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7'OllriSllll1owB to,lvIillla peak in duly alld Augllst, A 
vnst mqjori t.v of SllIllIIJer visi tors come to el~joy ou r SUl1-

8hiIJ(' fmd seas. E~'ell ifwc talk about restructuring. slIn­
sea tourism will rem{~i/l an import;wt component. o{ollr 
tourism industry. 

On t.he other hand, Malta's potential for' ell Jt.llral 
t.ourism is l3ignificant. Malta has a rich and colourful his­
tory which is amply displayed by innumerable buildings, 
fortifications, museums and archaeological sites. Divprse 
cultural assets are within short distances. not. onlv of 
each other, but also from tourism support. infrastrnct.{lre. 
such as accommodation and leisure t:1('ilities, 1~lpmpnt.s 
of Malta's tourism product are unique and provide a vis­
itor E'xperience which no other destination could matC'h. 

Is Malta a cultural destination'? It is interesting to 
comparE' Malta with llruges, which is widely considl'],('u 
to be u cultural destination. In Bruges. Uw money sjlE'nt 
by tourists in2000 on culture amount('d to an equiva/Pllt 
ofLm3.4 million whereas each tourist sp('nt, on Iw('rage 
the equivulE'nt ofLm2.46 per night. The corrpspondinf~ 
figur('s for Malta (in 1998 figures) were LmiU) million 
and Lm 1.14. Even ifllruges is a short. stay dc.~tination, 

g alta image 

t.he fact remains that (ll(' participation (If\'iRjtors to 
MII/t,a in cn/tural <]('tiviLi(~s is ('omparnh/r In 'llhrr cul­
tural destinat.ions. 

EJI'rctivc promot.ion rpljuires t.he d('v('lopmpnl ofn con­
Ristellt image -- for ('xmllple. when I~g-ypt. is r,,('rl,!,pd to, 
mnst peopip think of till' pyr<Jmid.<; fnr lIlan~'. (;reec(' 
hrings to mind 1.11(' Dcropo/is and Grepk nrchitpcture. 
([nrid('nl.ally. it. is in(.prrst.ing to not.e how t /1(' C;]'(~eks 
used tIlP. signing of tlw JI~U accession t.r('at.y 10 furt.her 
reinforce tl1(' "(1r(,pk t.Plllplr~" imag(' ofUwir country), 

What image dol'S the name MnIta bring t.n mind? The 
way our t.ourism industry operateR creat.ps a difTi('ull.y in 
t.his respect., Tn effect. l\lnlta cnmpet,ps in tWr) di.,tinct 
markets. On the one h<Jllri. we nepd to mnint.ai n ollr sun-

sea tourism during til., peak summer months; on the 
oUwr hand. we nped tn en(,()lIrnlfe 11l()re visits motivated 
by eli/luI'(' and Iwritage dllring I/w olf-penk months. 

To my knowledge, this dilemma on whnl image to 
dpvC'lop - sun-se<J or cultUI'r - has never hppn fully dis-
cllss('d and resolved. . 

How much of our resources (market ing. product. devel­
opment, et.c,) should target visitOl'S who ('ome for our 
beaches <JJ1(J sunshine and how much should target cul­
InJra/ tourists? 

I gven if we were t.o tal It of an imagp basrd on nrlture 
and berit<Jge, this could be dev('lopf'd in diITf'rent. ways, 
primarily hecause of Malta's divprs(~ produd ofTf'r. There 
arf' a numlwr ofthemf's upon whi('h a cultural image 
cou Id Iw based including the Knigb' f; of Sf. ,j(lltn, fortifi- • 
cations and fortified towns. religious tourism. historic 
towns and nrchitecture. archaeology. nn isllllld (:elebra­
tion. mnritime Malta and t.he British conne(·lion. Any 
one, possibly two or three. ofthpf;(' rnllld 1)(' 1,llp theme/s 
with which t.he Malt.a nHTllP can hl't:ome synonymous 
with. ' . 

As a tourism destination, wr nppd to df'dde, in precise 
termR. the image with which we wallt. the lHlIllP "Malta" 
t.o be associated with. Once t.hif; is df'rided, wp need to 
adnpt a single-minded approach wlwreby prornotionnl 
and prnduet. development init.iat.ivpl' nrC' in linp wil h the 
Malta image that has been adopted, 


