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Abstract  

Camping tourism is a subcategory of adventure tourism and is acknowledged as a 

growing segment worldwide. Despite its increasing importance in various parts of 

the world, camping tourism is practically non-existent in Malta and is not evident in 

reports stemming from the local relevant authorities. This study identifies a 

significant gap in adequate facilities for camping tourism. It is established that no 

adequate camping facilities are available in Malta for both the inbound and domestic 

camping markets. This study may lead to the possibility of adding camping tourism 

to the Malta tourism portfolio as it investigates what the camping tourism traveller 

expects if he were to travel to Malta and whether these demands can be met.  

This study primarily looks at the crucial factors that influence the camping tourist 

and how the camping tourist makes certain decisions. It investigates the motivational 

factors and environmental approach of campers when choosing camping tourism. An 

online questionnaire addressed to Facebook camping groups was used to collect 

relative data from foreign camping enthusiasts. Planned visits to nearby Sicily 

campsites to interview campsite managers and campers had to be cancelled due to 

the Covid-19 pandemic, which imposed travel restrictions. The approach adopted in 

this study is qualitative since understanding the camping community concerns and 

needs requires a qualitative assessment rather than merely data-based information. 

Descriptive statistics were used to analyse the basic features of the data collected, 

displayed in charts and discussed accordingly. Results were analysed based on 

respondents’ demography, preferences of camping accommodation, campsite 

facilities, and choice of destination. 

This study suggests that a potential market of camping tourism can be added to the 

Malta tourism portfolio if adequate camping facilities are provided to the camping 

tourist. Most respondents are willing to consider a camping trip to Malta whilst 

touring nearby Sicily or southern Italy. The common concern for both those who 

would and those who would not consider a camping trip to Malta was facilities. 

These were analysed and discussed within the presently available camping facilities. 

The concept of glamping was also addressed since it is currently of increasing 

interest in the tourism industry.    
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A major concern of potential camping tourists is the lack of local facilities. Hence, 

the study concludes by recommending future studies on identifying areas to be used 

as potential campsites of international standards. Furthermore, results of this study 

can encourage the relevant authorities and potential investors to pursue camping 

tourism as an environmental and sustainable touristic niche product through 

formulation of policies, provision of facilities and marketing the island as a camping 

destination. 
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1. Introduction 

 Background 

Camping tourism has been described as a form of nature-based special interest 

tourism (Lee, 2020). Mikulić et al., (2017) classified camping tourism as one of the 

fastest-growing tourism industry segments, and this type of adventure tourism has 

been strongly associated with Europe, North America, Australia, and New Zealand 

(Lowry, 2017).  

Camping tourism is growing significantly worldwide (Lee, 2020). It is acknowledged 

as a popular recreational activity and described as that kind of tourism where 

participants travel to spend time living in a tent or a caravan (Van Heerden, 2020). 

Despite the gaining popularity of camping tourism, it is an area that perhaps may 

receive greater attention in tourism and hospitality research.  

Adventure tourism, of which camping tourism is a sub-type, is seen as an additional 

diversification within the tourism sector that can help spread tourist-numbers more 

evenly throughout the year (Camilleri, n.d.). The National Tourism Policy 2015-2020 

identifies the usefulness of segmentation when formulating marketing messages and 

identifying which population groupings to target in Malta's tourism portfolio. 

Segmentation can serve to optimise tourism activity by increasing the benefits whilst 

minimising the adverse impacts. The Policy Document lists adventure tourism as a 

market segment with a lot of potential in Malta (Ministry for Tourism, 2015). The 

phenomenon of recreational camping is acknowledged throughout the world 

(Rogerson and Rogerson, 2020), and highlights the fact that in many destinations, 

camping is weather-sensitive and thus a highly seasonal phenomenon. According to 

the MTA (2017) survey, Malta's main tourist attractions are its climate and 

surrounding sea (Malta Tourism Authority, 2018). The website 

climatestotravel.com/climate/malta states that: "with 3,000 hours of sunshine per 

year, Malta is one of the sunniest places in Europe". The Mediterranean basin is 

characterised by a temperate climate (Lucivero, 2012). In a study by Lockhart and 

Ashton (1990) about domestic tourism and leisure in Malta, the authors specifically 

refer to "the great potential for local vacation opportunities, an established 

international tourism infrastructure, and a very favourable climate." They conclude 
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that there is potential for the development of the home-based domestic tourism 

industry. 

In a study investigating over-tourism in Malta, Briguglio and Avellino (2019) found 

that economic factors are perceived to be the main benefits of a destination from 

tourism. However, they also warn that if tourism is not appropriately managed, it can 

adversely affect the host community due to undesirable social and environmental 

repercussions. They link bad management of tourism development with 

unsustainability. Only a minority of respondents in Briguglio and Avellino's (2019) 

study wish to see more tourists in their location. In another local study by Camilleri 

(n.d.), tourism is acknowledged as a significant economic pillar in Gozo, making up 

50% of the Gross Domestic Product. Camilleri continues to state that seasonality is 

an issue in tourists visiting Gozo and the island of Gozo needs to attract tourists 

interested in niche tourism areas "such as adventure tourism".  

Accommodation within the niche of camping tourism is under-researched (Rogerson 

and Rogerson, 2020). In the local scene, this is additionally so. The only local 

research found that gives distribution by accommodation of domestic tourists was by 

Lockhart and Ashton (1990), where camping was mentioned to have a share of 1.8% 

from various local holidaymakers' accommodation. 

To date, camping tourism in Malta is practically an unexplored area. Local research 

has delved into over-tourism and the need to diversify and include adventure tourism. 

Nevertheless, infrastructure for such adventure tourism as in camping tourism may 

still be a relatively untapped market.  

No empirical research was traced on demand for camping sites in Malta. Within this 

background scenario, together with data collected on camping tourism within 

Europe, the intention and purpose of this study are to help fill the literature review 

gap and undertake a critical analysis of demand and whether there is a potential 

market to add camping tourism to Malta’s tourism portfolio. The research problem 

will create the first step, after which recommendations for further studies will follow 

on further evaluation of the potential of campmping tourism in Malta. 

Recommendations on providing the supply to meet any potential demand may be 

made should a potential market result from this study. Conversely, shifting the focus 

on to other niche tourism markets may be appropriate. 
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The main objective of this research is to address the following question: What are 

camping tourism travellers’ perceptions, and expectations when they travel to Malta? 

  Study outline 

Reaching the objectives of this study entailed a thorough search of the existing 

literature on the camping experience. Chapter 2 of this study focuses on the available 

literature on camping as an alternative to mass tourism and the environmental and 

sustainability issues of tourism. The literature review looks at the history and 

development of camping into an industry providing over a third of tourist 

accommodation supply in Europe (Cerovic, Cvelic-Bonifacic, Grudic Kvasic, 2014). 

The literature points to the motivational factors and the satisfaction of the camping 

traveller. Literature also looks at camping as a form of nature-based tourism and the 

new concept of glamping. Furthermore, the literature review also covers campsites 

and their facilities and the effect of Covid-19 on camping and campsites. Literature 

on camping in the domestic scene is lacking, though the author examined recently 

launched discussions, policy papers and proposals.  

The literature reviewed provided the basis on which the methodology of the study 

was formulated. Chapter 3 explains the research objective and the measurement tool 

used in collecting the required data. The data collected through the questionnaire is 

of a qualitative and quantitative nature. The chapter gives an overview of the 

population sample, the data collection and analysis processes. Research limitations 

and ethics are also outlined in Chapter 3.  

The research findings are explained in Chapter 4, where a detailed analysis of the 

data collected was carried out. The first section of the chapter features a demographic 

analysis, followed by an analysis of the respondents’ camping preferences. 

Furthermore, the analysis features preferences for campsite types and focuses on the 

facilities offered. This chapter also analyses the destinations chosen for camping 

trips, including the respondents’ perspectives on travelling to or not travelling to 

Malta for a camping holiday. In analysing the data, the author uses descriptive 

statistics, producing graphical representations of the data collected. Bar charts and 

pie charts were used as these highlight trends and relationships in the data. 

The research findings are discussed and interpreted in Chapter 5. The results are 

discussed within the framework of the research question highlighted in Chapter 1 and 
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the literature reviewed in Chapter 2. The discussion focuses on the subject 

characteristics and their preference for campsites and facilities. The correlation of 

variables is also used in the discussion, and a comparison with the Mintel Group Ltd 

December 2018 Camping and Caravans UK report (reports.mintel.com. n.d.) is 

made. The local camping offer is discussed in consideration of the data analysed 

regarding the expectations of foreign campers. Recommendations for further studies 

on the development of camping tourism in Malta concludes the chapter.  

 Conclusion 

This study introduces the concept of camping tourism as a possible addition to the 

Malta tourism portfolio. To date, most efforts were directed towards the financial 

results of mass tourism and niche markets that have started to emerge recently. This 

study focuses on the possibility of having tourists visiting the Maltese Islands with a 

primary focus on camping. The interest shown by potential camping tourists could 

encourage authorities to formulate regulations whilst enticing private or public 

entities to invest in this industry.  
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2. Literature Review 

Camping tourism is becoming an increasingly important part of the overall tourism 

industry (Lee, 2020) and is one of the industry's fastest-growing segments (Mikulić 

et al., 2017; O’Neill et al., 2010). However, camping tourism is a niche market that is 

one of the most under-researched aspects of the accommodation industry (Rogerson 

and Rogerson, 2020; Brooker and Joppe, 2013; Mikulić et al., 2017), as indicated in 

the introdction.  

This chapter reviews the salient points of camping tourism. These include the subject 

background, camping as an alternative tourism market, the history of camping and its 

development into camping tourism, the motivational factors of the camper, facilities 

at campsites and their effect on the environment, camping as a form of nature-based 

tourism and glamping. Available literature dedicated to the local scene is limited, 

though a policy paper on recreational facilities was issued earlier this year. Camping 

during Covid-19 was researched since it can be an alternative holiday during a 

pandemic.  

  Special Interest Tourism 

Individuals who voluntarily leave their everyday surroundings where they usually 

reside and visit another environment for reasons other than work can be said to be 

practising tourism (Camilleri, 2017). The package of activities and experiences 

visitors engage in, are considered an integral part of the tourism experience. 

This section delves into the aims of Special Interest Travel (SIT) as an alternative 

market to mass tourism. Traditional mass tourism has triggered issues that have led 

to ‘alternative tourism’. Mass tourism generates revenue for local economies, 

providing employment and investment opportunities (Lucivero, 2012). The greater 

the number of tourists, the more the economy may possibly expand. The economic 

benefits of mass tourism are somewhat disputed, though prima facie this type of 

tourism produces significant revenue and jobs. Therefore, some costs are not fully 

considered when evaluating tourism's contribution to the economy. These costs are 

likely to be substantial where population density increases, rendering the 

environment fragile (Said, 2017). The Maltese tourism industry is described as a  

“crucial driving force of the national economy making an essential 

contribution towards economic growth” (Cordina, 2014). 
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Indeed, it has been shown that the effects of mass tourism usually have adverse 

effects on the environment, taking up land to build more hotels, entertainment places, 

roads and increasing pollution levels as the country adjusts to accommodate the 

increasing numbers (Ghulamrabbany et al., 2013). Mass tourism could be seasonal, 

leading to unemployment in shoulder months (Andriotis, 2005 and Budeanu, 2005), 

whilst as explained by Novelli and Robinson (2005), niche tourism has lower 

seasonality issues. For 2015 – 2020, the national tourism policy has looked at 

exploiting the need to boost the winter and shoulder periods with adventure tourism 

as a potential niche market (Ministry for Tourism, 2015).  

Special interest tourism is the umbrella term for an alternative to mass tourism, 

primarily motivated by a particular special interest (Weiler and Hall, 1992). Special 

interest tourism is defined by Swarbrooke and Horner (2007) as a niche market 

where tourists pursue the nature of the activities and interests:  

"where the motivation is a desire to either indulge in an existing 

interest in a new or familiar location or to develop a new interest 

in a new or familiar location”. 

Special interest tourism is similarly defined as the provision of customized leisure 

and recreational opportunities based on individuals' and groups' expressed desires 

(Douglas, Douglas, Derret, 2001). Special interest tourism is organized for specific 

purposes because a special interest visitor wishes to associate with a product or 

service that meets his particular desires and needs.  

That segment of tourism where the tourist pursues specific activities usually 

motivated by his interests, typically away from the popular areas visited by the mass 

tourist, is defined as SIT or niche tourism (Douglas, Douglas, Derret, 2001). In SIT, 

which is often described as an alternative to mass tourism, the tourist has a natural 

desire to shift from mainstream mass tourism. It is also stated that these tourists 

participate in particular interest activities and are motivated to travel to new places to 

find something different to the mass tourism markets (Novelli and Robinson, 2005). 

SIT is travel for a specific interest or motivation to provide a customised experience 

(Douglas, Douglas, Derret, 2001). They argue that SIT tourists travel with the 

particular motive of pursuing, practising, and enjoying activities usually of their 

shared interest or hobby. These can be unusual activities, themes, hobbies, or 

destinations that draw niche markets, smaller groups of dedicated people, towards 
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their particular interests. Camping is categorised as a special-interest form of tourism 

(Brooker and Joppe, 2013).  

Niche tourism is a segment of mass tourism that can be easily divided into various 

categories. Tourist attractions, destinations, and sites can be advertised, promoted, 

and eventually enjoyed as a tourist experience (Robinson, 2012).  

Niche tourism is subdivided into different types of tourism markets (Novelli and 

Robinson, 2005). This is shown in Figure 1. 

 

Figure 1 Different types of niche tourism (Novelli and Robinson, 2005) 

 

  The History of Camping 

Thomas Hiram Holding is described as the founder and father of modern camping 

(Austin, 2013). As a child, he crossed the United States with his parents learning all 

the ways of camping. In 1908 he founded the association now known as the Camping 

and Caravanning Club. In the 1920's the idea of a healthy lifestyle was sought, 

making camping popular through its outdoors traits. The camping practice declined 

during the Second World War but picked up soon after, putting camping as a 

standard family holiday. Camping gear was becoming lighter in weight and more 

attractive (Young, 2010). Camping progressively became a viable alternative to 

lodging holidays. Caravans were an option for those who owned a car (Patterson, 
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Pegg and Mahadevan, 2015). In 1936, paid holidays were made popular in France, 

and camping started to gain popularity (Engama Bindele, 2013). In the 1970s, 

camping was popular worldwide. People were encouraged to explore the 

countryside, establishing a link with nature. Since then, numerous campsites have 

been set up throughout the world, making camping more accessible and a less 

expensive way to holiday both within one’s country and overseas. Youths camping at 

festivals and sporting events see camping as an integral part of festivals and are 

enthusiastic about the hobby (Austin 2013).  

Camping was initially described as sleeping in a tent in nature as a low-cost type of 

accommodation while on vacation (Blichfeldt and Mikkelsen, 2016). They further 

state that camping changed from its roots in the early 20th century as a basic form of 

outdoor accommodation to the modern version of having comfort in most of the 

camping equipment, being tent camping to caravanning or RVing. Camping evolved 

into an inexpensive, temporary sojourn in a rural environment, evolving into a highly 

fragmented niche tourism sector (Brooker and Joppe, 2014). It is evident that as the 

demand for camping increased, the creation of customised camping sites with the 

necessary amenities followed.  

Camping appeals to a diverse age bracket except for the adolescent age bracket of 

18-24 years (Brooker and Joppe, 2013). Primarily, couples with children 6 to 12 

years undertake camping experiences. It is also popular with mature couples without 

children.  

2.3  Camping Tourism 

An overview of camping tourism literature is given in this section. Camping is 

an important economic activity in Europe,  

“generating approximately 400 million overnights and accounting 

for the majority of accommodation units in some countries” 

(Cerović, 2014) 

Camping tourism is a global phenomenon that is growing in importance while also 

witnessing significant changes in its appearance (Rogerson and Rogerson, 2020). 

Camping tourism is a popular (MacLeod, 2017) and appealing (Poldrugovac, K., 

Janković, S. and Peršić, 2019) leisure activity in which participants travel to spend 

time in tents, caravans, motor homes, or other forms of informal, rural lodging. They 
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describe the camping industry as a vital and rapidly expanding segment of the 

tourism industry. Despite its success, camping tourism has been neglected in research 

(Mikulić et al., 2017). 

Camping was considered a low-cost tourist sector; however, recently, it has been 

transformed into a sector able to attract different market segments due to its 

versatility and ability to reinvent what it has to offer (Brooker and Joppe, 2013). 

Camping tourism is described as a worldwide sensation that is increasing in 

significance and simultaneously going through changes in its character (Rogerson 

and Rogerson, 2020).  

Camping presents an essential segment of many European tourist destinations 

(Cerovic, Cvelic-Bonifacic, Grudic Kvasic, 2014). They specify that campsites 

supply one-third of the commercial offer in Europe of the overall tourism 

accommodation. Similar figures are stated in the Eurostat 'Statistics in Focus' where 

in 2008, campsites capacity represented 37% of total accommodation capacity in the 

European Union in 2018 (Demunter and Dimitrakopoulou, 2010). The camping offer 

in Europe and worldwide is an important form of accommodation in most tourist 

destinations (Cerovic, Cvelic-Bonifacic, Grudic Kvasic, 2014). Camping 

accommodation services are an important economic industry in European, 

Mediterranean, and Croatian holiday destinations (Cerovic, Cvelic-Bonifacic, Grudic 

Kvasic, 2014). 

Camping takes up 15.4% of overall overnight stays in Europe (Cerovic, Cvelic-

Bonifacic, Grudic Kvasic, 2014). This is in line with similar statistics by Eurostat, 

which state that visitors spent 397 million nights in European campsites in 2017. 

These account for 12% of all nights spent in tourist accommodation within the EU 

(ec. Europa. EU, n.d.).  

The flexibility, temporary and mobility of the accommodation facilities through 

tents, mobile homes and recreational vehicles are the basis of camping tourism 

(Blichfeldt and Mikkelsen, 2016; Prideaux, 2019). This type of equipment has 

become specialised throughout the years and customised with modern finishes and 

equipment to client specifications. Camping evolved from scenic-drive tourism since 

one carries along his accommodation arrangements in the form of recreational 

vehicles, campers and caravans, tents and tent trailers (Caldicott and Scherrer, 2013). 
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The term 'camping tourism' arises from the fact that campers come along to 

organised areas and stay together (Blichfeldt and Mikkelsen, 2016). These areas have 

been developed into campsites ranging from luxurious sites with restaurants, 

swimming pools and spas to simple areas offering basic electricity, water, and 

sanitary facilities. Campgrounds lie at the other end of the tourism accommodation 

spectrum of all-inclusive resorts and luxury hotels (Collins and Kearns, 2010). They 

argue that actual accommodation, in the form of a tent or camper, is owned by the 

user who is only paying for the pitch rental and that the visitor can at times stay in 

hotels or resorts or stay at campsites on other occasions.  

Improving the camping product through new and original forms of camping 

accommodation, onsite facilities, and organised programmes and activities secures 

the present visitor (Milohnic and Bonifacic, 2014). It will also entice new guest 

segments that will sustain the long-term development of camping tourism. They 

further argue that camping tourism returns to the primary values of human 

civilisation through sustainability, renewing services, outdoor activities, and 

sociological values, which respond to society's negative trends. It becomes one of the 

quality answers of tourism to the many world challenges.  

 Despite camping being associated with nature-based tourism, comfort trends have 

led to the design and innovation of accommodation units termed under glamping, 

extending the camping tourism product (Brooker and Joppe, 2013). 

2.4  Motivational Factors and Satisfaction of Travellers 

Several motivational factors entice people to engage in camping tourism. This 

section will cover some motivational factors and what factors contribute to the 

satisfaction of such travellers. 

It is acknowledged that motivation is an essential dimension in tourism research 

(Seabra et al., 2014). Motivation is a central concept as to why the consumer travels 

to a particular destination and chooses certain types of accommodation and activities. 

Motivation is described as a collection of internal (psychological) forces that drive 

people to take specific actions to achieve a goal (recreation), such as going camping 

(Seabra et al., (2014). People are ‘‘pushed" to travel (psychological forces induce a 

desire to travel) and ‘‘pulled" (by the resulting state of psychological motivation, 

arousal, and interest) to engage in leisure activity and visit a place (involvement). 
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Push-pull motivational variables are also used to analyse customer motives for 

camping tourism (Chen and Chen, 2015). 

Nature, escape from routine, meditation, success, interaction and socialising with 

new people, and physical health are motivating factors (Tian-Cole, Crompton and 

Willson, 2002). Other push factors include appreciating natural resources, health and 

fitness, family bonding, getting away from daily routines, adventure, and establishing 

new friendships (Kim et al., 2003). The role of nature in camping facilitates 

meaningful experiences such as family functioning and social interaction (Hassell, 

Moore and Macbeth, 2015). This has also been found in other studies (Garst, 

Williams and Roggenbuck, 2009 and Tonge et al., 2013). Camping seems to help the 

traveller recreate the weary self away from modern society; it helps one reconnect 

with nature and reaffirm a sense of self (Hassell, Moore and Macbeth, 2015). The 

fact that we live in increasingly urbanised places and being surrounded by fast-paced 

technology has further contributed to the importance of reconnecting with nature, 

with other people and with ourselves through camping (Garst, Williams and 

Roggenbuck, 2009). Camping is much more than an inexpensive holiday close to 

nature – it is a way by which man rekindles the human relationship with the natural 

environment (Hassell, Moore and Macbeth, 2015). It brings beneficial and 

meaningful experiences that have positive impacts on the campers' life. 

Visitors at campsites enjoy an outdoor hospitality experience seeking opportunities 

to rest, relax and rejuvenate (Brooker and Joppe, 2013). These authors refer to a 2011 

report by the British Camping and Caravanning Club (Happy Campers - The 

Camping and Caravanning Club, 2021) that states that spending time outdoors 

surrounded by nature improves individuals' psychological well-being. The 

psychological benefit of being immersed in nature is also supported by Garst, 

Williams and Roggenbuck, (2009). 

Camping contributes in unique ways to the family, the community of other campers, 

the spiritual dimension of one's life, and the appreciation of nature (Jirásek, Roberson 

and Jirásková, 2016). These authors conclude that camping is a cost-effective 

experience that provides a structure for an in-depth leisure experience. In their 

conclusion on camping providing a meaningful and unique experience with one’s 

family, the authors go as far as suggesting that  
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“typical problems in western countries could be addressed through 

such camping programs”.  

When stating the benefits of camping as compensating for common problems in 

today’s society, they refer to people’s separation from nature, alienation from other 

people, lack of family time, overweight children and dependence on television.  

A study by O’Neill, Riscinto-Kozub and Van Hyfte (2010) has shed light on 

essential factors for visitors seeking the typical nature-based camping experience. 

These are a combination of tangible products and intangible services. They argue that 

nature and the tangible elements in the nature-based tourism experience are a priority 

for most visitors. However, a caring, empathetic, and responsive quality service team 

appears to be equally important. 

2.5  Types of Camping Sites and Facilities 

The clients' internal motives can explain the appeal of camping tourism, spurred on 

by needs for escapism, rest, relaxation, personal wellness, adventure and social 

interaction (Brooker and Joppe, 2013). An open space in a rural area is ideal for a 

campsite as it has the prerequisites that attract campers, that is, nature and nature-

based activities. Unlike other touristic accommodation providers, the users will 

provide their own temporary accommodation quarters, equip their plots with 

movable garden furniture, lights, shading, and other portable equipment (Martín, 

Martínez and de Rentería, 2020). Ancillary facilities fixed and not usually provided 

by the visitor, like bathrooms, laundries, restaurants, swimming pools, and other 

recreational areas, are provided by the campsite (Martín, Martínez and de Rentería, 

2020). Sharing of outdoor spaces and social interaction is encouraged at campsites. 

Camping tourism has evolved from a simple outdoor recreation activity using tents 

as an accommodation to its current position. In this study by Brooker and Joppe 

(2013), campsites continue to improve comfort levels for their clients. Campers 

choose from several amenities as these range from no services through sites with full 

hook-ups and bathrooms. Some have resort-style facilities that include indoor and 

outdoor swimming pools, jumping pillows, games rooms, onsite sports and even 

water parks. 

Nevertheless, other campsites offer onsite entertainment, recreational facilities, kids 

clubs, retail outlets, restaurants, bars and spas. An annual guide for the '101 best 

campsites' by Alan Rogers (The best campsites in Europe, 2011) is referred to by 



Literature Review 

13 

 

Brooker and Joppe (2013). Campsites in this guide offer sauna, massages, beauty 

treatment, steam baths, swimming pools, gym/fitness facilities, jacuzzi and 

solariums. These target a niche that seek out spa and wellness whilst camping. 

The continued demand for amenities in campsites has given rise to ‘glamping’, a 

sub-sector of camping tourism. The term is a linguistic blend of glamour and 

camping. Glamping removes certain negative attributes of camping and focuses on 

homelike accommodations such as cabins, yurts, tipis and treehouses (Brooker and 

Joppe, 2013). Glamping represents a shift from camping outdoor accommodation to 

indoor hospitality (White and White, 2004). The blend of glamour and camping is 

seen by some authors who refer to glamping as an outdoor hotel experience (Brooker 

and Joppe, 2013).  

Campsites do not have a uniform classification rating, unlike other tourist 

accommodation properties (Cerovic, Cvelic-Bonifacic, Grudic Kvasic, 2014). The 

pertaining country only regulates European campsites’ standard of accommodation 

and facilities, and these can differ from other countries.  

The Mintel Group Ltd, a leading market intelligence agency, issues regular reports 

based on their research, with their latest one being their December 2018 Camping 

and Caravans UK (reports.mintel.com. n.d.). It reports that increased facilities and 

services and secondary spending opportunities are becoming increasingly important 

in consumer decision-making. To the question “Which of these encourage you to 

choose a particular camp/caravan site, when taking holidays? Please select up to 5", 

the options chosen when holidaying outside the UK were classified as; swimming 

pool was the popular choice at 50%, onsite restaurant/bar (48%), live music (42%), 

social events (41%), onsite shop selling local produce (40%), pet-friendly sites and 

outdoor cinemas at (32%), cycle hire (27%), and kids clubs/entertainment (13%). 

Social events, live music, outdoor cinema and cycle hire are significantly higher 

when compared to the same question based on holidays taken in the UK. This could 

indicate the higher portion of the younger millennials, i.e. those aged 19 to 28. 

(reports.mintel.com, n.d.). The report states that those who take their holidays on 

campsites outside the UK are likely to be less budget-conscious than those who take 

their holidays in the UK, with glamping being a popular premium product. 

Respondents were also willing to pay for nature-based tours and adventure activities.  
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2.6   Effects on the Environment and Sustainability of Campsites 

The topic of the environment and sustainability is discussed in this section as various 

literature has pointed to the connection with nature as a main motivational factor for 

camping tourism. However, there exists a paradox in the practice of camping 

tourism, as stated by some researchers (Lucivero, 2012; Martin, Martinez and de 

Renteria, 2020). Coastal areas in the Mediterranean attract many visitors in the 

summer months (Lucivero, 2012) and results in a seasonal influx of tourists, which 

lead to permanent accommodation structures being built. This causes a significant 

environmental impact. In parallel to such developments, the tourism market has 

witnessed more models based on ecotourism. These offer a closer contact with nature 

and respect for the integrity of the sites visited. Open-air tourism and forms of 

camping can allow the reception of many visitors whilst minimising the impact on 

the environment if structures are flexible and movable (Lucivero, 2012). Hotels and 

infrastructures have transformed much of the natural environment (Martin, Martinez 

and de Renteria, 2020). This puts the cultural heritage of a country at risk. Campsites 

are models of tourist accommodation based on shared living in the open natural 

spaces, which promote minimal interventions in the territory, and such interventions 

are temporary (Martin, Martinez and de Renteria, 2020). In terms of limited land 

occupation and preservation of natural qualities, campsites have proven to be one of 

the most responsible tourist models. A campsite is an alternative type of 

accommodation that provides an open-air-based experience offering actual contact 

with the natural environment in its various configurations (Lucivero, 2012). The 

author states that the proliferation of campsites in areas of environmental importance 

and areas of seasonal tourism patterns preserve the ecological and scenic value of the 

site allowing nature to "breathe" during periods of low-level tourism. 

For camping to be sustainable, individual accommodation units and the structure 

should reduce the impact on the environment. This can be achieved if the units are 

mobile and make use of sustainable technologies (Lucivero, 2012). Three principal 

types of flexible and mobile accommodation are tents, prefabricated mobile homes, 

and vehicles such as camper vans. For campsites to be truly sustainable, they must be 

supported by an infrastructure network and sustainable management of resources and 

waste (Lucivero, 2012). 
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Camping provides direct contact with nature by allowing one to live in a diverse 

natural environment for a short period of time (Hassell, Moore and Macbeth, 2015). 

Camping has always had a strong bond with nature (Lucivero, 2012). Campsites 

offering environmental certifications such as the EU Ecolabel for Campsites or the 

EMAS registration confirm their commitment to sustainability. The EU Ecolabel 

certifies that a campsite has limited energy and water consumption, reduces waste 

generation, favours the use of renewable resources and substances that are less 

hazardous to the environment and promotes environmental education and 

communication. (ec.Europa.eu, n.d.). The EU Eco-Management and Audit Scheme 

(EMAS) is a premium management tool developed by the European Commission for 

businesses and other organisations to assess, report, and enhance their environmental 

performance. EMAS is offered to economic and service sectors eager to improve 

their environmental performance and has worldwide application (Europa.eu, 2019). 

Campsite managers can introduce several measures to reduce the ecological footprint 

and offer environmental education to their guests. Reducing the use of motorised 

vehicles onsite through exclusion zones, time restrictions and low-speed limits 

minimise environmental impact and disturbance to guests. Timers for communal 

lights and showers reduce waste. Staff should be trained to understand how the 

campsite can minimise its environmental footprint and of the benefits gained 

thereafter. Onsite biodiversity and local natural features can be offered as an 

environmental education programme to guests where nature trails can introduce 

visitors to local habitats.  

2.7  Camping as a Form of Nature-Based Tourism 

This discussion revolves on nature-based tourism and its link to camping tourism. An 

increase in demand for nature-based tourism has been experienced in recent years, 

possibly due to economic circumstances or a genuine desire to reconnect with nature 

(O’Neill, Riscinto-Kozub and Van Hyfte, 2010). In its report dated March 2017, the 

Rainforest Alliance states that nature-based tourism accounts for about 20% of 

international tourism (Rainforest Alliance, 2017). This increase in nature-based 

tourism was also predicted by Honey (2008), who states that nature-based tourism 

would grow from 7% of global tourism in 2008 to approximately 25% in 2020. 

Traditional mass tourism has triggered issues that have forced alternative tourism. 

Both the visitors and the hosts are set to benefit from the touristic activity generated 
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through alternative tourism whilst preserving the environment (Novelli and 

Robinson, 2005). Nature-based tourism is a form of tourism activity consistent with 

natural, social and community values. It allows both the hosts and the guests to enjoy 

positive and worthwhile interaction and shared experiences (O’Neill, Riscinto-Kozub 

and Van Hyfte, 2010). The authors mainly refer to car-camping as a form of nature-

based tourism. Factors that motivate visitors to visit natural environments are both 

push and pull motivational factors. Man’s need to connect with nature (the push 

motivational factors) and the facilities and set-up of nature-based accommodation 

(pull motivational factors) has led to an increase in nature-based tourism (O’Neill, 

Riscinto-Kozub and Van Hyfte, 2010). 

Nature-based tourism is an alternative tourism market offering the visitor the 

opportunity to appreciate the cultural, architectural, natural, and landscaped heritage. 

Direct contact with nature is the most important motivational factor (Ardoin et al., 

2015). However, the authors also put forward concerns of the preservation of nature 

and the environment as characteristics related to nature-based tourism. There is a 

greater demand for tourists resorting to natural environments for their recreation, 

possibly driven by the desire to get away from urban life and the desire to enjoy open 

spaces (O'Neill, Riscinto-Kozub and Van Hyfte, 2010). The popularity of nature-

based tourism has gradually grown in most countries of the world, resulting from the 

traits of modern society living in an urban setting, where people are away from 

nature in their daily living (Waitt, Lane and Head, 2003 and Priskin, 2001). The 

popularity of nature-based tourism gave rise to an expansion of related activities, of 

which camping is one (Winter, 2005). The author states that countries with an all-

year-round mild climate benefit from other popular activities practised, including 

hiking, climbing, mountain biking, paragliding, kayaking and canoeing, rafting, bird 

watching, surfing, and diving.  

The increase in demand for nature-based tourism has been a challenge for facilities 

such as campsites. Camping is categorised as a form of nature-based tourism 

(Mikulić et al., 2017) since it encompasses activities similar in nature to nature-based 

tourism activities. Camping takes place away from cities since they are usually found 

in the natural environment. People are aware of the benefits of nature, and campsites 

have created recreational and leisure activities to suit nature lovers being youths or 

adults. Schools and scouting associations organise camping trips for their students 
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and members to experience a different way of living, different from their typical 

habitat. (Chawla, 1998). These camps teach several survival strategies to the young 

camper and appreciation and awareness of fauna and flora. Being away from home, 

these youngsters are taught to be independent since they are responsible for their own 

environment. Visitors to nature should be made aware of nature's values, which leads 

to their appreciation of nature (Newsome, Ross Kingston Dowling and Moore, 

2013).  

2.8  Glamping 

This review covers the subject of glamping which is described by Andrey et 

al., (2014) as: 

“Beyond the combination of two words, the first syllable of the 

word Glamour and the second one of the word Camping, glamping 

is a new trend in outdoor tourism that combines luxury and nature, 

comfort, and respect for the environment, and provides exclusivity 

and uniqueness in offering an accommodation "outside the box", 

both literally and figuratively". 

There is no explicit agreement on what constitutes glamping accommodation 

(Vrtodušić Hrgović, Cvelić Bonifačić and Licul, 2018). Even though the word 

"glamping accommodation" is becoming more common, the types of accommodation 

units to which it refers and the qualitative characteristics of glamping 

accommodation have yet to be defined. Glamping replaces the negative aspects of 

camping, such as leaky tents, stinky sleeping bags, and improvised food, with pre-

setup, homelike accommodations in the type of cabins, yurts, tipis, and treehouses, 

which are often furnished with lavish beds, fine linen, rugs, antique furnishings, and 

elegant bathrooms (Boscoboinik and Bourquard, 2012). Since glamping is about 

comfort and luxury accommodation, glamping is also known as “5-star camping” 

since it is identified with luxury tents and beautiful locations (Cvelić-Bonifačić, 

Milohnić and Cerović, 2017). Glamping is described as a high-end camping 

experience that blends the luxury of a hotel with the rare opportunity to bond with 

nature (Robinson, Heitmann and Dieke, 2011). Even though glamping goes against 

camping's original intent, some claim it can attract a new camping market among 

current hotel tourists seeking glamour and comfort, thereby combining the best 

aspects of the camping and hotel experience. Glamping combines the outdoors with 

indoor comforts such as air conditioning, private bathrooms, and a king-sized bed 
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(Vrtodušić Hrgović, Cvelić Bonifačić and Licul, 2018). While glamping goes against 

the original concept of camping, it is thought to have the potential to attract a new 

camping market among current hotel guests seeking glamour and comfort, thus 

combining the best of camping and the best of the hotel industry (Milohnic and 

Bonifacic, 2014). Visitors describe glamping as a one-of-a-kind experience by living 

in luxurious camping, a ‘glamorous touch of comfort and intimacy,’ and ‘particular 

places with great detail’ (Brochado and Pereira, 2017). Service quality in glamping 

tourism was highlighted as "tangibles, staff, nature-based experience, food and 

activities". Comfort and privacy, unusual sleeping arrangements (i.e. yurts, gers, and 

tents), services provided, and cleanliness are all tangibles. As a result, glamping has 

the potential to draw customers looking for a different type of accommodation and 

lifestyle (Brooker and Joppe, 2013) and who consider tangible assets to be an 

essential part of the experience (Brochado and Pereira, 2017).  

Although the concept of glamping has been around for some 20 years in France, it 

has only recently become a popular outdoor hospitality option elsewhere (Brooker 

and Joppe, 2013). Interest in glamping increased from 21% in 2017 to 45% in 2018 

(Cairn Consulting Group, 2019). Higher occupancies, higher prices (Carter, 2011) 

and new guests (Peck, 2012) are all benefits of glamping. This has resulted in a 

multitude of websites, special issues of magazines, and stories in travel magazines. 

Glamping reflects a shift, in this case, from outdoor to indoor hospitality, thus 

leading to improved profits and higher occupancy levels (White and White, 2004). 

Some people now refer to glamping as an outdoor hotel experience, where its 

popularity contributes to outdoor hospitality's acceptance into the social system as a 

respectable, if not "cool", activity. To supplement the existing infrastructure, the 

operators have added glamping-style accommodations. New units may be used to 

replace older rental units or as a source of additional revenue (Brooker and Joppe, 

2013). Camping and glamping, though inter-related, are two separate operations, 

where campsite managers are offering glamping to gain a competitive advantage 

over other campsites. The wide range of facilities, amenities, and positioning as a 

high-end alternative to conventional camping appeals to both new and seasoned 

campers (Cairn Consulting Group [CCG], 2019). 
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2.9  Camping and Covid-19 

The rapid worldwide spread of Covid-19 in early 2020 led the World Health 

Organization to declare it as a pandemic on the 11th March 2020. The pandemic 

brought a global economic slowdown through unprecedented travel restrictions and 

lockdowns, which in turn have had a significant negative impact on the hospitality 

industry.  

Interest in camping and outdoor recreation was evident before the pandemic, and that 

camping and domestic accommodation are well-positioned to show recovery as 

restrictions loosen. However, it is still uncertain to the extent, considering the 

uncertainty still surrounding Covid-19 (Craig, 2020). His study explores the impact 

of Covid-19 on camping and glamping, and results suggest that the traveller who had 

previous tourism experience like camping is more likely to engage in the same 

experience post-pandemic. Overcrowding was a significant concern for Craig's 

respondents resulting in their preferred choice for campsite accommodation which 

provides social distancing.  

The pandemic brought new challenges to camping, and as Bangera (2020) highlights, 

new practices and protocols have been introduced for cleaning, sanitary facilities, 

laundry rooms, social activities, and playgrounds at campsites. If these facilities 

cannot be routinely sanitised as per Health Authorities directives, they should be 

closed. Healthy eating, exercise, being with family, and technological disconnection 

are amongst the benefits derived from camping, suggesting that camping is the ideal 

holiday during the pandemic (Bangera, 2020).   

2.10 The Domestic Scene 

This section gives an overview of the present situation as regards camping in Malta. 

Camping is a tourism niche that has not yet been tapped in Malta (Degiorgio, 2001). 

The domestic scene is still untapped as no studies within these last 20 years were 

identified by the researcher. Not having a campsite is an exception and not the norm 

for a country and the absence of campsites results in foreign campers either not 

visiting the island or just parking by the roadside (Degiorgio, 2001).  

In Malta, according to ec.europa.eu (2021), no camping nights were recorded for the 

period 2012 to 2019, when camping nights in the European Union countries stood at 

1.452 million in 2017 and rose to 1.738 in 2019. In 2019, in the EU, there were 
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29,494 camping establishments, providing 10 million bed-spaces, whilst Malta 

offered zero camping establishments/bed spaces. The lack of camping facilities 

makes the choice of camping tourism option a less favourable one when compared to 

other European countries.  

Campers prefer campsites with specific features, providing a high degree of 

protection, uncrowded settings, and adequate bathroom facilities. This resulted from 

research in camping tourism and was common to various categories of campers like 

motor home users, tent users and cabin users (Oh, Park and Hammitt, 2007). 

In recent years, The Malta Scout Association and some of its scout groups started 

offering their outdoor areas for camping, though these "campsites" are limited in 

space, facilities, and services (campsite.mt, n.d.; campsite, n.d.). A private 

organisation has set up a campsite in Mellieħa (Malta Campsite Mellieħa, n.d.), and 

even though this is offered on TripAdvisor, it receives very low ratings (Tripadvisor, 

n.d.). Areas falling under the responsibility of local councils are offered for camping. 

Still, these do not provide any services or facilities and cannot be used during the 

hunting season (guidemalta.com, n.d.). As reported by Cordina (2021), a concession 

was granted to a local camping group and its members for a seasonal campsite in 

Baħar iċ-Ċagħaq to be used temporarily for circa six months. Unofficial areas are 

being used as campsites by campers occupying the space for an extended period of 

time, to the deterrent and disgust of the general public in their ‘illegal shantytown’ 

(Cordina, 2021). As Cordina (2021) points out, a legal framework to regulate such 

camping practices is missing in Malta.  

Domestic tourism in Malta has been overlooked in tourism literature (Lockhart and 

Ashton, 1990). Notwithstanding the size, an island receives a significant amount of 

domestic tourism, including day trips and overnight stays, with touristic activity 

defined by participants as distinct from other leisure behaviours (Canavan, 2012). 

Domestic tourism grows in times of pandemics. As stated by Nagaj and Žuromskaitė 

(2021), there were times when the pandemic had a positive effect on domestic 

tourism, mainly dependent on internal factors that are unaffected by shocks in 

international markets.   
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2.11 Policy Paper, Discussions, and Proposals 

This part of the literature covers the recently launched policy paper, the tourism 

policy, and some ongoing discussions on camping in Malta. According to the 

Competition, Small Business and Consumers Ministry, whose portfolio includes the 

responsibility of the Lands Department, no law regulates explicitly camping (Malta 

Independent, 2012). The article quotes the spokesperson saying that camping is 

allowed as long as it does not trigger public inconvenience and is carried out within 

acceptable recreational limits. 

The Environment Ministry launched a discussion paper to elicit public opinion on 

recreational activities, including camping and caravanning (Planning Authority, 

2021). The authority invited the public for its views and reactions to the discussion 

paper, recommendations for the way forward, mainly to advise on the facilities 

required for potential inclusion in already designated sites for camping, caravanning, 

picnicking, and the expected type of management of these sites. Opinions were also 

sought on the existing local plans ‘Guidance for Caravan Sites Upgrading', listed as 

an appendix in the policy paper. Landowners were asked to submit expressions of 

interest for areas/sites designated in Local Plans for the recreational activities, land 

rehabilitation, and the management of their site for these purposes. Two newly 

founded local associations, Outdoor Recreation and Camping Association (ORCA) 

and the Association of Maltese Campers and Outdoor Activities (AMCOA), have 

responded to the Government's call for proposals by submitting their suggestions for 

recreational activities discussion.  

The opposition party has also issued its tourism strategy for the next ten years and 

has included camping tourism in its proposals. Camping is a subsection under tourist 

accommodation suggesting the set-up of campsites with amenities including 

glamping. The proposal suggests that campsites should encompass the Eco Concept 

(Nationalist Party, 2021). 

2.12 Conclusion 

Literature has pointed towards the disadvantages of mass tourism within the 

hospitality industry. Camping tourism in Malta, which has a mild climate, may 

potentially counteract the disadvantages of mass tourism by spreading out the 

tourism segments in terms of both seasonality and accommodation type. The 
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literature reviewed has laid the basis for the development of the research 

methodology and the research tool. The literature referred to facilities in campsites as 

well as what motivates campers. Hence, a questionnaire was decided upon to collect 

relevant data of the subjects in the study. Questions related to what campers are after 

were included in the research tool to get an insight into what potential camping 

tourists would be after should camping tourism be considered a possible addition to 

the Malta tourism portfolio. The literature has also pointed to camping tourism being 

a substantial proportion of the tourism market in Europe, yet, this is not the case in 

Malta. 
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3. Research Objective and Methodology 

The objective of this study is to generate information to help develop policies that 

could facilitate camping tourism in Malta. This entails understanding the 

requirements and interests of campers and investigating the motivational factors of 

campers when choosing camping tourism. Furthermore, it investigates the strength of 

the motivational factors and hence, whether providing good camping facilities and 

amenities in a site of natural beauty will attract camping tourism. The main objective 

of this research is to address the following question: 

What are camping tourism travellers’ perceptions, and expectations when they travel 

to Malta? 

3.1  Developing Camping Tourism as an Alternative Tourism Market 

The study's primary research question, whether Malta could be a destination for 

camping tourism, was spurred by the author’s observation of several camper vans 

from Austria, Germany, France and the Netherland in various campsites in Sicily. 

The author also observed campers from mainland Italy holidaying in Sicily. Malta is 

a mere 100 km south of Sicily. Therefore, the study investigated whether camping 

tourists will be ready to cross from Sicily to Malta to holiday in this mode. This was 

investigated through a questionnaire targeted at camping tourists. Typical questions 

that addressed this part of the research asked about push motivational factors, being 

the psychological forces that induce a desire to travel and ‘‘pulled" by the resulting 

state of psychological motivation, arousal, and interest (Chen and Chen, 2015). The 

questionnaire also asked what facilities/amenities are expected in campsites and what 

participants look for in a destination. Questions included also covered the type of 

accommodation in camping sites preferred by respondents. These range from pitches 

for tents, caravans and campers to glamping. 

3.2  Research Methods Overview 

This section discusses the method used to collect data, the type of sampling, the 

sample population, and how it was targeted. Reference is also made to sample size.  

The questionnaire was specifically developed for this study, and the format of 

questions was such that questions are clear, concise and appropriate. A version in 

English, Italian, French and German was produced. The questionnaire was piloted 
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via some camper enthusiasts so that any unclear / misunderstood questions to the 

respondents or unclear / misunderstood answers to the researcher could be rectified 

before the questionnaire was sent out to the study's sample population. The pilot 

questionnaire was sent to a local Facebook group and answered by thirty 

respondents. Question 7 which related to the length of travel and question 8 which 

related to the expenditure per person per week, were changed to include given 

brackets as answers from which one could choose. This facilitated evaluation and 

also respected to a greater degree the privacy of the respondents. Descriptive 

statistical tools were used to analyse the data. 

3.2.1 Population and Sample 

Sampling methods are classified as probability sampling and non-probability 

sampling. Probability sampling is a technique where the researcher chooses samples 

from the larger population using ways based on the theory of probability. This 

ensures that every individual in the population has an equal chance of being selected 

for the research (Acharya et al., 2013). Non-probability sampling is a technique 

where the samples are selected from the subjective judgment of the researcher rather 

than random selection and are commonly used for qualitative studies. Non-

probability sampling was used for this study since this study is after data from a 

selective population of camping enthusiasts. This population was not determined and 

circumscribed and would not allow for a random sampling strategy. However, the 

purpose of the study is not to extrapolate results to the greater population therefore 

purposeful sampling is appropriate, in this case based on convenience.  

Convenience sampling is one type of non-probability sampling techniques. Data was 

collected from the population conveniently available to the researcher. Members of 

the target population who met specific practical requirements, such as ease of access, 

geographic proximity, availability at a particular time, or willingness to participate, 

were included in the study (Sedgwick, 2013). The advantages listed for convenience 

sampling include the simplicity of sampling and the ease of research. It is also 

helpful for pilot studies and hypothesis generation. Data collection can be facilitated 

in a short duration of time, and it is cheaper to implement than alternative sampling 

methods. Whilst disadvantages include being highly vulnerable to selection bias and 

influences beyond the control of the researcher, high level of sampling error. These 
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reasons make studies that use convenience sampling have less credibility (Research-

Methodology, 2018). 

The researcher relied on Facebook groups whose members are camping enthusiasts 

to collect data through the questionnaire. Camping enthusiasts who are not members 

of the chosen groups did not have an equal opportunity to participate. However, 

those camping enthusiasts who are members of the Facebook campers' group that 

focus on camping tourism were provided with the opportunity to participate. This put 

a responsibility on the researcher to select a correct and wide variety of groups that 

include various camper enthusiasts. The responsibility was due to the fact that 

various types of accommodation in campsites are referred to in the literature review, 

namely those spending nights in tents, motor homes, tipis, yurts, etc. Therefore, 

selection groups should not just focus on one type of camper enthusiasts (e.g. 

motorised campers).  

3.2.2 Study Setting 

Data was needed from the foreign tourist, and the questionnaire had to address such 

respondents. The Internet is used in a broad, diverse mode. Social media dominance 

has increased dramatically over the past few years, with Facebook and Instagram 

becoming part of the daily routine. Instagram is more of a photo-sharing platform, 

whilst Facebook offers social networking through groups, amongst others. Thus, 

Facebook was chosen as the social network from where data was to be collected. 

Camping enthusiasts were identified from Facebook groups that centre around 

camping. The questionnaire was made available through a post to members of the 

aforementioned groups. Chosen groups were European based since their members 

would likely be people who camp in Europe rather than in other continents.   

3.2.3 The Research Tool 

A questionnaire was identified as the primary research tool to gather data from a 

target population. The questionnaire had open-ended questions, closed-ended 

questions and a combination of both. Qualitative and quantitative data was collected 

according to the research requirement. Questionnaires are quick and economical to 

administer while convenient for participants (Bryman, 2016). Being a technology-

based questionnaire, this was an economical and practical way of reaching 

respondents based in several countries other than that of the researcher. A 
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questionnaire can reach many participants in a relative short time. This contrasts with 

the process of when a researcher has to interview participants, which would be time-

consuming and will not reach as many participants. With time being a precious 

resource for everyone, a self-completing questionnaire provides the participants with 

the liberty of completing it at their own time. 

The questionnaire was initially formulated in English and later translated into Italian, 

German, and French and posted in groups from the UK, Germany, Italy, France, and 

Spain (Appendix 5). There was no sampling technique since the population required 

is specific, and data was needed from as many as possible from these specific 

population members of specific Facebook groups. 

The way the questions were worded allowed every respondent to give some form of 

an answer, hence avoiding null responses. Negative statements were avoided, as 

these tend to be confusing. Two questions in one (double-barrelled) were also 

avoided. Hypothetical questions were avoided to ensure that the questions are 

answered. The researcher tried to keep the questions clear, unambiguous, and simple 

without using any jargon. The grammar used and sentence/question structure was 

simple to understand. The questionnaire was checked for the level of readability 

through the Microsoft Word feature, Flesch Reading Ease test. This tool measures 

the readability of a document and assigns it a score, where standard writing averages 

60 to 70 on a 100-point scale. The higher the score, the more people can readily 

understand the document (www.officetooltips.com, n.d.). The questionnaire scored a 

readability score of 73.5, which is categorised as "fairly easy to read". Considering 

that the target population has a Facebook account and reading and writing is a 

minimum skill, the questionnaire was deemed straightforward and easy to read and 

understand.  

The questionnaire was designed in a way where the analysis would be easy to carry 

out. Questions relating to age, income, length and number of times of travelling and 

average spend during travelling were considered important questions for analysing 

the camper profiles. These questions allowed the researcher to 'know' the population. 

Age is possibly an interesting variable that is potentially linked to the length of stay. 

Asking a respondent for their age or income per year in an outright manner might 

feel somewhat intrusive; hence range brackets were given. Such ranges are less 
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intimidating since the respondents do not indicate their specific age or income 

earned.  

A pre-determined list of answers was given in some questions. This was preferred 

over open-ended questions since open-ended questions may rely on the respondents’ 

memory for potential answers. Open-ended questions also result in so many different 

answers making the data difficult to analyse. A rank order question was used to 

gauge the importance of various areas when going on a camping trip. Rank order 

questions are effective in collecting feedback. Respondents find it relatively easy to 

answer them, and they do not have to spend time typing their feedback as in open-

ended questions. 

Three 5-point Likert scale questions were included to get the respondent to think 

about the value of their preference on types of camping trips, choice of destination, 

and facilities at campsites. There was no preference for choosing the 5-point scale 

over the 7- or 10-point scales, as all scales are equivalent for analytical methods such 

as confirmatory factor analysis and structural equation models (Dawes 2008). 

The questionnaire included two open-ended questions: after reasons why or why not 

respondents would or would not camp in Malta. The answers to these questions were 

later categorised into specific areas which relate to them, making them easier to 

analyse and display.  

All the questions were targeted at people who take camping holidays; hence, all 

respondents should have had the relative experience to answer the questions.  

3.2.4 Qualitative Assessment and Data Analysis 

When there is not enough time, finances, or data to conduct quantitative analysis, a 

qualitative assessment is appropriate (Layer 8: The People Layer, 2006). The data 

needed for this study was sought from camping enthusiasts who do not reside in 

Malta. Since this was done through convenience non-probability sampling, it could 

be statistically detrimental. Understanding the camping community concerns and 

needs requires qualitative assessment approaches rather than merely data-based 

information. Numbers help illustrate comparisons, progress, and statistics of 

community initiatives, but they cannot describe reasons, feelings, or relationships 

(Ku.edu, 2018). Hence a qualitative assessment method was selected.  
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From the data gathered through the questionnaire and keeping the research question 

in mind, the main variables which would influence the camping enthusiasts' choice 

for travelling were identified. Descriptive statistics were used to analyse the basic 

features of the data collected, displayed in charts and discussed accordingly. 

Contrary to inferential statistics, in descriptive statistics, the researcher describes 

what the data is or what the data shows. Large amounts of data are simplified 

through the use of descriptive statistics.  

3.3  Data Collection 

Facebook Groups is one of the most common applications among Facebook's 

features. Unlike standard Facebook sharing, which is open to the entire world, 

Facebook Groups provide a platform for users with shared interests to create 

conversations and exchange information. If a Facebook user joins a community, they 

can easily connect and exchange information with others (Pi, Chou and Liao 2013).  

Since the research subjects are not based in Malta, Facebook Groups was the choice 

of a platform where groups sharing their interests meet. The questionnaire was 

formulated on Google Forms and posted on specific groups on Facebook (Appendix 

6). These groups have been chosen based on their following and base country. The 

questionnaire was offered in four languages, English, Italian, French and German 

and posted in the relative language of the pertaining group, Italian to Italian 

Facebook groups, English to English Facebook groups etc. The questionnaire was 

available for a three-week period in April 2021, with the post being 'edited' every 

week by simply replacing a word so that it will resurface as a new post. 

A visit to popular Sicilian campsites to conduct face-to-face interviews could not 

take place because of Covid-19 travel restrictions in place at the time. 

3.4  Data Analysis 

The data collected was collated into an excel spreadsheet through Google Forms. 

Some data cleaning was required since answers to question one, requiring country of 

origin, were not pre-set, so countries needed to be uniformised. Questions seventeen 

and eighteen are open-ended, so results were categorised. Microsoft Excel 

spreadsheet was the right tool for descriptive statistics producing graphical 

representations of data collected. Bar charts and pie charts were commonly used as 

these highlight trends and relationships in data. In total, 397 questionnaires were 
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received. Two of these had the country of residence listed as Malta and were omitted 

since their answers would not help the research question. 

3.5  Research Limitations 

Some limitations were encountered in this study when collecting the primary and 

secondary data. Planned face-to-face interviews at nearby Sicily campsites had to be 

cancelled because of the Covid-19 pandemic, which restricted travel. 

Question number one asked for the country of the respondent’ residence. Some 

respondents answered the UK, not distinguishing whether it is England, Scotland, 

Wales, or Northern Ireland, whilst others cited England or one of the other countries. 

Another significant limitation of this study was the lack of data from local entities. 

Virtu Ferries Limited, the company providing fast ferry crossings between Malta and 

Pozzallo in Sicily, was asked for the number of campers and caravans with foreign 

registrations that travelled out of Malta and the country of registration of such 

campers. Such information would have shed some light on the number of foreign 

campers and caravans that travelled to Malta over the past five years. This 

information was unfortunately not provided, citing commercial sensitivity (Appendix 

1). Transport Malta was also approached to provide information on the number of 

registered campers in Malta. If camping tourism were to be a possible addition to the 

Malta tourism portfolio, these would contribute to the domestic tourism sector within 

camping tourism. However, Transport Malta, unfortunately, did not respond to an 

email and telephone inquiries asking for the number of registered campers in Malta, 

whilst no register is kept of the number of caravans in Malta (Appendix 2). The 

National Statistics Office and Malta Tourism Authority do not have any data on the 

number of tourists who visit Malta for camping trips or accommodation at campsites 

(Appendix 3).  

3.6  Research Ethics 

The importance of acting ethically is widely recognised as an essential element of 

conducting research in any context or environment (MacFarlane, 2010). Primary data 

for this study has been collected electronically from Facebook groups related to 

camping through a link to the questionnaire. In addition, a short description 

introducing the questionnaire was posted together with the email contact details of 

the researcher. 
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The questionnaire had a short introduction explaining the study’s aim and stating the 

institution for which this study was being conducted. A declaration was given stating 

the anonymity of the questionnaire and that all data collected was to remain 

anonymous, whilst respondents were given the freedom not to answer any questions. 

All participants were thanked in advance for their valuable contribution to their 

answers and time.  

The ethics application provided by the institution was sought and approved by the 

APRB before embarkation on the study (Appendix 4). 

3.7  Conclusion 

The methods used to answer the research question are detailed in this chapter. In 

addition, the reasons for using the approaches in question have also been clarified. 

This project aimed to identify and apply the best approach that would lead to the 

generation of reliable results, as outlined in the next chapter. 
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4. Research Findings 

The subjects of this study are adults not living in Malta who are interested in the 

camping experience. There were no exclusion criteria except for subjects residing in 

Malta. There were two such respondents, and their responses were omitted from the 

study. This chapter focuses on the survey findings conducted via Facebook groups to 

understand the subjects’ expectations and interests in the camping experience. It 

investigates their thoughts and intentions of a camping trip to Malta. The data 

collected is summarised and presented in tabular, graphical, and numerical 

summaries to allow for a more straightforward interpretation and presentation. 

Descriptive statistics are used to shed light on the research question: “What are 

camping tourism travellers’ perceptions, and expectations when they travel to 

Malta?”  

  Demographic Analysis 

4.1.1 Country of residence 

The questionnaire was posted on Facebook camping groups based in the UK, Spain, 

France, Germany, and Italy. The questionnaire was constructed in English and then 

translated into French, German, and Italian. Three hundred ninety-six respondents 

were asked to state their country of residence. The two respondents who gave Malta 

as their country of residence were omitted from the study. This is because the 

purpose of the study is to understand the requirements of the foreign camper.  

The majority of the 394 respondents come from the UK (81%). Table 1 depicts this 

information. Whilst some respondents put down England as a country of residence 

(27%), Northern Ireland (1%), Scotland (4%), or Wales (5%), another 44% just listed 

the UK as their country of residence. However, whichever country in the UK is listed 

has no direct effect on the study. The author considers that both in geographical 

terms and socio-cultural terms, there are no significant differences that would affect 

their decisions on camping holidays between the constituent countries of the United 

Kingdom. These countries are being grouped under the U.K. whilst other countries 

with minimal participation are grouped under ‘Other Countries’ and ‘Other European 

Countries’. This is shown in Table 2. It lists the country of residence as given in the 

questionnaire and how the countries have been grouped into France, Germany, 

Ireland, Italy, Other Countries, Other European Countries, Spain, and the U.K. 
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Table 1 Countries listed as a residence by respondents. 

 

Country of Residence Number %

Australia 2 0.5%

Austria 1 0.3%

Bulgaria 1 0.3%

Channel Islands 1 0.3%

Denmark 1 0.3%

England 106 26.9%

Estonia 1 0.3%

France 6 1.5%

Germany 6 1.5%

Gibraltar 1 0.3%

Ireland 6 1.5%

Italy 29 7.4%

Netherlands 1 0.3%

Northern Ireland 5 1.3%

Norway 1 0.3%

Portugal 2 0.5%

Scotland 17 4.3%

Spain 11 2.8%

Switzerland 1 0.3%

UK 174 44.2%

United States 3 0.8%

Wales 18 4.6%

Total 394 100.0%

1. What is your current country of residence?  
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Table 2 Countries of residence regrouped. 

4.1.2 Participants’ age bracket 

The participants were asked for their age. This question is presented in the format of 

age brackets so as not to be too intrusive and ask for actual ages, and for coherent 

interpretation. The number of those falling within the 46 - 60 years is similar to those 

Country of residence as per 

questionnaire

Regrouped country of 

residence

Australia Other Countries

Austria Other European Countries

Bulgaria Other European Countries

Channel Islands Other European Countries

Denmark Other European Countries

Deutschland Germany

England U.K.

Estonia Other European Countries

France France

Germany Germany

Gibraltar Other European Countries

Ireland Ireland

Italia Italy

Netherlands Other European Countries

Northern Ireland U.K.

Norway Other European Countries

Portugal Other European Countries

Scotland U.K.

Sicily Italy

Spain Spain

Svizzera Other European Countries

UK U.K.

United States Other Countries

Wales U.K.
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of over 61 years at 45 % per bracket. Those whose age is under 30 are at 1%, and 

those between 31 – 45 years of age are at 9%. The distribution of the sample by age 

is shown in Figure 2.  

 

Figure 2 Age brackets of participants. 

4.1.3 Net earnings per year 

Data about net earnings per year is collected in the two major European currencies, 

the Euro and the Sterling, to avoid having participants converting currencies 

themselves. The question is also presented in pre-set brackets, providing comfort in 

not divulging possibly sensitive information on one’s income. Participants who give 

earnings in Sterling amount to 246 whilst those who give their earnings in Euro 

amount to 125. There are 23 respondents who chose not to answer this question. Data 

is converted to Euros (at a nominal exchange rate of 1.17) for analysis’ purposes. 

Figure 3 shows that the highest number of respondents (25%) fall within the Euro 

17,001 to 29,000, whilst the least number of respondents (13%) fall within the Euro 0 

to 17,000 bracket. 

Figure 3 Net salary earnings of participants in Euro. 

Count 371 
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4.1.4 Net earnings per year according to age group 

Data collected included age brackets and earnings. The researcher is interested in the 

correlation between the respondents’ age and income to determine whether the main 

factor in the number of trips taken and amount spent is mainly related to age or 

income. Indicating one’s net income in relation to the age bracket may help one 

understand the respondents better. Table 3 shows the percentage of different salary 

ranges earned by the various age categories. Salaries earned by respondents were 

described according to their age groups and are summarized in Table 3. The highest 

number of respondents, 24.8%, earn between €17,001 and €29,000, closely followed 

at 24.3% by those earning €29,001 to €40,000. Together, these two groups make up 

almost half (49.1%) of the respondents. The largest sub-group in the table is 13.5% 

which relates to those respondents over 61 years who earn between €29,001 to 

€40,000. Amongst the bracket of highest earners (more than €52,001) are 

respondents who are 46 to 60 years of age. These amount to 11.6%.  

 

Table 3 Respondents’ salary brackets according to age. 

 Camping Preferences Analysis 

4.2.1 Camping accommodation type 

 Participants are asked which type of camping accommodation they prefer: 

camper/caravan, tents, glamping, static caravan/mobile home at campsites, or other 

types. This data is considered relevant since, should it result that camping tourism is 

a possible addition to the Malta tourism portfolio, then one would need to cater to the 

most preferred types of camping accommodation to satisfy the preferences of 

potential camping tourists. Percentages from the Likert scale clearly show that the 

preferred type of accommodation is camper and caravan (72.2%). This is shown in 

Count
< 30 

years

30 - 45 

years

46 - 60 

years

> 61 

years
Total

Eur 0 - 17,000 49 0.5% 1.1% 5.1% 6.5% 13.2%

Eur 17,001 - 29,000 92 0.5% 0.5% 11.1% 12.7% 24.8%

Eur 29,001 - 40,000 90 0.0% 2.2% 8.6% 13.5% 24.3%

Eur 40,0001 - 52,000 68 0.0% 2.2% 9.2% 7.0% 18.3%

Eur 52,001+ 72 0.0% 3.0% 11.6% 4.9% 19.4%

371 1.1% 8.9% 45.6% 44.5% 100.0%
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Table 4, which depicts the answers in rows with actual counts, percentages, and the 

Likert scale that the respondents gave. Use of camper/caravan during camping trips 

records a high mean value of 4.21. A static caravan or mobile home at a campsite has 

the second highest mean value at 2.76. ‘Other types of camping experiences’ 

recorded a mean value of 2.65, with the least preference (Likert scale 1) being the 

highest at 31.9%. ‘Glamping’ and ‘Tent experiences’ recorded a mean value of 2.44 

and 2.08, respectively. Glamping experience is least preferred (Likert scale 1) by 

35.7%, whilst tent camping has a 50.0% Likert score of 1 for being the least 

preferred.  

 

Table 4 Participants’ preference of the type of camping trips. 

 

Figure 4 Participants’ preference of the type of camping trips. 

1 2 3 4 5 Mean

Count % Count % Count % Count % Count %

Camper / 

Caravan
46 12.2% 13 3.4% 29 7.7% 17 4.5% 273 72.2% 4.21      

Tent 80 50.0% 23 14.4% 31 19.4% 16 10.0% 10 6.3% 2.08      

Glamping 50 35.7% 20 14.3% 38 27.1% 23 16.4% 9 6.4% 2.44      

Static caravan / 

mobile home at 

campsite

52 29.7% 29 16.6% 31 17.7% 35 20.0% 28 16.0% 2.76      

Other 23 31.9% 12 16.7% 19 26.4% 3 4.2% 15 20.8% 2.65      
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4.2.2 Camping trips outside the country of residence 

For the purpose of the study, the researcher is interested in data relating to the 

number of camping trips taken out of the respondents’ country of residence. 78% of 

respondents report that their camping trips are taken outside their country of 

residence. The remaining respondents stated that they choose to camp in their 

country of residence. This is important information relevant to the research question. 

This information about respondents’ preference of country for a camping trip is 

depicted in Figure 5.  

Figure 5 Camping trips out of the country of residence. 

Those taking camping trips outside of their country of residence are asked how 

frequently they do so in a calendar year. Figure 6 shows that more than 58% of those 

who travel out of their country of residence do so more than once a year, and 42% 

take an overseas camping trip at least once a year. Respondents who travel between 2 

– 3 times per year stand at 44%, whilst those travelling between 4 -5 times stand at 

7%. Those travelling for more than five camping trips outside of their resident 

country per year stand at 6%.  

Figure 6 Number of times participants travel out of their country per year. 

Count 394 
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4.2.3 Number of camping trips according to earnings 

Data relating income to the number of trips is of interest in relation to the study to 

know the potential camping tourists should Malta start to offer camping tourism. 

86% of the respondents who travel outside of their country of residence take more 

than four camping trips per year. Table 5 shows this together with their salary 

brackets. No significant difference is seen between the different salary brackets of 

those earning more than €17,001 in the number of trips taken per year. From the 286 

respondents, the highest number of respondents (11%) take 4 – 5 trips per year and 

have a net income of €17,001 to €29,000.  

 

Table 5 Frequency of travel outside country of residence in a calendar year 

according to salary bracket. 

4.2.4 Length of camping trips  

Participants who take camping trips outside their country of residence are asked how 

long they usually travel. Such data is deemed relevant to this study since Malta is the 

southernmost country in Europe, and hence a longer duration of a trip might be 

required. Length of trips when going overseas varies, with the highest number of 

respondents, 27%, opting for more than 28 days of travelling overseas per trip. Trips 

of between 7 – 14 days followed at a score of 27%, closely followed by trips of 

between 15 – 21 days at a score of 25% and 22 – 28 days at 16%. Trips taken for less 

than seven days are the least popular at 5%. This is shown in Figure 7. 

1 Trip 2 - 3 Trips 4 - 5 Trips 5 Trips Total

Count Count Count Count Count

Eur 0 - 17,000 5 2 15 15 37

Eur 17,001 - 29,000 2 3 32 29 66

Eur 29,001 - 40,000 3 5 27 28 63

Eur 40,001 - 52,000 5 2 22 28 57

Eur 52,001 + 4 8 31 20 63

Total Count 19 20 127 120 286
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Figure 7 Number of days spent when travelling overseas. 

4.2.5 Average spent whilst on camping trips 

Data relating to the average amount spent per person per week indicates the profile 

of the camping tourist. Average expenditure per person per week was requested in 

Euro and Sterling, making it easier for participants to answer and then converted to 

Euro at a nominal exchange rate of 1.17 for ease of analysis. More than 80% of the 

respondents claim that they spend up to €700 per person per week when travelling on 

camping trips outside their country of residence. Those spending less than €350 

amount to 50%.  

 

Figure 8 Average spent on camping trips. 

4.2.6 Average spent according to salary earned 

Such data is deemed relevant to the study since it further helps build a profile of the 

potential camping tourist. The highest number of respondents (13%) earn between 

€29,001 and €40,000 and spend up to €350 per person per week when taking 
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camping trips outside of their country of residence. This can be seen in Table 6, 

which shows the average amount spent per person per trip according to salary 

brackets. 

 

Table 6 Average spent per person per trip according to salary bracket. 

4.2.7 Period of travel  

Data on preferred period of travel is relevant to this study since camping tourism in 

the mild climate of Malta can dissipate tourism across the year and mitigate some of 

the disadvantages of mass tourism. In determining the periods of the year participants 

preferred to travel, four equal periods of the year were offered in the questionnaire, 

with the option of choosing any umber of period/s. The most popular period was 

April to June at 32%, followed by the July to September period at 29%. In the winter 

months, travel is preferred during the October to December period at 18%, while 

10% prefer to travel from January to March. 11% of the participants listed all periods 

as preferred months for travel.  

 

 

 

 

 

 

 

Figure 9 Periods of the year preferred for camping trips. 

€ 0 - 350 € 351 - 700 € 701 - 1,000 €1,000 + Total

Count Count Count Count Count

Eur 0 - 17,000 26 8 2 1 37

Eur 17,001 - 29,000 36 28 1 2 67

Eur 29,001 - 40,000 37 16 7 2 62

Eur 40,001 - 52,000 19 30 7 1 57

Eur 52,001 + 24 25 5 8 62

142 107 22 14 285

Count 616 
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Overall, April to June quarter is the most preferred period of travel. Most German 

camping tourists (50%) and Italian camping tourists (49%) prefer July to September. 

The January to March period is the least preferred quarter of the year for the 

respondents. However, the French camping tourists (8%) and the Spanish camping 

tourists (13%) chose the July – September period as their least favoured months to 

camp. The preferred periods of travel according to the respondents is depicted in 

Table 7.  

 

Table 7 Period of travel by respondent’s county of residence. 

  Campsites Analysis 

4.3.1 Factors in choosing country of destination 

Participants were presented with six options they consider when choosing the 

country of their camping destination and rated rate their preferences on a 5-point 

Likert Scale, with one being the least preferred and five the most preferred. The 

percentages shown in Table 8 are calculated row-wise, i.e. for each factor offered.  

In ranking the factors for choosing the country of destination, the respondents gave 

the highest rank to a safe environment. All factors presented in the questionnaire 

were considered important by the respondents since each factor obtained a mean 

Likert score of over 3, with ‘safe environment’ scoring a mean score of 4.03. This is 

followed by ‘climate’ with a mean score of 3.98 and ‘nature’ at 3.78. Each factor 

except for ‘history’ scored the highest preferences on a Likert scale of 5. The 

majority of respondents gave ‘history’ a Likert scale of 4.  

Count All year Jan - Mar Apr - Jun Jul - Sep Oct - Dec Total

France 12 16.7% 25.0% 25.0% 8.3% 25.0% 100%

Germany 10 10.0% 0.0% 30.0% 50.0% 10.0% 100%

Ireland 11 0.0% 18.2% 36.4% 27.3% 18.2% 100%

Italy 41 7.3% 4.9% 24.4% 48.8% 14.6% 100%

Other Countries 8 12.5% 0.0% 37.5% 25.0% 25.0% 100%

Other European 

Countries
18 16.7% 11.1% 33.3% 16.7% 22.2% 100%

Spain 23 8.7% 21.7% 26.1% 13.0% 30.4% 100%

U.K. 493 11.4% 9.7% 32.3% 29.2% 17.4% 100%

Total 616 11.0% 10.1% 31.5% 29.4% 18.0% 100%
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Table 8 Participants’ considerations when choosing a country for camping trips. 

 

 

Figure 10 Participants' considerations when choosing a country for camping trips. 

4.3.2 Types of sites 

Participants were asked where they prefer to camp, whether in campsites or wild 

camping, which means setting up camp outside organized camping sites. This is 

relevant to the study since if Malta is to cater for camping tourism, it would need to 

provide the appropriate locations for camping. The questionnaire also left an open-

ended option, ‘other’, and respondents stated their options. Figure 11 shows that 

campsites are the preferred sites of the participants when camping; this resulted in a 

1 2 3 4 5 Mean

Count % Count % Count % Count % Count %

Climate 29 8.6% 19 5.7% 50 14.9% 69 20.5% 169 50.3% 3.98    

Sea and beach 18 5.8% 35 11.4% 82 26.6% 79 25.6% 94 30.5% 3.64    

Nature 19 6.1% 24 7.7% 68 21.9% 96 30.9% 104 33.4% 3.78    

History 27 9.0% 38 12.7% 65 21.7% 98 32.8% 71 23.7% 3.49    

Safe environment 20 6.4% 14 4.5% 50 16.0% 82 26.3% 146 46.8% 4.03    

Other 14 18.4% 3 3.9% 19 25.0% 15 19.7% 25 32.9% 3.45    
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score of 61%. This was followed by 29% who choose wild camping, 10% aires / 

sostas and less than 1% for farms/vineyards.  

Figure 11 Participants' preference on where to set up camp. 

4.3.3 Choice of environmentally friendly campsites 

This data is considered necessary by the researcher as campsites need to identify 

whether there exists a market of environmentally-friendly camping tourists. 

Preference over environmentally friendly campsites is shown by respondents who 

confirm with a response of 34% that they give due consideration to such campsites 

over others that are not. 53% of the respondents say that it does not matter if a 

campsite is environmentally friendly or not. Respondents who do not give due 

consideration to environmentally friendly campsites total 8%. This is depicted in 

Figure 12.  

Figure 12 Consideration towards environmentally friendly campsites. 

 

Count 523 

Count 389 
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4.3.4 Choice of environmentally friendly campsites according to age brackets 

All respondents under 30 years of age stated they would choose an environmentally 

friendly campsite, whilst 42% of those over 61 would also prefer an environmentally 

friendly campsite. On the other hand, for 51% of the respondents, it will not matter if 

the campsite is environmentally friendly or not. The 30 – 45 and 46 – 60 age brackets 

have similar trends in respondents’ choice for environmentally friendly campsites. 

The preferences of environmentally friendly campsites according to the respondents' 

age brackets is shown in Table 9.  

 

Table 9 Environmentally friendly campsites according to age bracket 

4.3.5 Choice of environmentally friendly campsites according to country of 

residence 

For most respondents, environmentally friendly issues appear not to matter when 

choosing their campsite. German and Italian travellers do not consider campsites that 

are not environmentally friendly, with the majority opting for environmentally 

friendly campsites. Respondents from other countries who do not prefer an 

environmentally friendly campsite are less than 20%; however, for the majority of 

these, it will not matter if the campsite is environmentally friendly or not. This is 

shown in Table 10. 

Age Count Yes No
Does not 

matter
Total

>61 175 41.7% 6.9% 51.4% 100%

46 - 60 175 35.4% 10.3% 54.3% 100%

30 - 45 34 35.3% 8.8% 55.9% 100%

<30 4 100.0% 0.0% 0.0% 100%

388 38.9% 8.5% 52.6% 100%
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Table 10 Environmentally friendly campsite choice by country of residence. 

4.3.6 Preference for facilities at campsites 

This data is of substantial importance to the study as investing in campsites that do 

not offer facilities preferred by camping tourists would not be economically viable. 

Facilities preferred at campsites were listed in one of the questions. The participants 

were asked to give their preference for each facility at the point of booking, 

according to a 5-point Likert scale. One was the lowest of preferences, and five was 

the highest. Percentages shown in Table 11 are calculated row-wise, i.e., for each 

preference. The option ‘other’ got a mean score of 3.23, which is above the possible 

median. However, all other facilities offered did not even score the likely median of 

3 on the Likert scale. ‘Restaurant’ scored a mean of 2.62, ‘minimarket’ scored a 

mean of 2.56. The lower preferences recorded were ‘swimming pool’ (mean = 2.47), 

social events (mean = 2.42), and kids entertainment with a 1.5 mean score.  

Count Yes Count
Does not 

matter
Count No Total

France 1 16.7% 4 66.7% 1 16.7% 100.0%

Germany 4 66.7% 2 33.3% 0 0.0% 100.0%

Ireland 1 16.7% 4 66.7% 1 16.7% 100.0%

Italy 14 51.9% 13 48.1% 0 0.0% 100.0%

Other Countires 1 20.0% 4 80.0% 0 0.0% 100.0%

Other European Countries 4 36.4% 6 54.5% 1 9.1% 100.0%

Spain 3 27.3% 6 54.5% 2 18.2% 100.0%

U.K. 123 38.8% 166 52.4% 28 8.8% 100.0%
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Table 11 Participants' preferences of facilities at campsites. 

 

 

Figure 13 Participants' preferences of facilities at campsites. 

 

  Destination Analysis 

4.4.1 Countries travelled to by participants 

This data is relevant to the researcher as camping tourists travelling as far south as 

Italy and Sicily are likely not to be disheartened by travelling the relatively short 

distance from Sicily to Malta. Countries that participants have travelled to for their 

camping holidays are shown in Table 12. France is the country listed mainly by the 

respondents. The second most listed country was Spain which was closely followed 

by the UK. Malta is listed as a camping destination for less than 1% of respondents.  

1 2 3 4 5 Mean

Count % Count % Count % Count % Count %

Kids entertainment 229 79.2% 17 5.9% 16 5.5% 12 4.2% 15 5.2% 1.50       

Mini market 98 28.7% 72 21.1% 92 26.9% 44 12.9% 36 10.5% 2.56       

Restaurant 90 26.9% 67 20.1% 88 26.3% 59 17.7% 30 9.0% 2.62       

Socail events 110 34.3% 73 22.7% 61 19.0% 48 15.0% 29 9.0% 2.42       

Swimming pool 116 34.1% 68 20.0% 74 21.8% 45 13.2% 37 10.9% 2.47       

Other 39 29.5% 9 6.8% 17 12.9% 16 12.1% 51 38.6% 3.23       
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Table 12 Countries to which participants have travelled for their camping holidays. 

 

Country Count %

Algeria 1 0.1%

Canada 1 0.1%

Latvia 1 0.1%

Luxembourg 1 0.1%

Luxemburg 1 0.1%

Middle East 1 0.1%

New Zealand 1 0.1%

Romania 1 0.1%

Russia 1 0.1%

South Africa 1 0.1%

Tasmania 1 0.1%

Ukraine 1 0.1%

Asia 2 0.2%

Czech Republic 2 0.2%

Denmark 2 0.2%

Poland 2 0.2%

Slovakia 2 0.2%

Slovenia 2 0.2%

Turkey 2 0.2%

United States 2 0.2%

Finland 3 0.2%

Gibraltar 3 0.2%

Hungary 3 0.2%

Norway 3 0.2%

Sweden 3 0.2%

Switzerland 3 0.2%

Australia 4 0.3%

Greece 4 0.3%

Ireland 4 0.3%

Malta 4 0.3%

Morocco 5 0.4%

Austria 6 0.5%

Belgium 6 0.5%

Portugal 12 1.0%

Netherlands 15 1.2%

Croatia 62 5.0%

Italy 120 9.7%

Elsewhere Europe 147 11.9%

Germany 155 12.5%

United Kingdom 184 14.8%

Spain 190 15.3%

France 276 22.3%

1240 100.0%
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4.4.2 Camping in Malta 

A directly relevant question for the study is whether the respondents would consider 

a camping holiday in Malta. 53% of respondents acknowledged that they would 

consider Malta as a camping destination. 27% said that they would ‘maybe’ consider 

it, whilst 21% said they would not consider a camping holiday in Malta.  

Figure 14 Participants' response on camping in Malta. 

Respondents who were willing or may be willing to travel to Malta were asked what 

equipment they would travel with. Given answers included their ‘own equipment, 

tents and related’, ‘own camper/caravan’ or ‘hire out’. Figure 15 shows that the 

majority of the respondents, 82%, choose to travel with their own camper/caravan 

should they travel to Malta for their camping holidays. Hiring out camping 

equipment is the choice of 13% of the respondents, whilst those choosing to use their 

own equipment (tents) stand at 5%. Such data is relevant to the study in the planning 

stages of any potential camping sites. 

 

Figure 15 Participants' use of equipment of camping in Malta. 

Count 394 
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4.4.3 Reasons for camping in Malta 

Respondents who consider camping in Malta were asked for their reason in doing so, 

with several stating more than one reason. The answers given are open-ended and are 

grouped and categorized into; ‘adventure tourism’, ‘basic facilities’, ‘climate’, 

‘environment’, ‘history & culture’, ‘like Malta and would like to revisit’, ‘lovely 

island’, ‘Maltese hospitality’, ‘new place to visit’, ‘sea’ (Appendix 7). ‘Basic 

facilities’ refers to answers received that said they would travel to Malta if basic 

facilities are available. The most common response in this section is those 

categorized under ‘new place to visit’, which totals 32%, followed by ‘history and 

culture’ 15% and ‘like Malta and would like to revisit’12%. Categories at the lower 

end of the table are ‘environment’ at 2% and ‘sea’ and ‘adventure tourism’ both at 

1%. Should camping tourism be a possible addition to the Malta tourism portfolio, 

then this data is relevant for marketing purposes. 

 

Figure 16 Reasons given by respondents who are willing to camp in Malta. 

Reasons given by respondents who are not willing to travel for a camping experience 

in Malta are also categorized into groups for ease of evaluation. The categories are 

‘alternative accommodation’, ‘distance’, ‘environmental issues’, ‘ferry costs’, ‘lack 

of facilities’, ‘not interested’, ‘racism’ (Appendix 8). The main reasons respondents 

choose not to travel to Malta are related to logistical and cost issues, where ‘distance’ 

and ‘ferry costs’ stand at 27% and 26%, respectively, followed by ‘not interested’ 

with 17%. The lower end of the table with 2% are ‘environmental issues’ and 

‘racism’. Such data is relevant to have authorities work on such areas to encourage 

future camping tourists to visit Malta.  
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Figure 17 Reasons given by respondents who are not willing to camp in Malta. 

The willingness of respondents to take a camping trip to Malta is seen by the country 

of origin of the respondents. Such information is relevant to the study to understand 

better which market would be more interested. This data is depicted in Table 13. 

Respondents from Germany are the least sure of coming to Malta for camping trips 

at 17% though 67% say that they may consider it. No French and Irish noted that 

they would not take a camping trip to Malta. Whilst respondents from Ireland 

confirmed a high 83% of respondents willing to take a camping trip to Malta. Italian 

travellers (72%) and Spanish travellers (64%) follow by confirming that they are 

willing to take camping trips to Malta. Less than 50% of respondents from The 

‘Other European Countries’ and Germany do not consider camping in Malta.  

 

Table 13 Respondents willing to travel to Malta by Country of residence. 

Count Yes Maybe No Total

France 6 50.0% 50.0% 0.0% 100.0%

Germany 6 16.7% 66.7% 16.7% 100.0%

Ireland 6 83.3% 16.7% 0.0% 100.0%

Italy 29 72.4% 0.0% 27.6% 100.0%

Other Countries 5 60.0% 20.0% 20.0% 100.0%

Other European Countries 11 36.4% 27.3% 36.4% 100.0%

Spain 11 63.6% 18.2% 18.2% 100.0%

U.K. 320 50.9% 28.4% 20.6% 100.0%

Totals 394 52.5% 26.6% 20.8% 100.0%
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4.4.4 Reasons for camping in Malta by country of residence 

The reasons for which respondents are willing to consider camping in Malta are of 

interest to the researcher to make any recommendations for future studies. This data 

is depicted in Table 14. All respondents grouped by country of residence except 

Germany put ‘new place to visit’ as the main reason for coming to Malta. 

Respondents from Germany put ‘environment’ and ‘history and culture’ as the main 

reasons for travelling to Malta for their camping experience at 33% each. The other 

reasons Italian respondents give (after ‘new place to visit’ at 48%) are ‘history and 

culture’ at 14% and ‘like Malta and would like to revisit’ also at 14%. Respondents 

from Spain also give ‘new place to visit’ at 33% followed by ‘history and culture’, 

‘lovely island’ and ‘basic facilities” at 17% each. Respondents from the U.K also 

gave the main reason as ‘new place to visit’ at 29% and followed by ‘history and 

culture’ 15% and ‘climate’ 14%. 

 

Table 14 Reasons for camping in Malta by country of residence. 

4.4.5 Reasons for not camping in Malta by country of residence 

Such data is also relevant for recommendations on further studies. The respondents 

who will not consider camping in Malta gave their reasons. These are shown in Table 

15 below. ‘Ferry costs’ and ‘distance’ are the significant concerns that put off 

campers from camping in Malta. Respondents whose country of residence is Spain 

are in complete agreement that ‘ferry cost’ is the reason that deters them from 

camping in Malta. The Irish agree that Malta does not have the facilities for camping 
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France 6 0.0% 0.0% 16.7% 0.0% 16.7% 0.0% 16.7% 0.0% 50.0% 0.0% 100%

Germany 6 0.0% 0.0% 16.7% 33.3% 33.3% 0.0% 0.0% 0.0% 0.0% 16.7% 100%

Ireland 6 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 16.7% 0.0% 83.3% 0.0% 100%

Italy 21 0.0% 4.8% 9.5% 0.0% 14.3% 14.3% 0.0% 0.0% 47.6% 9.5% 100%

Other Countries 6 0.0% 0.0% 33.3% 0.0% 16.7% 16.7% 0.0% 0.0% 33.3% 0.0% 100%

Other European 

Countries
8 0.0% 0.0% 12.5% 0.0% 12.5% 0.0% 0.0% 0.0% 75.0% 0.0% 100%

Spain 12 0.0% 16.7% 0.0% 0.0% 16.7% 8.3% 16.7% 8.3% 33.3% 0.0% 100%

U.K. 290 1.7% 4.8% 14.1% 1.4% 15.5% 13.1% 12.4% 6.9% 29.3% 0.7% 100%

Total 355 1.4% 4.8% 13.5% 1.7% 15.5% 12.1% 11.3% 5.9% 32.4% 1.4% 100%
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holidays since ‘lack of facilities’ garners 100% of their reasons. Respondents whose 

reason for not camping in Malta is ‘not interested’ come from Germany (20%), Italy 

(30%) and the U.K (17%). Respondents from Italy (20%) and the U.K. (13%) said 

that they would come to Malta but seek ‘alternative accommodation’ 

 

Table 15 Reasons for not camping in Malta by country of residence. 

4.4.6 Camping in Malta by age brackets 

This data is relevant to the researcher to build a profile of the potential camping 

tourist. Respondents from the majority of all age brackets are willing to take a 

camping trip to Malta. This data is shown in Table 16. The majority of respondents 

willing to take a camping trip in Malta are the under 30s, with 75% answering ‘yes’ 

and the remaining 25% answering ‘maybe’. 

 

Table 16 Respondents willing to travel to Malta by Country of residence 

C
o

u
n

t

A
lt

e
rn

at
iv

e
 

ac
co

m
o

d
at

io
n

D
is

ta
n

ce

En
vi

ro
n

m
e

n
ta

l 

is
su

e
s

Fe
rr

y 
co

st
s

La
ck

 o
f 

fa
ci

li
ti

e
s

N
o

t 
in

te
re

st
e

d

R
ac

is
m

To
ta

l

France 0 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0%

Germany 5 0.0% 40.0% 0.0% 20.0% 20.0% 20.0% 0.0% 100%

Ireland 1 0.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100%

Italy 10 20.0% 0.0% 0.0% 40.0% 10.0% 30.0% 0.0% 100%

Other Countries 0 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0%

Other European 

Countries
6 0.0% 33.3% 0.0% 33.3% 16.7% 0.0% 16.7% 100%

Spain 1 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100%

U.K. 76 13.2% 30.3% 2.6% 23.7% 11.8% 17.1% 1.3% 100%

Total 99 12.1% 27.3% 2.0% 26.3% 13.1% 17.2% 2.0% 100%

Age Yes Maybe No Total

< 30 75% 25% 0% 100%

30 - 45 62% 18% 21% 100%

46 - 60 52% 31% 17% 100%

> 61 51% 24% 25% 100%

Totals 52% 27% 21% 100%
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4.4.7 Camping in Malta by camping accommodation type 

Such data is relevant to the researcher to make the necessary recommendations 

according to the demand. Data considered here is the preference of camping 

accommodation of those willing to take a camping trip to Malta (both ‘yes’ and 

‘maybe’). Respondents scored on the Likert scale ranging from 1 to 5, with one 

being the least preferred and five the most preferred. Preference to Camper/caravan 

has an absolute mean of 4.21. Of the respondents willing to travel to Malta preferring 

caravan or camper as their accommodation, 73% gave a score of 5. All other types of 

camping accommodation scored a mean of less than three, as shown in Table 17. 

Tent camping trips score the lowest mean of 2.14, with a 49% giving a Likert score 

of 1 to tent camping trips. 

 

Table 17 Respondents willing to travel to Malta by preference of the type of camping 

trips. 

4.4.8 Camping in Malta by choice of environmentally friendly campsites 

The researcher delved into whether these potential camping tourists prefer 

environmentally friendly campsites from the respondents willing to travel to Malta. 

Such data is relevant to build a profile of the potential camping tourist and thus make 

the necessary recommendations. 41% of the respondents willing to take a camping 

trip to Malta prefer environmentally friendly campsites. In contrast, for 50% of them, 

it does not matter if the campsite is environmentally friendly or not. 9% of the 

1 2 3 4 5 Mean

Count % Count % Count % Count % Count %

Camper / 

Caravan
37 12.4% 11 3.7% 22 7.4% 11 3.7% 217 72.8% 4.21   

Tent 64 48.5% 19 14.4% 24 18.2% 16 12.1% 9 6.8% 2.14   

Glamping 38 32.2% 15 12.7% 35 29.7% 21 17.8% 9 7.6% 2.56   

Static caravan / 

mobile home at 

campsite

43 29.5% 23 15.8% 24 16.4% 31 21.2% 25 17.1% 2.81   

Other 19 31.1% 11 18.0% 17 27.9% 2 3.3% 12 19.7% 2.62   
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respondents do not prefer an environmentally friendly campsite. This data is shown 

in Figure 18.  

4.4.9 Camping in Malta by the period of travel 

The researcher delved into the preferred period of travel of those respondents who 

consider Malta as a destination for their camping holiday. This data is relevant to 

understand the camping tourist market better. The preferred periods of travel are 

shown in Figure 19. The April to June quarter is the most popular at 31%, followed 

by July to September at 28%. The winter period between January and March is the 

least favoured at 11% though 10% travel throughout the year.  

4.4.10 Camping in Malta by factors of destination choice 

Data of the reasons why respondents are willing to come to Malta is of relevance for 

marketing purposes. Considerations by respondents willing to travel to Malta (Yes / 

Maybe) are recorded in Table 18. A safe environment (mean=4.02) followed by 

Count 308 

Count 486 

Figure 18 Preference to environmentally friendly campsites by respondents 

willing to travel to Malta. 

Figure 19 Period for travel by respondents willing to travel to Malta. 
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climate (mean=3.95) score the higher means. A high preference was recorded for a 

safe environment (47%) and climate (50%). Nature (mean=3.75), sea and beach 

(mean=3.6) and history (mean=3.52) followed.  

 

Table 18 Considerations taken when choosing holiday destinations by respondents 

willing to travel to Malta. 

4.4.11 Camping in Malta by preference to campsite facilities 

Data of preferred campsite facilities of respondents willing to consider camping trips 

to Malta is relevant to the study should camping tourism be added to the Malta 

tourism portfolio. This data is shown in Table 19. The lower mean is recorded by 

‘kids entertainment’, which has a high 78% of least preferences. Social events 

(mean=2.46), swimming pool (mean=2.54), mini market (mean=2.59), and restaurant 

(mean=2.67) follow in ascending order, whilst “other” facilities score the highest 

mean of 3.37.  

 

Table 19 Campsite facilities preference by respondents willing to travel to Malta 

1 2 3 4 5 Mean

Count % Count % Count % Count % Count %

Climate 27 9.7% 15 5.4% 40 14.4% 58 20.9% 138 49.6% 3.95    

Sea and beach 16 6.3% 33 12.9% 64 25.1% 65 25.5% 77 30.2% 3.60    

Nature 17 6.7% 19 7.5% 54 21.3% 82 32.4% 81 32.0% 3.75    

History 20 8.1% 31 12.5% 55 22.2% 83 33.5% 59 23.8% 3.52    

Safe environment 18 6.9% 11 4.2% 42 16.2% 67 25.8% 122 46.9% 4.02    

Other 10 15.9% 3 4.8% 19 30.2% 11 17.5% 20 31.7% 3.44    

1 2 3 4 5 Mean

Count % Count % Count % Count % Count %

Kids entertainment 179 77.8% 14 6.1% 15 6.5% 10 4.3% 12 5.2% 1.53       

Mini market 74 26.9% 59 21.5% 77 28.0% 35 12.7% 30 10.9% 2.59       

Restaurant 64 23.8% 57 21.2% 73 27.1% 53 19.7% 22 8.2% 2.67       

Socail events 79 30.3% 65 24.9% 55 21.1% 42 16.1% 20 7.7% 2.46       

Swimming pool 86 31.4% 53 19.3% 66 24.1% 39 14.2% 30 10.9% 2.54       

Other 24 24.0% 8 8.0% 15 15.0% 13 13.0% 40 40.0% 3.37       
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  Conclusion 

In this chapter, the data collected has been described and displayed. Initially, the data 

of all respondents was described irrelevant of their willingness to take a camping 

holiday to Malta. In section 4.4, the data about those respondents who are willing to 

travel to Malta was presented. In the following chapter, the results of the study will 

be discussed in light of the research question and the literature explored in Chapter 2. 
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5. Discussion and Interpretation of Results 

 Introduction 

In Chapter 4, the data collected was described and displayed. This chapter aims to 

discuss these findings within the context of the research objective outlined in Chapter 

1 and within the literature review framework on the subject. The major conclusions 

of this study will be summarised, and limitations exposed, whilst some 

recommendations for future studies made.  

  Subject characteristics  

This section refers to the data presented in Chapter 4, Section 4.1, in response to a 

series of questions to collect socio-demographic data.  

 An even distribution of countries of residence was expected, but respondents were 

predominantly from the United Kingdom. This results from the fact that most of the 

Facebook Groups used for the questionnaire were U.K. based. 

The age of the participants, as shown in Figure 2, is mainly those over 45 years of 

age, where 45% are between 46 – 60 years, and 45% are over 60s. If the age brackets 

were in 10-year stages, a better spread could have been achieved. As discussed in 

Chapter 2 Section 2.4, motivation factors and satisfaction of camping travellers 

include family bonding, socializing and interaction, and escaping daily routines. 

Parents view such travel as an opportunity for quality time together with their 

children or extended families. People enjoy the campsite life through organized 

social events and meeting and making new friends. Those leading a busy life would 

readily take the opportunity of staying for a few days in a tranquil environment. 

These factors could be the reason why the concentration of the ages of the 

respondents of this study is over 46 years of age. These would include families with 

not so young children and the silver generation. The resultant age brackets support 

Brooker and Joppe (2013) claims, who argue that, demographically, camping appeals 

to a diverse age bracket except for the adolescent age bracket of 18-24 years. 

The findings of this study about the income of people who opt for camping holidays 

tally with that in the Mintel Group Ltd report (reports.mintel.com. n.d.) as shown in 

Figure 20. From the campers in the Mintel group, 37% earn between £25,000 to 

£49,000, which is the third out of four ranges of earnings listed. In this study, 42% of 
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the respondents (camping enthusiasts) earn between £25,000 to £45,000. Such a 

percentage pertains to the third and fourth of five ranges listed in the study. This 

suggests that camping is not the sort of holiday that appeals to the lower-income 

earners. On the contrary, an average to even higher than average income earners 

seem to make up the population of holiday campers. This could be related to the fact 

that most respondents (72.2%) opt to use their caravan or camper to holiday. Such 

equipment is not cheap to buy. Hence the general idea that relates camping tourists to 

gipsies seems to be invalid. 

 

Figure 20 Mintel 2018 report – Profile of campers/caravanners in the past three 

years by yearly income 

 

Furthermore, there is no correlation between earnings per year and average spent per 

person per week whilst on camping holiday from the data collected. This data is 

displayed in Table 6. It seems to suggest that spending takes place in relation to the 

camping holiday needs rather than the expenditure capacity. 

 Campsites and facilities 

In Sections 4.2 and 4.3 of Chapter 4, the data presented was in reply to questions 

about camping and campsite preferences to better understand the requirements of the 

camping tourism experience.  

From the data collected, campers and caravans are the most preferred type of 

camping accommodation used by travellers in camping tourism. Camping tourism is 

based on the flexible, temporary, and mobile forms of accommodation through tents, 

mobile homes, and recreational vehicles (Blichfeldt and Mikkelsen, 2016; Prideaux, 

2019). Such a high preference for caravans and campers could be attributed to the 
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fact that campers and caravans offer a significant amount of comfort for the traveller. 

Unlike tents, which require some time and physical effort to pitch, one does not have 

a lengthy process to set up a caravan or camper. Campers and caravans are self-

sufficient accommodation facilities customized to clients’ requests with designer 

finishes and equipment. The number of sales of caravans and campers in Europe 

backs up the popularity of campers and caravans. In 2019 in Europe, there were 

131,970 new campers and 78,218 new caravans. These figures registered an increase 

of 5.5% and 1.6%, respectively, over the previous year (Caravanning, 2019).  

Respondents taking camping trips outside their country of residence stand at 78%, 

where trips are usually for more than seven days. The most extended trips lasting 

over 28 days of travelling outside the country of residence. Hence, camping tourists 

seem to be inclined to travel outbound and not merely engage in domestic tourism. 

Statistics of overnight camping stays in Europe seem to support this high percentage 

of camping trips. The camping take-up of overall overnight stays in Europe is 15.4% 

(Cerovic, Cvelic-Bonifacic, Grudic Kvasic, 2014). Nights spent at a campsite within 

the EU accounted for 12% of all tourist accommodation within the EU in 2017 (ec. 

Europa. EU, n.d.). As shown in Figure 9, the most popular period for travelling is the 

April to June quarter followed by the summer months of July to September at 29%, 

The October to March period is preferred by the > 61 years of age bracket at 18%, as 

shown in Table 20. This is understandable since this age bracket comprises mostly 

retired people who would opt to go on their holidays in the leaner months of the 

travel industry, whilst others are at work and possibly because younger age groups 

might have children of school age. Therefore, they cannot travel during the scholastic 

year. The over 61 group has the same preference for travel during the last two 

quarters of the year at 11% per quarter. Such results might augur well because Malta 

has a temperate climate, and certain Europeans are known to travel out of their 

country in the Winter period in search of warmer temperatures. The fact that 

camping tourism is not concentrated around the peak summer months supports 

Camilleri (n.d.), in her study on adventure tourism (of which camping tourism is a 

sub-type) in Gozo, where she states that it is seen as a diversification in tourism 

which can help spread tourists more evenly throughout the year.  
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Table 20 Period of travel according to age brackets. 

A safe environment gives peace of mind to the traveller, and this is a consideration 

that respondents consider when choosing the country of destination. Travellers might 

be carrying equipment which could be rather expensive. Low criminality rates and 

areas not prone to natural disasters would be important aspects to consider during a 

trip. Climate and nature are also considerations looked into when choosing 

destinations. Going to a country with a good climate will give rise to opportunities 

for nature-based activities held in the open countryside or seas, including hiking, 

climbing, biking, bird watching, kayaking, canoeing, surfing, and diving. Malta lends 

itself very well to such nature-based activities, most of which are already established 

and have gained popularity over the recent years. Winter (2005) states that the 

popularity of nature-based tourism gave rise to an expansion of related activities and 

that countries with all-year-round mild climates benefit from other popular activities. 

Sea and beach have the highest preference from all considerations offered, which 

correlates with the popular months preferred for travel between April and September. 

This makes campsites close to beaches in demand during holiday trips. Travellers are 

also interested in history when travelling, and though no such reference was found in 

the literature review, respondents who consider Malta as a camping holiday chose 

history and culture as the second most common reason to visit. This confirms the 

attractiveness of Malta as a destination rich in culture and history.  

Campsites are the most popular choice with the respondents as to where to set up 

camp. A campsite is an open space in a rural area, usually having trees providing 

shade and offering a range of services from basic sanitary facilities to restaurants, 

pools and spas. A sense of security is provided since campsites are enclosed, and 

entrance to the campsite is controlled. This seems to tally with the fact that the 

respondents gave a high score to safety as a consideration when choosing their 

destination for a camping holiday. Wild camping represents 29% of the respondents’ 

Count All year Jan - Mar Apr - Jun Jul - Sep Oct - Dec

< 30 6 0.2% 0.0% 0.3% 0.3% 0.2% 1.0%

30 - 45 45 1.0% 0.0% 2.4% 3.4% 0.5% 7.3%

46 - 60 264 5.2% 3.3% 13.4% 14.8% 6.4% 43.0%

> 61 299 4.7% 6.8% 15.3% 10.9% 10.9% 48.7%

614 11.1% 10.1% 31.4% 29.5% 17.9% 100.0%
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preference as to where they would prefer to set up camp. Wild camping is the term 

used when one sets up camp in a place of his choosing, for free, usually in an 

undisturbed area. This is also the case with backpackers during hiking trips. If 

camping were to be a possible addition to the Malta tourism portfolio, wild camping 

could be targeted as the disheartening factor of ferry costs as listed by the 

respondents of this study would not be so high as there is no caravan or camper to 

put up the price. Aires and Sostas represent only 10% preference of the respondents. 

These are spots usually used for short stays whilst touring. The former is French 

whilst the latter is Italian whilst Stelleplatze is the German equivalent. These are 

stopovers that accept motorhomes, campers, and caravans and offer electricity supply 

and basic sanitary facilities. These types of camping spots could also be considered 

in Malta. They might have the least possible impact on the environment, taking a 

minimum amount of area to accommodate several users. As Martín, Martínez and de 

Rentería (2020) state, these travellers provide their temporary accommodation 

arrangements and equipment.  

Campers being considered nature lovers, a more positive response from respondents 

towards environmentally friendly campsites was expected. The majority of 

respondents (58%) say it does not matter choosing an environmentally friendly 

campsite over one which is not environmentally friendly. This could have been so 

because of the way the question was posed. The question might not have been so 

straightforward. A more precise question about what the researcher meant by 

‘environmentally friendly’ might have yielded different results. On the other hand, 

campers might be discouraged from environmentally friendly campsites because of 

the restrictions imposed upon them by the campsite management to attain and retain 

environmental certification. The respondents under 30 years of age were the most 

environmentally committed at 100% in choosing an environmentally friendly 

campsite over one which is not environmentally friendly. When environmentally 

friendly preferences were tested with other variables, namely, age and country of 

residence, the same results were similarly observed.  

Campsites usually provide more than the basic services of water and electricity 

supply and sanitary services. Campsites add ancillary facilities such as restaurants, 

minimarkets, swimming pools, launderettes, bathrooms, and recreational areas. A 

minimarket, swimming pool and restaurant are all facilities that are quite high up in 
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the respondents’ preference when looking for a campsite. These preferences suggest 

that camping tourists are after staying in a self-sufficient campsite with minimal need 

to leave the campsite to eat or buy necessities. Organized social events are in the 

lower range of preferences of the respondents. These preferences support the claim 

of Brooker and Joppe (2013), who states that a principal aim for campers is that of 

relaxation. However, the same results contradict Tian-Cole, Crompton and Wilson, 

2002; Kim et al., 2003; Hassell, Moore and Macbeth, 2015 amongst other authors 

who list socialization and establishing new friendships as a motivational factor of the 

camping experience. The option of “kids entertainment” carries the least mean value, 

and this could be since most respondents were over the 45 years of age category, and 

these would probably have older children with them and not kids. The order of 

preference of these facilities given by the questionnaire respondents correlates with 

the results of the Mintel Group Ltd in their December 2018 Camping and Caravans 

UK report (reports.mintel.com. n.d.) as shown in Figure 21. 

 

Figure 21 Mintel 2018 report - Popular facilities and services on a camping/caravan 

site. 

The survey respondents give a low preference to the glamping option in the data 

collected through the questionnaire. However, it seems that glamping is gaining 

some popularity. According to Carin Consulting Group (2019), there is an increase in 

the interest in glamping from 21% in 2017 to 45% in 2018. Campsite managers are 

introducing such services to improve their revenues and gain a competitive 

advantage over other campsites. Results in this study support The Mintel Group Ltd 
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in their December 2018 Camping and Caravans UK report (reports.mintel.com. n.d.) 

where it is reported that though glamping is attracting considerable attention in the 

industry, it remains a small share of the market, albeit an expanding one. The 

glamping concept could be a specific camping tourism product, which local hotels 

could introduce. Yurts, pods, gers, and teepee tents could be set up, and hotel 

facilities and services, namely, restaurants, gym, indoor pool, spa and beauty salon, 

amongst other facilities and services, are offered as part of a package. 

  Destination Malta 

Among the respondents in the study, France and Spain are the most popular 

destinations. Since most respondents reside in the UK, it is understood that a trip to 

these countries would have been made, considering their proximity. Respondents 

choosing Malta as their destination for a camping holiday registered a mere 0.3%. 

These results are again in line with the Mintel Group Ltd report (reports.mintel.com. 

n.d.) shown in Figure 22. Mintel Group Ltd Report collects data about camping and 

caravans in the UK, hence the similarity in the findings with this study. It would be 

interesting to collect data from other Europeans apart from ones from the UK to see 

if similar results would emerge or whether Malta would score a higher occurrence as 

a destination. 

 

Figure 22 Mintel 2018 report - Overseas destinations visited on a camping holiday 

in the past three years. 
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The survey respondents who would consider travelling to Malta for their camping 

holiday, which could be part of a Sicily tour, stand at 52%, whilst those who might 

consider this proposal is 27%. This seems to suggest that Malta is a potential 

attraction for campers. One would need to investigate the pull motivational factors to 

have these camping tourists visit Malta. 

Most respondents (82%) will use their own camper/caravan rather than hire (13%) or 

use their tents (5%) if they travel to Malta. Malta is only 100km away from Sicily, 

and regular ferries offer the service of crossing, hence making it easy for camping 

tourists to cross over in their camper. Renting or other camping means are usually 

more viable when travelling to remote, far away destinations or crossing over 

continents.  

The respondents gave reasons for visiting Malta in an open-ended question. They 

gave several reasons that match the considerations they chose (from a given list) 

when they choose a destination country (Table 8). This is taken as a reinforcement of 

their priorities when choosing a destination for their camping holiday. This result 

adds weight to their answers and makes the reasons more relevant when and if 

marketing strategies are being formulated to attract camping tourists.  

Those opting not to visit Malta on camping trips said that “distance” and “ferry 

costs” would be their significant concerns. Ferry costs would be high for those 

travelling with a caravan, as being on tow, costs are calculated per metre over the 

standard 4.5-metre car. The introduction of another fast ferry service between Malta 

and Sicily by a new company could significantly reduce ferry prices between the two 

islands. “Racism” (attitude of Maltese towards migrants) and “environmental issues” 

(bird hunting) are featured in the reasons given for not travelling to Malta. These 

comments are presumed to be reasons why a visitor would not visit Malta and not 

why a camping visitor would not camp in Malta. Hence, the relevance of these 

reasons for not visiting Malta could be applied to incoming tourism in general.  

Seeking accommodation in a hotel as the reason for not camping in Malta was given 

by 12% of the respondents. This could very well be related to the fact that locally 

campsites and their facilities are lacking. Another 13% of respondents specifically 

gave the lack of facilities as their answer. It could also be related to how the question 

was posed where it was not clear that camping in Malta could be part of a camping 
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trip in some European countries. Question 15 in the questionnaire states explicitly, 

“Would you consider camping in Malta? (could be part of south Italy / Sicily tour)”. 

However, the following three questions: questions 16, 17 and 18 do not repeat the 

clause of the camping trip being part of south Italy / Sicily. Possibly, respondents 

might not have considered a camping trip solely to Malta as being viable. 

 The Local camping offer 

This section delves into the local facilities in response to the research question. 

Facilities, or their lack of, are a concern for both respondents who said they would 

come to Malta and those who said they would not come to Malta for a camping trip.  

Camping facilities in Malta are minimal and unregulated. A private campsite was set 

up in Mellieħa some years ago, mainly offering static mobile homes. A few limited 

pitches are available for one’s caravan or camper, which is the preferred mode of 

camping accommodation of the respondents in the study. The Scouts Association 

campsite in Għajn Tuffieħa offers 23 pitches that can accommodate a minimum of 3 

to 4 campers per pitch and offer basic sanitary facilities and water and electricity 

hook-up. However, it is heavily booked throughout the year, and preference is given 

to Scouting groups. A few sectional Scout groups have recently started offering their 

grounds for camping purposes. However, these are very limited in their services and 

facilities.  

In Baħar iċ-Ċagħaq, an independent camping association was granted a concession to 

use an area for camping purposes. These are the seasonal type of pitches where the 

association members take pitches on a year-in-year-out basis. The Mellieħa Local 

Council offers an area for wild camping, but this is unavailable during the hunting 

seasons, which may last a good number of months per year. In Gozo, a private field 

in Żebbuġ with showers and toilets has recently been offered for camping. Several 

areas on coastal roads have been taken up by individuals where they pitched caravans 

and campers for an extended period to the deterrent and anger of the general public. 

Locally there are two types of camping “hobbyists”. Some campers go for a few days 

in a campsite or elsewhere, in a camper/caravan or tent to have a break away from 

daily routines in a natural environment. Others use campers or caravans as a means 

of semi-permanent accommodation, especially in the summer months. The latter 
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situation has spurred the need for regulation which, as stated by Cordina (2021), is 

currently missing.  

The campsites and the facilities referred to above do not seem to tally with the 

expectations of the camping tourist if he were to travel to Malta, as seen from the 

findings in this study. They seem to substantiate the argument posed by those who 

will not come to Malta for camping holidays because of lack of facilities.  

The Environment Ministry issued a policy paper for public consultation on 

recreational areas (Planning Authority, 2021). The paper highlights several areas 

which are earmarked for camping and recreation. The Opposition party has included 

camping tourism in its 10-year tourism policy plan (Nationalist Party, 2021). These 

suggest that there is an interest in developing the camping experience in Malta.  

A strategic plan needs to be set up by the authorities, involving interested parties like 

camping associations and NGOs to take this project forward. Domestic camping 

tourism is growing, and facilities for such are needed. A legislative framework on 

camping, including enforcement procedures, needs to be formulated, and an 

educational campaign launched. Regulation needs to cover long-term stays outside 

camping sites, such as wild or dry camping. NGOs, local councils, and camping 

associations need to be helped in developing areas into aires/sostas type of camping 

sites. These will provide basic facilities, namely supply of water and metered 

electricity, sanitary waste disposal, and separated waste disposal and pitches with 

space for setting up tables and chairs and some privacy for short term stays. 

Vegetation, including endemic trees, will give a greener look to the area whilst 

providing shade for the users. 

 Recommendations for further studies 

From the answers collected in response to the questionnaire, campers would be 

willing to take a camping trip to Malta. One of their primary concerns was the 

availability of facilities to accommodate them with their motorhome, camper or 

caravans. It is recommended that further study areas include the conversion and 

management of derelict public spaces and buildings into campsites and recreational 

areas. Areas to be considered for camping and recreation include, but are not limited 

to: stretches in Baħar iċ-Ċagħaq including the Coast Road, San Tumas, Old Rinella 

Movie Park, old neglected forts and fortified areas that can be rehabilitated into 



Discussion 

67 

 

picnic areas. The upgrading of the Baħar iċ-Ċagħaq campsite (behind the Splash and 

Fun Amusement Park area), which is presently managed as a seasonal campsite by 

an ad hoc association, could also be considered in this study. 

A study is recommended on the rehabilitation of seaside areas where boathouses 

have been converted into summer residences. Such a study could investigate if these 

areas can be turned into campsites with static mobile homes offered on a right of first 

refusal to the present tenants. This will enhance and upgrade the said areas into a 

uniform picturesque seaside resort with appropriate spaces for camping. 

A case study for future research could consider the development of the old and 

neglected White Rocks Complex into an international eco-friendly campsite. This 

footprint already includes a swimming pool, restaurant, and a minimarket, and 

converting this ex-British Army residential quarters into a campsite with the most 

negligible environmental impact on the area and the environment. The ex-

accommodation units could be refurbished into accommodation units for guests, 

making the place economically viable for both campers using their caravans/campers 

and others who would use the built accommodation. The surrounding area could be 

developed into an adventure park, an agrotourism experience, and a glamping setup.  

 Conclusion 

In this section, an in-depth look was taken at campers’ preferences and 

considerations when taking their camping holidays and their expectations should 

they include Malta as their camping destination. The research question sought the 

expectations of the camping tourist, and these results should be taken into 

consideration if the proposal of camping tourism being added to the Malta tourism 

portfolio is pursued. The local camping facilities resulted as the major concern from 

the questionnaire results. These were discussed, and recommendations for further 

studies were made on the data provided through the foreign camping traveller 

responses.  
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6. Conclusion 

This study has addressed a neglected area of research in the local tourism sphere by 

generating new perspectives on camping tourists’ expectations should they travel to 

Malta. This information should be of great interest for those entities responsible or 

interested in facilitating this aspect of sustainable tourism development. This thesis 

has focused on gathering an overview of the perception of foreign campers on the 

prospect of taking a camping holiday in Malta and a look at the local camping offer 

which was achieved by reading literature related to camping tourism, campsites and 

their facilities, environmental and sustainability effects of camping, and literature 

about motivational factors and satisfaction of campers, glamping, and nature-based 

tourism. The literature also included policy papers, discussions, and proposals 

regarding the local camping offer. 

This research is of significance for several reasons that are of diversification and 

economic benefit to the local tourism market. Camping tourism, a subcategory of 

adventure tourism, is acknowledged as a growing segment worldwide, as cited in the 

Literature Review of this proposal. Despite this, camping tourism is practically non-

existent in Malta and not recorded as a segment in reports of local authorities. This 

deprives the opportunity for any investors to consider investing in camping tourism. 

Investors are always ever so ready to study the market based on statistics and 

records. 

Camping bed capacity in Europe is substantial, as stated in the Literature Review. 

Malta’s climate is ideal. The island boasts of a relatively large coastal area in 

comparison to its footprint. Coastal areas have been seen to attract camping tourists. 

However, Malta is not included in the map of European camping destinations.  

Camping tourism, if this materialises locally, will be an alternative to mass tourism. 

It will help spread tourists more evenly throughout the year and geographically in the 

country, thus minimising the impact of mass tourism. This is of particular importance 

as the malta tourism product is highly liable to seasonality and geographical 

concentration to a few areas. 

The study may give rise to new options in domestic tourism, especially if this study 

will result in the materialising of campsites with the required amenities. The local 

camping situation needs regulation as it keeps expanding in an unregulated manner. 
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In times of a pandemic or similar situations where travel is restricted, the literature 

suggests that the traveller who had previous tourism experience like camping is more 

likely to engage in the same experience post-pandemic (Craig, 2020). 

6.1 Study Limitations 

One of the most significant limitations of this study is the lack of local and foreign 

data on the topic. However, this study could serve as a first step that opens areas for 

future research.  

Another limitation is the relatively short timeframe for this study and the travel 

restrictions imposed by the Covid-19 pandemic. This limited the collection of data to 

Facebook group questionnaires. Planned trips to Sicilian campsites to interview 

campsite managers and campers were cancelled. The use of Google Forms enabled 

the researcher to reach a wider audience of non-Maltese residents in a short period of 

time, but these were not done face-to-face, and questions could not be explained 

further where needed. Another limitation is the number of respondents who are relied 

upon for the collection of data. The questionnaire was presented in four foreign 

languages, and possibly the faithfulness of the translation may have hampered the 

study. A general limitation in using the questionnaire was the use of ‘other’ as an 

option in the Likert scale since the respondents could not specify their reason further. 

The information requested from local entities and authorities, which were not 

forthcoming, limited some of the discussion. A common problem encountered 

locally was the lack of information willing to be provided by entities. Citing 

commercial sensitivity, Virtu Ferries did not give the number of foreign 

campers/caravans which used their services (Appendix 1). E-mails, which were 

followed up by phone calls, to Transport Malta did not provide the number of locally 

registered campers in Malta (Appendix 2), whilst the Scouts Association who 

manages the Għajn Tuffieħa campsite, did not respond with the number of foreigners 

and nationality of their campsite visitors. The National Statistics Office does not 

record the number of campers imported in Malta or how many tourists visit Malta for 

adventure/camping purposes (Appendix 3). The latter information could also not be 

provided by the Malta Tourism Authority. 
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6.2 Conclusion 

The discussion including comparisons based on types of camping accommodation; 

amenities that camping tourists expect; environmental and sustainability factors: 

glamping; spending on trips; and number and length of holidays. The data gathered 

might be useful for potential investors and the government, given the limited 

campsites and facilities present on the island. Results of this study might be of 

interest to the Malta Tourism Authority, the Planning Authority, Camping 

Associations, and investors. Recommendations for areas of further studies were also 

presented. The call for proposals by the Planning Authority is a step in the right 

direction, and this study could help in formulating the way forward for those 

involved so that an alternative tourism market could be created. Local camping 

enthusiasts could enjoy their pastimes better. This study has attempted to provide 

useful and directly-collected information that the government and interested parties 

may use to develop and apply sustainable development policies and practices. 
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Questionnaire in French  
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Questionnaire in German  
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Questionnaire in Italian 
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Appendix 6 – Facebook Groups Used 

 

Facebook Group   Members 

Motorhome Happiness  U.K. 25,000 

Open All Year Caravan Site Touring Group  U.K. 32,000 

Motorhome Adventures U.K. 38,000 

Motorhoming Spain  U.K. 6,500 

Camping Europe and Beyond U.K. 3,700 

Motorhome And Campervan Touring Eu from Searchforsites Co Uk  U.K. 16,000 

Motorhoming France  U.K. 334 

Happy-Campers In Europe - Motorhoming Europe @Byharmen U.K. 994 

Motorhome Life U.K. 808 

CAMC Members Chat Group U.K. 11,100 

Swift Motorhomes Owners Club U.K. 6,200 

Tent Camping  U.K. 58,000 

Touring Caravan Chat U.K. 11,000 

Everything Caravan & Camping U.K. 278,400 

Vanlife Germany U.K. 47,500 

Caravans & Motorhomes Are Great We Should All Have  U.K. 10,500 

Caravanning Talk Uk  U.K. 18,000 

European Touring Caravan, Campervan And Camping Friends  U.K. 20,700 

Caravanning U.K. 4,400 

Free Camping UK And Europe  U.K. 24,400 

Traveling And Camping In Europe  U.K. 17,500 

Caravanning Clever Idea  U.K. 42,300 

Camping & Caravanning In Spain    3,600 

Caravan And Camping Sites  Italy 13,100 

Idee Per Viaggi In Camper Italy 14,000 

Camperisti Italiani  Italy 114,900 

Vacanze In Camper Italia Italy 1,500 

Motorhome France/Spain & Portugal    553 

Amici Camperisti D'italia  Italy 3,000 

Caravanclub Camperisti D'italia Italy 4,700 

Italia In Camper  Italy 8,300 

Il Mercatino Del Camper Italy 22,000 
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Mercatino Del Camper Italy 48,000 

Aree Sosta Camper E Campeggi Italy 6,700 

Itinerari E Diari Di Bordo In Camper E Caravan  Italy 20,400 

Camperisti Italiani In Libera  Italy 3,400 

Viaggi In Camper  Italy 4,200 

Rifatti Il Camper Italy 22,800 

Camper In Famiglia Italy 3,000 

Sicilia…In Camper Italy 7,700 

Camperisti Fai Da Te Italy 5,500 

Camperisti Squattrinati L'originale Italy 55,000 

Noi Camperisti  Italy 7,100 

Vita Da Camper Italy 5,200 

Noi Camperisti In Sicilia  Italy 14,000 

Sognando Sotto Le Stelle ...In Camper  Italy 15,100 

Sostare In Camper Italy 32,000 
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Appendix 7 – Categorization of Reasons for Coming to 

Malta 

 

17. If you are willing to camp in 
Malta please give reasons why. 

Categorized Groups 

see new places new place to visit     

Never been before - would love to 
experience the area 

new place to visit     

Climate, environment, history,  history & culture climate environment 

Like the island 
like Malta and would 
like to revisit 

    

Would need to feel welcome and 
be able to access facilities like 
toilet cassette emptying and fresh 
water.  

basic facilities     

Weather Climate     

I'd like to visit Malta new place to visit     

Scuba diving, lovely country, nice 
people.  

adventure tourism 
Maltese 
hospitality 

lovely island 

Love Malta visited many times  
like Malta and would 
like to revisit 

    

Climate and History history & culture climate   

Have visited when a young girl and 
would like to return and see non 
touristy places. 

like Malta and would 
like to revisit 

    

When I retire I plan to travel a lot. 
Never been to Malta before but I 
hear it is good  

new place to visit     

I've always wanted to visit Malta.  new place to visit     
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Malta is a beautiful country but not 
sure if there are many campsites 

lovely island basic facilities   

Have never been there, new 
adventure. 

new place to visit     

Yes. Never been.  new place to visit     

My Father loved holidaying there lovely island     

It’s a country we would to see and 
explore 

new place to visit     

To explore the culture and meet 
the people  

history & culture 
Maltese 
hospitality 

  

Never been  new place to visit     

Love Malta and Gozo 
like Malta and would 
like to revisit 

    

History, climate history & culture climate   

Love Malta. Been lots of times but 
new to camping 

like Malta and would 
like to revisit 

    

I have not been to Malta yet and 
would be interested to visit. I write 
a travel blog and my readers would 
be interested too. 

new place to visit     

always willing to see new places. new place to visit     

Somewhere we haven't visited, 
nice weather  

new place to visit climate   

Better weather Climate     

Opportunity to visit the Country 
and its history  

new place to visit history & culture   

Lovely country to discover we 
could not come in years past when 
we lived on our yacht because we 

lovely island basic facilities   
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had a dog onboard....not sure if 
that has changed now 

Weather Climate     

See different countries  new place to visit     

Never been new place to visit     

Would like to visit as I have never 
been 

new place to visit     

Enjoy being in nature rather than 
hotels  

Environment     

Lot of new things to see new place to visit     

Plan to travel world.  new place to visit     

See the Island new place to visit     

Somewhere I have not yet been  new place to visit     

nice places to visit lovely island     

History and culture history & culture     

History history & culture     

Enjoyed Malta on previous visits 
like Malta and would 
like to revisit 

    

I love the country  
like Malta and would 
like to revisit 

    

Adventure  adventure tourism     
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Lovely country  lovely island     

Never been but want to travel to 
as many places as possible  

new place to visit     

It will depend on Malta being pet-
friendly & cost of ferry etc. 

basic facilities     

Place we have never been too new place to visit     

Somewhere didn’t we haven’t 
been  

new place to visit     

Once country and people  Maltese hospitality     

Always keen to try somewhere 
new and I have never visited. 

new place to visit     

Historically interesting  history & culture     

it is a country I have always wanted 
to go to. 

new place to visit     

Somewhere new new place to visit     

History, culture, climate history & culture climate   

Different country culture etc history & culture     

Love Malta 
like Malta and would 
like to revisit 

    

Lovely place lovely island     

To revisit places, I travelled to in 
my youth. 

like Malta and would 
like to revisit 

    

Yes, if easy to travel to basic facilities     
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To explore the country history & culture     

Would like to experience the 
history and culture.   

history & culture     

I think it’s a lovely island  lovely island     

Weather and scenery  Environment climate   

We love Malta 
like Malta and would 
like to revisit 

    

Why not. new place to visit     

Beautiful country, drive on same 
side of rd as home 

lovely island     

Nice country lovely island     

Love Malta & Maltese 
like Malta and would 
like to revisit 

Maltese 
hospitality 

  

Lovely country nice people good 
climate 

Maltese hospitality climate lovely island 

Looks very appealing. lovely island     

Lovely Island, great climate , 
friendly people. 

Maltese hospitality climate lovely island 

I have not visited so happy to look 
at a holiday there 

new place to visit     

Never been new place to visit     

Never been, looks interesting  new place to visit     

I have never been there before and 
would like to. Must be affordable! 

new place to visit     
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Never been there before and hear 
good things about Malta  

new place to visit     

It’s a lovely island.  lovely island     

Anywhere is a possibility  new place to visit     

We have never considered it as it's 
not been on our radar, but we 
would be willing to travel there if 
we discovered something 
interesting for us or our 2 young 
children to visit, or cuisine we 
wanted to try, or to visit 
interesting historical monuments / 
places of interest. But we have 
never seen any information that 
piques our interest enough to 
consider it as a destination.  

history & culture 
Maltese 
hospitality 

  

Never been. Looks warm  new place to visit climate   

lovely weather and plenty to see history & culture climate   

Somewhere I have not been  new place to visit     

Lots of beautiful places to see with 
a good climate  

history & culture climate   

To enjoy the local history & culture history & culture     

Never been there  new place to visit     

Have visited before. Love the 
country  

like Malta and would 
like to revisit 

lovely island   

Would like to visit Malta one day new place to visit     

Just love the country lovely island     
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New experience but perhaps ferry 
to Tunisia also 

new place to visit     

Been before and enjoyed Malta 
like Malta and would 
like to revisit 

    

Been lots if times before we love it 
but never camping. We have just 
embarked on camping life.  

like Malta and would 
like to revisit 

    

I scuba dive there, easier to carry 
own equipment. 

adventure tourism     

To see a different country new place to visit     

Sea, beach, weather Climate sea   

Like exploring new places new place to visit     

Like Malta lovely island     

Exploring a new place new place to visit     

Beautiful  lovely island     

Would like to take campervan to 
Europe, why not Malta?!  

new place to visit     

I am a Maltese National and I love 
the country  

like Malta and would 
like to revisit 

    

Experience  history & culture     

Not been before new place to visit     

A different area where we have 
not travelled before  

new place to visit     

Long history of family from there 
like Malta and would 
like to revisit 
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We have been before, hiring car 
and using Airbnb, but would be 
great to explore in motorhome. 

adventure tourism     

Somewhere i would like to visit new place to visit     

They say Malta is lovely never been 
so when we retire and have the 
time it would be great to visit. 

new place to visit lovely island   

Climate, language not been yet Climate     

It’s a beautiful country with lots of 
history 

history & culture lovely island   

It’s a beautiful country which I 
have visited many years ago. It was 
a package holiday for 1 week. 
Would love to visit for longer in my 
Motorhome. 

like Malta and would 
like to revisit 

    

Somewhere I have never been  new place to visit     

We computer as we have a 
motorhome  

new place to visit     

Wish to tour  new place to visit     

New experience new place to visit     

Explore a new country  new place to visit     

Beautiful, parents have been 
like Malta and would 
like to revisit 

    

To explore a new country new place to visit     

Explore the history and natural 
beauty of the country 

history & culture     

Never been to Malta and 
interested in all it has to offer! 

new place to visit     
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Malta is on our list, hopefully for 
later this year when we can finally 
travel again. 

new place to visit     

Climate. Lovely country  lovely island climate   

Love exploring new countries  new place to visit     

Have never been new place to visit     

Like Malta have family living there  
like Malta and would 
like to revisit 

    

Exploring a new country and the 
history of the area, enjoying the 
weather, and using our own 
caravan which would keep costs 
low. 

history & culture climate   

Yes, because it looks lovely and I 
would like to visit. The downside is 
it is difficult to get to.  

lovely island     

A different country new place to visit     

I prefer to be self-catering & less 
restricted by hotel times 

basic facilities     

I’m willing to motorhome 
anywhere, why not Malta? 

new place to visit     

I love Malta 
like Malta and would 
like to revisit 

    

The distance is the only thing that 
would put me off as we usually 
only have about 16 days and we 
have a young daughter  

new place to visit     

Have to fly so not easy to take own 
equipment. Malta not set up for 
camping  

basic facilities     

Good weather climate Climate     

somewhere new new place to visit     
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Happy to camp anywhere with 
accessibility. 

basic facilities     

Fabulous climate, wonderful 
people, and an abundance of 
historic sites.  

Maltese hospitality history & culture climate 

Lots of History, long standing 
affiliation with UK, Beautiful 
Landscapes, Friendliness of locals 
and pretty decent weather 

history & culture 
Maltese 
hospitality 

climate 

Climate, historical connection with 
the UK 

Climate history & culture   

Love Malta, been many times  
like Malta and would 
like to revisit 

    

I love Malta, temperature, history, 
scenery etc. 

Environment history & culture climate 

I like new experiences  new place to visit     

Weather, Historical sites, lovely 
people, attractive areas 

Maltese hospitality history & culture climate 

Location looks beautiful  lovely island     

Have always wanted to visit and 
catch up on the history during 
WWII 

new place to visit history & culture   

Somewhere new to explore & good 
climate 

new place to visit climate   

We would like to explore the 
country. 
 
Note: question 7 option >28 is not 
able to be checked. We are like 
many motorhome travellers and 
travel fulltime, your survey does 
not quite fit this category of 
traveller. 

new place to visit     

Great climate, history, lovely 
scenery, friendly people, safe 
environment. 

Maltese hospitality lovely island climate 

Would like to try somewhere 
different  

new place to visit     



Appendix 7 

127 

 

Weather and sight seeing  history & culture climate   

Somewhere different  new place to visit     

Nice weather Climate     

I have never visited the country 
and it appeals to me 

new place to visit     

Never been and interested in 
seeing Malta  

new place to visit     

Have visited Malta and Gozo and 
liked them 

like Malta and would 
like to revisit 

    

Weather Climate     

A new place to explore! new place to visit     

Never been before.  new place to visit     

Lots of military history, family lives 
there 

history & culture     

Visited before. Would like to go 
back. Rented an apartment last 
visit 

like Malta and would 
like to revisit 

    

Try something new new place to visit     

New Experience new place to visit     

It’s a beautiful island  lovely island     

Nice country to visit, new culture 
and food  

new place to visit history & culture   

Been there before (not camping) 
and would like to return with more 
freedom to explore. 

like Malta and would 
like to revisit 

basic facilities   
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A good cheaper alternative to a 
hotel you are more independent 

basic facilities     

Somewhere different new place to visit     

Lovely country lovely island     

Climate and culture history & culture climate   

We love Malta 
like Malta and would 
like to revisit 

    

It is a beautiful island, and one I 
would love to visit again. 

like Malta and would 
like to revisit 

lovely island   

Beautiful country lovely island     

Beautiful country to explore  lovely island     

Never been before and would love 
to travel around Malta. 

new place to visit     

Never visited and believe camping 
connects you to country more than 
hotels.  

new place to visit environment   

Nice climate. Love the 
Mediterranean. Good food 

Climate history & culture   

It is amazingly beautiful and the 
weather is awesome 

like Malta and would 
like to revisit 

climate   

Somewhere new new place to visit     

Great Country to visit 
like Malta and would 
like to revisit 

    

Seems an interesting place, great 
climate 

new place to visit climate   

History history & culture     
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Never been to Malta new place to visit     

Climate, culture, history Climate history & culture   

Weather  Climate     

Climate, people, history I just love 
Malta! 

Maltese hospitality history & culture lovely island 

N/a       

It's a nice place  lovely island     

Malta is a lovely country. I've been 
on a package holiday, but I like the 
freedom of camping. 

basic facilities lovely island   

I love the history of the island  history & culture     

Not visited previously  new place to visit     

Wonderful history and country history & culture lovely island   

History and culture history & culture     

Climate, friendly people, history, 
and drive on the same side of the 
road.  

Maltese hospitality history & culture   

Not been before new place to visit     

Never been before. new place to visit     

Climate and language  Climate 
Maltese 
hospitality 

  

Culture & climate history & culture climate   
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It’s a country I have not visited and 
I would like to 

new place to visit     

Malta has a lot to offer in culture 
and history so is very interesting  

history & culture     

Been before. Like the island. 
Weather.  

like Malta and would 
like to revisit 

climate   

I would like to experience Malta in 
my motorhome 

basic facilities     

climate, sea, safe Climate sea   

Interesting places to explore  history & culture     

It is a beautiful country  lovely island     

know the island well - could tour 
and stay in different locations. 

like Malta and would 
like to revisit 

    

I was born there 
like Malta and would 
like to revisit 

    

To view the country & historical 
sights 

history & culture     

Weather, new culture to visit  history & culture climate   

Somewhere new for me. Depends 
on ferry costs and routes 

new place to visit     

the culture, the people, and the 
history 

history & culture 
Maltese 
hospitality 

  

Somewhere different  new place to visit     

To explore a new country  new place to visit     

Warm and interesting place not yet 
visited.  

new place to visit climate   
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Friendly people  Maltese hospitality     

Want to camp abroad/ in Europe 
rather than uk  

adventure tourism     

New place, climate, family history  new place to visit climate   

Fantastic place been twice but not 
camping 

like Malta and would 
like to revisit 

    

Beautiful island with lots of history 
like Malta and would 
like to revisit 

history & culture   

I love the Country and the locals 
are friendly  

like Malta and would 
like to revisit 

Maltese 
hospitality 

  

Interesting, do not know much 
about Malta  

new place to visit     

Never visited  new place to visit     

Not done abroad camping as we 
have dogs, but it would be 
something for the future to look at 

new place to visit     

My heritage history & culture     

Beautiful place  lovely island     

Never been there. Has lots of 
history too 

new place to visit history & culture   

To explore a different country new place to visit     

I've always wanted to go to Malta, 
this would be a cost-effective way 
to do so. My husband snores badly, 
so static caravans are the best way 
we can have holidays 

new place to visit basic facilities   

It is a stunning island lovely island     
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It is a fantastic country with history 
and culture 

like Malta and would 
like to revisit 

history & culture   

Somewhere different  new place to visit     

Climate. Somewhere different  new place to visit climate   

Good climate. Reasonable costs Climate     

Never visited  new place to visit     

A new country for me which I have 
never considered. I would want to 
know more about the countries 
attitude towards travellers. 

new place to visit     

lived there as a child and would 
love to back to revisit the same 
places 

like Malta and would 
like to revisit 

    

Lived there as a child and would 
love to back to revisit the same 
places 

like Malta and would 
like to revisit 

    

History, friendly people history & culture 
Maltese 
hospitality 

  

Love to travel everywhere  new place to visit     

Enjoyed hotel holidays there and 
seen many Motorhomes, love the 
history of the island and friendly 
people 

basic facilities 
Maltese 
hospitality 

  

it’s a beautiful country  lovely island     

Love Malta 
like Malta and would 
like to revisit 

    

I served in Malta during my time in 
the Royal Navy and found it to be a 
lovely country  

like Malta and would 
like to revisit 

    

I think it’s a lovely island  lovely island     
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Lovely country and people Maltese hospitality lovely island   

Lovely country, great history, and 
great people 

history & culture 
Maltese 
hospitality 

lovely island 

History climate history & culture climate   

 Been there liked it 
like Malta and would 
like to revisit 

    

Never been there before  new place to visit     

Would like to see Malta prefer own 
accommodation 

basic facilities new place to visit   

Somewhere I have never been  new place to visit     

A different country.  new place to visit     

Would love to tour Malta in our 
motorhome 

basic facilities     

We love going anywhere  new place to visit     

Climate, never been there  new place to visit climate   

schÃ¶ne Landschaft, tolles Wetter Environment climate   

War ich noch nicht new place to visit     

Meer, Geschichte, Sprache  Sea history & culture   

Ruhe, Entspannung, 
SehenswÃ¼rdigkeiten 

Environment history & culture   

scoprire posti nuovi (ma in libera e 
non in campeggio) 

new place to visit     



Appendix 7 

134 

 

Non l'ho mai visitata, sono curiosa new place to visit     

Mi piace molto  
like Malta and would 
like to revisit 

    

Storia, natura history & culture     

NovitÃ  new place to visit     

Si. Mai stato! 
like Malta and would 
like to revisit 

    

Siiiii, per il mare Sea     

Ho sempre pensato di visitarla  new place to visit     

Per i siti megalitici e monumenti 
storici  

history & culture     

Si perchÃ© non ci sono mai stata. 
Per me ogni singolo paese Ã¨ da 
scoprire  

new place to visit     

Malta Ã¨ una destinazione da 
tempo nei miri progetti 

new place to visit     

Per conoscere un posto nuovo  new place to visit     

Per una nuova esperienza new place to visit     

Per visitare una nazione che non 
ho mai visitato  

new place to visit     

Ha un bel mare, na anche tante 
cittÃ  interessanti e un ottimo 
clima 

history & culture climate sea 

Mi piace Malta e la conosco ma 
con il camper la puoi vivere a pieno 

like Malta and would 
like to revisit 

basic facilities   
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Appendix 8 - Categorization of Reasons for Not Coming to 

Malta 

18. If you are NOT willing to camp in 
Malta please give reasons why. 

    

Bit too far Distance   

Ferry crossing would need to be 
affordable  

ferry costs   

Does not appeal not interested   

Would depend on ferry costs ferry costs   

Too far to drive and too small an 
island. Driving on Malta is not easy 
for a large motorhome. 

Distance   

Cost of ferry ferry costs   

Access?     

Been there not sure it could cope 
with motorhomes 

lack of facilities   

Too expensive to take van ferry costs   

Bad attitude to wildlife (illegal bird 
netting)  

environmental issues   

Does not appeal, prefer off the 
beaten track 

not interested   

too far for us  Distance   

Not on my agenda not interested   
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Cost if ferry, it is a small island. I 
would consider a hotel for a few 
days and leave vehicle in Italy 

ferry costs 
alternative 
accommodation 

Too busy trying to see all of UK not interested   

Place is too small and price of ferry 
to take Motorhome there is 
expensive 

ferry costs   

Difficulty bringing own camper lack of facilities   

Been there in the past not interested   

Too Far Distance   

The hunting/shooting of migrating 
birds e.g. Nightingales means I will 
never visit Malta 

environmental issues   

Prefer to stay in an Airbnb and hire a 
car to explore  

alternative 
accommodation 

  

No particular reason, just do not 
have enough time  

not interested   

Would like to visit sometime but not 
somewhere I could take motorhome  

lack of facilities   

Ferry costs ferry costs   

Difficult journey  Distance   

Have visited Malta before and did 
not like it. Too English and too hot  

not interested   

ability to get own motorhome there 
on ferry 

ferry costs   

I have holidays in both Malta and 
Gozo and unfortunately, I 
encountered instances of racism in 
both. 

Racism   
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We would love to take our caravan 
to Europe but we have three dogs so 
travel abroad can be challenging and 
expensive. We are not aware of the 
legislation surrounding dogs, 
specifically bull breeds in Malta. This 
is important as some European 
countries prohibit certain breeds, 
ours included. 

lack of facilities   

Too far from home, unfamiliar 
surroundings 

Distance   

Maybe too expensive to get to on a 
small, fixed income 

ferry costs   

Too far to drive and take all the gear Distance   

No passport Distance   

I do not travel outside of UK to camp Distance   

Too far Distance   

The boat price is to high end the 
island to small 

ferry costs   

Does not fancy it  not interested   

Too much hassle e.g. distance and 
boat involved 

ferry costs distance 

Currently no facilities for 
Motorhomes (Services for filling with 
fresh water or dumping of Grey & 
Black waste) 

lack of facilities   

To old now not interested   

Not willing to take our own van & 
would not want to hire so would go 
in a hotel  

alternative 
accommodation 

  

Prefer seeing sites in UK, less hassle     
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Difficult to get to.  Distance   

NA     

Do not go abroad     

I am happy to travel round England, 
Scotland and Wales as there is a lot I 
have not seen 

    

Have never had a passport and at 64 
I do not intend getting one 

    

I haven't researched it but I am 
guessing price to get there will be 
prohibitive  

ferry costs   

Already had a caravan holiday in 
Malta There is only one caravan site 
and it is dreadful Never again 

lack of facilities   

Distance and availability on offer 
closer to home 

Distance   

The cost of transporting the camper. ferry costs   

Too far to bring own caravan  Distance   

Too expensive to reach by Ferry and 
poor facilities  

ferry costs lack of facilities 

Accessibility via ferry ferry costs   

We cannot camp in Malta as I have 
no idea how we would get there 
with our car and caravan. After 
hiring a car in Malta some of the 
roads would be far from suitable 
with a caravan  

lack of facilities   

Our caravan is permanently pitched 
so we do not tour with it.  

    

Not a place I have ever considered 
visiting 

not interested   
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Prefer hotels when abroad 
alternative 
accommodation 

  

Travel costs might be a negative  ferry costs   

It is too far and too hot. I would 
prefer to go there and not camp, but 
be in a hotel or house  

alternative 
accommodation 

  

Too far Distance   

Nit cost effective vcgeaoer to do a 
package holiday  

alternative 
accommodation 

  

Quite far to travel and don’t know 
cost of ferry 

ferry costs distance 

Ferries too expensive for 
motorhomes.   

ferry costs   

Too complicated to take the caravan Distance   

Not a camping country  lack of facilities   

Do not travel to Europe      

Distance Distance   

I would only want to stay in a hotel. 
We do not want to tow very long 
distances and if you are traveling any 
distance and not taking your own 
equipment, why would you hire? 

alternative 
accommodation 

  

Driving !? Distance   

not considered it not interested   

Difficult to fly my unit! As I have to 
fly to get to Malta, I would not have 
thought of camping. 

not interested   
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Unable to take own caravan from UK 
due to logistical considerations and 
would have to hire what we already 
own. 

Distance   

Too far for us to travel with our 
caravan from the UK - not enough 
time to make it worthwhile and 
would be very expensive fuel/tolls 
etc. Have visited Malta previously 
and it’s beautiful  

Distance   

Too long a journey  Distance   

The logistics of getting there  Distance   

Don't camp abroad- if travelling 
abroad we stay in hotels 

alternative 
accommodation 

  

Not travelling abroad for the 
foreseeable  

    

Prefer to drive and camp in own 
campervan  

not interested   

Would rather use hotel, caravan just 
for UK 

alternative 
accommodation 

  

Not suitable for Motorhome.  lack of facilities   

Too small, expensive ferry costs, 
need to travel to southern Italy. 
Rather fly and stay in 
accommodation 

alternative 
accommodation 

ferry costs 

Expensive of ferry with caravan.  ferry costs   

I never travel outside of British Isles     

Cannot take our dogs lack of facilities   

Transportation of our motorhome  ferry costs   
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Do not travel overseas     

relativ weit Distance   

Der Umgang mit FlÃ¼chtlingen Racism   

Malta fÃ¼r campingurlaub bisher 
noch zu wenig bekannt und ich habe 
bisher noch nicht recherchiert  

lack of facilities   

Zu weit weg, Insel, FÃ¤hre Distance ferry costs 

Region interessiert mich nicht  not interested   

It's too difficult to get there in winter 
and the island would be good for a 
static holiday, but not much to offer 
travelling around. I lived on Malta 
for 2 years aged 6.  

Distance   

Troppo lontano x noi.  Distance   

Traghetto costoso ferry costs   

Non Ã¨ allettante  not interested   

Avendo il camper eviterei di ansarci 
con il mio per i costi di traghetto e 
noleggerei auto in loco 

alternative 
accommodation 

ferry costs 

Costi del viaggio in nave ferry costs   

Vi sono giÃ  stata  not interested   

 da visitare in breve tempo not interested   

Meglio in albergo 
alternative 
accommodation 
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Troppo scomodo lack of facilities   

Scomodo per arrivare con il mio 
camper (traghetto) 

ferry costs   

 

 


