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INBOUND TOURISM

5 25
C
O
= 21
> 20
18
15 15
.i
lllll..-.
10 ...-------"'
.'l
5
esme AFNA esssErontur eee EGT
O

2010 2011 2012 2015 2014 2015 2016 2017 2018 2019 2020 2021 2022 2025 2024

AENA: Passenger arrivals on non-stop flights (International + Spanish Mainland

FRONTUR: tourists (ISTAC)
Encuesta sobre Gasto Turistico: tourists (> 16 years old) (ISTAC)



HOW MUCH THEY SPEND?
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AVERAGE DAILY EXPENDITURE
WITHOUT FLIGHT (€)

Numlber of tourist by average daily expenditure without flight
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LENGHT OF STAY
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WHO ARE THEY?

Main characteristics

Gender Pertentage of women 51.58%
Age Years old 46.79
Occupation % Salaried worker 55.9%

% Business owner and Self-employed 18.5%
Purchasing power 2) Annual household income level (thousands of euros) 54775 €

(1) Number of tourists (=16 years old)
(2) Estimated by Promotur.



AGE

Numlber of tourists by age
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WHERE ARE THEY FROM?




% TOURISTS BY ISLANDS

Lanzarote
0)
La Palma 18%
19%
Fuerteventura

14.1%

40.5%
Gran Canaria
r’ 26.1% }
El Hierro / La Gomera .

Tenerife




WHO DO THEY COME WITRH?

- 17%
\.®  Travel
ﬁn ﬁ with
46 8% children

10.3% 10.4% I
0
e — - e -
Unaccompanied Only with partner Only with children Partner + children Other relatives Friends Other

(<13 years old) (<13 years old) combinations




WHEN ARE THEY COMING?

m2019 m2024

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Source: Frontur ISTAC.
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WHAT OTHER DESTINATIONS DID THEY
CONSIDER FOR THIS TRIP?

None (I was clear about "this Canary Island") _ 28.5%
Canary Islands (other island) |GGG O 49
Balearic Islands - 6.0%
Rest of Spain _ 9.0%
Italy - 4. 7%

France . 1.7%
Turkey - 3.4%

Greece

Portugal

Croatia

Egypt
Others [l 2.3%

% Percentage of valid answers



WHERE DID THEY SPEND THEIR MAIN
HOLIDAY LAST YEAR?

N 11.0%
I 27.1%

Didn't have holidays

Canary Islands
Other destination
Balearic Islands
Rest of Spain
Italy

France

Turkey

Greece
Portugal
Croatia

Egypt

Tunisia
Morocco

Others

% Percentage of valid answers



WHAT IS THE MAIN MOTIVATION
FOR THEIR HOLIDAYS?

21%  16% 9% 2%

51%

REST EXPLORE THE ENJOY HAVE FUN PRACTICE
DESTINATION FAMILY THEIR
TIME HOBBIES




IMPORTANCE OF EACH FACTOR
IN THE DESTINATION CHOICE
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Note:
Each aspect is rated individually ("Not important”, "Somewhat important”, "Quite important”, "Very important"”).
% of tourists who indicate that the factor is "very important" in their choice.



WHAT CHANNELS DID THEY USE TO
GET INFORMATION ABOUT THE
TRIP?

51.4%
48.4%

29.7%

20.2%

6.5% 6.5%
3.3%
: 8% 0.5%
— [
Previous visits Friends or Internet or Mass Media  Travel guides Travel Blogs or Travel TV Tour Operator Public Others
to the Canary relatives social media and magazines Forums Channels or Travel administrations
Islands Agency or similar

Multi-choise question




TRIP BOOKING

54% of tourist who visit the . ,
With whom did they

Canary Islands book their trip
book their flight and

with more than 3 months

accommodation??

The same

0
day 0.9%

m Tour Operator or Travel Agency

m Directly

Between 1

and 30 days 22.3%

Between 1
and 2
months

23.0%

Between 3
and 6
months

33.0%

More than 6

o)
months 20.8%

Flight Accommodation




ACCOMMODATION

What do they book?

All inclusive
32.1%

37.0%

15.9% 15.5%
10.3% 9.0% 9.3%
]
1-2-3* Hotel 4* Hotel 5* Hotel / 5* Aparthotel / House/room Private Others (Cottage,
Luxury Hotel Tourist Villa rented in a accommodation cruise, camping,..)
private dwelling (1)

(1) Own property /House of friends or relatives / Free housing exchange / Other private accommodation.




% TOURISTS WHOSE SPENDING
HAS BEEN GREATER THAN €0 IN
EACH ITEM

50.9%




% TOURISTS WHO BOOK
HOLIDAY PACKAGE
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NUMBER OF TOURISTS BY
OUTDOOR TIME PER DAY

Million of tourists

Average
” 7.4h
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ACTIVITIES IN THE CANARY
ISLANDS

Other Nature Activities
Taste Canarian gastronomy

Sea excursions

HiKing

Beauty and health treatments

Beach Theme parks
Walk; wander --

Windsurf / Kitesu Running = Museums

o SW|mm|ng pool
~ Explore the island

Organized excursions




PLACES VISITED IN TENERIFE

Teide National Park
Santa Cruz

La Laguna

Los Gigantes Cliffs
Garachico

La Orotava

lcod de los Vinos
Anaga Rural Park
Masca Valley

Teno / Buenavista

Infierno Valley




PLACES VISITED IN GRAN CANARIA

Maspalomas

O
e [ 0.0%
L as Palmas de

9]
oo corare . T - 7:9%

p&";f‘e 41.0%
North of the 5
island _ 20.7%
Island's interior _ 20.1%

Agaete _ 14.2%
Teror - 14.0%
Rogue Nublo - 15.5%
Guayadeque

7.2%

Viewpoint




PLACES VISITED IN LANZAROTE

Arrecite . | ' %

Montana del Fuego/
Ruta de los Volcanes _ 29.1%
I 2 5%
Mirador del Rio

Viewpoint _ 20.9%
I 105%
I 15.0%
I 172%
I 8%

B 7 5

Monumento al

Campesino - 7.2%

San José Castle . 2. 7%

Jameos del agua

Teguise Market
Cueva de los Verdes

Cactus Garden

César Manrigue
Foundation

| a Graclosa



PLACES VISITED IN FUERTEVENTURA

Jandia Beach _5.8%
Corralejo Dunes _ 30.2%
cotillo |GG 03 49
Betancuria _ 18.8%
Betancuria Viewpoint _ 15.5%
Cofete _ 13.9%

Aloe Vera Museum - 0.5%
Montana Sagrada de Tindaya - 5.8%
Sicasumbre Viewpoint - 5.4%

Museums - 4.4%

La Casa de los Coroneles . 2.6%




PLACES VISITED IN LA PALMA

Santa Cruz de La Palma 78.2%

Tazacorte Harbour _ 59.8%
Los Llanos de Aridane _ 58.8%
cattersge Tabuiontc | <
Cumbre vieja Volcano _ 52.2%

i deosvelconcs | <

20.8%

Los Tilos Forest







HOW MANY TOURIST SPEND IN
RESTAURANTS

CANARY Lanzarote Fuerteventura Gran Canaria Tenerife La Palma
ISLANDS

% Tourists whose spending has been greater tan €0 in restaurants




HOW MANY SPEND IN

142.88 €
104.71 €

CANARY L anzarote Fuerteventura Gran Canaria Tenerife La Palma
ISLANDS

RESTAURANTS

115.32 € 112.64 €

81.97 €

Average expenditure of tourists whose spending has been greater €0 in restaurants
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HOW MANY TOURIST SPEND IN
CULTURAL ACTIVITIES

CANARY Lanzarote Fuerteventura Gran Canaria Tenerife La Palma
ISLANDS

% Tourists whose spending has been greater tan €0 in cultural activities
Cultural activities = cultural activities + msueums



HOW MANY SPEND IN CULTURAL

ACTIVITIES

99 28 € 106.24 €

CANARY Lanzarote Fuerteventura Gran Canaria Tenerife La Palma
ISLANDS

Average expenditure of tourists whose spending has been greater €0 in cultural activities
Cultural activities = cultural activities + msueums







HOW DO THEY VALUE THE
EXPERIENCE IN THE CANARY
ISLANDS?

e 8.74/10
P!

Average rating

54.8%
42'3%

2.9%

Worse or much worse Lived up to expectations Better or much better
than expected than expected




HOW MANY ARE LOYAL TO THE
CANARY ISLANDS?

23.1% 19.9% 17.0%

First visit Repeat tourists At least 10 Repeat tourists Repeat tourists
previous visits  (last 5years) (last 5years) (5
or more Vvisits)




FUTURE INTENTIONS

Return to the Canary Islands Recommend visiting the Canary
Islands

Scale (0-10)



TOURIST TAX *

78% of tourists who visit the Canary Islands do not exclude those destinations

that charge a tourist tax.

Would they be willing to pay a tourist How much would they

tax for each day of accommodation In willing to pay?

the Canary Islands?

For any purpose - 11.3%

Improve living o
conditions - 9.2%

Improve economic o Up to 2 euros
development l 4.6%

Improve the o
environment - 17.5%

Improve the tourist
X l 4.4%

Up to1euro 37.6%

32.4%

environment

19.5%

Up to 3 euros

Other purposes . 0.2%

More than 3 euros 10.4%

* Data available from Q2 2024




SUSTAINABLE DESTINATION (1) *

When Booking a trip, do they Would they be willing to spend
tend to choose the most more on travel to reduce their
sustainable options? carbon footprint?

= No
= NO

= Yes, but only if it not inconvenient mYes, up to 5% more

" Yes, up to 10% more

m Yes, even If It means some

. . mYes, upto20% more
Inconvenience

m Yes, over 20% more

* DATA = 2023




SUSTAINABLE DESTINATION (l1) *

Percepcion of the following sustainability measures during their stay

8.6 8.5
8.0 8.2
7.6 75
7] 7.0 71 7.2
I I I I I 6.6 I

Quality of life  Tolerance Cleanlinessof Airquality Rational water Energy saving Use of Recycling Easy toget Overcrowding Supply of local
on the island towards the island consumption renewable around by in tourist products
tourism energy public areas
transport

Scale (0-10) (O = Not important and 10 = very important)
* DATA = 2023







SCHEDULED AIR CAPACITY - 2024 -
34 MERCADOS 146 DESTINOS

United Kingdom 6.903.207 Madrid 3.072.918
Spain 6.383.538 Manchester [N 1.147.876
Germany I 3.047.527 London-Gatwick I 1.029.771
Ireland B 837.290 Barcelona [ 922.248
ltaly I 825.014 London-Stansted | 701.178
Netherlands B 719.358 Duesseldorf I 613.768
France [ 684.265 Dublin I 586.716
Belgium [ 496.716 Birmingham [ 575.734
Switzerland | 360.914 Bristol [ 559.459
Poland § 236.259 Frankfurt [ 527.264
’
45 AEROLINEAS 707 RUTAS
Ryanair [N 4.774.652 Madrid - LPA (Iberia Express) | NN 614.582
Jet2.com Limited NN 2.490.422 Madrid - TFN (Iberia Express) [ 531.202
Vueling Airlines |G 2.237.184 Barcelona - TFN (Vueling) [N 276.578
easylet [N 1.927.695 Barcelona - LPA (Vueling) | 274.896
Iberia Express I 1.839.810 Madrid - TFN (Air Europa) [N 269.324
TUI Airways Limited [ 1.078.789 Madrid - LPA (Air Europa) [N 251.012
Condor [ 1.011.872 London-Gatwick - TFS (EasyJet) | 220.929
Binter Canarias [l 750.634 Manchester - TFS (Jet2) [N 201.288
TUIfly B 628.992 Madrid - ACE (Iberia Express) | 199.006
Air Europa [l 604.591 Madrid - TFS (Iberia Express) I 174.226

Scheduled air capacity to Canary Islands (seats). Canary Islands residents are not include (W2324 /524).
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