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1. Spain marks you: Some facts and figures

• Spain is located in southwestern Europe

• The population of Spain                                                            

reached 46 million people (2008)

• It is a developed country with the 9th                                        

largest economy by nominal GDP

• Spanish culture has its origins in the Iberian, Celtiberian, 

Latin, Visigothic, Roman Catholic, and Islamic cultures. 

• After Italy, Spain has the second highest number of UNESCO 

World Heritage Sites in the world, with a total of 40.

• It has language and cultural ties with Latin America

• Tourism contributes about 12% of Spanish GDP
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2. Tourism indicators for Spain
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Source: UNWTO

International Tourist Arrivals & Receipts (Spain)
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UK, 27.6
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International Tourist Arrivals Profile 2008 (Spain)

By country (%) Arrivals by  purpose of visit (%)

•Mainly European countries

•3 concentrate more than 63%

•Holydays on the beach is the 

most important

•55% perform cultural activity;      

24% Leisure activities, discos; 

13% Sport activities

Leisure, 
Holidays, 81.6

Business, fairs 
and congress, 

9.3

Private, 5.8
Other 

reasons, 2.5
NA, 0.9
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By means of transport (%)
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•The plane was consolidated as 

a gateway for foreign tourists. 

• Increase the presence of 

airlines low cost (CBC's).

The hotel accommodation is 

mostly used, but loses share 

(71% in 1997)

International Tourist Arrivals Profile 2008 (Spain)
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International Departures by Country 2020

Country of origin International 

departures 

(millions)

Market Share 

(%)

1. Germany 163,5 10,2

2. Japan 141,5 8,8

3. USA 123,3 7,7

4. China 100,0 6,2

5. United Kingdom 96,1 6,0

6. France 37,6 2,3

7. Netherlands 35,4 2,2

8. Canada 31,3 2,0

9. Russia Fed. 30,5 1,9

10. Italy 29,7 1,9

Source: UNWTO

•European Countries

•Asia

•North America



E. Bigné

TOURISM TRENDS AND OUTLOOK Guilin

Evolution of Hotel and Hostels Accommodation. Spain
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Evolution of Hotel Rooms by Category. Spain
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Source: Survey of Hotel Ocupation, Encuesta de Ocupació n Hotelera, www.ine.es 
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3. Tourism growth strategies

• Ansoff Product-Market Growth Matrix 

• Emerging tourism destinations, both beaches and 
others

• New products: cultural, conferences, learn Spanish, 
sports (golf) health and spa, thematic parks 

• New segments: seniors

• Public policies and bodies

13

Products

Present New

Markets

Present Market Penetration Product Development

New Market Development Diversification
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Some drivers of Spanish tourism growth

• Member of the European Union (1993) and Euro 
(1999)

• Economic growth and stability

• Events: 
– Olympic Games in Barcelona1992

– Universal Exposition “Expo” in Sevilla 1992 and in Zaragoza 2008

– F-1 in Barcelona (1991-) and Valencia (2008-)

– America’s Cup in Valencia 2007

– Madrid Open Tennis

• Holiday extension and city breaks

• Low cost airlines development

• Autonomous communities launch new products

• Build up a Tourism Statistic System

• Marketing orientation and perceived value

14
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Public policies

• First Tourism National Plan launched in 1951

• Two key public bodies: IET and Tourspain

• More relevant was FUTURES Plan (90’s) 
focusing on:

Innovation  Modernization New Products Competitiveness

• QUALITY Plan (2000-2006), including products 
and destinations

• Plan 2020 (2007-2020), focusing on customer 
perceived value, and sustainability

15

www.turismo2020.es

http://www.turismo2020.es/
http://www.turismo2020.es/
http://www.turismo2020.es/
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Institute for Tourism Studies: Public Knowledge

• It is a public body, under the presidency of Turespaña, 

• Main functions of the IET:
– Investigate the factors that impact on tourism

– Development, assessment and collection of data related to 
tourism.

– Creation and dissemination of knowledge and intelligence and 
coordination of tourism information on tourism

• Statistics:
– Frontur: International tourism

– Familytur: Domestic Tourism

– Others: Tourism Expenditure Survey ; Tourism Satellite Account; 
Hotel, Home holiday, Holiday Campsite  Occupation Surveys; 
Lodging Occupancy Survey for Rural Tourism; Labour Force 
Surey; Hotel Prices Index, Consumer Price Index for Tourism…

• Documentation Center of Tourism is available through 
website

16

http://www.iet.tourspain.es/paginas/home.aspx?idioma=es-ES
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Tourspain/Turespañ a: A Public Marketing Body

• TURESPAÑA is the Administrative unit of the Central Government in 

charge of promoting Spain abroad as a tourism destination. 

• Budget: 148 million Euros (76.8 were used for promotional campaigns 

and activities). It has 505 staff members

• Strategic Axis: 
1. Market surveys in a broad sense, including how Spain is in the media. IET

2. Brand image and communication : campaign on-line and off-line in 24 

languages in 32 countries.

3. Development of the product and marketing of specific tourism products 

(Sun and Sea, Cultural and Urban, Sports and Rural, and Congress and 

Incentive Tourism), as well as the inter-regional trade names

4. On-line marketing; incorporates on-line information and marketing tools; 

CRM; Spain.info site in19 languages. The on-line advertising campaign, 

combines four tools: Search Engine Optimization, strategic alliances with 

web pages, advertising in on-line media and e-mail marketing.

5. Managerial excellence: Professional seminars and meetings

6. Crisis management
17

http://www.spain.info/
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Tourspain website in Chinesse

18

http://www.spain.info/cn/tourspain

http://www.spain.info/cn/tourspain
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Advertising. Spain 

• It began 80 years ago

• 1970: Spain is different

• 1980 Everything under the sun 

• 1984-1989 Everything new under the sun 

• 1991-1996 Passion for life 

• 1997-2002 Bravo Spain 

• 2003-2005 Spain Marks 

• 2005-2009 Smile you are in Spain

19
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SPAIN MARKS. 2003-2005

20http://www.tourspain.es http://www.tourspain.es

The main protagonist is the public, the 
FOREIGN TOURIST, 
It is a campaign with high capacity to 
mobilize emotions represented in the faces 
of the protagonists.

Objectives: to present Spain as a 
competitive and differentiated tourist 
destination: cultural quality, gastronomical 
quality, environmental quality.
Budget: 21 million euros in 2002 and 36.9 
million euros in 2003. 
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SMIILE. 2005-2009
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http://www.youtube.com/watch?v=uvf-XRLPOqM

http://www.youtube.com/watch?v=QmPf5RR7gqQ

http://www.youtube.com/watch?v=uvf-XRLPOqM
http://www.youtube.com/watch?v=uvf-XRLPOqM
http://www.youtube.com/watch?v=uvf-XRLPOqM
http://www.youtube.com/watch?v=QmPf5RR7gqQ
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1976-80

27

1981-90

140

1991-00

195

2001-05
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https://www.educacion.es/teseo/irGestionarConsulta.do

Evolution of doctoral thesis in tourism. Spain

372 doctoral thesis from 1978 - 2005 
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• Geo-climate-economic strategic position. 

• Top tourist destination from many years 

ago

• A clear product positioning, and increasing 

perceived value

• Larger in terms of suppliers and with better 

quality

• Public policies and plans

• Large promotional activity
24

4. Conclusions and challenges for the future
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• Maintaining the key previous conclusions

• Sustainability

• Interregional cooperation between brands 

and products
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4. Conclusions and challenges for the future



E. Bigné

TOURISM TRENDS AND OUTLOOK Guilin

Enrique.Bigné@uv.es



E. Bigné

TOURISM TRENDS AND OUTLOOK Guilin

27

How Spain has maintained its 

status as a top tourist destination

The 3rd UNWTO/PATA Forum on

TOURISM TRENDS AND OUTLOOK

15-17 November 2009 

Guilin, China 

Enrique Bigné

Marketing Professor


