
While many countries around the world have 
struggled to hit prepandemic tourism fig-
ures, Malta has bounced back in style as a 
record number of inbound tourists visited the 
Mediterranean nation in 2023. More than 3 mil-
lion people visited the island last year, exceeding 
the 2019 figure by an impressive 8.3%. The total 
tourist expenditure was also 32.7% higher than 
in 2022. 

One of the key factors in Malta’s success was 
the effort carried out by the Malta Tourism 
Authority throughout the COVID-19 pandemic. 
While many countries discontinued opera-
tions and chose to cut back on advertising, the 
Malta Tourism Authority took a very different 
approach. 

“The significant results in the tourism indus-
try are testament to our unwavering belief in 
its potential. Throughout 2020 and 2021 we 
invested in industry-wide training programs, 
ranging from short courses for front-line staff 
to advanced degrees for management,” Carlo 
Micallef, CEO of the Malta Tourism Authority, 
explained. “This proactive approach ensured 
that when tourism rebounded, Malta was poised 
to deliver exceptional experiences. Throughout 
this period, our marketing team maintained 
robust communication channels with stake-
holders worldwide, reinforcing Malta’s appeal 
to tour operators, travel agents and the public. 

“Our commitment to continuous improve-
ment and steadfast support for the industry 
never wavered, ultimately leading to the suc-
cessful outcomes we celebrate today. We strived 
to showcase Malta’s unique offerings during the 
pandemic downtime, utilizing webinars and 
shipments of local products to engage poten-
tial visitors. 

“With minimal competition in the media, 
we seized the opportunity to highlight Malta’s 
distinct attractions and preparedness for 
postpandemic tourism. This included niche 
market development, such as promoting our 
gastronomy, history and active tourism. We also 
invested in diving facilities, culinary experiences 
and attracting Michelin-starred chefs.”

This strategic approach was extremely suc-
cessful. Once travel restrictions around the 
world began to be lifted, Malta immediately 
experienced a resurgence in tourism. Aiming 
to attract 1.8 million visitors in 2022, the coun-
try welcomed 2.3 million tourists. The tourism 
authority then built on this momentum by 
launching numerous advertising campaigns 
that emphasized the nation’s myriad offerings 
in gastronomy, history and cultural experiences.  

“In 2023, we experienced significant growth 
from various markets, notably Italy, which 
became our top market with an increase of 
155,000 tourists on previous numbers, sur-
passing the U.K. for the first time. France also 
showed impressive growth, along with Poland, 
reflecting our strategic initiative to diversify our 
source markets, particularly targeting Eastern 
Europe,” Micallef said. 

“Looking ahead, while we want to solidify our 
position in Europe, our focus is on expand-
ing to long-haul markets. With 55,000 tour-
ists from the U.S. and 20,000 to 25,000 from 
Canada, 50,000 from Australia and around 
25,000 from Japan and South Korea, we want 
to attract travelers seeking unique experiences 
rather than engaging in price competition. Our 
goal is to emphasize the value and richness of 
the Maltese experience, setting us apart in the 
Mediterranean tourism landscape.

“With efforts to improve connectivity through 
partnerships with airlines such as Turkish 
Airlines and Emirates, the long-term objective 
is to have long-haul markets contribute around 
25% of our tourism, striking a balance between 
European and international visitors.”

This would be an important turnaround for 
Malta, which had heavily relied on the U.K. mar-
ket for roughly two decades. British visitors had 
accounted for around 80% of all tourist arrivals, 
but now there is a growing focus on interna-
tional markets, such as Japan. 

In addition to building relationships with 
airlines, this will also be achieved by attending 
global travel events and establishing partner-
ships with iconic brands such as the Manchester 
United soccer team and the legendary Giro 

d’Italia cycling race. “Our strategy involves pro-
moting Malta’s diverse attractions, from sun and 
culture to events and diving, by leveraging tar-
geted marketing campaigns and attending key 
industry fairs, such as the World Travel Market 
and ITB Berlin,” Minister of Tourism and Public 
Cleanliness Clayton Bartolo said. 

“Notably, our successful collaboration with 
Manchester United for ‘Malta Day’ at Old 
Trafford and participation in the Destinations 
Fair in Manchester exemplify our innovative 
marketing approaches. These efforts, coupled 
with improved connectivity, contribute to our 
ability to attract visitors year round. We have also 
partnered with the up-and-coming cycling team 
Polti Kometa, winners of the Tour of Antalya 
and participants in the upcoming Giro d’Italia, 
showcasing Malta’s presence at these renowned 
events,” Bartolo said.

“By marketing in Italy, we want to reach a 
global audience through sports tourism, recog-
nizing its potential to benefit Malta alongside 
other niche tourism segments like religious 
tourism. With 365 churches, Malta offers a rich 
cultural and historical experience year round, 
exemplified by attractions such as the St. John’s 
Co-Cathedral Museum, which saw record tour-
ist visits last year. This underscores the growing 
interest in religious tourism, aligning with our 
efforts to promote diverse tourism experiences.”

Developing niche tourism markets
Another crucial factor in attracting record visi-
tor numbers has been Malta’s ability to identify 
and develop niche tourism offerings. Last year 
proved to be particularly successful when it 
came to sports tourism. Soccer teams Juventus, 
AC Milan, Manchester United and Fiorentina all 
held training camps on the island, which boasts 
state-of-the-art facilities. 

Malta is also home to an 18-hole golf course, 
numerous courts for padel (one of the fastest-
growing sports in the world), and a marathon 
that attracts runners from around the world. 
Furthermore, the favorable climate has made 
it popular among those interested in obstacle 
course racing, with Tough Mudder, Grid and 
Spartan all hosting regular events. 

“Instead of focusing solely on mass tourism, 
we are diversifying into niche markets such 
as sports tourism, which has seen remarkable 
growth in Malta. Last year marked a record-
breaking year for sports tourism here,” Bartolo 
said. “Sports tourism holds significant benefits 

for us. Firstly, it generates bed nights from ath-
letes and supporters while also providing valu-
able marketing exposure through social media 
channels. These events offer double exposure, 
contributing to both bed nights and marketing 
efforts.

“Additionally, Malta is renowned for its diving, 
wellness, conferences and events. These niche 
areas complement our sun-drenched land-
scapes, rich culture and vibrant gastronomy 
scene. With six Michelin-starred restaurants and 
over 30 Michelin-recommended establishments, 
we are actively enhancing our culinary offerings 
to further elevate our tourism products.”

Another focus of the Maltese tourism industry 
is the events it holds throughout the year. The 
first Malta Art Biennale under the patronage of 
UNESCO was held in March of this year, while 
global music icon Ed Sheeran will also be per-
forming in Malta this summer. 

“Our calendar of events includes concerts fea-
turing renowned artists like the BBC Orchestra 
and Ed Sheeran. These attract tourists and 
enhance our marketing reach. For instance, 
broadcasting the BBC Orchestra concert on BBC 

Radio in the U.K. reaches 14 million people, a 
key market for us,” Bartolo explained. 

“We leverage these connections to achieve 
economies of scale despite our small size, rec-
ognizing value in our diverse offerings. Malta’s 
unique blend of activities, from cycling in the 
morning to museum visits in the afternoon, fol-
lowed by dining at a Michelin-starred restaurant 
or a traditional family-owned eatery, sets us 
apart as a destination where visitors can expe-
rience multiple attractions in a single day.”

Malta has recognized that tourists have varied 
interests and is ensuring that there is something 
for everyone. Therefore, Malta has become a 
destination of choice for a wide range of activi-
ties, whether it’s diving, gastronomy, history, lan-
guage learning, active tourism or simply leisure. 

“This approach ensures that Malta remains a 
top choice for improving business English pro-
ficiency, as exemplified by the recent visit of 
executives from a leading German motor brand 
seeking to enhance their language skills. In the 
diving industry, travelers are drawn to Malta to 
explore its seas, underwater caverns and scut-
tled ships and fighter planes from World War II,” 
Micallef added. 

“Malta is often likened to a zip file, compact 
yet bursting with diverse experiences. Its size 
allows for seamless exploration of various activi-
ties within short traveling distances, from div-
ing in Europe’s finest sites to enjoying a gourmet 
lunch amidst top fashion boutiques. Moving for-
ward, we aim to attract demographics willing to 
invest in quality experiences while broadening 
the reasons for choosing Malta beyond just sun 
and sea. With its rich history, culture, culinary 
delights, vibrant lifestyle, nightlife and opportu-
nity to engage with locals, Malta invites visitors 
to come as a tourist and leave as a local.”

Looking to the future 
With visitor numbers having exceeded expecta-
tions in the past two years, the objective is to capi-
talize on this upward trend. By prioritizing local 
and international marketing efforts, particularly 
in untapped regions such as Japan, South Korea, 
the Middle East, Australia and the U.S., the goal 
is to secure additional connectivity through 
long-haul flights. 

Moreover, the cruise industry is estimated to 
grow and potentially bring an increase in visi-
tors looking for longer stays in Malta. “This year, 
we anticipate around 900,000 cruise line pas-
sengers, supplementing our 3 million annual 
tourists. We are actively engaging with cruise 
companies to expand operations, including 
home porting initiatives to boost the broader 

economy. This strategy also promotes extended 
stays in Malta before or after cruises, enticing 
visitors to explore and return for longer vaca-
tions,” Bartolo stated. 

The Mediterranean Conference Centre, one 
of Malta’s most celebrated institutions, also has 
a crucial role to play in the tourism sector. The 
8,000-square-meter venue now caters to social 
and corporate events and includes a museum 
with a high-tech augmented reality system 
worth an estimated $8.6 million. 

Originally built as a hospital by the Knights 
of St. John 450 years ago, it was transformed 
into the MMC in 1979 after the government at 

the time recognized the importance of confer-
ences and events for the tourism industry. More 
recently, a large investment enhanced the facili-
ties, further adding to its reputation as a leading 
venue for a wide variety of events. 

“The MCC’s museum utilizes modern tech-
nologies like augmented reality to allow visitors 
to experience the center’s rich history firsthand, 
providing a unique blend of conference and 
historical tourism experiences. This project 
comprises 15 immersive scenes throughout 
the center, highlighting a journey through time 
while maintaining focus on primary conference 
business,” Pierre Fenech, CEO of both the MCC 
and the Institute of Tourism Studies, explained. 

“The MCC is the largest historical and architec-
turally imposing building used as a conference 
center in Malta. We host numerous conferences 
and events each year. Other conferences which 
are held in hotels across the island still choose 
our center for at least one event during their stay, 
mainly their gala farewell dinner to wrap up their 
stay in Malta with a memorable experience in an 
authentic Maltese historical venue.  

“Our cultural offerings, highlighted by the larg-
est theater on the island, host weekly events 
ranging from musicals, ballets and orches-
tral concerts to themed parties like the recent 
Carnival Ball. We are also hosting the classic bal-
let ‘Cinderella on Ice,’ which is a major attraction 
for all ballet lovers.”

While the MCC is the perfect venue for a 
wide variety of events and will continue to be 
a major draw for the global meetings, incen-
tives, conferences and exhibitions industry, the 
Institute of Tourism Studies wants to attract an 
increasing number of international students 
in the years ahead. The largest institution for 
education in hospitality and tourism in Malta, 

the school has recently revamped its offerings, 
with a recent agreement signed with a world-
renowned diving school and a partnership with 
the Mediterranean Screen Arts Academy to cre-
ate new vocational programs.

The ITS contributes to the government’s goal 
of upskilling and diversifying the workforce in 
the tourism sector and is now keen to attract 
students from Japan. “We eagerly anticipate 
expanding our presence in Japan and welcome 

students seeking the European education expe-
rience. Our programs are uniquely designed 
to offer study opportunities not only in Malta, 
but also in Europe, particularly in France and 
Finland,” Fenech revealed. 

“Foreign students can take advantage of 
Erasmus Plus funding when studying at 
our partner universities in Europe, making 
our offerings even more appealing. On the 
Mediterranean Conference Centre side, we 
are excited about the prospect of hosting top 
Japanese companies. Before the pandemic we 
successfully organized large conferences like 
the Samsung Forum from South Korea, attract-
ing participants from around the globe. We look 
forward to extending a warm welcome to major 
Japanese companies in the future.”

With its diverse tourism offerings, Malta has become a 
unique year-round destination and an ideal choice for 
long-distance visitors from Japan, South Korea, the 
Middle East, Australia and the U.S.

Unlocking Malta’s tourism and economic potential

‘Our goal is to emphasize 
the value and richness of 
the Maltese experience, 
setting us apart in the 
Mediterranean tourism 
landscape.’

Carlo Micallef, CEO, Malta Tourism Authority

‘Instead of focusing solely 
on mass tourism, we are 
diversifying into niche 
markets such as sports 
tourism.’

Clayton Bartolo
Minister for Tourism and Public Cleanliness
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Geopolitical turbulence and rising global tempera-
tures significantly impacted Malta’s energy sector. 
Last summer’s prolonged heatwave placed further 
strain on the country’s infrastructure, resulting in 
cable faults.

Like many other countries, Malta is also in the 
midst of an energy transition toward renewable 
sources. This is a particularly sensitive time for the 
entire energy sector as the grid infrastructure needs 
to be modernized to deliver a more reliable supply 
of electricity and to introduce new technologies 
that align with global net-zero objectives.

Despite this, there is an opportunity for Malta to 
completely overhaul its energy industry and play a 
crucial role in the fight against climate change. One 
of the companies contributing to these substantial 
changes is Enemalta, the country’s main electricity 
provider since 1977. 

“The energy sector in Malta faces significant chal-
lenges but we have already begun to address these,” 
Executive Chairman Ryan Fava said. “We initiated 
an ambitious project to lay 70 kilometers of cables 
within various localities in Malta and Gozo within 
six months, significantly expanding our infrastruc-
ture’s capacity. 

“We have also diversified our cable sourcing. 
By partnering with various manufacturers, we 
are steadily receiving shipments and progressing 
towards completing this cable installation project. 

This will help to alleviate last year’s electricity short-
age challenges.”

Enemalta has also been actively investing in 
renewable energy projects to help gradually trans-
form Malta’s energy mix. “Diversity is key, therefore, 
we have 250 megawatts of installed photovoltaic 
panels complemented by an interconnector which 
is powered by LNG (liquefied natural gas) and a die-
sel system,” Fava explained. 

“Recently, there has been a public consultation on 
wind power energy and floating PV (photovoltaic) 
panels outside Malta’s coastal areas, leveraging the 
abundant sunshine, which stands at around 300 
sunny days annually. We also have plans for bat-
tery storage and remain committed to advancing 
greener energy while maintaining sectoral diver-
sification.” To further showcase this commitment, 
Enemalta has invested more than $36 million over 
the past two years to enhance the electricity dis-
tribution system on Malta and the island of Gozo. 

“This investment encompasses numerous sub-
stations, transformer uprates, feeder pillars, new 
distribution and the upgrading of existing distri-
bution centers and cable reinforcements,” Fava 
said. “This includes the 70 km of cable I previously 
mentioned, as well as new distribution centers in 
Naxxar and Siggiewi and the refurbishing of the 
Msida Distribution Center, a complex project that 
involves maintaining its operations while doubling 

its output and transitioning to new equipment. 
“Progress is steady, with plans also underway 

to issue a tender for another underground cable 
to support the second interconnector, slated for 
installation by late 2026 or early 2027. This ongo-
ing infrastructure development ensures readiness 
for future enhancements to our system.”

In this regard, Enemalta has collaborated with a 
host of local and international partners, including 
government agencies and research institutions. The 
company participated in Energy Week in London 
and recently attended meetings in Brussels with 
other members of Eurelectric. 

“I particularly look forward to engaging with 
countries like Japan, which is known for its robust 
infrastructure and expertise in this field. We are 
open to collaborations and eager to explore poten-
tial synergies with such nations,” Fava said. 

Partnerships could play a vital role in Malta’s 
energy sector and Fava remains confident that 
the country can overcome the challenges ahead. 

“Given Malta’s economic growth, maintaining a 
robust infrastructure is paramount to meet the 
increasing demand for electricity from both resi-
dential and commercial sectors,” Fava added. 

“Our goal is to ensure uninterrupted electricity 
supply to all residents and businesses, especially 
with the rising popularity of electric appliances and 
vehicles. Additionally, we are investing in projects 
like shore-to-ship supply to promote a greener 
environment. Despite the challenges posed by the 
growing demand for electricity, we are committed 
to ensuring the reliability and sustainability of our 
grid system.”

A mission to modernize infrastructure 
and transition to renewable energy 
Enemalta is playing a crucial role in transforming the 
energy sector through investment and collaboration 
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