
DANISH TOURISTS 
TO MALTA

TOTAL INBOUND TOURISTS: 2,273,837 
TOTAL DANISH TOURISTS: 45,729
% CHANGE 2017 / 2016: +5.7%
MARKET SHARE: 2.0%

OPERATED BY 5 AIRLINES CONNECTED TO 3 AIRPORT

TOTAL INBOUND TOURISTS
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FIRST-TIME Vs. REPEAT

INBOUND TOURISTS BY MONTH AND SEASONALITY
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The highest percentage increases in Inbound Tourists were recorded in 
November (+29.3%), June (+25.7%) and February (+24.8%).

In 2017, the most popular months 
were July (17.6%), October (13.1%) 

and September (12.5%).
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TOTAL GUEST NIGHTS AND 
AVERAGE LENGTH OF STAY 

Average Length  
of Stay: 

7.6 Nights

Nights: 

349,762

In 2017, Total Guest Nights experienced an 
increase of 7.9% over the previous year.

27.5% of Danish Tourists had a 
Post-Secondary Level of Education.

TOTAL EXPENDITURE 

46.1 Million 

An increase of 11.8% was 
registered over 2016. 

The Average Spend Per Capita 
was of €1,009.
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DESTINATION CHOICE INFLUENCERS
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35.8% of Danish Tourists 
stayed in 4* Hotels.
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