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Executive Summary

Rising energy costs put pressure on demand, with a greater impact on 

domestic tourism

• The increase in fuel prices is perceived as a pressure factor on the sector, 

influencing travel decisions and purchasing power, with a more pronounced 

impact on the domestic market..

Geopolitical tensions expected to reshape international tourism flows

• The escalation of the conflict in the Middle East is expected to alter the 

dynamics of global tourism, with demand being redirected towards 

destinations perceived as safer.

Portugal may benefit from the international context, despite uncertainty

• Industry professionals anticipate an overall positive impact on the 

performance of national tourism in 2026, driven by the redistribution of 

tourism flows, albeit dependent on developments in the economic and 

geopolitical context.

The 76th edition of the IPDT Tourism Barometer analyses the outlook for 

the Easter period of 2026, assessing the sector’s confidence levels and 

the impact of external factors, namely rising energy costs and escalating 

geopolitical tensions in the Middle East.

The findings highlight a sector that continues to demonstrate high levels 

of confidence and stable demand, while operating within a more 

challenging environment, characterised by increased international 

uncertainty and a growing need for strategic adaptation.

Confidence remains high, with signs of increased caution

• The Confidence Index stood at 80.6 points, remaining at a high level. 

However, a slight decline is observed compared to recent peaks, reflecting 

a more unstable and less predictable global context.

Easter 2026 marked by stable demand and revenue growth

• Outlook indicators point to the maintenance of guest numbers and 

overnight stays, in both domestic and international markets, alongside 

revenue growth driven by a higher value placed on the tourism 

offering.
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The results of this edition confirm that the tourism sector in Portugal 

continues to be underpinned by a solid foundation of confidence, albeit 

with signs of increased caution in light of developments in the international 

context..

• Confidence levels remain high (80.6 points), staying above the 80-point 

threshold that characterises the period of strong post-pandemic sector 

dynamism.

• A slight decline from recent peaks reflects a more unstable and less 

predictable global environment, which is shaping the sector’s expectations.

Confidence remains high, despite 

a slight decline from recent peaks.
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• External factors are gaining increasing weight in the sector’s assessment, 

with particular emphasis on geopolitical instability, rising energy costs 

and inflationary pressures, which are introducing greater uncertainty into 

demand trends and cost structures.

• Climate change is emerging as a structural concern, with extreme weather 

events (such as Storm Kristin) highlighting the need to integrate climate risk 

management into tourism operations.

• The sector continues on a path of sustained growth, albeit within a context 

that demands greater capacity for adaptation and risk anticipation.
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Outlook
— Easter 202602
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Domestic Market

No. of Tourists

20%

27%

53%

No. of Overnight Stays

25%

51%

24%

Revenue

36%

40%

24%

Hotel Occupancy Rate

27%

26%

47%

Professionals forecast revenue growth, despite 

stability in domestic demand.

The outlook for the domestic market during Easter 2026 points to an overall 

stable performance in terms of demand, accompanied by positive signs in 

revenue generation.

• Domestic demand remains stable, with the majority of professionals 

anticipating levels similar to those of 2025 in the number of guests (53%) and 

overnight stays (51%), evidencing the consolidation of the domestic market 

as a stable demand base during periods of higher tourism intensity.

• Revenues show a growth trend, with 40% of respondents forecasting an 

increase, suggesting a higher valuation of the tourism offering and more 

efficient pricing management by operators.

• Occupancy rates are expected to remain relatively stable (47%), reinforcing 

the balance between supply and demand in the domestic market.

• Moderate demand growth, with around a quarter of professionals 

anticipating increases, which points to a sustained evolution of the domestic 

market, more oriented towards value than volume growth.

Q.: Compared to Easter 2025, how do you expect domestic tourism 

to perform during the Easter period of 2026, with regard to the 

following indicators in the domestic market?

Worse Same Better
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International Market

21%

24%

55%

24%

50%

26%

36%

40%

24%

27%

33%

40%

Professionals forecast an increase in the value of 

the international market, with revenue growth

and greater pressure on occupancy rates.

The outlook for the international market during Easter 2026 points to an 

overall stable performance in terms of demand, accompanied by a positive 

performance in revenue.

• External demand remains stable, with the majority of professionals 

anticipating levels similar to those of 2025 in the number of guests (55%) and 

overnight stays (50%).

• Revenues show a clear growth trend, with 40% of respondents forecasting 

an increase, reinforcing the destination’s ability to attract higher value- 

added segments.

• Occupancy rates are expected to remain unchanged (40%), although with 

signs of greater pressure, as evidenced by the significant proportion of 

professionals anticipating a lower performance (33.3%).

• Demand growth remains moderate, with less than a quarter of respondents 

anticipating increases, pointing to a more sustained rather than expansive 

evolution, also in the international market.

Q.: Compared to Easter 2025, how do you expect national tourism to 

perform during the Easter period of 2026, with regard to the 

following indicators in the international market?

No. of Tourists No. of Overnight Stays Revenue Hotel Occupancy Rate

Worse Same Better
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Will the increase in fuel prices 

have an impact on tourism?

The increase in fuel prices is perceived 

as a pressure factor on tourism.

• 64% of respondents anticipate an impact, evidencing the relevance of fuel 

prices as a critical variable, with direct effects on mobility costs and travel 

decisions.

• The increase in energy costs is associated with additional pressure on 

demand, influencing behaviours such as destination choice, length of stay 

and travel frequency.

• The effects also extend to household purchasing power, in a cumulative 

logic with other factors, such as the rising cost of living and economic 

uncertainty, which may constrain tourism demand.

• At the international level, the impact is perceived as more indirect and 

gradual, associated with the evolution of aviation costs and their potential 

pass-through to travel prices.

• Nevertheless, a significant share of professionals (36%) do not anticipate 

direct impacts, suggesting that the effects may be mitigated by the seasonal 

nature of Easter demand or by the sector’s adaptation to more volatile 

contexts.

Q.: Will the increase in fuel prices impact tourism performance 

during the Easter period?

36%
No

64%
Yes
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In which market will the increase 

in fuel prices have the greatest 

impact?

The impact of fuel prices is perceived
as cross-cutting, but more pronounced in 

domestic tourism.

In line with the perception that the increase in fuel prices will have an impact 

on tourism, industry professionals consider that this effect will have a greater 

incidence on domestic tourism.

• 55% of respondents consider that the impact will be more significant in 

domestic tourism, reflecting the strong dependence on road travel and the 

greater sensitivity of the national market to increases in the cost of living.

• Nevertheless, a relevant share (45%) anticipates more pronounced impacts 

on international tourism, evidencing that the effects of energy costs also 

extend to aviation and to the dynamics of international demand.

• Responses from the panel point to greater resilience in the international 

market, where fuel costs tend to be diluted within the overall price of the 

trip, unlike in the domestic market, where the impact is more direct and 

immediate.

• The results suggest an asymmetry in impact, rather than a structural 

difference, with more immediate effects on domestic tourism and potentially 

more gradual effects on international tourism.

Q.: Will the increase in fuel prices impact tourism performance 

during the Easter period? (Cont.)

55%

45%

Domestic International
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Impact of the 
conflict in the 
Middle East

03
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Will the conflict impact 

international tourism flows?

Tensions in the Middle East will reshape 

international tourism flows.

A quase totalidade das respostas aponta para um cenário de reconfiguração 

da procura m escala global.

• 94% of respondents anticipate an impact, evidencing a broad consensus 

regarding the influence of geopolitical instability on the dynamics of 

international tourism.

• The views expressed point to a redirection of tourism flows towards 

destinations perceived as safer, particularly in Western Europe.

• In this context, Portugal emerges as a potential beneficiary, positioning 

itself as a stable destination outside the main areas of tension, with the 

capacity to capture part of the diverted demand.

• The impact also extends to international aviation, with airspace 

restrictions, increased travel times and rising operational costs, factors 

which may influence destination choice, particularly for long-haul travel.

• The effects are expected to be asymmetrical, combining negative impacts 

(such as cancellations and contraction in certain markets) with opportunities 

associated with the redistribution of global tourism demand.

Q.: Will the escalation of geopolitical tensions in the Middle East 

affect international tourism flows?

6% 
No

94% Yes
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The conflict in the Middle East may translate 

into a positive performance for national 

tourism in 2026.

The majority of respondents consider that the escalation of tensions in the 

Middle East will redistribute international tourism flows towards destinations 

perceived as safer, such as Portugal.

• 64% of respondents anticipate improved performance, evidencing the 

perception that Portugal may benefit from the diversion of demand away 

from regions more exposed to geopolitical risk.

• Positive effects may extend to specific segments, namely higher-spending 

tourism and the attraction of international events, traditionally associated 

with geographies that are currently more unstable.

• Nevertheless, a relevant share of professionals (36%) anticipates a less 

favourable performance, reflecting concerns related to global economic 

uncertainty, tourists’ purchasing power and the evolution of the geopolitical 

context throughout the year.

• The results point to a predominantly positive effect, albeit dependent on 

developments in the international context, in which the performance of 

national tourism may be driven more by external factors than by internal 

structural dynamics.

Q.: In light of the conflict in the Middle East, what can be expected 

of the performance of national tourism in 2026?

36%
Worse

64%
Better

Impact of the conflict in the 

Middle East on the performance 

of Portuguese tourism:
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About Us

IPDT® is recognised for its leadership in the tourism 

sector in Portugal, as well as for its innovation and

meaningful contributions to the sustainable development of 

destinations and businesses.

We are a sector-specialised organisation offering an 

integrated service across the entire tourism value chain – 

from research and concept development to product design, 

strategic planning, implementation of action plans, and results 

monitoring.

In 2011, we were honoured with the Medal of Tourist Merit 

awarded by the Portuguese Government, in recognition

of our contributions to the development of tourism.

We are the only private Portuguese company that is 

simultaneously an affiliate member of the World Tourism 

Organization, the Global Sustainable Tourism Council, the 

Advisory Board of Porto Airport, and the board of the Porto 

Tourism Association. We are also part of the global WHATT 

network, dedicated to the study of global tourism trends and 

their impact on the sector.

We proudly serve as EarthCheck ambassadors in Portugal 

– the world’s leading organisation in independently audited, 

science-based certification processes for the tourism 

industry.

Integrated Approach

We view tourism as a complex 

economic and social 

phenomenon, which we believe 

must be

acknowledged and valued in its true 

dimension.

Sustainable Development

Our projects always involve clear 

commitments to sustainability.

Valuing People

We advocate for tourism development 

models that prioritise the wellbeing of 

people and the places they live in.

Results-Oriented

We help businesses and tourist 

destinations grow and become more 

competitive and sustainable.

A BOU T IPDT®

PART NE RSHIPS  A ND  AF FILIA TIONS  

OU R VA LUES

KNOW MORE: 

ipdt.pt

TALK TO US: 

+351 226 097 060

+351 916 646 397

ipdt@ipdt.pt

FIND US HERE: 

R. Rainha Dona Estefânia 

nº 246, 3º Piso

4150-303 Porto

We do not conceive tourism 
development without a 
commitment to 
sustainability.
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