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The boom in tourism is a global phenomenon: 
over the past few decades, international tourism 
has expanded constantly. The figures speak for 
themselves. The number of international tourists, 
in 1950 totally 25 million worldwide, reached 1.3 
billion in 2017 (7% more than in 2016) and this is 
expected to rise to 1.8 billion by 2030 according to 
the World Tourism Organisation (WTO). The data 
available for 2018 endorse the industry’s good 
health: international tourism was up by 5% in the 
first nine months of the year, with Europe and Asia-
Pacific recording the highest growth (6% and 7%, 
respectively). For 2018 as a whole, the WTO predicts 
a slight slowdown but still strong growth of between 
4% and 5%.1

Spain has taken advantage of the global rise 
in tourism, becoming the second most visited 

country in the world after France

In 2017, 81.8 million international tourists visited 
Spain, up by 8.7% on the previous year and 
outperforming the global growth figure of 7%. Spain 
has now overtaken the US as second in the ranking of 
the world’s favourite destinations (France is still the 
leader).2 

After several years of unprecedented growth, with 
inbound tourism setting records year after year, 
close to 82 million international tourists visited Spain 
in 2018,3 a level similar to 2017. This represents a 
considerable slowdown in the growth rate for inbound 

1 These figures are higher than the long-term growth forecast, namely 3.8%, indicating that global tourism still booming. See UNWTO, «Tourism Highlights», 
«2018 Annual Report», September 2018 and UNWTO, «World Tourism Barometer», November 2018.
2 Provisional data.
3 CaixaBank Research estimate.
4 Cumulative change up to November.

tourism and suggests the industry is now starting to 
consolidate the excellent figures achieved over the 
past few years.

However, although the number of tourists has 
stabilised, tourist expenditure still appears to be 
growing, highlighting the importance of the industry’s 
strategy to attract higher quality tourism. The number 
of tourists visiting Spain in 2018 may have been similar 
to the total in 2017 but the amount spent by those 
tourists increased by 2.8% and daily expenditure rose 
by 6.4%, both very positive figures.4

Expenditure by Spain’s international tourists  
is growing faster than the number of visitors
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Source: CaixaBank Research, based on data from the Spanish Statistics Institute.

This increase in tourist expenditure has been supported 
primarily by the rise in visits by non-European tourists 

SITUATION AND OUTLOOK
The tourism industry: faced with the challenge of consolidating  
its leadership    
In 2019, the positive trend will continue in the tourism industry although the past few years΄ 
exceptional growth rates are expected to diminish, in line with the slowdown observed in 
2018. The big challenge facing the industry will be to consolidate its excellent performance 
regarding inbound tourism over the past few years while shifting its focus onto higher value 
added segments.
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who tend to spend more (such as those from the US, 
whose number is up by 10.9% on the previous year) 
and also by the decrease in the number of tourists 
from segments with a lower expenditure capacity, 
mostly from Germany (–4.7%) and the United Kingdom 
(–2.0%).5

We expect the industry will be able to keep its 
number of international tourists at an all-time 

high in 2019 

In 2019, we expect the stabilisation in the rate of 
inbound tourism observed in 2018 to continue, in line 
with the predicted slowdown in the growth rate for 
international tourism as a whole and the disappearance 
of some temporary factors that had boosted tourism in 
the past, for instance the geopolitical instability in some 
of Spain’s Mediterranean rivals such as Egypt, Tunisia 
and Turkey.

Nonetheless, according to CaixaBank Research 
forecasts, in 2019 the total of 82 million euros 
international tourists achieved in 2017 and 2018 will 
be maintained. All the evidence suggests that British 
tourists will continue to be the largest group in 2019; 
18.3 million tourists from the United Kingdom will 
visit Spain this year, followed by the German and 
French (11.3 and 11.2 million tourists, respectively). 
The numbers of US tourists, notable for their higher 
daily expenditure, will also continue the good figures 
recorded in the past few years, with an estimate of 
almost 2.9 million visiting Spain in 2019. The increase 
in tourist expenditure is also likely to continue, 
reaching around 92 billion euros.

One of the key supports for Spain’s economic growth 
during the recovery has been the tourist industry 
and particularly the strength of international 
tourism. Between 2016 and 2018, the average 
growth in tourism-related GDP was 4.8%6 year-
on-year, much higher than the 2.8% growth in 
the economy as a whole. During the same period, 

5 Cumulative change up to November.
6 Compound annual growth rate.
7 The forecast model for tourism-related GDP contains indicators related to the tourism industry (inbound tourism and revenue from international tourism) as 
well as broader indicators for the services sector (PMI business sentiment index and retail sales confidence indicator). 

domestic tourism grew in line with the economy’s 
overall GDP growth, so this better performance by 
tourism-related GDP is due entirely to the rise in 
international tourism.

The evidence points to the sector posting GDP growth 
rates of around 2.6% in 2019, outperforming the 
economy as a whole (2.1% according to our forecasts) 
but below the growth recorded in the past few years. 
This is because a detailed examination of the different 
real-time indicators of the sector’s situation reveals a 
slight slowdown.7 

Growth in tourism-related GDP is outperforming  
the economy’s total GDP
Year-on-year change (%)
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Source: CaixaBank Research, based on data from the Spanish Statistics Institute.  

CaixaBank Research predicts 3% growth in 
tourism-related GDP in the two-year period  

of 2018-2019, outperforming Spain’s economy  
as a whole (2.3%) 

In spite of this slowdown, the fact that tourism-
related GDP is growing faster than the economy as 
a whole means the sector is increasing in relative 
importance, and has been for several years. Between 
2010 and 2017 (the latest figure available), tourism 
increased its direct and indirect contribution to 
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Spain’s GDP by 1.5 percentage points (pp), from 
10.2% to 11.7% of GDP.8

Given that the tourism industry is highly labour-
intensive, it is not surprising that tourism’s share of 
Spain’s total employment is larger than its relative 
contribution to Spain’s GDP. In 2017, the tourism 
industry employed 2.6 million people, directly and 
indirectly, accounting for 12.8% of total employment.

In fact, over the past four years the number of workers 
affiliated to Social Security who are employed in tourism-
related economic activities rose by 372,693. In other words, 
the tourism industry generated 20% of the new jobs.

Between 2014 and 2018, the tourism industry 
created 1 out of every 5 jobs in Spain

In 2018, the cumulative rise from January to October 
in the number of workers affiliated to Social Security 
employed in the tourism industry was 4.0% year-on-year, 
0.8 pp below 2017’s increase (4.8%) but much higher than 
the total growth for this concept (3.2%). By sub-sector, 
the slowdown is more obvious in food and beverage 
services (accounting for 54% of the industry’s jobs) with 
3.1% year-on-year growth, and also accommodation 
services with 4.2%. However, travel agencies and the rest 
of the services are still posting healthy job creation rates, 
up by 6.4% and 5.3%, respectively.

Favourable trend in the number of workers 
affiliated with Social Security in the tourism sector
Year-on-year change (%)

TOTAL AFFILIATED WORKERS

Affiliated tourism workers
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Note: * 2018 data from January to October.
Source: CaixaBank Research, based on data from the Ministry of Employment and 
Social Security and TurEspaña.

8 Data from the Cuenta Satélite del Turismo, produced by the Spanish Statistics Institute.

In 2019, we expect the tourism industry to continue 
creating a large number of jobs, around 80,000 a year, 
although the growth rate will be slightly slower than 
the rate observed in the past few years, in line with 
the slowdown in growth in Spain’s economy, which is 
entering a more mature phase of the cycle. 

Tourism products and services are shifting 
towards the premium range, improving the 

sector’s profitability

In the past few years, the hotel industry has invested 
extensively in renovating its facilities and modernising 
hotels to reposition its supply more towards the 
wealthier demand segment. In November 2018, superior 
category hotels (4 and 5-star) accounted for over half of 
all hotel bed-places on offer (52.8%), above the 51.0% 
achieved in the same month in 2014, while the share of 
hotel places in the rest of the categories has gradually 
fallen (–1.3% cumulative since November 2014). 

Higher category hotel bed-places are increasing
Number of places (thousands)

Note: Data refer to November.
Source: CaixaBank Research, based on data from the Spanish Statistics Institute.
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In general, premium category hotels benefit from higher 
occupancy rates, less seasonality and higher room prices. 
In November 2018, 4 and 5-star hotels posted occupancy 
rates of 58.1% compared with 44.1% for lower category 
hotels, while the average daily rate (ADR) per room was 
99.9 and 62.0 euros, respectively. This increase in superior 
category hotel places has affected the main indicators 
for the hotel sector’s profitability. Revenue per available 
room (RevPar) totalled 50.0 euros in November 2018 
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(69.0 euros in 4 or 5-star hotels and 28.7 euros in the rest) 
compared with 36.4 euros in November 2014.

Such growth in the number of superior category hotel 
places is likely to continue, driven by increasing demand 
for higher category hotels and favourable financial 
conditions encouraging hotel investment. Nevertheless, 
the industry must ensure its supply remains competitive 
and consolidate the significant efforts made over the 
past few years, which have helped to position Spain as 
the most competitive country in the world in the travel 
and tourism industry, according to the World Economic 
Forum.

Spain tops the world ranking for competitiveness 
in the travel and tourism industry, produced by 

the World Economic Forum

In conclusion, the trend in the tourism industry is still 
positive although growth is likely to slow down in line 
with the lower growth expected in inbound tourism. 
Given this situation, the industry has two challenges: 
to consolidate the excellent numbers of international 
tourists achieved in the past few years while 
continuing to shift the focus of its supply towards the 
premium end of the market in order to attract higher 
quality and higher added value tourist segments. 
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Information has now become a vital asset for the 
strategic decision-making of many private firms 
and public organisations. In the case of the tourism 
industry, big data analytics has huge potential in a 
number of areas, such as helping to predict future 
demand patterns or detecting the preferences of each 
visitor so that, in combination with new technologies, 
an entirely personalised travel experience can be 
offered. The wealth of information obtained from 
big data can also be extremely useful for public 
organisations and tourism boards in designing tourism 
promotion policies that are appropriate for each 
particular destination.  

Big data could be a great ally in  
consolidating the tourism industry’s good 

performance 

After years of continual growth, Spain’s tourism 
industry has established itself as a world leader. 
Reaching the top was no easy task; nor will it be any 
easier to hold onto this position. Big data analytics 
can help to design a strategy to improve the industry’s 
sustainability based on two key aspects: increasing 
expenditure per tourist and reducing the sector’s 
seasonality. 

Which tourists spend the most in Spain? 

One very important source of detailed data on 
tourist expenditure (or visitor exports) is the Tourist 
Expenditure Survey (Egatur) produced by the Spanish 
Statistics Institute. This is based on over 127,000 
annual surveys carried out on non-residents when 
they enter or leave the country. The sample is taken 

1 Filipino tourists are not numerous (53,649 people in 2017) so their share in total tourist expenditure is small (0.2%), even though their daily average 
expenditure is high. 

monthly at the main entry and exit points for non-
resident visitors, taking note of the type of route 
(airport, road, port or train), type of accommodation, 
country of residence and main autonomous 
community visited. The aim is to discover how much 
is spent during the trip, irrespective of who has been 
paid or where. 

These data reveal that the main factor determining 
how much a tourist spends is nationality; specifically, 
70% of tourist expenditure depends on this 
parameter. Tourists from the Philippines spent 
the most in 2017 (602 euros per person and day),1 
followed by the Japanese (402 euros) and Koreans 
(353 euros). American tourists are also notable as 
their average daily expenditure is high (246 euros) 
and their share of total tourist expenditure is also 
significant (5.5%). Among Europeans, the tourists 
spending the most came from Scandinavia (139 
euros) and the Netherlands (136 euros), while those 
spending the least came from France (87 euros per 
person and day).   

Daily expenditure by tourists varies  
depending on their nationality: Filipinos, 

Japanese and Koreans spent the most in Spain 
in 2017 

After the country of origin, the second most important 
factor behind the variation in spending per tourist is 
the type of accommodation chosen (accounting for 
17% of the total). Tourists staying at hotels spend the 
most per person and day (186 euros) compared with 
those at other types of accommodation such as tourist 
apartments (117 euros) or in a private property owned 

How can big data make the tourism industry more sustainable? 
The potential of big data analytics to improve decision-making in the tourism business is 
huge. The processing and analysis of large amounts of information provide greater insight 
into the behaviour of tourists and their needs which, in turn, can help to develop new 
products, services and strategies.
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by relatives or friends (81 euros). Other factors which 
might seem relevant, such as the type of exit route, 
the autonomous community visited, the month when 
the trip was made, the reason for the trip and  
whether it was a package holiday are actually less 
important.  

However, we can achieve greater insight by analysing 
the data further. For instance, all the aforementioned 
characteristics can be combined (nationality, 
accommodation, type of entry route into the country, 
etc.) in order to segment tourists into different groups 
and identify those that spend the most. 

Country of origin is the main factor behind tourist 
spending 
(% of the variation in tourist spending per person explained  
by each factor)

Note: Data from 2017.
Source: CaixaBank Research, based on data from the Spanish Statistics Institute.
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In 2017, there were more than 1,300 groups of 
tourists whose average daily spend was above 200 
euros,2 clearly higher than the overall average of 137 
euros a day. Most of these tourists came from non-EU 
countries although there are exceptions. For instance, 
129 groups were detected of French tourists who 
spent more than 200 euros a day (remember that 
France is the country of origin with the lowest daily 
expenditure on average). Higher spending French 
tourists visit Spain throughout the year (not just in 
the summer), travel by plane (unlike the vast majority 
of French tourists who come by road) and tend to 
stay at hotels. 

2 Another condition to identify tourist segments with a significant share was that the expenditure of each segment had to be over 10 million.
3 These are the number of months prior to the trip when the correlation between the variation in the Google index and the variation in inbound tourism is 
highest for each nationality in question.  

We also identified another tourist segment that spent 
more than 200 euros per day on average, in this case 
it was Italian tourists arriving at the port of Barcelona 
or Valencia, usually in April or May, and staying at 
hotels.  

This analysis of individual data has helped us to 
identify groups of tourists who do not solely come from 
countries outside Europe with an average daily spend 
in excess of 200 euros. This was impossible when the 
analysis only took the country of origin into account and 
calculated the average spend by nationality.  

How can data be used and combined to 
improve the industry’s performance? 

Unstructured online information can also be a great 
business tool. Based on searches carried out via 
Google using the term «tourism in Spain», we have 
analysed how much in advance tourists plan their 
trips.

Generally speaking, there are two moments when 
potential tourists use Google the most: firstly, when 
they actually choose their destination and book the trip 
and, subsequently, much closer to the departure date, 
when they finalise the arrangements. Interestingly, the 
country of origin can determine how much in advance 
tourists plan their trip. 

An analysis carried out using Google Trends data shows 
that German and Dutch tourists arrange their trips much 
more in advance, with spikes in Google searches 11 and 
7 months prior to travel in the case of Germany and 12 
and 6 months in the case of the Netherlands.3 Searches 
made from France, the United Kingdom and Italy are 
carried out during the months closer to the actual 
departure, presumably because of the shorter distance 
for the first and third cases, and the more widespread 
use of all-inclusive package holidays in the case of the 
British.
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How early do tourists search for information?
Number of months since the search for information on Google
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Source: CaixaBank Research, based on data from the Spanish Statistics Institute and 
Google Trends.

These results therefore suggest that not all tourists 
arrange their trips the same amount of time before 
their actual departure. Such information could help 
to optimise the times when campaigns should be 
run to attract tourists according to their nationality. 
For instance, if the aim is to increase visits by higher 
spending tourists (such as those from the US and 
Netherlands), analyses suggest that campaigns to 
attract the latter should be run at least 12 months 
before they arrive while those for the former could  
be run later, as they tend to arrange their trips closer  
to the departure date. 

Reducing seasonality 

Spain’s tourism industry would also become more 
sustainable if it could reduce its seasonality. Despite 
the sector’s good performance over the past few 
years, it is still highly seasonal and this represents 
a drawback due to the low utilisation of installed 
capacity throughout the year. Moreover, highly 
seasonal tourism has important repercussions for the 
labour market as it tends to encourage temporary 
contracts (the share of temporary employment in 
tourism is over 8 pp higher than for the economy as 
a whole), limiting human capital accumulation in the 
tourism industry. 

The seasonal nature of Spain’s tourism industry 
undermines the good results recorded recently 

and has important repercussions for the labour 
market

Big data can be of great help in identifying which 
tourist segments are more (or less) seasonal and 
thereby design the right strategies to attract less 
seasonal tourism.   

In this case, Egatur data indicate that French and 
Italian tourists travelling to the Balearic Islands, the 
Community of Valencia and Catalonia tend to be the 
most seasonal, with seasonality here being understood 
as the percentage of tourist arrivals in summer (June-
September) out of arrivals for the whole year. On the 
other hand, tourists visiting the Canary Islands and 
Madrid and, in general, those travelling for business  
are the least seasonal.

Another example of the industry’s high degree of 
seasonality and the concentration of tourists in certain 
areas is provided by data on card payments made 
by tourists. For example, the following maps of the 
Balearic Islands, based on an analysis of card payments 
in December and July 2017, show a high concentration 
of spending by non-residents. Moreover, we can see 
how the beach areas concentrate a larger share of this 
tourism.

Variation in tourism seasonality by group
Distribution by month (%)

Note: Data from 2017.
Source: CaixaBank Research, based on data from the Spanish Statistics Institute.
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Seasonality in the Balearic Islands
(% of payments made by foreign cards out of total  
payments)

  

           100%        0% 
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Source: CaixaBank Research.

Another interesting example is the case of Girona, a 
province which, presumably due to its proximity to 
France, is particularly popular with French tourists. 
In some postcode areas very close to the border, 
transactions with French credit cards can account for 
90% of all foreign transactions. 

Payments by French tourists in 2017
(% of payments made by French cards out of total payments  
by foreign cards)

Source: CaixaBank Research.

100%           0% 

The future of the tourism industry and big data

As we have seen, big data analytics provide a large 
amount of information which can potentially transform 
how strategic decisions are taken in the tourism industry. 
This includes a wide range of aspects, from the design 
of marketing campaigns, deciding which countries and 
what kind of tourist should be targeted, to innovation 
in products that can be personalised according to the 
visitors’ particular interests. Ultimately, the aim is to 
determine which type of tourism should be targeted, 
ascertain its needs and preferences and adapt the 
tourism on offer to improve the consumer experience. 
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The sharing economy’s impact on tourism    
The emergence of the sharing economy is especially having a particular effect on the tourism 
industry: the increasing popularity of peer-to-peer (P2P) platforms is altering how some 
services are provided (accommodation, recreation and transport) and creating new forms of 
tourism. But the fast growth observed in recent years represents a considerable regulatory 
challenge: legislation has yet to be adapted to this new situation.

The sharing economy revolution can be seen in many 
economic areas but it is having a particularly marked 
effect on the tourism industry. Many P2P services 
offered on sharing platforms are alternatives to 
professional tourism services related to accommodation, 
recreation and transport. Given the scale achieved 
by many of these platforms in the past few years, it is 
not surprising that part of the tourism ecosystem has 
changed.  

Nevertheless, the various platforms in the tourism 
market have a different penetration depending on 
the sub-sector in question. Their impact is especially 
high during the initial stages of the purchasing cycle 
where platforms that bring together people renting out 
properties with potential clients act as de facto booking 
centres for tourist accommodation, complementing the 
traditional supply. Some platforms also help users to 
create their own holiday packages by making it easier to 
exchange information (reviews, recommendations, etc.) 
with other tourists and local residents to plan their trip. 
Another prominent example of the sharing economy’s 
impact, this time at the stage of travelling and also at 
the destination, is related to road passenger services 
and especially temporary vehicle hire between private 
individuals.

Once tourists are at their destination (a stage 
characterised by labour-intensive services, especially at 
the point of client contact), sharing platforms offering 
more personalised services have become popular, for 
instance gastronomic experiences in which tourists 
share a dinner with local residents, and also travel 
experiences such as tours organised by locals that are 

1 European Parliament (2017), «Tourism and the sharing economy», Briefing.

presented as a more «authentic» alternative to the 
services provided by traditional tourist operators.

Impact of the sharing economy in the different 
stages of the tourism customer journey

Accommodation Land-based passenger 
transportation

Sporting, recreational  
and entertainment 

activities

Review  
platforms

Traditional Share the cost 
of travel

Equipment
rental

Exchange of views  
and recommendations 

on the quality of  
tourist services

House swap 
between 

two individuals
Taxi services Tours and tourist 

activities

House sitting Workshops
and classes

Work in exchange for 
accommodation

Food and drink
services

Hotel booking resale 
platforms between 

individuals

Gastronomic
activities

Review platforms

Vehicle rental
between individuals

(bicycles, boats,
cars, etc.)

Exchange of  
information between 

users

Post-tripPre-trip (booking) Travelling Destination

Source: CaixaBank Research.

Digitalisation and economic, social and cultural  
changes in consumers have boosted sharing in 

the tourism industry

Digitalisation and new technologies are essential  
to understanding how the sharing economy has 
become increasingly popular.1 Although private 
individuals arranging tourism-related activities 
between themselves is not a new phenomenon  
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(there have always been alternative or non-
conventional exchanges between individuals), this 
practice tended to be limited to friends and 
acquaintances. Digital platforms have helped to 
expand these small interchanges between strangers to 
an unprecedented scale, reducing market entry costs 
for suppliers and also transaction costs. 

On P2P platforms consumers can readily compare 
prices from different suppliers, get more information 
on the good or service offered, find out the opinions of 
other users before deciding and, in many cases, get in 
touch directly with the supplier.

Moreover, the cultural and economic changes 
occurring in the past few years have meant that 
consumers are increasingly willing to share resources 
and enjoy goods for a limited period instead of owning 
them. One particularly important change has been a 
greater interest in social aspects and community (the 
desire to expand one’s social circle via new contacts 
with similar interests) as well as greater concern for the 
environment.2

Similarly, today’s tourist tends to prioritise cost and 
value for money in the services they buy, partly due 
to the extensive supply on offer. In such a context, 
the tourism industry is the ideal candidate for the 
expansion of sharing-based business approaches due 
to the very nature of the services it provides. Goods 
entailing high costs but which tend to be used only 
occasionally are the most likely to be «shared» with 
others, so it comes as no surprise that accommodation 
and transport services have been most affected by the 
rise in these new forms of consumption.

New consumers are increasingly open 
to sharing resources and using goods 

temporarily, as well as being more interested 
in social aspects and the environment. Cost 
and customised experiences are also more 

important to them

2 Botsman, R. and Rogers, R. (2010), «What’s Mine Is Yours: The Rise of Collaborative Consumption», New York: Harper Collins.
3 Amadeus Research Study (2013), «Trending with NextGen Travelers».
4 OCDE (2016), «Tourism Trends and Policies 2016», OECD Publishing.
5 European Parliament (2017).
6 Data from the World Tourism Organisation (UNWTO).

Finally, the expectations of today’s tourists have 
changed. Specifically, tourism consumers, especially 
when young, are more open to making their travel 
arrangements themselves and increasingly demand 
unique, customised experiences.3 This growing desire 
to enjoy «authentic» experiences has given rise to 
new market niches. Given this situation, the sharing 
economy has become more popular as it offers 
people the chance to acquire these more flexible 
and less standardised experiences,4 such as unusual 
accommodation or gastronomic experiences shared 
with local residents.

All this is in addition to the fact that sharing has 
developed at a time of rapid growth in the tourism 
industry5 (the number of international tourists has 
increased by 38% since 2010),6 making the increase  
in such activities even more noticeable.
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What effects is the sharing economy having  
on the tourism market?

With the emergence of P2P online platforms, tourism 
suppliers, normally made up of traditional firms, have 
increased considerably with a notable decrease in 
the sector’s barriers to entry (it is now much easier 
for anyone to become a supplier of tourism services). 
Incumbent firms have therefore been forced to respond 
to these changes to remain competitive. 

Many have concentrated their efforts on attempting 
to satisfy tourist expectations; by lowering prices, 
improving quality or extending the range of services on 
offer, or through innovation. For example, traditional 
tourist accommodation suppliers have introduced 
loyalty schemes that offer their clients additional 
benefits, and have also started to offer activities and 
events with the aim of «connecting» their guests with 
local residents and culture.

In the medium term, tourism companies may 
promote new business models that share 

resources to reduce costs and improve efficiency

Nevertheless, as many of the activities associated 
with the sharing economy are not covered by 
current legislation, there may be many instances of 
unfair competition as incumbent firms, unlike the 
new market agents, have to abide by stricter rules. 
It is therefore important to develop a legislative 
framework that ensures legal security and an even 
playing field for all competitors.7 Moreover, although 
the sharing economy has had more of an effect, so 
far, on peer-to-peer transactions where one of the 
parties is the end consumer, in the medium term 
there is great potential for sharing-based business 
models in which companies share resources with 
each other to reduce their costs and improve their 
operating efficiency.

From a demand point of view, this increase and 
improvement in the supply of tourism services  

7 For more details, see the article «The challenges of regulation of the sharing economy», in MR07/2018 by CaixaBank Research  
http://www.caixabankresearch.com/sites/default/files/documents/im_1807_38-39_dossier_4_en.pdf).
8 Stephany, A. (2015), «The Business of sharing: Making it in the New Sharing Economy», Palgrave Macmillan.
9 OECD (2016).
10 European Commission (2016), «A European agenda for the collaborative economy - supporting analysis», Commission Staff Working Document.

has been very positive for consumers as they have  
more choice and greater decision-making power.8 
Nowadays, tourists have increasingly more options 
available to them in terms of accommodation, 
entertainment and travel, so they can choose the 
option that best suits their preferences, needs and 
pocket. They can also readily compare the features of 
different offers from around the world and discover 
what other tourists think before they choose a 
particular good or service. 

The sharing economy has also helped to create new 
demand in the tourism market.9 As P2P platforms 
provide an alternative range of tourism services,  
they attract new and different types of tourist. Some 
of these new tourists are attracted by the possibility 
of local experiences while others, especially younger 
consumers, are attracted by the lower prices and online 
accessibility of the service. This «new» supply can 
therefore help to create new market niches or attract 
tourists to destinations that were previously not so 
popular. Nevertheless, to be able to guarantee a suitable 
degree of consumer protection, a level playing field for 
both traditional and new competitors, and also minimal 
quality standards, the regulatory framework needs to be 
adapted to the new situation.

It’s important to develop a regulatory framework 
that ensures legal security and a level playing 

field for all competitors9

To sum up, the emergence of the sharing economy 
and associated business models has shaken up 
the tourism industry and changed how consumers 
perceive and use traditional tourism services. The 
sharing economy can help to improve the sector’s 
competitiveness and complement the traditional 
supply. But the rapid growth observed in recent years 
poses a significant challenge for legislation as many 
of these activities are not covered by current laws. 
The legal framework therefore needs to be adapted 
to this new situation.10
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Main indicators of the tourism industry
Percentage change compared with the same period the previous year, unless otherwise specified 

Average  
2000-20071

Average  
2008-20142

Average  
2015-20173 20184 Trend5 Date latest data

Economic activity indicators
Total GDP 3.6 –1.3 3.1 2.6 Q3 2018
Tourism-related GDP6 1.7 –0.7 6.0 4.9 Q3 2018

Labour market
Total affiliated workers 3.5 –2.3 3.2 3.2 Oct-18
Affiliated workers in the tourism industry 4.2 0.4 5.1 4.0 Oct-18

Accommodation services 4.6 –0.9 7.0 4.2 Oct-18
Food and beverage services 4.4 1.0 5.1 3.1 Oct-18
Travel agencies/tour operators 5.2 –2.7 6.0 6.4 Oct-18
Other tourism services 3.8 0.1 4.1 5.3 Oct-18

Temporary employment rate in tourism (%) – 32.2 34.9 33.5 Q2 2018
Unemployment rate in tourism (%) – 16.0 13.7 13.3 Q2 2018

Balance of payments
Tourism receipts (% of GDP) 4.5 4.2 4.9 7.4 Q3 2018
Tourism expenditure (% of GDP) 1.2 1.2 1.6 2.5 Q3 2018
Total tourism (% of GDP) 3.4 3.0 3.4 5.0 Q3 2018

Tourism demand indicators
International tourism

Number of international tourists 3.8 2.2 9.6 0.7 Nov-18
Origin: United Kingdom – 4.6 9.3 –2.0 Nov-18
Origin: Germany – 5.7 6.5 –4.7 Nov-18
Origin: France – 11.1 3.4 0.7 Nov-18
Origin: Italy – 14.1 5.8 3.0 Nov-18
Origin: United States – 1.2 19.2 10.9 Nov-18
Origin: rest of Europe – – 12.4 1.4 Nov-18
Origin: outside Europe – – 18.2 6.4 Nov-18

Visitor exports 5.4 3.3 10.8 2.8 Nov-18
Average duration (days) – – 7.9 6.9 Nov-18
Average daily expenditure per person (€) – – 132.7 155.0 Nov-18

Domestic tourism

Overnight stays (number) – – 4.2 0.0 Sept-18
Average duration (days) – – 4.0 5.8 Sept-18
Average daily expenditure per person (€) – – 58.5 46.8 Sept-18

Hotel supply indicators
Number of available hotel places 3.3 1.2 1.3 1.1 Nov-18

Category: 4 or 5-star 9.7 3.6 3.1 2.7 Nov-18
Rest of categories 0.2 –0.8 –0.4 –0.6 Nov-18

Hotel occupancy rate (pp) –0.4 0.2 2.1 1.0 Nov-18
Category: 4 or 5-star –0.6 0.6 1.6 0.6 Nov-18
Rest of categories –0.5 –0.5 2.3 1.3 Nov-18

Average daily rate (ADR) – 0.2 5.1 2.3 Nov-18
Category: 4 or 5-star – –0.8 5.4 1.5 Nov-18
Rest of categories – 0.4 3.6 2.6 Nov-18

Revenue per available room (RevPAR) – 0.6 9.4 1.8 Nov-18
Category: 4 or 5-star – 0.4 8.3 0.2 Nov-18
Rest of categories – –1.3 9.9 3.6 Nov-18

Notes: 1. For the indicators related to the number of international tourists and total expenditure of international tourists, the average corresponds to 2004-2007. 2. For the 
indicators related to the temporary employment and unemployment rates, the average corresponds to 2009-2017. For the indicators related to the number of international 
tourists by origin, the average corresponds to 2013-2014. 3. For the indicator related to overnight stays, the average corresponds to 2016-2017. 4. Average for the year up 
to the latest data available. 5. A sun denotes above the average growth in 2015-2017 minus 1/4 standard deviation; a sun with cloud denotes above the average growth in 
2015-2017 minus 1 standard deviation; a cloud denotes negative growth or above the average growth in 2015-2017 minus 2 standard deviations; and rain denotes below the 
average growth in 2015-2017 minus 2 standard deviations. 6. CaixaBank Research estimate.
Source: CaixaBank Research, based on date from TurEspaña, the Spanish Statistics Institute and Bank of Spain.
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Map of hotel supply indicators

Estimated number of available hotel bed-places

Change Jan-Nov 2018
  Above 1.5%

  0.8% to 1.4%

  Below 0.7%

Total Spain: 1.1%

Estimated places in 2017

> 100,000

25,000 to 100,000

< 25,000

Total Spain: 1,478,293 places

Hotel occupancy rate by places

Change Jan-Nov 2018
  Above 0.9 pp

  –0.2 to 0.8 pp

  Below –0.3 pp

Total Spain: –0.5 pp

Occupancy rate in 2017

> 60%

40% to 60% 

< 40%

Total Spain: 59.1%

Average Daily Rate (ADR)

Change Jan-Nov 2018
  Above 2.6% 

  1.2 to 2.5% 

  Below 1.1%

Total Spain: 2.3%

Average Daily Rate in 2017

> €85 

€60 to €85 

< €60

Total Spain: €85.0
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