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Methodology and Demographics

o The survey was distributed among various businesses located in Valletta 

via email, with additional data collected through face-to-face interviews.

o  In total, responses were obtained from 100 businesses operating in 

Valletta. 

o  The data was collected during February 2026.



Methodology and Demographics
o  Different types of businesses operating in Valletta were contacted as part of 

this study. Among the participating businesses, the distribution by business 

type is shown below, with the most popular type of business being 

restaurants, cafeterias and bars (66.2%).
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Methodology and Demographics
o The following chart shows the number of years the participating businesses 

have been operating in Valletta. The majority of the participating businesses 

have been operating for 8 years or more (69.1%).
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2.1 Results – Overall Business Performance

 The respondents were asked to describe their business performance in 

December 2025 when compared to December 2024.

 Around half of the respondents answered with “better” (51.5%), whilst 42.6% 

stated that their business performance stayed the same. Only 5.9% reported 

having worse business performance.
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2.2 Results – Revenue Trends

 The respondents were asked to state whether their revenue has changed in 

December 2025 when compared to the previous year.

 Around half of the respondents stated that they had an increase in revenue 

(54.4%), whilst 26.5% stated that their revenue remained the same and 19.1% 

reported having a decrease in revenue.
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2.3 Results – Customer Volume

 The respondents were asked to state whether the number of customers they 

had in December 2025 has changed when compared to December 2024.

 More than half of the respondents stated that they had an increase in 

customers (56.7%), whilst 28.4% stated that the number of customers 

remained the same and 14.9% reported having a decrease in customers.
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2.4 Results – Spending Behaviour

 The respondents were asked to describe the average spend per customer 

during December 2025 when compared to December 2024.

 44.1% stated that the average spend per customer was more than last year, 

whilst 42.6% stated that it remained the same. 13.2% stated that the average 

spend per customer was less than last year.
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2.4 Results – Spending Behaviour

 The respondents who indicated that the average spend per customer was 

higher than in the previous year (44.1%) were asked to estimate the 

magnitude of this increase. On average, these businesses reported an 

increase in spend per customer of 7.7%, with reported values ranging from  

2% decrease to 20% increase.

 Similarly, respondents who stated that the average spend per customer was 

lower than last year (13.2%) were asked to quantify this change. Among these 

businesses, the average decrease in spend per customer was 5.3%, with 

reported values ranging from 2% to 20% decrease.
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2.5 Results – Changes in Customer Behaviour

 The respondents were asked to state whether they noticed any changes in 

customer behaviour during December 2025 when compared to December 

2024. The respondents had the option to state more than one different 

change that they noted.

 The most popular response was that they had more tourists and foreign 

clients (55.2%), followed by those noticing that there was a change in the 

amount of money spent by customers (spent more or less) (38.8%).
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2.6 Results – Importance of the Christmas Period 
for Businesses

 The respondents were asked to rate, on a scale from 1 to 5, how important 

was the Christmas period for their business activity in 2025 (1-Not important 

at all, 5-Very important).

 Around half of the respondents answered with ‘3’ (52.9%), whilst the average 

rating was of 3.5.
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2.7 Results – Impact of Christmas-related 
Activities in Valletta

 The respondents were asked to rate, on a scale from 1 to 5, to what extent they 

think that Christmas-related activities in Valletta helped their business (1-Did 

not help at all, 5-Helped a lot).

 Almost half of the respondents answered with ‘3’ (45.6%), whilst the average 

rating was of 3.5.

7.4%

45.6%

32.4%

14.7%

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0%

50.0%

2 3 4 5



Section 2 – Business 
Performance during the 
Christmas Period

 2.8 Results - Suggestions for 
Improvement



2.8 Results – Suggestions for Improvement

 The respondents were asked to state what they think could improve the 

experience of businesses in Valletta during the Christmas period.

 More than half of the respondents stated that nothing comes to their mind 

(58.5%), whilst 24.6% stated that they think more events and activities spread 

out across all the parts of Valletta could help. 

Nothing comes to mind 58.5%

More events and activities across all parts of Valletta 24.6%
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The End
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