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The 77th edition of the IPDT Tourism Barometer analyses the outlook for the
summer of 2026, assessing confidence levels across the tourism sector, expec-
tations for domestic and international tourism demand, and the impact of global
geopolitical instability and rising travel costs on the behaviour of international
travellers.

The findings indicate a confident sector that is becoming increasingly aware of
the external pressures reshaping tourism demand. The outlook for international
markets is significantly more positive than for the domestic market, while Por-
tugal's competitiveness in terms of value for money is beginning to come under
greater scrutiny.

Confidence remains stable at 80 points: The Confidence Index stands at 80.0

points, remaining at a high level despite a slight decline from the previous edition
(80.6 in March 2026).

Summer 2026 outlook stronger for international markets: Prospects for inter-
national demand are notably more optimistic. Around 62.2% of respondents ex-
pect revenue from international tourists to increase, compared with just 30.8%
for the domestic market.

United Kingdom, Spain and the United States lead source markets: The United
Kingdom, Spain and the United States are expected to be the three leading in-
bound source markets during summer 2026.

Growing impact of global geopolitical instability: A total of 89.8% of respondents
believe that global geopolitical instability is influencing international tourism
demand for Portugal, with 38.5% identifying a significant impact.

Travellers adapting their behaviour in response to rising costs: The main beha-
vioural changes identified include later bookings, a preference for destinations
closer to home, and shorter stays.

Portugal's price competitiveness under increasing pressure: One third of res-
pondents believe that Portugal's price advantage is gradually diminishing com-
pared with other Mediterranean destinations, highlighting the need to assess
whether higher prices continue to be perceived by visitors as offering good value

for money.
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Confidence in the tourism sector
remains high despite a more challenging
international environment.

The Confidence Level in the 77th edition of the Tourism Barometer stands at
80.0 points, remaining at a high level and above the 80-point threshold, tradi-
tionally associated with periods of strong tourism activity. Nevertheless, the
index recorded a slight decline compared with previous editions, extending the
adjustment trend observed since the recent peak of 85.2 points (February 2025).

Despite this moderate decrease, the results continue to demonstrate the resil-
ience and adaptability of Portugal's tourism sector in an increasingly complex
global environment.
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However, Barometer Panel members identify a number of factors that warrant
greater caution regarding the outlook for the coming months:

»  Growing international geopolitical instability, with the potential to affect tour-
ism flows and travel decisions across key source markets;

» Rising travel costs, placing pressure on demand and influencing the compet-
itiveness of destinations;

= The gradual erosion of Portugal's price competitiveness relative to compet-
ing destinations, against a backdrop of broadly increasing operating costs.

Despite these challenges, confidence remains well above the levels recorded
during periods of greater vulnerability for the sector, reflecting the underlying
strength of Portugal's tourism industry. The findings suggest that Portuguese
tourism remains well positioned to navigate a more uncertain environment, pro-
vided it continues to strengthen its competitiveness, create value, and maintain
its capacity to adapt..
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The sector remains optimistic, although
early signs of a slowdown are emerging
ahead of summer 2026

Tourism professionals remain broadly optimistic about the outlook for the next
six months, although expectations have weakened significantly compared with
summer 2025. The overall Expectations Index stands at 9.7 points, the lowest
level recorded in a summer edition outside the pandemic period.

Private investment (28.2 points) continues to be the indicator with the most posi-
tive outlook, reflecting sustained confidence in the sector's long-term prospects.
Nevertheless, expectations have deteriorated across all key indicators, with
notable declines in international tourism demand, business profitability, domes-
tic tourism demand and private investment, against a backdrop of geopolitical
uncertainty and rising travel costs.

For the first time since the pandemic, respondents anticipate a decline in both
domestic tourism demand (-2.6 points) and business profitability (-7.9 points),
signalling increasing pressure on demand and on operating margins.

Meanwhile, corporate indebtedness (25.6 points) has risen significantly com-
pared with the previous year, suggesting a greater need for financing to support
business activity and planned investment despite the less favourable operating
environment.

Economic Outlook Indicators
— Summer 2026
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Q.: Compared with summer 2025, how do you assess the outlook
for summer 20267

The domestic market is expected to remain
broadly in line with 2025 levels, with tourism
revenue standing out as the strongest-
performing indicator.

The outlook for the domestic market in summer 2026 points to performance
broadly in line with that recorded in 2025, reflecting a scenario of relative sta-
bility across the main indicators analysed.

Tourism revenue records the most positive expectations, with 30.8% of Barom-
eter Panel members anticipating an improvement compared with the previous
year, while only 17.9% expect a decline. By contrast, hotel occupancy rates
emerge as the least positive indicator, recording the highest proportion of re-
spondents anticipating weaker performance (29.0%).

Comments from Barometer Panel members suggest that this stability may be
linked to the pressure of the rising cost of living on Portuguese households and
growing price sensitivity towards tourism services. Nevertheless, the continued
enhancement of the tourism offer and increases in average prices are expected
to support positive growth in tourism revenue.

Number of Guests

Domestic Market

Overnight Stays Tourism Revenue

B Worse

I Unchanged

Hotel Occupancy
Rate

" Better
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Q.: Compared with summer 2025, how do you assess the outlook
for summer 20267

The international market is expected to
continue driving the sector's performance
iIn summer 2026.

The outlook for the international market in summer 2026 is clearly positive, with
the majority of Barometer Panel members anticipating favourable performance
across all the indicators analysed.

Tourism revenue stands out as the indicator with the strongest outlook, with
62.2% of Barometer Panel members expecting an improvement compared with
2025, while only 8.1% anticipate a decline. The number of guests, overnight
stays, and hotel occupancy rate are also expected to perform positively, re-
flecting a higher level of confidence than that observed for the domestic mar-
ket.

Comments from Barometer Panel members reinforce this optimistic outlook,
highlighting Portugal's reputation as a safe and competitive destination, togeth-
er with its proximity to Europe's main source markets.

Nevertheless, respondents also acknowledge the existence of factors of un-
certainty that could influence the evolution of international tourism demand
over the coming months.

International Market

Number of Guests Overnight Stays Tourism Revenue Hotel Occupancy
Rate

B Worse [ Unchanged [ Better
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Q.: Which source markets are expected to be the most important
during summer 20267

The United Kingdom, Spain and the United
States lead expectations for summer 2026.

Barometer Panel members expect international demand in summer 2026 to be
strongly concentrated in five key source markets: the United Kingdom (24.9%),
Spain (89.7%), the United States (82.1%), France (71.8%) and Germany (69.2%).

These results confirm the continued importance of Portugal’s traditional Europe-
an source markets, particularly the United Kingdom, which remains the leading
market, and neighbouring Spain. At the same time, they underline the growing
significance of the United States, which is consolidating its position as one of
Portugal’s main long-haul source markets.

Brazil is also expected to remain an important market, although demand is an-
ticipated to be slightly lower than during the winter period.

TOP markets

% of total responses

o I o4
soan [N SO -
s [ SO
France _ 71 8%
— W
Brazilé 43 6%

The Netherlands 25,6%
Canada 10,3%
Italy 5,1%

China 2,6%
Ireland 2,6%
Poland 2,6%

Belgium i (o,
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Q.: In your opinion, what will be the three main competitiveness
factors for tourism destinations in 2026?

Price, safety and quality of the visitor
experience strengthen the competitiveness
of tourism destinations.

Barometer Panel members identify price and value for money and safety and
political stability as the main competitiveness factors for tourism destinations
in 2026, both cited by 74.4% of respondents. These results highlight the impor-
tance of combining attractive value propositions with a secure and stable envi-
ronment for visitors.

Quality and authenticity of the visitor experience ranks third (66.7%), confirming
that differentiation of the tourism offer remains a key driver of destination com-
petitiveness. Air connectivity and accessibility (59.0%) also continue to play an
important role, reflecting the importance of transport links in attracting visitors.

The remaining factors receive lower levels of recognition, with ease of entry to
the destination (23.1%) standing out among them, while sustainability, premium
tourism offer, digital reputation, and the hosting of international events attract
comparatively fewer mentions.

Tourism Destination
Competitiveness Factors in 2026

Price Competitiveness and Value for Money

Quality and Authenticity of the Visitor Experience
Ease of Entry to the Destinatio
Premium Tourism Offer and Product Differentiation

Digital Reputation and Visibility on Travel Platforms
Hosting of International Events
Distance from Areas of Armed Conflict
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Q.: To what extent is global geopolitical instability influencing ImpaCt of Geopolltlcal |T\Stablllty
international tourism demand for Portugal in 20267 on International Tourism Demand

Geopolitical instability is recognised
as a factor affecting tourism demand

for Portugal.

Moderate impact Significant impact
leading to greater caution with visible changes
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in travel decision-making in source markets

and booking patterns

The Barometer results show that 89.8% of Panel members believe that global
geopolitical instability is having some impact on international tourism demand
for Portugal, highlighting the growing influence of this factor on the sector’s per-
formance. No significant impact Very high impact
on tourism demand with direct effects on
for Portugal demand volumes and
tourism revenue

A moderate impact is the most frequently cited response (48.7%), reflecting
greater caution among travellers during the decision-making process. Mean-
while, 38.5% of Panel members identify a significant impact, linked to Portugal
being chosen as an alternative to destinations perceived as less safe.

Only 10.3% believe that geopolitical instability is having no significant impact,
confirming that it is now regarded as a structural factor in the competitiveness
and performance of Portugal’'s tourism sector.

JULY 2026 © IPDT TOURISM INTELLIGENCE

— S
N




Q

(-
@)
=
©
L]
N
™~
| -
)
)
()
£
o
| -
(]
(28]
£
v
| -
o
-

Tourist

O International
Behaviour

JULY 2026 © IPDT TOURISM INTELLIGENCE

-
(&)




Q

Q.: How are rising travel costs influencing the behaviour of Behaviour of International
international tourists visiting Portugal? Tourists Visiting Portugal

Rising travel costs are making tourists Later bookings: decisions
. . .- postponed to minimise risk
more cautious and price-sensitive.

Preference for nearer destinations
or those offering better cost-accessibility value

Shorter stays

More extensive research and
price comparison before booking
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Reducao do gasto em atividades,
restauracao e compras

Reduced spending on activities,

Barometer Panel members identify later bookings (7/1.8%) as the main conse- dining and shopping

quence of rising travel costs, reflecting greater caution among tourists at the
time of making their travel decisions.

No significant impact on tourism
demand for Portugal

A preference for nearer destinations or those offering better cost-accessibility
value (64.1%) and shorter stays (46.2%) highlight how tourism consumption pat- Switch from premium accommodation
terns are adapting to increasing travel costs. to mid-range categories

Meanwhile, more extensive research and price comparisons before booking
(41.0%) confirm that tourists are placing greater emphasis on value for money
when choosing a destination.

JULY 2026 © IPDT TOURISM INTELLIGENCE

Greater demand for all-inclusive
experiences or budget-controlled holidays
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Q.: How does Portugal compare with its main competing Portugal’s Value-for-Money Positioning

destinations in the Mediterranean and Southern Europe

in terms of value for money?
Y 48.7% 30,5%

Value for money remains a competitive Portugal retains a Portugal has lost its
moderate advantage, competitive advantage,
advantage for Portugal.

and remains more affordable as the gap with competing
than most competing destinations continues to

destinations narrow
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Portugal has become Portugal is on a par

more expensive, and now with its competitors,

compares unfavourably with with no clear advantage
The majority of Barometer Panel members believe that Portugal continues to its main competitors in terms or disadvantage

hold a value-for-money advantage over its main competing destinations in the of value for money
Mediterranean and Southern Europe, although this advantage is most commonly
perceived as moderate (48.7%).

However, four in ten Panel members believe that this advantage has been declin-
ing, either because the gap with competing destinations is narrowing (30.8%) or
because they consider Portugal to have become a more expensive destination

Portugal is clearly more

JULY 2026 © IPDT TOURISM INTELLIGENCE

(10.5%) competitive, offering better
Only 7.7% of Panel members believe that Portugal is on a par with its main com- value for money than its
petitors, indicating that, although overall perceptions remain favourable, there competitors

are signs of growing pressure on the destination’s competitiveness.
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Portuguese tourism continues to demonstrate high levels
of confidence, but it is entering a new phase of its devel-
opment.

The 77th edition of the IPDT Tourism Barometer places the Tourism
Confidence Index at 80.0 points—a level that remains historically
high, despite being 5.2 points below the peak recorded in February
2025. Rather than signalling a slowdown, the findings point to a shift
in priorities: for tourism professionals, the challenge is no longer to
increase visitor numbers, but to generate greater economic value
from each visit.

The outlook for summer 2026 remains particularly positive in inter-
national markets. Around 62.2% of respondents expect an increase in
revenue from international tourists, reflecting positive expectations
for guest numbers, overnight stays and hotel occupancy. The United
Kingdom, Spain and the United States are expected to remain Portu-
gal’'s leading source markets, followed by France and Germany.

In contrast, the domestic market shows signs of greater moderation.
Although no significant decline in demand is expected, only 30.8%
of respondents anticipate higher revenues, reflecting more cautious
consumer spending and a more restrained outlook for domestic tour-
ism demand.

For the first time in several years, respondents also expect a decline
in the profitability of tourism businesses. Rising operating costs, high-
er financing costs and increasing price sensitivity are placing pressure
on margins, reinforcing the need to invest in productivity, innovation
and the upgrading of the tourism offer.

The international geopolitical context also continues to shape tourism
demand. Nearly nine in ten respondents believe that global geopolit-
ical instability is influencing travellers' decisions, benefiting Portugal
as a safe and stable destination. At the same time, there is growing
recognition that Portugal’s price advantage over competing Mediter-
ranean destinations has begun to narrow.

For many years, tourism success was measured by the number of
visitors. That phase has come to an end. The next decade will be de-
fined by the ability to generate greater value from every visitor—for
businesses, workers, destinations and local communities.

The findings of this edition of the Barometer suggest that Portugal is
entering a new stage in its tourism development. Growth will remain
important, but future competitiveness will increasingly depend on
the country's ability to improve productivity, differentiate its tourism
offer and create greater economic, social and territorial value.
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SOBRE O IPDT®

Quem somos

O IPDT® é reconhecido pela lideranca no setor

do turismo em Portugal e pela inovacao e relevancia
de contributos para o desenvolvimento sustentavel
de destinos e empresas.

SOMOS uma organizacao especializada no setor que oferece
um servico integrado ao longo de toda a cadeia de valor

do turismo - estudo, definicao de conceito, desenvolvimento
de produto, definicao de estratégias, implementacao

de planos de acao e monitorizacao de resultados.

Em 2011 fomos galardoados com a medalha de mérito
turistico atribuida pelo Governo Portugués, pelo
reconhecimento dos contributos em prol do
desenvolvimento do turismo.

PARCERIAS E AFILIACOES

Somos a unica empresa privada portuguesa que,
simultaneamente, € membro afiliado da Organizacao Mundial
do Turismo, do Global Sustainable Tourism Council, do
Conselho Consultivo do Aeroporto do Porto e da direcao da
Associacao de Turismo do Porto, integrando também a rede
mundial WHAT T, dedicada ao estudo das tendéncias globais
do turismo e do seu impacto no setor.

Somos embaixadores da Earthcheck em Portugal, empresa
lider mundial em processos de certificacao, cientificamente
fundamentados e auditados de forma independente,

no setor do turismo.

OS NOSSOS VALORES

Atuacao integrada

Encaramos o turismo como
um fendmeno econdmico

e social complexo, que
acreditamos dever ser
reconhecido e valorizado

na sua verdadeira dimensao.

Desenvolvimento sustentavel

Os nossos projetos implicam,
sempre, compromissos de
sustentabilidade.

Valorizacao das pessoas

Preconizamos modelos

de desenvolvimento turistico
centrados no beneficio das
pessoas e dos lugares.

Foco nos resultados

Ajudamos as empresas

e os destinos turisticos a
crescer e a tornarem-se mais
competitivos e sustentaveis.

ONDE ESTAMOS:

R. Rainha Dona Estefania
n° 246, 3° Piso

4150-303 Porto

FALE CONNOSCO:
+351 226 097 060
+351 916 646 397
ipdt@ipdt.pt

SAIBA MAIS EM:

ipdt.pt



