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49.6% of tourists shared their
experience in Malta on social media
during stay, mostly via smartphone.
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1. Mercury Direct 1. Booking.com 1. Big Xtra

1. Booking.com
2. Expedia 2. Boscolo 2. FTl
3. Jet2 3. Robintur 3. Trendtours
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48.5% of Culture seeking tourists LDy
spending nights in the Maltese Islands
stayed in 4 hotels. I
o
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stayed in 5* hotels.
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TOUR BUS

27.8% 25.9%
Hop on/off Bus

12.8% of Culture seeking
tourists spending nights in the
Maltese Islands opted for self-
catering apartment/farmhouse/
villa.

25.2% 12.2%
Other Ferry Rental vehicle
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64.7%

90.7%
Would recommend the Maltese Islands to their
friends / relatives.
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Source: MTA Traveller Survey Malta
Compiled by MTA Research Unit

Tourism Authority



