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TRAVEL PURPOSES

DIGITAL MEDIA USAGE
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61.8% of tourists shared their 
experience in Malta on social media 
during stay, mostly via smartphone.
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TYPE OF BOOKING
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TYPE OF ACCOMMODATION USED

M A L T A

48.7% of Tourists spending 
nights in Malta stayed in 4* 
hotels.

17.8% stayed in 5* hotels.

11.5% of Tourists spending 
nights in Malta opted for self-
catering apartment/
farmhouse/villa.

15.3% stayed in 3* hotels.
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G O Z O

38.4% of Tourists spending 
nights in Gozo opted for self-
catering apartment/
farmhouse/villa.

21.1% stayed in 4* hotels.

11.2% stayed in a 
Guesthouse/hostel.

9.7% stayed in 5* hotels.
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TOURISTS' EXPECTATIONS OF MALTA

92.6%
Would recommend the Maltese Islands to their 

friends / relatives.

EXCEEDED MET NOT MET

23.5% 68.7% 7.8%

Source: MTA Traveller Survey
Compiled by MTA Research Unit
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