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Abstract: The aim of this study is to analyse tourism promotion of eight provinces of Andalusia 

from 2010 to 2022, and to examine the ways that tourism promotion campaigns influence and stim-

ulate the improving of tourism supply and demand at Andalusian provinces. The methodology 

used in this study collected data from Andalusian public organizations (secondary data), and infor-

mation related to this topic from researchers and organizations (primary data) for the purpose of 

this research project. This research provides a new contribution to tourism industry and promotion 

strategies context. Findings of the current study prove that DMOs of Andalusian provinces in-

creased the tourism promotion budgets and campaigns to revitalize the tourism demand and sup-

ply due to the pandemic crisis and Russia’s invasion of Ukraine. Indeed, results of this research 

suggest that Andalusia’s tourism promotion budgets and campaigns have helped to improve the 

number of passenger arrivals, number of tourists, hotel occupancy rate, overnight stays at hotels by 

international and Spanish, and total overnight stay indicators in the period analysed, especially in 

the years 2021 and 2022. The contribution of this study has a great relevance to tourist destinations, 

DMOs, hotels, airports, and stakeholders where application of tourism promotion budgets, joint 

promotion campaigns, and new tourism products and services should be implemented to improve 

the tourism supply and demand, guarantee the regional and local economy and well-being of pop-

ulation. 

Keywords: Tourism promotion budget; Andalusia location; hotels; airports; tourists; passenger ar-

rivals; overnight stays 

 

1. Introduction  

 

Tourism is one of the key sectors of the Andalusian economy, representing 13% of regional GDP 

and 14% of employment. Marketing strategies and promotion and communication campaigns devel-

oped by Destination Marketing Organizations (DMOs) are required marketing tools to promote the 

tourism products and services of Andalusia territory and its eight provinces (Almería, Cádiz, Cór-

doba, Granada, Huelva, Jaén, Málaga, and Seville). Sun and beach, cultural, and urban tourism coex-

ist in harmony in these eight provinces. To ensure effective management of tourism promotion, local 

and regional governments need tools like Key Performance Indicators (KPIs) that can measure digital 

and traditional marketing, and promotion activities’ impacts on tourism development of each one of 

the eight tourist destinations and their airports. Andalusia is one of the seventeen autonomous com-

munities of Spain, and its location in the south of Spain and excellent climate is one the primary 

reasons why tourists like to visit this tourist destination, in fact, Andalusia fulfils all strategies and 

business requirements to operate by the major hotel chains such as Meliá, Marriott, Iberostar, RIU, 

amongst many others [1]. From 2018 to 2021, Spain has been the second most visited country in the 

world, the first was France [2]. 

In tourism and aviation industries the new technologies, database, and digital communication 

tools are being used on the production inputs and outputs of commercial activities and decision-

making processes. In this context, DMO managers need to create organizational structures that ex-

ploit the available data and produce, manage, and integrate information more effectively, and stim-

ulate local economies [3,4,5], due to the sudden unprecedented fall in demand triggered by the 
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COVID-19 pandemic, air transport and tourism sectors will require marketing and financial stimulus 

to support recovery [6,7]. In 2020, the pandemic crisis completely paralyzed the tourist activity in 

Andalusia, according to the National Statistics Institute (INE), Andalusia received 2,7 million inter-

national tourists, and 16 million overnight stays in 2020, approximately one-quarter of pre-COVID-

19 levels [8,9]. Indeed, new variants of the coronavirus, Brexit, and the conflict between Ukraine and 

Russia have once again set off alarm bells, as international tourism is the basis of Andalusia's tourist 

destination [10,11].   

The cornerstone of tourism promotion at Andalusian tourist destinations lies in the territory 

(location), marketing management (understood as DMO), airports (accessibility), hotels (accommo-

dation), and tourist attractions (entertainment). The extent to which these factors can effectively relate 

to one another and combine their products and services as a seamlessly integrated whole will deter-

mine the national and international success of the destination’s promotion. Tourism demand is af-

fected by travel costs, and the accessibility to a destination [12]. The air accessibility boosts tourism 

flows in a destination by reducing monetary, time-related costs, and a competitive advantage against 

its main competitors [13,14]. In fact, 58% of international tourists reached their destinations around 

the world by airlines [15], in the case of Spain, this percentage increase to 75% through airports [16]. 

Tourism promotion must be an efficient management of a destination’s resources and strategic 

plans by DMOs, to adapt the tourism supply to market trends and will empower tourists to visit such 

destination. Thus, it is necessary to harmonize all promotional efforts to specific market clusters [6] 

because the source place’s demand and purchasing power provides a tourist destinations’ market 

positioning and marketing decisions [17]. Tourism promotion efforts are usually undertaken by the 

central or local government through budgetary allocations [18,19,20], due to a mutual benefit for both 

destination marketers and companies in associating product and service brands with destination pro-

motions [21]. 

From a business point of view, tourism promotion has hitherto received inadequate attention in 

tourism and air transport literature, due to a lack of interoperability in the promotion and communi-

cation campaigns and joint marketing strategies. There are limited studies in the context of tourism 

promotion, hotels, and airports relationship, which analyses the impact of tourism promotion budg-

ets for improving the tourism industry of the city, as well as promotion campaigns to attract tourists 

and passengers at cities and airports. Uner et al. [22] note that the impact of promotion campaigns 

through digital channels on tourists' attitudes to determine the selection of a destination, the link 

between promotional activities and the destination's brand image has become increasingly important 

due to the relevance to attract specific tourists’ segments, especially in pandemic crisis where mar-

keting communication and promotion campaigns have helped to revitalize tourism demand at tourist 

destinations and hotels [23]. 

DMO’s promotion campaigns and marketing plans are designed to provide positive messages 

about the destination’s tourist offer and stimulate tourism demand in the countries where promotion 

campaigns are commercialised [24, 25]. Several studies have made efforts to examine the impact of 

tourism promotion campaigns to improve the tourism demand and supply at tourist destinations 

[see 16,25,26,27]. However, only a few have made efforts to integrate air transport impacts into tour-

ism promotion campaigns at tourist destinations [28, 29]. 

These are the main gaps that this study aims to fill. This research addresses these knowledge 

gaps by providing discussions and justifications on how DMOs, hotels, and airports should fortify 

their interaction and cooperation to develop joint marketing strategies to stimulate tourist and pas-

senger’s demand. For this reason, the main objective of this study is to analyse tourism promotion of 

eight provinces of Andalusia from 2010 to 2022, and to examine the ways that tourism promotion 

campaigns influence and stimulate the improving of tourism demand and supply at Andalusian 

provinces. Furthermore, this study proposes four research questions to tackle the main gaps related 

to this topic and which were mentioned previously. 

 

• RQ1: What are the benefits obtained from Andalusia’s tour-

ism promotion budgets? 
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• RQ2: Can the Andalusia’s tourism promotion help to en-

hance tourism supply and demand? 

• RQ3: What are the shortages of the tourism promotion in the 

eight provinces of Andalusia? 

• RQ4: Can Andalusia’s tourism promotion campaigns be im-

proved by DMOs? 

 

Main reasons for selecting this study were:  

 

• The need to study tourism promotion in tourism and avia-

tion industries jointly. 

• The lack of studies that covered this topic in tourism litera-

ture. 

• The pandemic crisis and Russia’s invasion of Ukraine have 

led to an increase in tourism promotion by DMOs and tour operators 

to restart tourism and aviation sectors. 

• The attention to digital channels and their effective role in 

tourism promotion. 

• Shed light on the tourism cities of Andalusia. 

 

2. Literature Review 

2.1. Tourism promotion a marketing tool to increase the number of tourists and passengers at Andalusian 

provinces and airports 

 

The role of digital channels in tourism marketing and promotion activities has changed the busi-

ness paradigm in this consolidated digital era, where products and services are now made, adver-

tised, and sold all over the world. Thanks to smartphones and apps, travellers can move about an 

airport and city more efficiently since they are able to access in real-time information on flights, in-

voicing, public transport, tourist attractions, hotels, and better options for finding stores, services, 

and food within an airport’s terminal and the city [30]. The promotion of tourism industry has always 

been based on the idea that a region or city could grow economically and providing jobs and business 

opportunities for its citizens if tourists spend time and money [31]. Most countries that have experi-

enced a higher growth in demand, connectivity, and competition have employed strategies to pro-

mote the overall attractiveness of their destinations [32]. Promotion in tourism helps to draw the 

attention of the potential tourists, modify the behaviour of the existing buyers, and influence them to 

visit a destination [33]. 

Market segmentation is a strategic tool with the purpose of grouping international tourists in 

distinct groups, improving destination attributes, and developing effective marketing planning at the 

policy level [34,35]. Aiming to attract tourists, the tourism industry promotes and emphasizes the 

tourist offer in the main tourism markets [36]. For example, the Japanese government implemented 

the “Go To Travel” promotion campaign to reactive domestic tourism in 2020, due to the dramatic 

plunge of domestic tourism as a result of COVID-19 pandemic [37]. Travelers were given 50% of their 

travel expenditures, including transportation fees and hotel charges. The number of campaign appli-

cants grew about 15 million people in a month [37]. Promotion and marketing tools play a vital role 

in informing the potential consumers of the destination's tourism supply on attracting and convinc-

ing them for the inclination towards destination products and services [38].  In the last years, Anda-

lusia’s DMO is focused on the promotion of the Andalusian gastronomic heritage to encourage na-

tional and international tourists to visit Andalusian tourist destinations, as well as reduce the season-

ality of sun and beach tourism on the Andalusian coastline [39]. 

From an aviation point of view, Emirates airline promotion activities have a significant and pos-

itive impact on Dubai's branding image [40]. There is already synergy between the promotional and 
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branding efforts of the airlines and the destination, but unified efforts may generate greater results. 

Interoperability between DMOs and destination managers are advised to develop a co-branding 

strategy that is more comprehensive and benefits both airlines and destination. Nevertheless, DMO 

attempts to market and manage the destination as a holistic entity, generally providing tourism-re-

lated information and access to services such as online reservations [41], with the aim of creating a 

city appeal that is aspiring to all stakeholders’ tourists, businesses, airports, hotels, and citizens [42]. 

DMOs attract tourists by displaying the amalgamation of services provided by private players and 

government organizations [43]. Although, tourist destinations lost their control over the content in 

the public domain regarding the price and quality of its services or products in the last years [44].  

 

3.1. Supply indicators  

 

Tourism supply indicators can help to design and improve the effectiveness of tourism promo-

tion campaigns in target markets. This would enable DMOs to direct their promotional efforts toward 

inducing a more favourable campaigns based on differing segment's responses. Tourism promotion 

campaigns help to reduce the seasonality of tourist destinations. Zafar [45] indicates that tourists hold 

multidimensional images of destinations, and that different tourist segments will act differently be-

cause they have different images of the same destination. 

In order to achieve the research objective, the tourism promotion budgets of eight provinces of 

Andalusia (Almería, Cádiz, Córdoba, Granada, Huelva, Jaén, Málaga, and Seville) were identified to 

ensure effective management of tourism promotion. For instance, tourism promotion through digital 

channels (e.g., websites and apps) reinforce the destination image [46]. Tourism management organ-

izations, hotel establishments, and other tourism and destination businesses should coordinate their 

promotion and marketing initiatives [see 6, 21,28,45,47,48,49]. The growing demand of tourists is re-

lated to tourism destination promotional activities [50]. Customizing destination promotional mix to 

fit global touristic standards ensures efficient destination positioning but requires a high monetary 

investment [51]. Tourism promotion organizations do a good job of publicizing regional activities via 

traditional and digital means as a marketing tool, especially toward young and well-educated target 

markets [52]. 

Hotel supply is measured in terms of room stock, and its demand can be measured in a variety 

of ways, including occupancy percentage, room rates, room nights sold, and sales revenue [53]. This 

research uses two indicators of hotel accommodation. The first indicator is the number of hotels, and 

the second indicator is the number of beds in hotels [see 26,53,54,55,56]. This data was provided by 

the Instituto de Estadística y Cartografía de Andalucía known as IECA [57], which have made it pos-

sible to classify the types of accommodation and tourist’s motivation in Andalusia. The purpose of 

including these two indicators in the study was to evaluate the hotel offer at Andalusian destination 

because the hotel industry has a great significance in the tourist’s average daily spending. Indeed, 

hotels represent 58.4% by type of accommodation in Andalusia from 2010 to 2021 (see Panel A in 

Figure 1), and the overwhelming majority of tourists (85.5%) travel to Andalusia for holidays and 

leisure motivations (see Panel B in Figure 1), all this data was collected from IECA [57].  Tourist’s 

motivation and behaviour are major factors for competent authorities to define forms of communica-

tion with clients or for business support [58]. The economic impacts of international tourist spending 

are focused on the hotel industry, restaurants, retail businesses, and private and public transport [59]. 
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Figure 1. Types of accommodation and tourist’s motivation in Andalusia. Source. Own elaboration 

from IECA [57]. 

3.2. Demand indicators  

 

Improved international air connectivity can help to attract more visitors. Air transport connec-

tivity has a great influence on tourist flows due to its speed, safety, service quality, and reliability 

[60]. Passenger arrivals data can lead to more precise estimates, and these data are essential to analyse 

the evolution of tourist arrivals in the time series [61], passenger arrivals as an indicator is widely 

used in tourism and aviation studies [see 6,10,28,60,62,63,64,65,66,67]. International tourist arrivals 

are the key indicator of tourism demand and the most popular proxy for tourism demand in the 

tourism literature. Tourist arrivals is an indicator which helps to identify direct and indirect differ-

ences in quality or quantity of the tourism demand within a defined period of time at destinations, 

hotels, tourist attractions, amongst many others [see 54,68,69,70,71,72,73]. Most DMOs pursue strat-

egies to stimulate tourist arrivals even further [74]. 

Tourism demand for a particular destination is the quantity of tourism goods and services that 

consumers are willing to purchase during a specified period under a given set of conditions [75]. 

Tourist arrivals in a destination is the traditional and most widely used measure of tourism demand. 

Another two popular measures are tourist expenditure [76,77], and the number of nights stayed 

[78,79,80]. These three variables reflect the overall magnitude of tourism demand from different per-

spectives, and their analysis may contribute to marketing recommendations for DMOs and manage-

rial decisions in tourism operators. In addition, tourism promotion activities through digital channels 

help to reduce the seasonality of demand and increasing and diversifying the tourist offer in the low 

season [6,81,82]. The treatment of seasonality at marketing strategies by DMOs is a key factor to de-

sign promotion campaigns through digital channels and increase the number of tourists in the low 

season. The tourist destination of Andalusia is characterised by its high seasonality from April to 

October, and the low season is located between November and March [83,84,85]. For instance, in 2018, 

Andalusia’s DMO launched an advertising campaign named ‘Tasty Andalucía’, which was aimed at 

international tourists who visited the region to promote its products and services throughout the year 

to stimulate tourism demand, and to reduce the seasonal nature. 

The data on occupancy rate of Andalusia hotels was collected from IECA organizations, which 

contains annual and monthly aggregate occupancy rates of hotel classes from 1 January to 31 Decem-

ber 2022. Of particular interest to the hotel industry is assessing the impact of accommodation supply 
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on key hotel performance indicators [see 26,69,86,87,88,89,90]. Supply and demand imbalances in 

hotel markets cause short-term growth or declines in rate and are inefficiently self-correcting over 

the long term [90]. The hotel occupancy rate is also one of the important considerations for us to 

measure the impact of tourism promotion at hotels. In June 2020, the Spanish government proposed 

a series of actions to boost tourism sector in this territory with 4 billion euros, one of these actions 

was to intensify efforts on marketing and promotional campaigns worldwide to attract domestic and 

international tourists and recover hotel activity during the pandemic crisis [91,92].     

Average stay of tourist is a highly considered variable in tourism studies because it is a key 

element in the decision-making process of a tourist [56,93,94], and DMOs' promotion campaigns must 

be adjusted to the tourist’s decisions with regard to the time they spent at a destination. The length 

of stay is an important issue for the management of tourism travels, since longer lengths of stay result 

in higher hotel occupancy rate and hotel earnings [56, 95]. Length of stay is a key indicator in the 

measurement of international tourism, determining the total number of guest nights spent by a given 

number of visitors in a destination. This affects spending, service offers, as well as the character and 

availability of activities [96,97]. Tourists’ length of stay is one of the most important tourism demand 

variables, and this is the amount of time that the tourist spends at a given destination [97]. DMOs 

should be interested in increasing length-of-stay for interrelated reasons of transport infrastructure 

capacity needs, and the distribution of tourist flows [73,74,97]. 

Overnight stay at hotel is another Key Perform Indicator (KPI) or metric that measure the per-

formance of a particular area of hotel operations or the overnight stays as a whole. This ensures clear 

visibility on the functionality and sustainability of hotels and a destination within the hospitality 

landscape [see 26,54,78,93,95,98]. DMOs should invest more in preserving, enhancing, and promoting 

both tangible and intangible cultural heritage for attracting tourism flows and ensuring longer stay 

[99]. 

Tourist spending is a necessary component of economic impact analysis because this indicator 

is used as a tool for marketing and policy decisions [100]. Average daily spending by tourist has been 

thoroughly examined and debated in tourism literature by researchers and scholars 

[74,97,98,101,102]. This research considers that the tourist expenditure as a key variable in the eco-

nomic analysis of the costs and profits associated with the tourism industry. It argues that the study 

of this variable should take into account the increasing complexity of tourism demand and supply 

[103]. Jurdana and Frleta [101] confirm that family income, type of accommodation, past behaviour, 

and length of stay significantly influence daily expenditure. Tourists are net consumers of economic 

resources within the destinations visited [104]. 

DMOs and tour operators should monitor and analyse the tourist’s average daily expenditure 

in their decisions-making processes to maximise the economic benefits of tourism spending [105]. In 

this same line, Kalantari et al. [106] revealed that tourists who use OTAs, tour operators, social media, 

and digital newspapers prior to visit tend to spend more during their stay. Consequently, most tour-

ists use internet to seek information about their next vacation and destinations. Today, most tourism 

promotion campaigns developed by DMOs, and tour operators are through digital channels. For this 

reason, this study included the tourist’s average daily expenditure as an indicator because authors 

previously mentioned correlate the tourism promotion with the tourist's daily expenditure in the 

selected destination. The tourist expenditure is essential to formulate and gauge the impact of pro-

motional activities at a destination [107]. 

 

3. Methodology  

 

This research has been conducted in the region of Andalusia, southern Spain.  Andalusia is a 

consolidated tourist destination, and this is grouped into 8 provinces: Almería, Cádiz, Córdoba, Gra-

nada, Huelva, Jaén, Málaga, and Seville. Seville is the capital city of Andalusia. Andalusia's coastline 

has a length of 1101 km.  The coasts that form the Andalusian coastline are the Costa de Almería, 

the Costa Tropical of Granada, the Costa del Sol of Málaga, and Costa de la Luz of Huelva (see Figure 
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2). Its three most important tourist attractions are sun and beach activities, gastronomy, and an ex-

cellent climate which is both sunny and refreshingly cool, and a minimum of 300 sunny days a year 

[83,84,85,108,109]. Andalusia's coastline has 263 beaches [110] localised in Almería, Granada, Málaga, 

Cádiz and Huelva. Most hotels are localised in these five provinces thanks to international and do-

mestic tourist demand. The coast is the most important focus of tourism in Andalusia and the most 

traditional areas remain the western Costa del Sol, west Almería, and bay of Cádiz [108]. 

Moreover, this study uses quantitative method to measure supply variables like tourism promo-

tion budgets, number of hotels, and estimated number of hotel beds. Moreover, the seven indicators 

of demand analysed (airport’s passenger arrivals, number of tourists, hotel occupancy rate, average 

stay of tourist, overnight stays at hotel by international and Spanish international tourists, and aver-

age daily spending by tourist) are shown in Figure 3 to better understanding of ten variables exam-

ined. All these indicators implemented in this research have allowed to answer the four research 

questions and the main goal of this study. From 2010 to 2022 was the period analysed in this study 

because the global economy began to recover in 2010 from financial crisis of 2008. Furthermore, this 

research tries to compare data from 2019 to 2020 with the aim of measuring the impact of promotion 

campaigns before and after the COVID-19 pandemic. Following the rigorous process of variables 

over the period considered, the four indicators: number of hotels, number of hotel beds, average stay 

of tourists, and tourist’s average daily spending at Andalusian provinces are shown in Appendix A 

at the end of the paper. 

 

Figure 2. Location of the research (Andalusian eight provinces). Source. Own elaboration. 
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Figure 3. Supply and demand indicators (2010-2022). Source. Own elaboration from IECA 

[57,115,116], INE [8,9,117,118], and AENA [111]. 

 

To collect data, tourism and aviation scientists make use of number of different data collection 

strategies. In this section, we show supply and demand data according to IECA, INE, and AENA 

organizations (secondary data). To count the number of passenger arrivals at Andalusian airport, 

data was collected from Aeropuertos Españoles y Navegación Aérea commonly known as AENA 

[111]. Moreover, tourism promotion budgets data was taken directly from Junta de Andalucía 

[112,113], and Hosteltur [114]. The rest of indicators like the number of hotels, and beds, number of 

tourists, hotel occupancy rate, average stay of tourist, and overnight stays at hotel by international 

and national tourists were collected from IECA [57,115,116] and INE [8,9,117,118]. In addition, this 

research provides updated data from 2022, which has helped to contextualize and measure the pan-

demic effects and compare this with those for earlier years.  

Furthermore, this study collected information related to this topic from researchers and organi-

zations (Primary data) for the purpose of this research project. For example, public and private or-

ganizations, and expert authors in this topic have helped to select and collect specific indicators to 

improve the methodology of this research, and to draw the appropriate conclusions 

[19,49,51,113,114,119,120,121]. Primary data improve researchers' understanding on the indicators 

and methods selected [122]. Primary and secondary data are significant inputs into appraisal and 

market analysis. Both forms of data enter the analysis that underpins our study [123,124]. In the fol-

lowing subsections, we present ten tourism indicators examined from the viewpoint of supply and 

demand side. Many DMOs are leveraging the influence of famous actors and actresses, musicians, 

chefs, athletes, and influencers for attracting demographic segments to their destinations through 

social media and tourism promotion campaigns [125,126], and influencers marketing in the travel 

and tourism domain is used by international hotel firms to increase the hotel occupancy rate [127]. 

The main advantage of combining primary and secondary data used as a methodology for our 

analysis and indicators selected in this study lies in the staging of different variables and sectors, and 

what role these indicators play in shaping patterns of communication and tourism promotion cam-

paigns developed by DMOs and private companies to revitalize Andalusia’s tourism demand and 

supply in difficult times. On the contrary, the different indicators identified from different sectors of 

demand and supply like hotels, airports, public organizations, or Spanish and international tourism 

flows make us see the difficulty in addressing the impact of tourism promotion at Andalusian eight 

provinces and its real impact in ROI terms.  
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4. Analysis and results of research 

4.1. Present and future of the eight provinces of Andalusia in tourism industry 

 

It is important to understand the different characteristics of eight provinces of Andalusia to an-

alyse their tourism promotion budgets and results to establish appropriate planning, management, 

and design of joint marketing strategies in the future. Different marketing strategies should be devel-

oped to attract tourists with different characteristics [128], a collaborative approach to attraction plan-

ning could be beneficial to all types of cultural attractions and capitalize on their spending patterns 

in the Andalusia region [129]. For instance, Huelva, Cádiz, Málaga, Granada, and Almería are tourist 

destinations focused primarily on sun and beach and gastronomy activities because of their excellent 

beaches and location, but Málaga perfectly combines sun and beach and urban tourism as an added 

tourist attraction thanks to its more than 20 museums, Málaga cathedral, Malaga’s Roman theatre, 

the Alcazaba fortress, amongst many others.  

Most international tourists have a huge misconception of Andalusia and its eight provinces, they 

think that these cities only offer sun and beach tourism, but they are totally wrong, possibly because 

of DMO’s of Andalusia have not been well promoted the most varied tourism offer in the last years. 

Andalusia’s destination does not mean only the beach, its wealth comes from different tourist activ-

ities that allow tourists to enjoy the environmental diversity of the region. Andalusia and its eight 

provinces are a multi-space that brings together all the classifications of tourist activities because each 

province has its own peculiarities.  

Notwithstanding, Seville, Córdoba, and Jaén are tourist destinations focused on monumental, 

cultural, and urban tourism, and cynegetic and rural tourism in the case of Jaén province. These three 

cities have not beaches. We must stress the importance of Granada city as part of monumental and 

cultural, thanks to the Alhambra of Granada monument, and its historical context in the history of 

Spain. The diversification of products and services is a deseasonalisation tool, but also a strategy 

recommended for tourist destinations, particularly in cultural tourism [83,84]. The elements that tour-

ists value most in connection with the image of Andalusia are the destinations that specialize in prod-

ucts of rural, nature, and culture tourism [130]. The following shows the analysis and results from 

each Andalusian province in alphabetical order. 

Figure 4 displays the seven indicators of Almería tourist destination, being the tourism promo-

tion budget (€) the most important variable in this study, this is shown in the black solid line, and the 

remaining six constructs are shown in percentage year-on-years, due to the tourism promotion 

budget is assigned each year by local governments, and so we can analyse together the evolution of 

tourism promotion and rest of variables for each year. 

 

1. Tourism promotion budget (€). 

2. Number of passenger arrivals at Andalusia’s airports. 

3. Number of tourist (national and international). 

4. Hotel occupancy rate. 

5. Overnight stays at hotels by Spanish tourists. 

6. Overnight stays at hotels by international tourists. 

7. Total overnight stays at hotels (national and international). 

 

Almería: In the last thirteen years the number of hotels decreased by –6.7%, and the number of 

hotel beds increased by 30% due to the construction of new 10 hotels along the coast of Almeria in 

recent years. This moderate drop in the number of hotels is a consequence of the pandemic crisis 

during 2020 and 2021, and this period of uncertainly paralyzed the growth of tourism and aviation 

activities in all terms. This problem is a constant in Andalusia and its eight provinces between 2020 

and 2022, for this reason, sometimes we compare all data in both years 2021 and 2022, in comparison 

with 2019 in this study, due to the pandemic crisis has stopped the positive evolution of tourism 

industry at Andalusia and around the world in 2020. Furthermore, the average stay of tourist fell by 

–8.8% during the period analysed. Conversely, the average daily spending by tourist increased by 
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26.5% in this period, a tourism supply based on the quality rather than quantity of number of tourists 

can improve the tourist’s expenditure at destination. The main economic activities in the city of Al-

mería are horticulture and tourism industries, Almería is known as ‘The orchard of Europe’. 

Almería’s tourism promotion budgets positively increased the quality and quantity promotion 

campaigns through digital channels, especially between 2020 and 2022 the budget of tourism promo-

tion was duplicated to reverse the situation of the pandemic and recover tourist flow and trade in 

Almería city. The increase of the budget in these three years helped to stimulate the tourism demand, 

and this was very beneficial to get the tourism industry back on its feet in 2022. This same year, the 

hotel occupancy rate (14%), overnight stays (51%), and stay-night by international and national tour-

ists by 157% and 49%, these four indicators were benefited by the remarkable increase in the number 

of passenger arrivals by 121% (700 thousand passengers) at Almería’s airport (see Figure 4), but this 

figure is still very far from 1 million passengers in 2019. The International Almería Antonio de Torres 

airport, IATA [131] code is (LEI) is a secondary and strategy airport that provide air accessibility and 

connectivity in the eastern zone of Andalusia.  

 

Figure 4. Descriptive statistics of Almería province (2010-2022). 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 provisional data. 

 

Since the beginning of the pandemic and declared by World Health Organization (WHO) in 

March 2020, its impact and effects on tourism and aviation industries have been bewildering and 

dramatic in all terms, particularly in eight destinations of Andalusia which is highly dependent on 

tourism industry. In order to restore the tourism and aviation industries in these eight cities, in 2021 

Andalusia’s DMO promoted its eight provinces in eight European countries (Portugal, Ireland, UK, 

the Netherlands, Sweden, Germany, Italy, and France), through digital channels (social media, 

YouTube, TV, amongst many others), food demonstrations, shopping malls, sporting events, World 

Travel Market, ITB Berlin, amongst many others. These eight source markets represent close to 40% 

of total stays in Andalusian hotel establishments and around 70% of overnight stays made exclusively 

by international travellers [112].  

A promotion campaign named ‘Andalucía wants you back’, helped to encourage the potential 

tourist to return to Andalusia once the mobility restrictions were overcome (see Figure 5). This mar-

keting strategy and many others through traditional and digital channels empowered the brand im-

age of eight provinces of Andalusia worldwide and helped to recover the tourism industry in these 

eight cities in 2021 (see Figure 6).  For instance, in 2022 the Andalusian destination received 50 mil-

lion tourists a 66.5% more than last year, that is, 5,4 million national tourists and 14,7 million inter-

national tourists more than in the year 2021. However, although the 50 million tourists are a good 

number, this figure is fewer than 55 million tourists that received the Andalusian destination in 2019. 

It is clear from findings that the pandemic had a significant impact on the aviation and hospitality 

industry and altered and has disrupted tourism demand forces in Andalusian tourist destinations 

[132,133].  
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Figure 5. Tourism promotion campaign in Europe in 2021 ‘Andalucía wants you back’. Source. 

Junta de Andalucía [112]. 

 

 

Figure 6. Tourism promotion campaign of eight provinces of Andalusia in 2021. Source. Junta 

de Andalucía [112]. 

 

Cádiz: Cádiz is a coastal town in Andalusia, and the last thirteen years tourism has grown be-

cause of the beaches, historical and artistic heritage sightseeing, carnivals, and year-round cruise ship 

tourism [134]. The number of hotels increased by 3.8% from 2010 to 2019. However, as mentioned 

above, the effects of the pandemic crisis provoked the closing of numerous hotels throughout Anda-

lusia. Nevertheless, in 2022 the number of hotels decreased by –3% and the number of hotel beds was 
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by –1% in comparison with 2010, this data shows the recovery of tourism industry in Almería desti-

nation. Indeed, the average stay of tourist fell by –10.4% in 2022 if we compare with 2010. Although, 

the average daily spending by tourist has not stopped growing in Cádiz, Almería, Córdoba, Granada, 

Huelva, and Málaga until 2022. the rest of provinces such as Jaén, and Seville saw reduced the aver-

age daily spending by tourist over the period considered. In the case of the province of Cádiz, the 

average daily spending by tourist reached its peak at 84,5 euros during the period covered by this 

study. 

Regarding the tourism promotion budgets, these have fluctuated over the last thirteen years, 

and the year 2020 became the year with the largest economical budget (6 million euros) in tourism 

promotion (see Figure 7), with the aim of recovering the tourism flow lost by the pandemic crisis and 

passenger arrivals fall by –80.7% in 2020, and –61% in 2021 in comparison with 2019 in the airport of 

Jerez (IATA: XRY), that is, 1,6 million passengers in two years, too much lost tourists for Cádiz econ-

omy that depends mainly on tourism sector. Surprisingly, in 2022 the hotel occupancy rate increased 

by 14%, number of tourists (17%), overnight stays (42%), stay-night by international and national 

tourists by 127% and 46% respectively, and passenger arrivals by 108% (900 thousand passengers), 

but a –18% passengers in comparison 2019. These results reveal a positive tourism and air transport 

trend since 2020 in the province of Cádiz. Overall, tourism promotion budgets and campaigns have 

helped to revitalize tourism demand and supply between 2021 and 2022 in the city of Cádiz, this data 

must be analysed within a national and international context of pandemic crisis, war, and an eco-

nomic uncertainty, all of them have directly affected the tourism and air transport industries.  

Promotion tourism campaigns through digital channels as a channel of marketing have opened 

a new direct distribution form between tourism suppliers and final consumers, where intermediaries 

are not needed, and it is favouring an increased concentration in the tourist sector [135]. We must 

remember the high correlation between passenger arrivals at airports and tourists, given that 75 per-

cent of tourist arrivals to Spain are through airports. This is why the tourism promotion strategy is 

so important to promote marketing campaigns in the specific target markets, to stimulate tourism 

demand, and trying to reach a maximum of flow tourist that ensures the sustainability of the tourism 

industry at destinations. In 2020, all indicators experienced negatives rates due to the pandemic crisis, 

but these indicators considerably improved thanks to tourism promotion campaigns and the gradual 

lifting of restrictions on COVID-19’s measures of security and hygiene. 

 

Figure 7. Descriptive statistics of Cádiz province (2010-2022). 

 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 provisional data. 

 

Cádiz is highly dependent on sun and beach tourism by national and international tourists, and 

they essentially interested in coastal tourism. In 2014, this province recorded 2,092,818 stay-night vis-

itors, two thirds being national and one third international visitors [136], but in 2020 and the stay-

night by international tourists was the most affected variable (–82.1%) by the pandemic crisis, as we 
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can see in Figure 7. From a management and strategic point of view, the pandemic has been a dis-

ruptive and positive point to revaluate and improve the operability of hotels by managers. Hotel 

operators need to implement new commercial strategies to tackle the new challenges facing the hos-

pitality industry. For example, Tan [137] suggests that the implementation of communication strate-

gies to enhance consumers’ environmental knowledge is important for the growth and success of 

green hotels. An efficient communication campaign is important when companies want to attract 

new customers and maintain the existing ones [138]. 

 

Córdoba: This province is a city with an enormous heritage of culture and monuments, and its 

main tourist attractive is the Great Mosque of Córdoba and the Palace of the Caliphs Medina Al-

Zahara, these have been the cover of many promotion campaigns worldwide, and the Córdoba’s 

official website of tourism. The number of hotels decreased by –0.6%, and the number of hotel beds 

increased by 10.3% in the period analysed. In 2020, the overnight stays at hotels by international 

tourists fell three times more than the Spanish’s overnight stays at hotels in Córdoba (see Figure 8), 

this city is focused on cultural and gastronomic tourism. From 2018 to 2022, the tourism promotion 

budgets were an average of 1,1 million euros, and these served to give an effective response to the 

pandemic crisis. The background of continuing economic uncertainty which resulted from COVID-

19 pandemic in 2020 provoked that Andalusia and its eight provinces increase their economic budg-

ets in tourism promotion to stimulate the demand, boots and position the brand image of Córdoba 

around the world.  

An added problem for this city is that the Córdoba airport (IATA: ODB) is not being exploited 

as a tourist airport by AENA Group. Spanish airports are managed by a central authority named 

AENA, a government-owned company. The Córdoba airport is focused on passenger charter flights, 

military flights, agricultural treatment companies, aerial photographs, and other aerial work [63]. The 

variable of passenger arrivals through Córdoba airport has fluctuated greatly in the last 13 years. 

There was no response by airport operator and Córdoba’s DMO to improve the number of passenger 

arrivals at airport, or even the opening of new routes and new frequencies, generating an increase in 

the net volume of passengers. Most international tourists visiting this city coming from Málaga and 

Seville airports. Obviously, the Córdoba airport should be better managed by AENA operator and 

promoted by Córdoba’s DMO as an accessible secondary airport to visit the city of Córdoba.  The 

quality of management by airport and tourism operators affects the efficiency and effectiveness in 

the utilization of scarce resources. 

 

Figure 8. Descriptive statistics of Córdoba province (2010-2022). 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 provisional data. 

 

The Córdoba’s tourism industry was severely damaged in 2020, especially in the number tourists 

which decreased by –67%, and, therefore, decrease the overnight stays by –67% with previous year, 

the overnight stay at hotels by Spanish tourists a –59%, the overnight stay at hotels by international 
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tourists a –80%, and the hotel occupancy rate was by –42.4%. The data for 2020 revealed extremely 

difficult production and marketing conditions in tourism industry globally, requiring supplementary 

aid by national and regional governments to stimulate tourism and aviation demand through tourism 

promotion budgets in economic and advertising terms. Nonetheless, in 2021 and 2022 results display 

that all indicators examined grew exponentially, except for the number of passenger arrivals by –62% 

due to the management of this airport in non-commercial activities. Córdoba’s tourism promotion 

budgets and campaigns have steadily grown, increasing from 32% in 2017 to 61% in 2022 compared 

to the year 2017. For instance, in 2022 the hotel occupancy rate increased by 37.5%, and overnight 

stays at hotels by international and Spanish tourists a 140% and a 32% more than in the previous year. 

Results show the pick-up of tourism activity in the city of Córdoba, and a new record in the average 

daily spending by tourist, reaching a total of 72,6 euros in 2022. 

 

Granada: This city is very attractive in cultural and sun and beach activities for national and 

international tourists. This combines cultural tourism with its monumental Alhambra building, it is 

a beautiful complex of buildings and gardens, and its beaches localized in the Costa Tropical. All this, 

together with a gastronomy made with the typical food of the zone. Indeed, the main aim of Gra-

nada’s DMO is to make the province's attractions known worldwide so that the number of visitors in 

cultural, and sun and beach tourism activities through international tourist fairs, international tourist 

conferences, promotional campaigns through digital channels in Spain, European countries, amongst 

many other activities [139]. Andalusian cities use their historical heritage to lure tourism and thus 

boost their economies such as Granada, Córdoba, or Seville have made a big effort to embellish them-

selves and attract an increasing number of tourists [140].  

The tourism promotion budgets of Granada have remained around 2,5 million euros every year, 

except 2010 with 3,4 million euros, this year the arrival of passengers decreased by –17.6% with pre-

vious year, but the rest of variables increased the rate of growth. There is a positive evolution of the 

occupancy hotel rate from 2010 to 2019, but this indicator decreased by –41.3% in 2020 in comparison 

with 2019. In addition, in 2021 all indicators showed a positive development in 2021, although these 

positive data did not reach the levels of 2019. Granada’s DMO must promote its tourism products 

and services through digital channels like social media and international digital newspapers such as 

The Guardian, New York Times, Le Monde, Frankfurter Allgemeine Zeitung, De Volkskrant, La Re-

publica, Verdens Gang, amongst many others. Many studies mention the significant impact of the 

information published on social media on consumer preferences, since social media data can be used 

to analyse the image of a tourist destination and management tourism products and services in the 

city of Granada [141].  

Furthermore, the number of hotels has been significantly reduced by –11.5% in the last thirteen 

years, and the average stay of tourist was also reduced by –18.9. Nevertheless, the number of beds 

increased by 21.6%, and the average daily spending a 1.4% within the set period (see Figure 9). This 

data is quite worrying and for now, this generates far more doubts than certainties in the future of 

the Granada’s tourism industry. DMO and stakeholders should ask themselves why this happening, 

are we serving the needs of tourists? Are we using the proper promotion channels? Are we offering 

tourist packages according to our market segments?; Are we planning the opening of new air routes 

to increase the number of tourists?, or Why are tourists spending less money in our destination? 

A stark imbalance in the variable of Granada-Jaén airport’s passenger arrivals is shown in Figure 

9, the Federico García Lorca Granada-Jaén airport (IATA: GRX), it is a secondary airport and is local-

ized in the city of Granada. This airport is focused on commercial flights and air cargo, although its 

offer of commercial flights is quite limited. Like the city of Córdoba, most international tourists vis-

iting this city coming from Málaga and Seville destinations. This airport is strategically shared be-

tween the city of Granada and Jaén to make more accessible these two provinces, but unfortunately 

this strategic airport is not achieving the results hoped by airport operator and these two cities. Re-

sults show that the number of passenger arrivals at Granada-Jaén airport grew by 81 per cent, the 

number of tourists by 13 per cent, hotel occupancy rate by 13 per cent, overnight stays by 74 per cent, 

and stay-night by international and national tourists by 144 per cent and 35 per cent respectively in 
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2022. These data confirm the restoration of the tourism and air transport sectors in the province of 

Granada and supported by an increase of 20 per cent to the 2022 tourism promotion budget. 

 

Figure 9. Descriptive statistics of Granada province (2010-2022). 

           

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 provisional data. 

 

Huelva: It is a coastal city, and a very popular holiday resort for British people and European 

tourists. This is localised in Western Andalusia, exactly in the Costa de la Luz area. The tourism sector 

is the most important activity for the province of Huelva, and it requires the assistance of highly 

qualified workers in hotels and restaurants, which are taught at universities of Andalusia [142]. With 

the regard to the number of hotels decreased by -6.9% over the last thirteen years, a -9.2% the number 

of hotel beds, and the average stay of tourists has fluctuated in negative terms, especially in 2022 with 

6,3 days of average stay by tourist. In the period of pandemic, 60% of national tourists were from 

Andalusia, encouraged by initiatives such as the tourist voucher. A tourism voucher for residents in 

Andalusia, and they benefited from a two-night discount in an Andalusian accommodation with the 

‘Andalucía Segura’ label [143]. This is one reasons why the hotel occupancy rate does not have suf-

fered severely the impact of the pandemic in 2020 and 2021. Aguado-Correa et al. [144] revealed that 

the revitalization of the hotel business will go together with the adoption of strategies that instil con-

fidence in potential customers through promotional campaigns, the official websites of the hotel es-

tablishments. and posted on their Facebook and Twitter platforms. In 2000 mass tourism stimulated 

the development of hotels in Huelva, and Andalusia and Huelva’s DMOs developed marketing and 

branding activities through tourism promotion that helped to grow tourism industry in this territory 

[145]. 

The tourism promotion budgets of the province of Huelva have constantly remained in the pe-

riod analysed, except in 2020 with 4,4 million euros to combat the pandemic crisis, and the drop in 

the national and international tourist arrivals. The city of Huelva does not have its own airport like 

the rest of provinces, most international tourist arrivals came from Portugal, Francia, Germany, 

United Kingdom, Denmark, and the Netherlands [116], and the nearest airports to Huelva’s city are 

the Faro International airport (IATA: FAO) in Portugal, Seville, Jerez, and Málaga airports in Anda-

lusia. During the pandemic crisis, the overnight stay at hotels by international tourists fell by –87.2%, 

but in 2021 and 2022 this was the largest growth in percentage terms 133% and 177% respectively in 

comparison with the other variables (see Figure 10), but this exponential growth did not help to im-

prove the tourist’s average daily spending, in fact, this was reduced by –3.1% in comparison with 

2021.  

This tourist destination manages very well the national and international tourism flows. For ex-

ample, in 2020 the national tourism was the main visitor in Huelva, and the overnight stay at hotels 

by Spanish tourists declined by –53.6%, this was less affected than the overnight stay at hotels by 
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international tourists with a –87.2%. Nevertheless, in 2022 was all the opposite as we mentioned pre-

viously, most indicators examined in this province had a remarkable growth, for example, the num-

ber of tourists increased by 1,2 million tourists, the overnight stay at hotels by international and na-

tional tourists grew by 735 and 840 thousand overnights. In 2020, DMO’s Huelva increased the tour-

ism promotion budget by 163% to recovery tourism demand, and its result was satisfactory in all 

terms in the years 2021 and 2022. Huelva’s promotion campaigns are focused on the climate benefits, 

gastronomy, sun and beach activities, and the National Park of Doñana to attract international and 

national tourists [146]. 

 

 

Figure 10. Descriptive statistics of Huelva province (2010-2022). 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 Provisional data. 

 

Jaén: Much of the global olive oil production comes from the rural areas of Jaén in northern 

Andalusia. Jaén is the Andalusian province that attracts the lowest number of tourists [57], it is quite 

difficult to consider the tourism industry as a viable alternative for Jaén’s local economic develop-

ment. Its main economic activity is the production of olive oil, and recently this city is focusing on 

oleo-tourism managed by local actors which are offering new opportunities in the tourism industry 

of this territory [147,148], combined with the cynegetic tourism, a sustainable and well-planned tour-

ism activity by DMO of Jaén for more than 30 years. Rural areas and towns in Jaén such as Sierra 

Cazorla, Sierra de Segura, La Loma, Ubeda, Baeza, and Andújar provide a full and diverse experience 

based on local resources and heritage. The tourism promotion budgets have been considerably con-

strained in the period analysed, and tourism promotion campaigns through digital channels were 

very limited, and this affected the positioning of the brand image of Jaén and the tourist destination. 

During the period established of this study, the number of hotels decreased by –12.2%, most of 

them are rural hotels, and the number of hotel beds a –9.4%. In addition, the average stay of tourists 

was reduced by –29.8% (from 3,7 days to 2,6 days) in the last thirteen years, and the average daily 

spending by tourist fell by –7.6%. In 2020, the province of Jaén was the most resilient by pandemic 

crisis in the hotel occupancy rate (–31.4%) because most hotels are focused on rural hotels and their 

main clients are Spanish tourists. Foreign tourism fell by –51.2% in 2020, and this dragged the over-

night stay at hotels by international tourists by –76.2% [149]. This data is extremely important for 

evaluations and future tourism planning by Jaén’s DMO, airport operators, and the rest of tourism 

stakeholders at all levels. 

Like in Granada, this data is quite worrying for Jaén’s DMO, airport operator, and stakeholders. 

As we mentioned previously, the Federico García Lorca Granada-Jaén airport (IATA: GRX), this a 

secondary airport and this is localized in the city of Granada, but this airport is shared by both cities. 

They should ask themselves why this happening with tourism and aviation sectors, and how they 
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can improve and stimulate tourism demand in their territories. For example, they must design joint 

national and international promotion campaigns with Andalucian and Spanish governments (turis-

moandaluz.com and spain.info) through digital channels to stage the new products and services in 

oleo-tourism activity. Olive groves, mills, and shops are updating their facilities to provide tours, 

tastings, and education about olive oil, where visitors can taste, learn, and experience olive oil culture 

in action. 

In 2020, the passenger arrivals fall by –68.8%, and tourists –55.2% at airport and the city, and this 

situation destabilized the fragile tourism industry of Jaén, and hence reduced the overnight stay at 

hotels by international tourists by –76.2%, as it is shown in Figure 11. Ignoring the effects of COVID-

19, in 2022 all data seem slipped back into business as usual, particularly the increase of number of 

tourists by 3.2% (985 thousand tourists), the overnight stay at hotels by Spanish tourists by 18.7%, the 

overnight stay at hotels by international tourists with a 123%, and overnight stays a 41.1%. This pos-

itive trend indicates that recovery of the tourism industry was taking place, but these figures are still 

very far from data in 2019. These results suggest that DMOs’ tourism promotion budgets should be 

increased to revitalise tourism demand and supply and reorient tourism promotion to its target au-

dience, to encourage tourists to stay longer in the city of Jaén and spend more money. In this same 

line, Pulido-Fernández et al. [150] claim that Huelva’s DMO need to develop marketing strategies 

and tourism promotion campaigns of tourist products focused on each type of tourist, especially 

through advertising, OTAs, and social media. 

 

Figure 11. Descriptive statistics of Jaén province (2010-2022). 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 provisional data. 

 

Málaga: Since the 1970s, this province is the Mecca of tourism in Andalusia and possibly in 

Spain. The municipalities of Torremolinos and Marbella are the greatest landmarks, these two desti-

nations are the most visited by national and international tourists in Andalusia region. One of the 

most important key factors of Málaga as an international tourist destination has been the Málaga 

Costa del Sol airport (IATA: AGP), the accessibility and connectivity worldwide that this airport pro-

vides to the city triggered the planning and organization of tourism development in this city. ‘The 

new terminal building and the new runway of Málaga airport attracted additional international tour-

ists, especially those flying with low-cost carriers’ [151]. Nowadays, this airport has become a multi-

functional airport, and claim of establishment of large national and international companies such as 

Google, Amazon, Oracle, Vodafone, Virus Total, Deloitte, DHL, amongst many others [62,152]. Local 

government is focused on technology and logistical sectors, to reduce the high dependency in tourism 

industry, and the seasonality of this sector that do so much damage to the population in low season. 

For instance, in 2020 the Málaga Costa del Sol airport (IATA code is AGP) in Andalusia saw just 

5,2 million passengers pass through its terminal, a drop of −74% year-on-year [62,63,111]. Conse-

quently, in 2020 this drastic fall in passenger arrivals at Málaga airport impacted on hotel occupancy 
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rate by –46.7% of Málaga city in comparison with 2019. In addition, this same year the city of Málaga 

dramatically received only 3,5 million tourists, a drop of −67% in comparison with the previous year, 

that is, in one single year more than 14 million passengers and tourists stopped coming to the city of 

Málaga according to Institute of Statistics and Cartography of Andalusia [67,111,115,116], and a −51% 

in 2021 compared to the data for 2019 (27 million passengers and tourists did not stay in hotels and 

they did not visit the city of Málaga). These results are very detrimental to the Málaga economy since 

it is highly dependent on the tourism sector. 

The city of Málaga has the greatest number of hotels, and number of hotel beds in Andalusia, 

and its extensive tourist, cultural, leisure, and adventure offer make it very attractive to visit by tour-

ists. In 2020, the number of hotels decreased by –40% and number of beds a –45.2% by the effects of 

pandemic crisis, data never seen historically. As we mentioned previously, the consequences of pan-

demic crisis provoked the sale of a large number of hotels in Andalusia, especially in Málaga where 

most hotels are concentrated. Sánchez and Cañas [153] reported that more than 80% of hotels on the 

Málaga beachfront in 2020 closed. 

Surprisingly, this same year the average stay of tourists increased to 10,4 days in comparison 

with 2019 (9,2 days), possibly this data was measured on hotels opened, and the closed hotels were 

not counted. Nevertheless, the closure and sell of hotels in this destination reduced the average stays 

of tourists to 8,3 days in 2021, but the number of hotels increased by 22% and number of beds a 27% 

in comparison with 2019. Furthermore, between 2020 and 2021 the number of tourists fell considera-

bly –65.7% and –48% if we compare with 2019, that is, 12 million tourists did not visit the city of 

Málaga, too much lost tourists for Málaga economy that depends mainly on the tourism industry. 

This is the main reason why the local government and Málaga’s DMOs is diversifying the production 

structures in this territory. Regarding to the average daily spending of tourist has continued to grow 

in the last thirteen years. In 2010 the average expenditure per tourist and per day was of 47,4 euros, 

in 2022 this increased by 71,3 euros. 

Figure 12 displays the hotel occupancy rate has fluctuated until the period 2019 with 1.6%, in 

2020 and 2021 respectively decreased –46.7% and –24.5% in comparison with 2019 by the impact of 

the pandemic. The rest of variables examined had a positive direction in 2021, especially the over-

night stay at hotels by Spanish tourists by 109%, the overnight stay at hotels by international tourists 

with a 90.6%, and overnight stays a 99.6% with previous years. Overall, 2022 was better than 2021 in 

absolute terms, the number of passengers increased by 9,6 million, the number of tourists grew by 3 

million, the overnight stay at hotels by international and Spanish tourists 8 million overnights and 

500 thousand overnights, and overnight stays 20 million. These figures were benefited by tourism 

promotion campaigns developed by DMO’s Málaga in 2021, where DMO  launched a tourist cam-

paign titled ‘Málaga, where better?’ in the Netherlands, Germany, and the United Kingdom, activat-

ing a strategic action in these key markets, designed to promote Málaga city as a safe tourist destina-

tion, and kickstart once again the tourist activity of the German, British and Nordic markets, these 

three important market segments dropped drastically during the pandemic. 

Figure 12. Descriptive statistics of Málaga province (2010-2022). 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. Note. 2022 

provisional data. 
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This marketing campaign provoked that the number of passenger arrivals at Málaga airport ex-

perienced a notable growth in the years 2021 (72%), and 2022 (108%) in comparison with 2021, alt-

hough in 2020 this was practically inactive due to the COVID-19 pandemic (see Figure 12). However, 

data from 2021 and 2022 by number of passenger arrivals did not reach the figures for 2019. Trans-

portation infrastructure connects regions and promotes regional economic development. Airports 

influence total arrivals at touristic accommodations, including guests from domestic and abroad 

[154,155]. The recovery of the tourism and aviation industries in the province of Málaga has required 

a great effort by Málaga’s DMO, the Junta de Andalucía, AENA operator, and stakeholders. Mass 

tourism has helped to recover Andalusian tourist destinations in the period of the pandemic crisis. 

Nevertheless, under the need to make the tourist destinations sustainable in the future, DMOs created 

tourism campaigns to transform the tourist product making that marketing strategies have been more 

efficient [11]. 

In the last three years, the tourism promotion budgets have had an exponential growth to stim-

ulate tourism demand and position the Málaga’s destination worldwide at national and international 

tourist fairs, international tourist conferences, promotional campaigns through digital channels in 

Spain, UK, Denmark, Germany, Italy, Portugal, USA, China, and Japan countries, amongst many 

other activities. Barke and Newton [156] found that promoting sustainable tourism in an urban con-

text like Málaga city improve the quality of tourism supply and demand. One of the advantages of 

the province of Málaga is the diversity of places it has. 

For instance, a benchmark of tourism promotion campaign worldwide, and one of Andalusia’s 

top attractions is ‘El Caminito del Rey’ in the city of Málaga. This is a nature and adventure activity 

and a narrow hiking path known for its nearly two miles stretch of man-made boardwalks and glass 

footbridges that hug the sides of sheer cliffs and hang over river gorges (see Figure 13). In 2015, this 

tourist attraction was opened to the public, but before the opening ceremony, Andalusia and Má-

laga’s DMO designed several promotion campaigns through digital channels like social media, digi-

tal newspapers around the world, Online Travel Agency websites, target markets’ tourism official 

websites, World Travel Market, ITB Berlin, amongst many others. Since then, if the tourist wants to 

visit ‘El Caminito del Rey’ attraction, he/she needs to book early since the number of entries is limited, 

and the demand of tourists to visit this adventure activity is very high.  
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Figure 13. Tourism promotion of ‘Caminito del Rey’ through Andalusia’s DMO official website. 

Source. Andalucía.org [157].  

 

Seville: Tourism represents about 11 % of the GDP in the economy of Seville. The tourism in-

dustry in the province of Seville constitutes one of the fundamental pillars of the economic, social, 

and cultural progress activities. Seville's importance lies not only in its plentiful monumental and 

artistic heritage, but also in the rest of the characteristics of the city that come together to form the 

tourist product like accommodations, museums, tourist attractions, infrastructures, shops, catering, 
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and recreational areas [158]. As stated by Moragas [159] ‘selling the past in its different forms is one 

of the principal claims of tourist marketing’. The city of Seville has been able to adapt to the needs of 

the 21st century by diversifying its tourist offering as consumer interests evolve, including business, 

gastronomic, shopping, river, golf, and idiomatic tourism activities. 

One of its main assets is the Seville airport (IATA: SVQ) also known as San Pablo airport, an 

aerodrome with an open business model, to combine passengers, air cargo and above all it offers 

aeronautical companies and airlines logistical support. It has diversified its airport business model 

excellently and this is now achieving good results [67]. The evolution of passenger arrivals in this 

airport has had its ups and downs (see Figure 14), AENA operator and Seville’s DMO did not reach 

a passenger arrival flows that help to project better the tourism industry in this territory in efficiency 

and sustainable terms. For instance, in 2018 joint marketing strategies between Seville airport and 

DMO reached an extraordinary achievement, this airport had the largest growth in number of pas-

sengers by 24.9% across Europe, within the framework of airports between 5 and 10 million passen-

gers [160].  

Nevertheless, after 2019 the number of passenger arrivals dropped once again. Although, in 2021 

and 2022 the number of passenger arrivals grew by 48.7% and 97%. Consequently, the evolution of 

the number of tourists substantially improved by 66.6% (1 million tourists) and 207.6% (3 million 

tourists) in comparison with 2020. Indeed, the number of passenger arrivals at Seville airport in-

creased by 2.9% compared to the year 2019. Moreover, results show the positive progression of all 

indicators in the Figure 14, particularly especially the overnight stay at hotels by international tourists 

with a 170%, overnight stays a 92.1%, and the hotel occupancy rate with a 48% in comparison with 

2021. In addition, the number hotels increased by 15.5% and number of beds by 22.5% in the period 

analysed. Although, the tourist’s average daily spending decreased by –4.5% in the last thirteen years.  

Figure 14. Descriptive statistics of Seville province (2010-2022). 

 

Source. Own elaboration from IECA [57,115,116], INE [8,9,117,118], and AENA [111]. 

Note. 2022 provisional data. 

 

Results display the reduction of Seville’s tourism promotion budgets from 2010 to 2019, but like 

the rest of the Andalusian provinces, in 2020 Seville’s DMO had to increase the tourism promotion 

budget by 38.4% (4,4 million euros) to recover the tourism demand and supply, and results have been 

quite favourable for 2021 and 2022. Findings show that most Andalusian provinces increased the 

tourism promotion budgets in 2020, and these obtained very satisfactory results in all indicators ex-

amined. It is important to note that the results of tourism promotional campaigns by DMOs do not 

have immediate impact on countries where these marketing campaigns were promoted. Results of 

promotion campaigns are analysed and measured the year after in economic, tourism, and passenger 

terms to measure the return on investment (ROI). The tourism promotion campaigns help add value 

to the characteristics in the products and services that provide companies, or even the city’s tourism 

supply. For instance, flamenco tourism is a high value subsegment in which the value per tourist is 

around one third above the average figure, and this type of tourism is strategically used by DMO of 
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Seville to increase the number of tourist arrivals, and project the brand image of Seville internation-

ally [161].  

In the same line, when tourist destinations face economic, pandemic, and war crisis, these in-

crease the promotion budgets to stimulate tourism demand, as we can see previously. In 2021 and 

2022, all variables had an exponential growth in the province of Seville. All these reflect the central 

role tourism plays in Seville’s economy and its over dependence on this industry [162]. In this study, 

we noted the complexity of the problem of pandemic crisis, Brexit, and Russia’s invasion of Ukraine 

in the main emitters of tourists, people have not yet recovered full confidence to be able to travel 

freely again. It is precisely, for this reason that tourism promotion campaigns can help reduce peo-

ple’s fears and uncertainly to travel to other countries. As stated by Avraham [163] during the 

COVID-19 pandemic much effort was invested in generating positive coverage in TV, digital news-

papers, social media, running campaigns, analysing target audiences, promote tourist destination's 

appealing messages to revitalize tourism demand and supply.  

According to findings presented, tourism promotion budgets and campaigns contribute to revi-

talize the tourism demand and supply due to the COVID-19 pandemic. For instance, in 2020 the 

provinces of Almería, Cádiz, Córdoba, Huelva, Málaga, and Seville increased their tourism promo-

tion budgets and campaigns to recover tourism demand and supply, and passenger flows at Anda-

lusian provinces. As the results show, passenger arrivals, number of tourists, hotel occupancy rate, 

overnight stays at hotels by international and Spanish, and total overnight stay indicators analysed 

increased in the years 2021 and 2022. Therefore, these six indicators increased in terms of percentages 

in comparison with 2020, and according to data showed in this study. Figure 15 illustrates the six 

indicators benefited by Andalusia’s tourism promotion budgets and campaigns. These findings are 

in line with studies carried out by Figueiredo et al. [36], Tilson [164], Narváez and Zambrana [165], 

Olszewski-Strzyżowski [166], and Toubes et al. [167] in which they state that tourism promotion cam-

paigns contribute to improve and revitalize tourism demand and supply. 

 

Figure 15. Indicators favoured by tourism promotion budgets and campaigns at Andalusian prov-

inces. 

 

Source. Own elaboration. 
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5. Conclusions  

 

The main objective of this study was to analyse tourism promotion of eight provinces of Anda-

lusia from 2010 to 2022, and to examine the ways that tourism promotion campaigns influence and 

stimulate the improving of tourism demand and supply at Andalusian provinces. Findings suggest 

that Andalusia’s tourism promotion budgets and campaigns have helped to improve the number of 

passenger arrivals, number of tourists, hotel occupancy rate, overnight stays at hotels by international 

and Spanish, and total overnight stay indicators in the period analysed, especially in the years 2021 

and 2022. 

Our study’s first question (RQ1) was to examine the benefits obtained from Andalusia’s tourism 

promotion budgets. This study shows how tourism promotion budgets by Andalusia and its eight 

provinces have served to stimulate tourism demand and in 2021 and 2022, and after that COVID-19 

restrictions finalized, and RQ1 question is answered. Marketing strategies through tourism promo-

tion campaigns empowered the brand image of Andalusia worldwide and helped to recover the tour-

ism industry in this territory. DMOs, hotel managers and airport operators must be aware that when 

the world economy and tourism industry is doing well, they can design and developed new market-

ing strategies and promotion campaigns to stimulated tourism demand and supply, or even create 

new products and services aligned with a sustainability concept and strategy according to the desti-

nation’s marketing plan. 

Additionally, this research tackles how Andalusia’s tourism promotion can help to enhance 

tourism supply and demand in the second question (RQ2). Most provinces of Andalusia, the increase 

of the budgets and promotion campaigns in last thirteen years have helped to stimulate the tourism 

demand, particularly these were very beneficial to get the tourism industry back on its feet in the 

years 2021 and 2022. Tourism promotion campaigns through digital channels, international tourist 

fairs, international tourist conferences, amongst many other activities improve the quality of tourism 

demand at eight Andalusian provinces. Although in the case of province of Almería, Cádiz, Córdoba, 

Granada, Huelva, and Jaén marketing strategies and tourism promotion activities enhanced the in-

crease of the number of hotels in comparison with 2020, but these figures did not reach the number 

of hotels opened in 2019. We must be aware that to reach the pre-COVID-19 levels is long and com-

plicated, due to the sudden unprecedented fall in demand triggered by the pandemic crisis and Rus-

sia’s invasion of Ukraine context.  

Furthermore, the province of Granada did not also obtain the expected results in terms of pas-

senger and tourist arrivals in 2020 and 2021 by tourism promotion campaigns, this situation could be 

possibly resolved if AENA operator and Granada and Jaén DMOs establish coordinated marketing 

strategies to increase the number of passenger arrivals at the Federico García Lorca Granada-Jaén 

airport. For example, the possibility of opening new air routes with low-cost carriers in Germany, 

Denmark, Norway, Sweden, Italy or even Japan and China, tourist from these countries value the 

Mediterranean gastronomy and cultural and monumental tourism. We cannot forget the high corre-

lation between passenger arrivals at airports and tourists, given that 75 percent of tourist arrivals to 

Spain are through airports. Furthermore, the city of Granada cannot focus only on cultural and sun 

and beach tourism, DMO of Granada and stakeholders need to diversify tourism offer and develop-

ment of the new tourism products and services.  

Our research’s third question (QR3) was to explore the shortages of the tourism promotion in 

the eight provinces of Andalusia. We observed in this study that there is a lack of interoperability 

among them to unite efforts and resources which is impeding good performance of tourism promo-

tion campaigns in national and international terms (alone and together). For example, when a prov-

ince is advertising a joint promotion campaign under the umbrella brand of Andalusia, this should 

put in value the accessibility and connectivity of the destination and its main tourist attractions. Nev-

ertheless, if DMO of the province decides to do a tourism promotion campaign alone at international 

countries would be advisable focus the efforts in mature and emerging markets and with more po-

tential growth. Evidently, these market segments must be properly aligned with the tourist supply 

of the province. The quality of tourism supply is based on improving the existing tourism offer and 
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development of the new products to stimulate tourism demand. Marketing strategies and promotion 

campaigns focused on new tourist products and services should improve the tourist’s average daily 

expenditure, as is presently the case of Almería, Cádiz, Córdoba, Granada, and Málaga provinces. 

Last, this study reveals that Andalusia’s tourism promotion campaigns may be improved by 

DMOs (RQ4), if airport and hotel operators, OTAs, and stakeholders in the sphere of Andalusia’s 

tourism provide support in economic and commercial strategies terms to satisfy the tourism indus-

try’s need and stage the quality of tourism supply of the eight Andalusian provinces. DMOs face new 

challenges associated with ensuring there is consistency between the knowledge about the tourism 

product on offer through digital channels, and how this digital tool is used in marketing and brand-

ing activities. The success of tourism promotion campaigns by Andalusia and its eight provinces re-

lies on how DMOs stage products and services’ characteristics and their tourist attractions of each of 

them, and these are influenced by a broad range of external factors like market share, revenue, costs, 

digital channels, information, communication content, etc. Andalusia is a multi-space that brings to-

gether all the classifications of tourist activities because each province has its own peculiarities as we 

can saw previously.  

For this reason, DMOs and stakeholders need to design different marketing strategies with dif-

ferent characteristics to stimulate tourism demand. The new challenges that Andalusia and its eight 

provinces require differentiated responses and tourism promotion budgets. In this context, each 

province will establish its own individual marketing plan, and each of them will develop joint pro-

motion campaigns under the umbrella brand of Andalusia with the aim of internationalizing their 

products and services, attract more tourists, position their brand image and target more effectively 

through digital channels and other marketing strategies. Indeed, digital marketing is a broad um-

brella that includes sales and communication, presentation and interaction, strategic analysis, and 

measurement instruments which boots the tourism industry at tourist destinations [167]. Findings of 

the current study prove that DMOs of Andalusian provinces increased the tourism promotion budg-

ets and campaigns to revitalize the tourism demand and supply due to the pandemic crisis and Rus-

sia’s invasion of Ukraine. There is an urgent need for recovery of tourism and aviation industries, 

and tourism flows at tourist destinations, but this requires time, money, and marketing strategies. 

The importance of government and tourism stakeholder interventions, stimulus packages, and tour-

ism promotion campaigns in helping the tourism industry are integral part to recovery strategies to 

tackle the COVID-19 crisis and Russia-Ukraine war [168,169]. 

 

5.1. Theoretical and practical implications 

 

Initially, the analysis of results provides theoretical implications in the literature review. This 

study revealed that the tourism promotion of destination can enhance one region's visibility or profile 

worldwide and bring foreign exchange and economic growth to the regional and local economy. 

Smeral [19] indicates that tourism promotion derives its positive impact from the stimulating effects 

of tourism marketing. Indeed, most countries promote tourism through marketing campaigns and 

strategies to attract international tourism which has a positive effect on long run economic growth of 

the city [170,171,172,173]. The destination’s promotion has a dynamic role in different provinces or 

cities, hospitality, airports or even in the number of tourists arrivals, but this research shows how 

tourism products and services are interrelated and are complementary. As stated by Magalhães et al. 

[174] this means that an action on one of the stakeholders can have an impact on one or more of the 

others involved, and this impact could be positive or negative. Findings contribute to the growing 

literature on crisis management and resilience at tourist destinations and how tourism promotion 

budgets and campaigns should improve the tourism demand and supply.  

Moreover, this study also has some practical implications, which could be implemented by acad-

emicians and tourism and aviation’s practitioners. The present study has a great relevance to tourist 

destinations, DMOs, hotels, airports, and stakeholders where application of tourism promotion 

budgets, joint promotion campaigns, and new tourism products and services should be implemented 
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to improve the tourism supply and demand, guarantee the regional and local economy and well-

being of population. Indeed, use of digital channels to promote the city’s tourist attractions by DMOs 

is consolidating access to potential tourists, so they will have a better understanding the national, 

regional, or tourist destination through DMOs’ official websites, app, social media, digital newspa-

per, YouTube, amongst many others. For example, Arora and Lata [175] indicate that tourists’ infor-

mation usefulness through YouTube channel for destination visit intentions help to make a better 

decision to visit a destination by potential tourists. Findings of this research suggest that DMOs and 

stakeholders need to develop marketing strategies focused on domestic tourism. For example, DMOs 

should implement policies that promote domestic tourism, in which residents receive tourism vouch-

ers for a holiday in their territory [168]. Andalusian provinces like Jaén, Granada, Huelva, Almería, 

and Cádiz would benefit from these new policies in tourist arrivals, overnight stay, and tourist’s 

average daily expenditure.  

 

5.2. Limitations and future research 

One of the major limitations of this study has been the lack of collaboration by Andalusia and 

its eight provinces with this research project. Local governments are reluctant to provide information 

and data related to tourism promotion campaigns and their respective economic budgets. Further-

more, DMOs do not show the economy impact of tourism promotion campaigns at cities and airports 

in their official websites, this information would be very important to design future marketing cam-

paigns, and future studies in this area of knowledge. For example, future research could measure the 

efficiency of tourism promotion budgets and campaigns by countries, market segments, digital chan-

nels, the hotel occupancy rate, number of passenger arrivals, and average daily spending by tourist. 

Or even to analyse the characteristics of products and services of tourism promotion campaigns and 

results through digitals channels with the aim of designing customised and specific tourist packages. 
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Appendix A 

Table 1. Descriptive indicators of the eight provinces of Andalusia (2010-2022). 

Year 

Number of hotels 

in Almería 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 192 29,989 8 52,8 

2011 180 29,290 8,3 46,4 

2012 177 28,023 9,6 44,2 

2013 172 28,311 9,2 48,2 

2014 186 28,498 8,8 52,4 

2015 193 28,816 7,1 52,6 

2016 195 29,665 7 56,6 

2017 206 29,465 7,7 60,3 

2018 204 29,973 7,7 61,5 

2019 195 29,753 7,9 63,1 

2020 137 15,976 7,6 60 

2021 138 18,924 7,5 64,5 

2022 179 38,916 7,3 66,8 

  

Number of hotels 

in Cádiz 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 421 39,261 7,7 69.8 

2011 416 39,518 7,6 68,4 

2012 416 38,322 8 66 

2013 401 39,238 9,1 65,7 

2014 388 37,639 8,6 66,5 

2015 397 36,832 8,4 67,2 

2016 406 37,603 6,9 70 

2017 414 37,941 6,7 69,6 

2018 429 39,193 6,4 71 

2019 437 39,892 6,3 77,2 

2020 316 25,156 7,7 72 

2021 351 30,156 7,1 78,2 

2022 408 38,916 6,9 84,5 

  

Number of hotels 

in Córdoba 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 184 9,915 3,2 64,7 

2011 196 10,615 3,7 56,3 

2012 197 11,034 3,8 52,5 

2013 195 10,768 3,9 54,9 

2014 192 10,812 3,9 57,6 

2015 188 10,886 3,9 56 

2016 196 11,048 3,7 59 

2017 203 11,224 3,5 62,2 
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2018 198 11,045 3,3 63,9 

2019 203 11,314 3,2 64,7 

2020 139 7,192 3,1 65,2 

2021 148 8,784 3 66,2 

2022 183 10,936 3,2 72,6 

  

Number of hotels 

in Granada 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 408 29,013 5,3 72,4 

2011 427 29,892 5,9 69,4 

2012 407 29,168 5,5 63,7 

2013 400 29,600 5 63,4 

2014 417 30,677 5,1 62,1 

2015 422 31,150 5,3 63,6 

2016 418 31,227 5,4 65,7 

2017 401 30,580 5,3 66,2 

2018 413 31,878 5,1 70,4 

2019 398 31,976 5,1 69,3 

2020 235 18,567 5,3 63,9 

2021 278 21,678 4,8 67,3 

2022 361 29,478 4,3 73,4 

  

Number of hotels 

in Huelva 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 146 20,197 7,3 47,2 

2011 150 21,298 8,1 46,9 

2012 146 21,075 8,3 50,3 

2013 143 20,899 7,9 54,7 

2014 140 20,661 7 55 

2015 140 19,427 7,5 51,8 

2016 143 21,155 7,2 54,5 

2017 148 21,484 7,9 58,2 

2018 131 20,827 8,1 58,6 

2019 133 20,575 7,9 56,1 

2020 94 11,035 8,9 52,4 

2021 110 12,693 7,5 58,7 

2022 136 18,341 6,3 56,9 

  

Number of hotels 

in Jaén 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 183 8,842 3,7 85,2 

2011 182 9,037 3,8 92,7 

2012 183 9,046 2,7 98,5 

2013 185 8,787 2,4 93,9 

2014 177 8,560 2,4 96,8 

Preprints (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 8 May 2023                   doi:10.20944/preprints202305.0487.v1

https://doi.org/10.20944/preprints202305.0487.v1


2015 186 8,626 3 87,6 

2016 178 8,440 2,7 92,1 

2017 175 8,489 2,9 82,3 

2018 175 8,453 2,6 85,2 

2019 164 8,143 2,5 79,4 

2020 117 5,922 2,5 73,3 

2021 142 7,039 2,7 74,5 

2022 161 8,015 2,6 78.7 

  

Number of hotels 

in Málaga 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 532 80,345 11,9 47,4 

2011 536 79,478 11,4 51,5 

2012 560 78,748 12 53,5 

2013 546 79,737 10,7 55,9 

2014 571 81,610 9,4 55,7 

2015 561 81,550 9,7 55 

2016 569 83,446 10 58 

2017 555 83,344 9,3 61,9 

2018 546 84,974 9,4 61,4 

2019 548 85,967 9,2 63,3 

2020 329 47,139 10,4 56,5 

2021 401 59,870 8,3 65,4 

2022 548 84,299 7,2 71,3 

  

Number of hotels 

in Seville 

Estimated number 

of hotel beds 

Average stay of 

tourists  (Days) 

Average daily spend-

ing by tourist (€) 

2010 316 26,150 3,4 76 

2011 317 26,256 3,3 73 

2012 335 26,908 3,6 73,9 

2013 336 27,091 3,5 74 

2014 339 27,445 3,4 78,8 

2015 350 28,597 3,5 82,7 

2016 372 29,705 3,3 81,8 

2017 366 29,805 3,4 78,9 

2018 367 30,594 3,4 76 

2019 385 31,646 3,3 73 

2020 215 18,888 3,1 70,1 

2021 250 23,494 3,8 72,5 

2022 365 32,045 3,5 72,6 

 

Source. Own elaboration from IECA [57,114,115]. 
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