
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Recommendations

Develop a website and app to connect.

Develop a website and app that allows users to connect with solo travellers and with trained staff of the
travel agency as solo travel experts, esp. during the moment of the travel as get-together for solo travel.

It could be used as well as a place where to read previous experiences, where the solo travellers could give
their feedback and share their own experience.

At present, there is no available the feature to upload a “scrapbook” or document about the travel on
Instagram or TikTok (there is a multiple mode of publishing up to 10 photos/videos), this could be integrated in
this website where people could have a better understanding about the entire experience.

“There should be a function to live-connected with other solo travellers in the destination to meet up.”

“Another feature could be the option to upload a “scrapbook” or document about the travel. This function is
not possible on Instagram or TikTok.”
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Conclusion

Activate the desire to travel solo.

We would like to suggest, in order to meet the needs of solo Gen Z travellers and activate the desire to
travel solo our recommendations.

Anxiety about being alone or spending time on one's own is the primary barrier to initiating solo travel, as
reported by 59% of the Potential Solo Travellers, who would like to see more planned solo travel routes where
they could research potential activities ahead of time — created by a travel agency with experience in solo travel.

Following our strategic and operational recommendations it will make easier travel solo esp. for the PST.

Employer of travel agency have to Provide planned solo travel Develop cultural brochure ad hoc for
become expert in solo trip routes (-price + culture) solo traveler.

Increase collaboration with
Activate the desire to travel solo influencers and invest on
social media

Creating preparatory program

Create a special package supportin

the case of an emergency Develop a website and app to connect
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Thank you very much
for your attention!
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