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Measuring tourism:
What does the data say?



Air Capacity
Continues to Grow



Summer Tourism Set for a Record Year in Air Capacity @

International Air Capacity Arrivals; variation vs previous year ForwardKeys

Worldwide international
tourist arrivals

Full year 2025: +6%
Summer 2025: +6%

*summer = June, July and August

o

The Americas Europe Africa & Middle East Asia Pacific
Full year 2025: +6% Full year 2025: +6% Full year 2025: +6% Full year 2025: +8%
Summer 2025: +6% Summer 2025: +5% Summer 2025: +4% Summer 2025: +8%
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EU27 & UK Air Supply continues to break records )

Flown and Forecasted available seats for international flights arriving to EU27 & UK destinations ForwardKeys
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Airlines boost operations relatively evenly throughout Europe )

Flown and Forecasted available seats for international flights arriving to EU27 & UK destinations in 2025; vs previous year ForwardKeys

Year-over-year

Top Performing Destinations*

variation
Warsaw +13%
Alicante +12%
Athens +10%
Malaga +9%
Budapest +8%
Bucharest +7%
Prague +7%
Copenhagen +7%
Barcelona +7%
) Milan +7%
EU27 & UK +5%
;e ! *considering EU27 & UK cities that represent more than 1% share

Powered by Bing
© GeoNames, Microsoft, Open Places, OpenStreetMap, TomTom
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Top Summer Demand Is Spread Across Diverse European ®
Destinations w

Forecasted tourist arrivals to EU27 & UK Summer (Jun to Aug) 2025 vs 2024, variation vs previous year

ForwardKeys

Brussels 1% +18%
Manchester 1% +12%
Alicante 2% +12%
Faro 1% +8%
Malta 1% +6%
Malaga 2% +4%
Milan 2% +4%
Porto 2% +4%
Edinburgh 1% +3%
Prague 1% +2%

*considering destinations that represent more than 1% share

Visit us at www.forwardkeys.com Source: ForwardKeys Flight Searches © ForwardKeys, 2025. All Rights Reserved. 13



ForwardKeys

What is Destination
Management?






Valencia at a glance ~ -

ForwardKeys

Business area Shopping area

City centre Beach area

Food & Nature area

+ <
Nightlife area




)
Step 1 ’g

Identify the busiest areas



The 3 most visited neighbourhoods by international visitors ()
remain the same all year long Forwardkeys

Top 10 most visited Neighbourhoods by international visitors by month

=—=P|3 del Remei = Ruzafa - San Francesc

Jan-23 Feb-23 Mar-23 Apr-23 May-23  Jun-23 Jul-23 Aug-23  Sep-23 Oct-23 Nov-23  Dec-23  Jan-24 Feb-24
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Each neighbourhood has its own daily rhythm @

ForwardKeys
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®
Step 2 @

Identify the visitors
most likely to generate
overconcentration



The nightlife area appeals more to some nationalities than others @

ForwardKeys

% pts
Nationality vs Valencia share Nationality share in VLC

Unlted Kingdom 19% = United Kingdom

LI [/
7N

Netherlands 19% France

Italy 15% Netherlands

France 14% Italy

Germany

Germany 7%

Belgium 5% U.S.A.

U.S.A. 4% Belgium

Sweden 1% Sweden

Romania 1% Portugal

MEH:WIfﬁ

Portugal 1% Brazil
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Step 3 .;9

Identify the visitor profiles
more likely to wander off
the beaten track



The French, the Dutch and the Belgians are prime targets for the O
food and nature area ForwiatBevs

share in the % pts . . .
food and nature area vs Valencia share Nationality share in VLC

N LA

Zi= GB 20%
FR 16%
NL 13%
IT 113%
DE 9%
us 5%
BE 4%
SE 1%
PT 1%
BR 1%
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The Food and Nature area faces extreme @
concentration during lunchtime ForwardKeys

—Nightlife area City Centre =—=Food and Nature area Beach area ——Shopping area
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Flattening the
seasonality
line
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Understand your market: Underserved Routes )

Available seats on direct flights and searches made for travel in 2024 for international arrivals to Brussels ForwardKeys

Larger proportion of available seats than travel intent

4%
® Madrid
3% ® Barcelona
@® Milan
@ |Istanbul Londpn Lisbon
® Rome Malaga
- . e ® ¢ ©
® Vienna Alicant
New York
Warsaw
1%
o ® Toronto Larger proportion of intent than available seats
0% 1% 2% 3% 4%
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Take-Aways
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TOURISM IS SET TO
TO GROW
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ForwardKeys

A DIFFERENTIATED
APPROACH IS REQUIRED
DURING HIGH AND LOW
SEASONS

2
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THANK YOU!

AND SUBSCRIBE TO
OUR NEWSLETTER

Olivier Ponti

Director of Intelligence and Marketing

X olivier.ponti@forwardkeys.com
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