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48.7% of Tourists spending 11.5% of Tourists spending 39.5% of Tourists spending 18.2% of Tourists spending
nights in Malta stayed in 4* nights in Malta opted for self- nights in Malta stayed in 4* nights in Malta opted for self-
hotels. catering apartment/ hotels. catering apartment/
farmhouse/villa. farmhouse/villa.

17.8% stayed in 5* hotels. 19.5% stayed in 3* hotels.

15.3% stayed in 3* hotels. 11.8% stayed in 5* hotels.
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catering apartment/ 9.7% stayed in 5* hotels. catering apartment/ 8.8% stayed in 5* hotels.
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92.6% 91.7%
Would recommend the Maltese Islands to their Would recommend the Maltese Islands to their
friends / relatives. friends / relatives.
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Source: MTA Traveller Survey V Malta

Compiled by MTA Research Unit Tourism Authority



