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TOURISM SHOWCASES MALTA’S ECONOMIC RISE

The
In one of Europe’s fastest-growing economies, Malta’s record tourism y
reflects broad-based growth — with the services sectors combining to epor

position the country as a key regional partner. company

In conversation:
CEO of the MTA,
Carlo Micallef

The Malta Tourism Authority’s

chief executive sets out his

vision for a sector putting value
before volume - from Malta’s
year-round appeal and authentic
e experiences to the UK partner-
ships underpinning its drive for
continued success. (page 8)
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From tourism and gaming
to financial services and
technology, Malta’s diversi-
fied economy is delivering
strong, sustainable growth
—and the UK is a key part-

Financial and pro-

Aerial panoramic view of Valletta with Mount Carmel church, St.Paul’s and St.John’s Cathedral, Manoel Island, Fort Manoel and Sliema. Photo: Shutterstock

At the forefront of European growth

called the choice of Malta as a venue
a significant vote of confidence in
the country’s booming tourism sec-
tor. “Global leaders from the biggest
international
brands are all
gathered here

. fessional servic- e Med

ner to continue that story. iterranean
es, alreadyama-  conference

o o . Centre, hav-

jor pillar, continue ;. come 1

n October 2026, Malta hosted - Maltabecause

the three-day World Travel & to expand as teCh they see it as
Tourism Council Global Sum- nOlOgy reShapeS the ideal place

mit - widely referred to as the to shape the
“Davos of tourism” - which brings the SeCtor' future of this

together leaders from across the
global travel and hospitality industry
for a programme of more than 100
speakers. In his speech to open the
event, Prime Minister Robert Abela

From the Saluting Battery at
Upper Barrakka Gardens to Triton
Fountain, Malta blends rich history
with a dynamic economy and
thriving tourism.

MALTA

industry,” he
said. He then used that platform to
set out the nation’s ambitions in the
sector, noting that the shift to high-
er-value tourism benefits citizens,

visitors, workers, businesses and
communities alike.

Yet tourism is just one driver of
an increasingly diversified economy.
Financial and professional services,
already a major pillar, continue to ex-
pand as technology reshapes the sec-
tor. Malta’s ship registry is the largest
in Europe, its aircraft register contin-
ues to expand and the Malta Freeport
ranks among the Mediterranean’s
leading transshipment hubs. In paral-
lel, gaming, advanced manufacturing
and a fast-developing digital economy
- shaped by one of the world’s earliest
national artificial intelligence strat-
egies — are also engines of growth.
Together, they have helped Malta’s
GDP grow from €14.5 billion in 2019
to €25 billion today.! The European
Commission expects the country to
remain among the fastest-growing

economies in the EU, forecasting a
3.6% GDP increase in 2027.

That growth has been achieved
with a notable degree of stability. In-
flation has held at around 2%?, well
below the euro-area average, accord-
ing to the Central Bank of Malta,
while a broad cross-party consensus
on foreign investment and financial
policy gives businesses a predictable
environment in which to operate. For
Christopher Fearne, Malta’s minister
for foreign and European affairs and
trade, that consistency is a defining
factor behind the country’s economic
success. “This rate of growth is not a
fluke,” he says. “It has been sustained
over a number of years.”

Malta’s trajectory is shaped by Vi-
sion 2050, the national development
plan whose central aims are produc-
tivity-led growth and raising quality

FAST FACTS*

€25 billion
Malta’s current
GDP, up from
€14.5 billion in
2019.

3.6% growth

European
Commission
growth forecast
for Malta in
2027, among
the fastestin
the EU.

£5.2 billion

UK-Malta trade
in the 12 months
to March 2026,
up 39.6% year
on year.

841,397
Tourist arrivals
from the UK in
2025, Malta’s
largest source
market.
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of life. Speaking at the summit, Abela
made clear that its success depends on
continuing to attract investment. “The
government’s choice is to continue
improving people’s quality of life and
increasing the income of our people,”
he said. “But to do that, we need to
allow the private sector to continue
investing within the parameters of
Malta Vision 2050 as well.”

In that context, the UK is seen
as a natural partner, with a relation-
ship built on deep linguistic, cultural,
historic and business ties, Common-
wealth member-
ship and a compa-

ny law framework Britain remains

modelled on the

Briish syseem.  IV1QNtA’s largest

Britain remains

Malta's larges:  LOUFiSM Source
tourism source market, Whlle

market, while

commercial links comm erCial

have surged in

recent years. UK lin ks have
government fig- surged in

ures show bilateral

trade rose 39.6% to recent yearS.

£5.2 billion in the 12
months to the end
of the first quarter of 2026° — and as
the EU moves to favour goods pro-
duced inside the bloc, Malta offers
British companies a natural base from
which to serve the European market.
For Fearne, meanwhile, the Common-
wealth’s scope represents another area
of opportunity. “The Commonwealth
is a supra-regional organisation, which
makes it genuinely distinctive,” he
says. “It creates substantial opportu-
nities for intra-Commonwealth trade
that we are only beginning to exploit.”
For investors, Malta’s size repre-

sents a key asset. Decision-makers
are accessible, institutions can move
quickly and partnerships between
government and business are easier
to build than in larger economies.
That agility has allowed the country
to move early on emerging sectors,
from online gaming to digital finance
and artificial intelligence. “Being a
small country is actually an advan-
tage,” says Fearne. “We are agile and
flexible - not in our regulatory stand-
ards, but in the way we make foreign
investment work.”

Complement-
ing that agility is
the appeal of an
economy with
strong synergies
between its key
sectors. Air con-
nectivity built for
holidaymakers
also serves busi-
ness travellers
and investors;
the legal, finan-
cial and digital
services that grew
alongside tourism
now compete in-
ternationally in their own right; and a
growing calendar of conferences and
events, including the WT'TC summit
itself, brings decision-makers to the
islands. Specialist institutions such
as the Institute of Tourism Studies,
meanwhile, are developing the skilled
workforce on which both tourism and
the wider services economy depend.
In turn, that wider economy is help-
ing tourism move towards a high-
er-value, year-round model - cement-
ing the kind of sustainable growth
that has become Malta’s calling card.

OVERVIEW 3

1. Valletta’s historic fortress city
sits surrounded by Marsamxett
Harbour and Sliema. 2. Inside St.
John’s Co-Cathedral in Valletta,
showcasing its grand Baroque
interior. 3. A canopy of bright
umbrellas contrasts with historic
Maltese limestone architecture.
4. Mediterranean Conference
Centre, in Valletta. 5. Traditional
Maltese boat floats along the
Valletta Waterfront.

Photos: 1, 2, 3, 5, Malta Tourism
Authority; 4, Shutterstock

Sources:

*TVM News, ‘PM Says Malta Must
Remain a Country That Attracts

IN NUMBERS

Quality Investment’, 8 October 2026.

2 Ibid.

588,254

Population as
of2025°

316 km?

Total land area of the
islands*

2004

Year Malta joined
the EU

3 UK Department for Business &
Trade, Malta Trade and Investment
Factsheet, 24 September 2026.

4 PM’s speech at World Travel &
Tourism Council Summit 2026,

Oﬂ‘icial languages - European Commission, UK Govt
P Trade & Investment Malta Factsheet,
m altese an d Eng "Sh Malta Tourism Authority.

5 Eurostat.
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4 FINANCE

Financial services con-
tinue to power ahead

Malta’s powerhouse financial sector is a key driver of economic
growth. Now the government is backing ongoing diversification.

inancial servicesis a
mainstay of Malta’s
economy, account-
ing for around 8% of
GDP. In 2026, its contribu-
tion has continued to grow.
Financial and insurance ac-
tivities expanded by 9% year
on year in the first quarter?,
accelerating to 12.2% in Q23
- the highest growth rate
among services activities.
With services the key driver
of an overall increase of 4.5%
in GDP in the quarter?, the
figures highlight the sector’s
enduring importance.
Alongside traditional
strengths in banking, insur-
ance and asset management,
maritime and aviation finance
have developed around Mal-
ta’s shipping and aircraft
registers, while family offices
represent another area of op-
portunity. “We are speaking
to Americans who tell us our
jurisdictional framework is
very close to what they are
used to in Del-
aware,” says

St. Julian’s modern business district
reflects Malta’s thriving financial sector.

become an important advan-
tage for international opera-
tors seeking to establish or ex-
pand their presence in Malta.

Vision 2050, the national
development plan, captures
the country’s ambitions for
the wider sec-
tor. It projects

FinanceMal- !’lnanCIal and annual growth
ta Chairman Insurance ac- of 9% to 10% in
George Vella.  tjvities expand- financial servic-
“Malta’s sus- 0, es to 2035, which
edb ear :
tained growth 9 .o yh would see gross
over the last O.n yearin the value added rise
10to15years  first quarter, from roughly €2
continues to  accelerating to billion to €4.8-
attract atten- 12.2%in Q2. €5.3 billion, or

tion, because

wealthy in-

dividuals and family offices
always want to be associated
with jurisdictions that are
moving forward.”

Fintech is another area
where Malta’s established
strengths are generating new
opportunities. Its gaming and
financial services industries
have developed expertise in
payments, digital platforms
and compliance, creating a
foundation for growth in fi-
nancial technology. That’s
paired with a pioneering
regulatory approach, which
has helped attract specialist
talent and a growing network
of firms providing services
across the value chain. This
concentration of expertise has

MALTA

around 13% of

projected GDPs.
Investment funds and wealth
management join fintech
among the projected drivers
of that expansion, support-
ed by Malta’s regulatory and
economic strengths - and its
geographic advantages. “In
a globalised world, physical
location still matters,” says
Nicolai Vella Falzon, managing
partner of leading legal firm
Fenech & Fenech Advocates.
“Malta remains an attractive,
credible and well-positioned
option for international busi-
nesses and UK investors in
particular.”

As the sole, autonomous
regulator, the Malta Financial
Services Authority (MFSA)
oversees the whole of the

financial services sector, in-
cluding, since 2018, virtual
financial assets. As the Na-
tional Competent Authority
under MiCA, it’s taken on a
role of significant standing
as a leading EU crypto-asset
regulator. The authority’s
FinTech Regulatory Sandbox,
which allows companies to
test innovations in the finan-
cial services sector for a spec-
ified period of time, and its
dedicated FinTech supervi-
sion function distinguish the
MFSA from many of its peers.
In practical terms, the author-
ity operates at considerable
scale. In 2025, it approved
1,023 authorisations and held
1,849 supervisory interactions
- demonstrating the efficien-
cy that has become one of its
calling cards.

Sources:

* Malta Financial Services
Authority, ‘Malta’s Financial Sector
Grows Steadily as MFSA Sharpens
Oversight and Protection’, MFSA
News, 16 June 2025.

2 MaltaToday, ‘GDP Grew by 3.9%
in First Three Months of 2026’,
MaltaToday, 3 August 2026.

3 Times of Malta, ‘Malta’s Economy
Grows 4.5% as GDP Hits €6.5
Billion in Second Quarter of 2026’,
Times of Malta, 27 August 2026.

4 National Statistics Office, Gross
Domestic Product: Q2 2026,
Government of Malta, 2026.

5 Government of Malta, Malta
Vision 2050, February 2026.
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INTERVIEW

As Malta’s growth model evolves,
its central bank combines a firm
focus on stability with a clear vision
for a more productive economy.

“There is
scope for
much greater
cooperation
in fintech,
digital

Governor, Central Bank

Alexander Demarco

Under Governor Alexander Demar-
co, the bank recently launched its
four-year strategic plan. Here, he
discusses its institutional priori-
ties, the need for productivity-led
growth and the scope for closer UK
cooperation.

of growth will become increas-
ingly important. With the labour
market already tight, we cannot
expect future expansion to come
mainly from having more people
working in the economy. The key
challenge is therefore to raise
the productive capacity of the

payments, Q: What are your priorities for economy.
sustainable the bank? Malta needs continued invest-
finance, Al Our vision is to be a trusted, ment in technology, digitalisa-
and other credible, independent and for- tion, automation and artificial
ward-looking institution to serve intelligence, both by businesses
areas whe.re Malta well within the Eurosystem. and in the public sector. A more
UK expertlse The anchor of this institution productive economy requires a
and invest- remains our commitment to price  workforce with the right skills.
ment can stability, financial stability, inde- And Malta needs to create the
pendence from fiscal policy and conditions for more investment
Complement loyalty to the public interest. and higher-value economic
Malta’s po- However, we need to adapt activity. This means support-
sition within ourselves to a changing environ- ing investment in research and
the EU.” ment. Risks and technologies are development, innovation and
evolving, and we therefore need new business models, while also
to maintain the effectiveness of encouraging existing sectors
our institution by acting through to move towards activities with
stronger evidence-based analysis,  highervalue added.
building resilient systems and
work processes and adopting in- Q: Where do you see the great-
novation in a responsible manner.  est opportunities for deeper
Malta-UK cooperation?
Q: What structural factors are The sectors underpinning
key for maintaining economic the Malta-UK relationship
momentum? are already among the more
Malta’s growth performance high-value-added parts of our
remains strong, but the nature economy. Financial services are
probably the clearest example.
Malta can offer the EU market,
an established financial services
ecosystem and an agile business
environment, while the UK brings
deep pools of capital, expertise
Set within and one of the world’s most
Valletta’s his- r developed financial technology
. - sectors. There is scope for much
toric walls, the A
[ ] greater cooperation in fintech,
Central Bank of Il " digital payments, sustainable
Malta anchors P - finance, Al and other areas where
the stability of , - F"'-‘-i- "l UK expertise and investment can
an expanding ks ity %= complement Malta’s position
financial sector. -{ ; hﬂ_ | within the EU.
Q Corporate Headquarters: BOV
Centre, Cannon Road, Zone 4,
Proud Bov Central Business District, San-
Sponsor ta Venera, CBD4060, Malta www.bov.com

Bank of Valletta

., +356 21312020



An independent supplement produced by The Report Company and distributed with The Guardian (UK)

FOCUS ON FINANCEMALTA

FINANCE 5

Assets Act, sent the market a clear mes-
sage: if you are in this sector for the long
term, robust regulation is in your interest.
We introduced the strongest and most
demanding framework available at the
time, and it was voluntary. Some opera-
tors saw it as excessive and chose not to
comply. Others recognised that a stamp
of approval from a jurisdiction leading on
regulation was precisely what they need-
ed in new and uncertain territory.

What has happened with MiCA has vali-
dated that second group entirely. Those
who chose the regulated route and built
their roots in Malta over the past seven
or eight years are now seeing an eco-
system forming around them — which is
exactly what they wanted.

%

FinanceMalta

www.financemalta.org

Setting the benchmark
FinanceMalta is a public-private initiative set up to promote the country as a business hub.
orking closelywithgov-  what is distinctive in UK governance created significant opportunities for
ernment and industry, and replicate it here. The added our regulators and the professionals
FinanceMalta helps benefitis that we are still in Europe. involved to share their knowledge “Maltais a
strengthen the coun- Malta is a UK-aligned jurisdiction and systems with other jurisdictions. UK_aligned
try’s financial services framework. that remains firmly within Europe. The same dynamic is now playing out e e ye e
Here, Chairman George Vella discusses in fintech. Seven or eight years ago ]UrISdICtIOI'I
> 8 gnty 8o, .
UK ties and growth in emerging sectors.  Q: What is driving the expansion in Malta had already set its sights very that remains
Malta’s finance sector? clearly on that sector, invested sig- ﬁrmly within
Q: How do you want Malta to be This growth is testament to Malta’s nificantly in the required skills and Europe.”
perceived by UK partners? shift towards a knowledge-based attracted foreign talent who wanted
I would love the UK business commu-  economy. Other jurisdictions are to be part of the ecosystem. Today, George Vella,
nity to think of Malta as an offshore increasingly coming to Malta to learn  other jurisdictions use Malta as a Chairman,
extension of the UK. Most of the from our experiences. One very clear  benchmark. FinanceMalta
practitioners who are at their prime demonstration of our versatility is
today are UK-trained. Most of the what happened when we were grey- Q: What are Malta’s regulatory
governance structures we have are listed. We went on record as one of strengths?
closely modelled on those of the UK. the fastest jurisdictions to exit grey- Malta’s early leadership in fintech,
We have tried our very best to take listing — in under a year. That process  anchored by our Virtual Financial
FINANCE INSIGHTS
FOCUS ON MAPFRE MALTA PLC FOCUS ON CSB GROUP
Mapfre Malta Group is a leader in insur- Etl.enne Approaching its 4oth anniversary, CSB
ance, savings, investments and pensions L Sciberras, Group offers a broad range of special-
solutions, providing customers with holistic ll'\ President & CEO, ised business solutions and commercial
service. “Our purpose is not simply to sell Mapfre Malta plc services to corporate and private clients

insurance products. Itis to take care of
the individual, family and business needs
of our clients,” says President and CEO
Etienne Sciberras.

Part of the Mapfre SA Group, which oper-
ates in 38 countries, the company pairs the
strengths of an international brand with deep

also well placed to support the businesses
and their employees, ensuring they have
access to the insurance solutions they need,”
says Sciberras. “That continuity and security
is, | believe, a genuine source of reassurance.”

seeking to build a presence in Malta.
“Financial services have put Malta on
the map, and we’ve positioned CSB as
the partner of choice for clients seeking
to establish or relocate to Malta and
take advantage of its fiscal and regu-
latory environment,” says Group CEO

local market knowledge. That combination
makes Mapfre Malta a trusted partner for

companies relocating to the islands. “We are www.mapfre.com.mt

s mapfre Malta

Michael J. Zammit.
That’s backed by CSB’s global network,
which includes international partners

Michael ).
Zammit,
Group CEO,
CSB Group

and associates who are leaders in their
respective fields. “Our 4oth anniversary
is a milestone, not a destination, and
our ambitions remain undiminished,”
says Zammit. “We treat our clients’

businesses and af-
= T
CSB &

fairs as though they
www.csbhgroup.com

were our own. That is
where we excel.”

BANK OF VALLETTA Hé6

INSTITUTE OF TOURISM
STUDIES (ITS)

/ Kenneth Benji Borg, ;
f = Farrugia, CEO, H6 & Pierre Fenech,
‘ CEO, Bank Director, 9H ,-g | CEO, Institute
of Valletta of Tourism
‘ * Studies (ITS)

“Since the third quarter of “H6 is an Al-native
2025, our asset base has
moved to €17.5 billion and
our market capitalisation

over the last four years has
grown from €400-500
million to €1.5 billion. That is
the clearest demonstration of
the trust the market places in

this institution.”

on top of your ERP,

finance layer that sits

bringing automation,
control, and intelligence
without replacing existing
systems. Beyond accounts
payable, H6 turns financial
data into procurement and
commercial intelligence.”

<)

“Given the success of the Skills
Pass scheme, a mandatory
government-approved skill and
training verification scheme for
people working in front-line and
operational tourism/hospital-
ity roles, the government has
decided to extend the model to
other industries as well.”

THE CONVENIENCE SHOP

David Tabone,
CEO, The
Convenience
Shop

“Malta gives access to the
broader European market
under a familiar, English-lan-
guage legal and regulatory
framework. The business
conditions are strong, the
economy is growing — GDP
is running at around 4%,
which most countries would
dream about.”

MALTA
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Tourism’s record run continues

As arrival numbers hit
new highs, spend is grow-
ing even faster — with UK
visitors key to Malta’s new
tourism strategy.

aunched by Prime Minister

Robert Abela in February

2026, Malta Vision 2050

sets out the country’s long-
term plan, with priorities including
sustainable economic growth, better
public services and more efficient
use of Malta’s scarce land and sea.
As part of that agenda, tourism has
a clear role to play. Already a key
economic driver, the sector offers
the potential to generate additional
value without placing greater strain
on a compact island. “Our tourism
industry has been a long-standing
pillar of the economy that has proved
its resilience through every cycle,”
says Carlo Micallef, CEO of the Malta
Tourism Authority (MTA).

The MTA’s strategy has shifted
in line with those wider goals, prior-
itising increases in value over sim-
ple growth. Data from 2025 shows
that approach is already paying off:
arrivals rose by 12.9% to just over 4
million - setting a new record - but
tourist spending grew faster, climbing
18.6% to €3.9 billion. Average spend
per visitor increased by 5.1% to €971,
and spend per night by 6.9% to €153,
across 25.4 million guest nights. A
dedicated effort to position Malta
as a year-round destination is also
showing results. The first and final
quarters of 2025 each gained share of
total arrivals, while the peak summer
quarter’s share continued to ease.!

Within that broader
picture, the UK is cen-

tral to the sector’s suc- Arrlvals rose by
cess. Britain remained 0, H

Malta’s largest source 12'9 %oto lUSt
market by some dis- QVe@r 4 million
tance, accounting for .

more than a fifth of all  — SEtHING @ New
tourists, with arrivals record _ but

up 19.5% on 2024 and

spending up 25.0% -  tourist spend-

again demonstrating
that the value-over-vol-
ume initiative is bearing
fruit. Long-standing
ties, direct connections

ing grew faster,
climbing 18.6%.

and a shared language underpin that
relationship, providing the basis for
the kind of deeper connection the
MTA is seeking to build when shap-
ing the guest experience. “That kind
of connection creates loyalty, gener-

MALTA

ates authentic advocacy and sustains
long-term competitiveness in a way
that no marketing budget alone can
achieve,” says Micallef.

Early figures for 2026 suggest
those gains are continuing to accrue.
Between January and July, Malta
welcomed 2.62 million tourists, up
18.6% year on year, while total spend
rose 15.8% to €2.33 billion. UK arriv-
als grew by a further 18.8%, alongside
rapid growth from Poland and Ro-
mania, both up by more than 50%,
as well as Scandinavia and the US.
Notably, business arrivals rose by
26.3%", underlining Malta’s growing
profile as a destination for business
travel and for the meetings, incen-

tives, conferences and exhibitions
segment.

One of the keys to sustaining
that growth lies in attracting invest-
ment from UK and European part-
ners. With a clear long-term strategy
and a sector growing in both vol-
ume and value, opportunities extend
from high-end hotels to new visitor
experiences and the infrastructure
that supports them. For Micallef, the
island’s track record and advantages
provide the ideal foundation: “Malta
has demonstrated consistent politi-
cal stability over many decades, and
our economic performance has been
among the strongest in the European
Union in percentage terms.”

€3.9 Bn

Total tourist spending in Malta

in 2025, up 18.6% on 2024 and
growing faster than arrivals as the
focus shifts to value over volume.*

20.9%

The UK’s share of all tourist
arrivals in 2025, keeping Britain
Malta’s largest source market, with
UK visitor spending up 25.9%.*

1. An aerial view over Valletta, the capital city of Malta. 2. Exploring
the sea caves of the Blue Grotto by boat. 3. A quiet street scene in
historic Birgu. 4. View of St Anne’s Church across Marsaskala Bay.
Photos: Malta Tourism Authority

* Source: Malta Tourism Authority, Local Tourism Performance: January — December 2025.
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The islands for all seasons:

why Malta offers something for everyone

From ancient temples and turquoise lagoons to village festas and Miche-
lin-starred dining, the Maltese islands offer a wealth of experiences.

ew destinations pack as
much into so small a space
as the Maltese archipelago.
Across its three inhabited
islands, visitors can move from
prehistoric temples
to Baroque cathe-
drals, sheltered coves
to clifftop walks and
lively village festas to
fine dining - often in
the space of a single
day. That variety, com-
bined with a Mediter-
ranean climate that
averages 3,000 hours
of sunshine per year, makes Malta
a destination for every season — and
every type of traveller.
All of that is in addition to the
islands’ celebrated beaches. Wide

Visitors prize
Malta for an
experience
that feels au-
thentic, unhur-
ried and dis-
tinctly Maltese

into the limestone rock and famous-
ly clear waters draw swimmers, di-
vers and sailors for much of the year,
while between Malta and its sister
island Gozo lies Comino, home to
the turquoise Blue La-
goon. Gozo itself, just
a 25-minute ferry ride
away, offers a greener,
more rural counter-
point, with a slower
pace of life, the hill-
top Cittadella in Vic-
toria and landscapes
steeped in the legend
of the nymph Calypso.

Whether drawn by the sea, the
food or the history, visitors prize
Malta for an experience that feels
authentic, unhurried and distinctly
Maltese - one that caters for every

FAST FACTS?

7,000 years

Of history,

with temples
older than
Stonehenge and
the Pyramids.

3

UNESCO World
Heritage Sites,
including the
capital, Valletta.

3,000 hours

Of sunshine
ayearon
average, among
the highest in
Europe.

TOURISM AND HOSPITALITY 7

Panoramic view from Tal-Mixta Cave over the red sands and blue waters
of Ramla Bay, Gozo. Photo: Malta Tourism Authority

sandy bays, swimming spots carved  taste and every escape.

2Source: Visit Malta.

THE MANY SIDES OF MALTA

From sun-drenched beaches to centuries-old traditions, three signature
experiences showcase the variety that awaits in Malta.

BEACHES TO TAKE THE
BREATH AWAY

Malta boasts a wealth

of options for sun
worshippers. On the
north-west coast, the
sweeping beaches of
Golden Sands and Ghajn
Tuffieha are among the
islands’ biggest draws,
while St Peter’s Pool
near Marsaxlokk is a nat-
ural lido of flat limestone

ledges framing deep,
crystal-clear water,
popular with swimmers
and snorkellers. Comi-
no’s sea caves are best
explored by boat, and
leisure cruises, kayak-
ing and surfing offer a
different perspective on
the islands’ dramatic
coastline.

A TRUE TASTE OF THE
MEDITERRANEAN

Influenced by the
flavours of nearby
Sicily and North Afri-
ca, Maltese cuisine is
Mediterranean through
and through. Visitors
can sample ravjul, the
islands’ take on ravio-
li, alongside pastizzi,
freshly landed seafood,
local honey, olive oil and

Mussels and shellfish served al fresco - a highlight of traditional
Maltese seafood. Photo: Malta Tourism Authority

sea salt harvested from
coastal pans. Al fresco
dining is a way of life,
from harbourside tables
to village squares,
while Michelin-starred
restaurants showcase
the creativity of Malta’s
chefs and the quality
of authentic Maltese
produce.

A CULTURE

ALL OF ITS OWN

With 7,000 years of his-
tory, Malta’s heritage is
woven into everyday life.
Its megalithic temples
predate both Stone-
henge and the Pyramids,
and the islands count
three UNESCO World
Heritage Sites, including
the underground Hal
Saflieni Hypogeum and

&

n aée,vﬁrl \'/iéw of the Mellieha Parish,Church ovTerlobking

&*  Mellieha Bay. Photo: Malta Tourism Authority

the capital, Valletta.
The city is home to St
John’s Co-Cathedral,
which houses the only
signed Caravaggio,
while watchtowers and
fortresses still guard the
coast. Village festas and
traditional crafts such as
glassmaking keep that
heritage vibrant today.

MALTA
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Shaping sustainable tourism growth

With record visitor numbers
behind it, Malta is now
putting value before volume
— building a tourism model
that protects its rich herit-
age while deepening ties
with the UK.

he UK remains a corner-
stone of Malta’s tourism
economy. Around 840,000
British visitors travelled to
the islands in 2025, spending approx-
imately €940 million* - and keeping
the UK as Malta’s largest source of
arrivals. With the island nation tar-
geting 4.5 million total visitors in
2026, the priority for the Malta Tour-
ism Authority (MTA) is no longer
simply growth. “Our focus is now
firmly on consolidating that base and
increasing the value generated per
visitor,” says CEO Carlo Micallef.

The shift towards value sits
within a broader responsible tour-
ism strategy, one designed to ensure
tourism supports Malta’s heritage,
traditions and crafts. For Micallef,
it is also a response to what visitors
themselves want: “A destination can
easily fall into the trap of offering
visitors a home away from home, but
we have learned that this is not what
people are seeking,” he says. “They
want a different experience to take
home with them, in their memories,
in the stories they tell and in what
they share with others.”

Malta’s farming community offers
an example of the approach in action.
Visitors can pick strawberries, press
olives, harvest grapes and bake Mal-
tese bread, tasting it warm from the
oven - experiences that bring alive
Malta’s traditions and local life. “In
an era of mass production, smallhold-
er farmers in Malta cannot compete
on volume, but tourism creates a new
purpose for their work,” says Micallef.
In that sense, tourism acts as both an
economic driver and a way to sustain
rural traditions, while giving visitors
a deeper connection with the islands.
“We want visitors to arrive as tourists
and leave feeling like locals.”

Rural experiences are just one
strand of the broader offer. Malta
combines thousands of years of lay-
ered history with Baroque architec-
ture, a vibrant food and wine scene
and an extensive events calendar.
For British visitors and businesses
alike, the long-standing ties between
the two countries add a natural ap-

MALTA

peal — alongside the practical bene-
fits of Malta’s EU membership. “For
investors, Malta represents a stable
environment within the EU, with a
growing economy and a well-estab-
lished tourism sector that continues
to outperform,” says Micallef.

In this interview, the MTA’s CEO
discusses Malta’s transformation into
ayear-round destination, what sets it
apart from its Mediterranean rivals
and why technology can never replace
the human touch.

The UK remains
a cornerstone of
Malta’s tourism
economy.

Q: How has Malta’s tourism industry
evolved since your appointment?
Tourism is absolutely central to

Malta’s economy, and it was among
the industries that suffered most
during the pandemic. In 2019, our
record year before the pandemic,
we hosted 2.75 million tourists,
with the UK consistently our largest
source market, followed by Germa-
ny, Italy, France, Poland and the
Benelux countries.

When the pandemic hit, everything
stopped, but we never stopped
promoting Malta. We launched a
campaign called Dream Now, Travel
Later, which proved very success-
ful, and used that period to deepen
our relationships with travel agents
and tour operators, expand our
digital presence and educate both
B2B and B2C audiences on what
Malta truly has to offer.

The recovery, when it came,

was remarkably swift. In 2022,
when | took office, we reached

2.3 million visitors. By 2023 that
figure had risen to 3 million, by

Carlo Micallef, CEO of the Malta Tourism Authority

2024 to 3.75 million and last year
we surpassed the 4 million mark,
recording 4,022,000 arrivals. But
the numbers alone do not tell the
full story. The real shift has been
in the nature of the tourism itself,
moving away from the traditional
sun-and-sea model that once made
Malta dependent on the package
tour operator, towards a far more
diverse, year-round offering built
around culture, heritage and au-
thentic experience.

Q: How do you aim to position Mal-
ta in UK and European markets?
We are already in a strong position
in the UK market, and across many
of the markets where we have
successfully established Malta and
Gozo as year-round destinations.
Visitors no longer come solely for
sun and sea. They come for our his-
tory, our culture, our heritage, our
gastronomy, our wines, our sports

BIO

1997 Joined
National Tourism
Organisation
Malta

2003 Became
MTA director
for Benelux
and Nordics

2014 Appointed
MTA chief mar-
keting officer

2017 Named
Institute of
Tourism Studies
chairman

2022 Appointed
CEO of Malta
Tourism
Authority
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training camps, our events, our concerts and our
festivals. It is a rich and varied mix of motivations
that draws people to ourislands throughout the
year.

Atelling indicator of how far we have come was

a recent Eurostat finding that Malta has the
lowest share of tourism arrivals in the peak
summer months of any Mediterranean island in
the European Union. July and August account for
only around 21% of our annual visitor figures. For
anisland in the Mediterranean to have achieved
that kind of seasonal balance, with some of the
highest proportional visitor numbers in winter, is
a significant achievement.

Our marketing strategy is geographically targeted
but audience specific. We reach people according
to their demographics, income levels, interests
and proximity to airports with direct connectivity
to Malta. Travellers increasingly prefer to fly from
their nearest regional airport rather than travel to
a hub, so route connectivity is foundational to our
approach. Within those catchment areas, we then
target specific segments, whether that is diving,
heritage, gastronomy or cultural experiences.
The broader shift in what people want from travel
has also worked in our favour. The world has
moved on from simply visiting a museum to want-
ing to experience it. People want to hear the story
behind an artefact, to understand who made it,
how it was used, what it meant. Malta’s history

is extraordinarily layered. Anyone who wanted to
control the Mediterranean had to hold Malta, and
that strategic reality brought successive civili-
sations to our shores, from the Phoenicians and
Romans through to the Knights of St John and the
Second World War. That depth of history gives us
a remarkable story to tell.

Q: What is Malta’s competitive advantageas a
destination?

Small is beautiful, in the sense that a territory of
316 square kilometres contains extraordinary di-
versity. Our layers of history, our landscapes, our
architecture and our culture are all packed into a
compact area, which means visitors can access
an enormous variety within a short holiday.
English is widely spoken across Malta, our legal
and legislative framework is modelled on the
British system and we drive on the left. These
practical affinities matter, particularly for UK trav-
ellers, and they reflect a long-standing friendship
between our two countries.

What distinguishes us further is that we have
preserved our heritage without sacrificing our
authenticity to development. Our bastions, our
Baroque architecture, our medieval streets — all
of this remains intact and alive. The film industry
has recognised this diversity for years, using Mal-
ta to represent Greece, the Middle East and other
European settings. That versatility reflects the
genuine diversity of what we have to offer.
Beyond the richness of the experience itself,
Malta continues to offer strong value. The combi-
nation of concentrated attractions, short travel
distances and competitive pricing makes it an
appealing proposition for visitors who want to
make the most of their time and their money.

Q: Why is now the right moment for UK investors
to consider Malta?

The message is straightforward: Malta offers sta-
bility, excellent connectivity and a proven track
record of economic performance. We are connect-

ed to approximately 120 routes by air, providing
fast and accessible links for people, alongside
our free port, which serves as a key node for
cargo and sea freight. That combination of air and
maritime connectivity, within a politically stable,
EU-member economy whose legal system is root-
ed in British tradition, makes Malta a compelling
and well-founded choice for investment.

Q: How important has that air connectivity been
to unlocking investment?

It has been absolutely central, and | say that from
personal experience. | remember a time when air-
lines would not consider Malta because there was
not enough volume to sustain a route. | remember
investors who, because there was not sufficient
air or sea connectivity, found it genuinely difficult
to commit capital here — the logistics of importing
raw materials or exporting goods simply did not
add up. That was a real structural barrier.

We have overcome that. Today, Malta is con-
nected across Europe and into the Middle East
and North America, and we are looking towards
further routes from Asia and Latin America. That
connectivity has been transformative, not only
for tourism but for the wider economy. And it un-
derpins the investment case: you cannot attract
top-tier hospitality brands or serious investors
without the infrastructure to bring people in and
move goods efficiently.

Q: How are innovation and sustainability shaping

your strategy?

The right balance is to apply technology to the
back office, to visitor flow management, oper-
ational efficiency and climate-friendly resource
use, while protecting and prioritising the human
connection at every point of the guest experience.
Ourindustry does face labour shortages, and we
rely significantly on workers from overseas to meet
demand. Technology can help us manage opera-
tions more efficiently and more sustainably. But
the front end of tourism, the moment when a guest

interacts with a person, whether that is at a hotel,
a restaurant, a heritage site or a village festival,
cannot and should not be replaced by a screen.
The beauty of tourism must remain the human
connection. That is what makes it worth travelling
for, and that is what no algorithm can replicate.

Q: What is your goal for the sector’s next stage
of development?
My ambition is to lead this authority and this in-
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1. Traditional Maltese balconies in the Three Cities.
2. Boat tours along the iconic blue waters and cliffs of Comino.
Photos: Malta Tourism Authority

dustry into a phase of tourism that delivers great-
ervalue than it does today — greater economic
value, but also greater respect for what makes
Malta special.

We are at a genuine inflection point. Malta is mak-
ing a deliberate shift towards quality tourism, to-
wards a more responsible and sustainable model:
preserving heritage, respecting our communities,
moving away from volume-led thinking. Vision
2050 sets out that direction clearly. And there is
now real opportunity for top international brands

“There is now
real opportunity
for top interna-
tional brands to
invest in Malta -
in quality ac-
commodation, in
experiences, in

digital solutions, to invest in Malta — in quality accommodation, in
in sustainable experiences, in digital solutions, in sustainable
mobility.” mobility and in the services that will help us grow

in the way we want to grow.

The right investors, the right partners, the right
Carlo Micallef brands — those who share that vision — will find
CEO, Malta Tourism Malta ready and open. And if | can be the person
Authority who helps lead this industry through that paradigm

shift while protecting everything that makes this
destination so special, that would be my dream.

o

VisitMalta

www.visitmalta.com

* Source: Malta Tourism
Authority, Local Tourism
Performance: January —
December 2025.

MALTA
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FOCUS ON INSTITUTE OF TOURISM STUDIES (ITS)

Malta’s standard-
bearer: ITS and
the future of
hospitality

As Malta’s tourism sector continues to surge, the In-
stitute of Tourism Studies is setting the bar for quality
— training the industry’s future leaders and opening its
doors to students and partners from the UK.

ourism is one of the corner-
stones of Malta’s economy.
Its islands welcomed more
than 4 million visitors in
2025, who spent a
total of around €4
billion' - represent-
ing a significant

The global
network ITS

With demand continuing to rise,
the focus across government, indus-
try and ITS has turned to quality and
generating greater value from every
visit. That requires
first-rate hotels,
restaurants and in-
frastructure - but

contribution to GDP. R equally important
That scale means the haS bl-“lt is first-rate service.
sudies oy e Overthepast e
national institution decade inClUdeS heavily on human
for tourism and hos- o interaction, and that
pitality education, is agr eements WIth is precisely where
as Cilmport:ant to the institutions in ITS comes in,” says
wider economy as it . Fenech.

is to the sector itself. Chlna, lapan and The institute’s
“In a country where Several African leader is well placed
around 18% of GDP . to make that assess-
derives from tour- countries. ment. One of ITS’s

ism, the relevance
of an institution like
ours is arguably greater than it would
be elsewhere,” says CEO Pierre Fenech.

earliest students,
Fenech spent 25
years in the industry before returning
as CEO in 2015. Under his leadership,

An independent supplement produced by The Report Company and distributed with The Guardian (UK)
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ITS has expanded beyond vocational
training to offer bachelor’s and mas-
ter’s degrees at levels 6 and 7 of the Eu-
ropean Qualifications Framework, and
has become one of only three self-ac-
crediting institutions in Malta. It was
also one of the main drivers behind the
Skills Pass, a scheme to raise standards
across the tourism workforce — and one
the government is now extending to
other industries.

The focus on standards plays a
central role in shaping the curriculum.
Programme advisory committees of
industry professionals, academics,
students and alumni review every
course, with particular attention to
how AI and new technology will re-
shape the sector. “We prepare tomor-
row’s workforce, and we must ensure
our students are ready not for the in-
dustry as it exists today, but for what
it will look like in five and ten years’
time,” says Fenech.

The global network ITS has built
over the past decade includes agree-

A hospitality student during
a cocktail competition at ITS
Malta. Photo: ITS

IN NUMBERS '?
Visitors to Malta Tourism’s share ITS’s campuses ITS’s campuses International
in 2025 of GDP in China in Malta and Gozo students atITS

MALTA

ITS Malta students presenting pastries and desserts while
being graded by a lecturer during a course. Photo: ITS

“Tourism is an
industry that de-
pends heavily on

human interaction,
and that is pre-
cisely where ITS
comes in.”

Pierre Fenech
CEO, Institute of
Tourism Studies (ITS)

Sources:

*Malta Tourism Authority, Local Tourism
Performance: January — December 2025.

2 Interview with Pierre Fenech, CEO of the
Institute of Tourism Studies (ITS).

ments with institutions in China,
Japan and several African countries
- a setup that, in Fenech’s view, ena-
bles genuine exchange. “Institutions
learn from us, but we also learn from
them,” he says. “It is important that
we remain open to new ideas, new
technologies and new learning tech-
niques.” International students ac-
count for up to 35% of enrolment,
while campuses in Shanghai and
Zhengzhou allow Chinese students
to study in their own country. Similar
projects are in development in other
markets. ITS also offers a diploma in
climate-friendly travel, with around
50 scholarships a year for students
from lower-income countries.

With teaching already conducted
in English and the close links between
Britain and Malta, clear opportuni-
ties exist for partnerships with UK
institutions - particularly as British
students will regain access to the
Erasmus programme from 2027. “One
model that has worked well elsewhere
is the 2+2 agreement, where students
spend part of their studies in their
home country and then complete two
years with us in Malta,” says Fenech.
“We welcome any UK institution
that wishes to explore this kind of
arrangement and give its students
that opportunity.”

I7Ts

Lo ol R Bi - __ kol L

www.its.edu.mt
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An economy with
innovation at its centre

Malta’s track record of embracing innovation continues to under-
pin its ambitions in Al and other high-growth industries.

Malta has built a reputation for
moving early in emerging industries.
The country was among the first ju-
risdictions to regulate online gaming,
introduced a pioneering

framework for virtual One of Malta’s

financial assets in 2018

and adopted one of the most signiﬁcant

earliest national artificial

intelligence strategies in ~ Fecent initia-
tives is the Al

2019. Its innovation sector
now spans fintech, gam-

support, access to investment and
a regulatory framework designed
to enable innovation - notactas a
barrier. “Our approach was to give
the industry the tools, the space
and the support to develop, and
then introduce regulatory struc-
ture as the landscape matures,”
says MDIA CEO Kenneth Brincat.

One of Malta’s most signifi-
cant recent initiatives is the Al for
All project, a free Al literacy pro-
gramme offered to residents aged

From advanced computing
infrastructure to strategic

building the technological
foundation and community

ing technology, advanced  for All proiect, a

manufacturing and life .
sciences, supported by free Al llteracy
institutions including the
Malta Digital Innovation

Authority (MDIA).

programme.

14 and above. Launched in May
2026, the programme attracted
50,000 enrolments in the first four
months, with 26,000 completing it
- equivalent to roughly 4% of res-

nationwide Al strategy.

AT adoption as a key to relieving
the pressure created by a growing

That ecosystem has been built
on a wider commitment to creating
conditions in which emerging indus-
tries can grow, including government

idents. Brincat says this exceeds population. “The Al strategy can
uptake in comparable schemes in  address this directly by increasing
Singapore and Finland. Foracom-  productivity and reducing labour
pact nation, the government sees  intensity,” he adds.

partnerships, Malta is

initiatives to drive its

INNOVATION 11

MDIA

Building a bridge between
regulation and innovation

Malta Digital Innovation Authority (MDIA) CEO Kenneth Brincat dis-
cusses growing the tech ecosystem.

the mindset of a regulator as a policing

“Malta of- Q: Which decisions have most
. defined your tenure?
fersa unlgue One of the first major initiatives
opportunity was the launch of a digital innova-
for British tion hub, designed to facilitate and
. enable digital innovation across

comqanles the country — offering startups
Seekmg to space, mentorship, facilities and
develop, test access to funding. The other signif-
and scale icant move was the introduction of

R sandboxes. In 2021, we launched
emerging the Technology Assurance Sand-
technologies box, which provides a flexible
within a sup- testing environment for companies

ortive and developing new products.

p The core shift was moving MDIA from
agile regula-
tory environ-  orcertification institution, to an au-
ment.” thority that genuinely assists, enables

and regulates industry to grow.

Q: What are Malta’s key advantag-
es for UK tech partners?
Malta offers a unique opportunity

for British companies seeking to
develop, test and scale emerging
technologies within a supportive
and agile regulatory environment.
Malta has a proven track record

when it comes to regulatory agility.

This means we can respond to new
developments in a relatively short
timeframe.

For UK investors and partners, that

responsiveness matters enormous-

ly. They are operating in fast-mov-
ing sectors where a regulatory

environment that can keep pace is
a genuine competitive advantage.

Q: How has integrating the eSkills
Malta Foundation expanded
MDIA’s remit?

Since 2021, MDIA has been running
a number of projects around digital
literacy and the upskilling and reskill-
ing of the workforce — an issue that
has become increasingly urgent.

Kenneth Brincat,
CEO, MDIA

The eSkills Malta Foundation had
a very similar remit. The govern-
ment took the decision to integrate
its role within MDIA because the
authority had grown significantly
and it made sense to optimise the
services both entities were pro-
viding rather than operate them in
parallel. The integrated foundation
brings with it a broader mandate
that extends to general public digi-
tal literacy — including programmes
aimed at children and teenagers.

INSIGHTS

Etienne
Sciberras,
President &
CEO, Mapfre
Malta

“We are living through a period
of unprecedented technologi-
cal change, and we are invest-
ing accordingly, in innovation,
digitalisation and automation.”

omdia

www.mdia.gov.mt

Nikhil Patil,
CEO, GO plc

“GO plays an inordinately
large role in Maltese society.
If internet at GO goes down,
planes cannot take off and
hospitals cannot function.”

MALTA
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Superyachts at
the Three Cit-

ies and Grand
Harbour Marina
showcase Malta’s
premier maritime
cluster and its
role in attract-
ing key foreign
investment.

Sustained growth underpins
Malta’s investment appeal

Malta’s status as one of the European Union’s most compelling investment destinations is built on a decade of broad-
based growth — providing a robust platform for further expansion.

ver the past decade,
Malta has delivered
one of the strongest
growth records in Eu-
rope. In its February 2026 consul-
tation, the International Monetary
Fund (IMF) noted that Malta’s
economy has expanded by an av-
erage of nearly 7% per year over
the period, driven
mainly by tourism,
gaming and profes-
sional services, while
per-capita income has
almost doubled since
2013 to exceed the EU
average. That perfor-
mance saw the IMF
move Malta from an
annual to a two-year
surveillance cycle,
signalling confidence
in the country’s eco-
nomic stability and
policy framework.
That confidence is
reflected in investor perceptions. In
EY’s 2025 Malta Attractiveness Sur-
vey, 79% of respondents rated the
country as an attractive location for
investment, citing social stability,
corporate taxation and telecoms in-
frastructure as the main competitive

MALTA

Per-capita
income
has almost
doubled
since 2013
to exceed
the EU
average.

advantages. That combination has
proved a winning proposition for
high-value industry, with semicon-
ductor company STMicroelectron-
ics’ recent €250 million expansion
project hailed by the government
as the largest foreign direct invest-
ment in Malta’s history. In parallel,
Malta’s compact scale, accessible
regulators and agile
legal framework po-
sition it as a testing
ground where com-
panies can trial new
products and busi-
ness models before
scaling them across
the EU.

At the same
time, Malta’s tradi-
tional geographic
strengths remain
just as relevant.
Sitting at the heart
of the Mediterrane-
an, on the shipping
routes linking Europe, North Afri-
ca and the Middle East, the islands
have been a strategic hub for centu-
ries. Today that location underpins
a substantial maritime cluster, from
the Malta Freeport - one of the re-
gion’s key transshipment centres

- to ship registration, yacht services
and logistics.

Going forward, the national
strategy to sustain this momentum
centres on diversification and pro-
ductivity gains, built on investment
in skills and technology - from a
national AI literacy programme
to Malta’s first high-performance
computer, launched in 2025 - and
supported by major investments in
port regeneration, transport and
clean energy under the Vision 2050
plan. In parallel, TradeMalta, the
country’s trade promotion agency,
is working to help domestic com-
panies to expand, collaborate and
compete on a wider scale.

“We want to build the frame-
work and provide the assistance
that enables companies to identify
synergies and form meaningful col-
laborations with non-Malta-based
businesses. That, to me, is the foun-
dation of genuinely successful inter-
nationalisation,” says TradeMalta
CEO Tania Brown. “We aim to steer
our internal policies, incentives and
strategy in ways that meet business-
es’ requirements while remaining
fully in line with EU directives and
regulations. Companies from dif-
ferent sectors can come together,
join the dots and unlock areas of
collaboration that neither could ac-
cess alone,” she adds.

Malta Freeport Terminal serves as a major Mediterranean
logistics hub, connecting key trade routes between Europe,
North Africa, and the Middle East. Photo: Shutterstock

INTERVIEW
George Gregory
CEO, Malta Enterprise
" —_—

Malta Enterprise is the country’s
economic development agency, tasked
with attracting foreign direct invest-
ment (FDI) and supporting the ex-
pansion of existing operations. Here,
CEO George Gregory outlines its role
as a partner to investors and its focus
on higher-value, diversified growth.

Q: How does Malta Enterprise sup-
port investor engagement?
Investing in another country
inevitably involves navigating unfa-
miliar systems, institutions and
regulations. Malta Enterprise can
play an important role in making
that journey clearer and more
efficient. We are not there simply

to promote Malta; we are there to
understand what an investor is
trying to achieve and help identify
the right opportunities, partners
and support mechanisms.

The UK is an especially important
market for Malta. Our ambition is

to deepen that relationship. | want
an investor to feel that, when they
engage with Malta Enterprise, they
are dealing with a professional
organisation that understands inter-
national business, responds quickly
and remains a partner beyond the
initial investment decision.

“We want to attract
companies that bring
new capabilities,
knowledge,
technology and
international
networks to Malta.”

Q: What is your strategy to contin-
ue growing inward investment?
Malta’s FDI performance reflects
the continued confidence of inter-
national investors in the country.
We are seeing opportunitiesina
broader range of sectors; our focus
at Malta Enterprise is increasingly
on diversification and value crea-
tion. We want to attract companies
that bring new capabilities, knowl-
edge, technology and international
networks to Malta, while also
creating opportunities for Maltese
businesses to participate in their
supply chains.
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FENECH & FENECH ADVOCATES

The first call for

investing in Malta

Malta’s largest and most diversified law firm offers UK businesses a
one-stop shop for entering the islands — and the wider EU.

Q: How has the firm evolved
under your leadership?
During my tenure, a key
priority has been the
transition from a success-
ful family-owned law firm
into a modern professional
services organisation which
continues to be a leaderin
Malta across virtually every
area relevant to interna-
tional business. Malta’s
economy has supported that
trajectory, driven by strong
performance across tourism,
financial services, maritime,
aviation, technology, iGam-
ing, pharmaceuticals and,
more recently, digital busi-
nesses including e-payment
services, online banking and
crypto. My focus remains
rooted in a simple principle:
preserving the values we
have carried since 1891,
while ensuring we continue
to meet the needs of an
increasingly sophisticated
international clientele.

Q: What is Fenech &
Fenech’s unique proposition
for UK partners?

I want UK investors to look at
the firm as a trusted gateway
to Malta and, by extension,
to the EU. We are not merely
legal advisers; we help
businesses understand how
Malta’s regulatory landscape
can support their broader
strategic objectives. Part of

Nicolai Vella Falzon,
Managing Partner,
Fenech & Fenech
Advocates

“We are not
merely legal
advisers; we

help businesses
understand how
Malta’s regulatory
landscape can
support their
broader strategic
objectives.”

our offering is Fenlex, a fully
licensed corporate services

provider. Working together,

Fenech & Fenech and Fenlex
offer a genuine one-stop-

shop solution to clients com-

ing here, from the moment
they consider establishing a
presence on the island.

Q: How is innovation cre-
ating new opportunities

for the firm, and what edge
does this give your clients?
From the client’s perspective,
innovation is creating entirely
new industries and business
models. Areas such as artifi-
cialintelligence, digital assets,
crypto assets, fintech and
other emerging technologies
present novel legal and regu-
latory challenges that require
specialised expertise. Our
advantage lies in combining a
strong financial services reg-
ulatory team with a genuinely
technical IT law practice.

From an internal perspective,
| can say with confidence that
Fenech & Fenech is ahead of
peers in so far as technology
is concerned. We see Al as an
enabler and are building our
own Al agents and are devel-
oping proprietary tools, built
on a well-resourced and fully
controlled data stack, which
ensures unique and accurate
output. Long-term, we intend
to develop products we can
license to clients. Within the
next five years, we hope to be
in a position to offer certain
legal services in a fundamen-
tally different manner to the
way they are offered today.

www.fenechlaw.com
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A bridge to Europe and beyond

Malta’s openness to trade continues to evolve in step with its economy.

ew economies are as open to the world

as Malta’s. International trade is worth

around 219%' of GDP, one of the high-

est ratios anywhere, and the country
isanet exporter of services - a
reflection of the strength of
its knowledge-based sectors.
That openness has long been
shaped by Malta’s location
at the heart of the Mediter-
ranean - one that, for Chris-
topher Fearne, the country’s
minister for foreign and Eu-
ropean affairs and trade, will
continue to define its outlook.

“Britain remains
an important

to £3.4 billion over the period, with a 72.7%
increase in UK services exports driving much
of that growth “We have a long-standing
commercial relationship that has diversified
significantly over the years,”
says Fearne. “Britain remains
an important partner for us
in trade, and that relationship
continues to evolve.”

Policy moves in Brussels
point to closer engagement
still. As the EU moves towards
a ‘Buy European’ approach
that favours goods with sig-
nificant production inside the

“The Mediterranean should partner for us in bloc, an EU base becomes in-
not remain a barrier between d dth creasingly valuable for British
Europe and Africa,” he says. trade, and that companies seeking access to
“It should be a bridge, and our relationship con- the European market. By es-

foreign policy has long been
oriented towards building a

tinues to evolve”?  tablishing production facilities

in Malta, companies can help

more integrated Mediterrane- Christopher Fearne, products to meet EU-origin
an region.” Minister of Foreign requirements. At the same

Equally important in and European Affairs time, Malta offers a platform
shaping Malta’s commercial and Trade for expansion beyond Europe,

stance are its ties with the UK.
Trade between the two coun-
tries surged by 39.6% year on year to the end
of the first quarter of 2026, driven largely by
a rise in services, which account for 87% of
the total. UK exports to Malta rose by 53.9%

with the government actively

encouraging joint ventures
between Maltese and foreign companies to
target growing markets across the Middle
East and Africa. “The possibilities there are
almost endless,” says Fearne.

FOCUS ON THE CONVENIENCE
SHOP HOLDING PLC

The Convenience Shop operates Malta’s larg-
est network of retail stores, now unified under

two brands: MyConvenience neighbourhood

stores and MySupermarket outlets for larger,
planned shops. “What truly defines us is how
deeply embedded we are in the communities
we serve,” says CEO David Tabone. “We are
present in over 50 communities across Malta
and Gozo, and we are part and parcel of each

David Tabone,
CEO, The
Convenience
Shop Holding plc

and every one of them.”

With 106 outlets in total and a wealth of product
and customer data, the Group is working closely
with UK and international partners in digital
engagement, loyalty and automation to build
a more personalised customer experience.

Wy .'SUPEI‘ mar ket @ www.my.mt

Sources: *World Bank, ‘Trade (% of GDP) — Malta’, World Development Indicators, 2026; 2 Department for Business and Trade, Malta Trade and Investment Factsheet, 24 September 2026.

TRADEMALTA

Bringing Malta’s
businesses to the world

TradeMalta is helping Maltese firms go global —
with UK collaborations high on the agenda.

or adecade, TradeMalta

has helped Malta-based

companies expand

overseas. Under CEO
Tania Brown, the public-private
partnership’s work carries ev-
er-greater significance: global
disruption has reinforced the
importance of sea-based supply
chains, making Malta’s position
between Europe, Africa and the
Middle East a key strength - and
a platform for opportunity. “It
is essential for us to build new
collaborations and partnerships
- not transactional, point-to-
point trade activities, but deep-
er, more enduring alliances,”
says Brown. Alongside trade
missions, TradeMalta offers
co-funding for internationali-

first trade mission took in Liv-
erpool, Wrexham and Cardiff
- regional economies seen as
underserved by international
partnerships — with a second,
to Scotland and the north-west,
planned for 2027. “There is a
clear appetite among UK busi-
nesses and partners to form new
collaborations, particularly with
European member states,” she
says. Areas of alignment include
knowledge-based services, tech-
nology, life sciences, renewables
and water management. “For
Maltese businesses to grow, they
must look outward, and interna-
tionalisation enables companies
to grow beyond the limitations
of our domestic market.”

“Thereis a
clear appetite
among UK
businesses
and partners
to form new
collabora-
tions.”

Tania Brown
CEO, TradeMalta

sation costs, from trade fairs to
market research.
The UK is a priority. Brown’s

TRADEMALTA=™

www.trademalta.org

MALTA
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Malta forges ahead by
land, sea and air

From expanding airport capacity to upgrading its ports, Malta is investing in
the infrastructure and services that underpin its economic ambition.

1. Valletta Bus Terminus enhances land connectivity
and public transit across Malta. 2. Malta International
Airportin Luga, which handled over 10 million
passenger movements in 2025. Photos: Shutterstock

alta’s diversified
economy depends on
moving people and
goods quickly and

reliably. Manufacturers in sectors

from semiconductors to
pharmaceuticals rely on
efficient supply chains,
while tourism and the
services economy de-
pend on easy access for
visitors and businesses
alike. That’s reflected
in the country’s focus
on connectivity and
the priority afforded to
land, sea and air links.
“Our connectivity is
strong,” says Leonid

In 2025, Malta
International
Airport handled
more than 10
million passen-
ger movements
for the first time.

McKay, CEO of Transport Malta.
“Direct flights now connect Malta
to the US, we are minutes from Sicily

and an hour from Rome.”

MALTESE CONNECTION

Providing critical infrastructure, connectivity, and

services across all transportation modes to link

Malta globally.

GLOBAL AIR CONNECTIVITY

Europe - The Primary Hub

Italy (Over 2.04 million passenger movements)

and United Kingdom (Over 1.74 million passenger

movements) as top individual destinations.

) Africaand Asia / Middle East
- Regional Connections

Key strategic hubs connecting Malta to North Africa
(e.g., Cairo, Tunis) and major Middle East transit

gateways (e.g., Dubai, Doha).

North & South America (Transatlantic Reach)

Represents Malta’s long-haul reach and global connectivity,
including charter flights, business jets, and transatlantic routes.

At sea, the Malta Freeport remains one
of the Mediterranean’s leading transship-
ment hubs, handling more than 2.8 million
twenty-foot equivalent units in 2025 and
serving more than 110 ports worldwide
- over 50 of them in the Mediterranean.
An expansion now under way will allow
it to handle ships carrying up to 23,000
containers - part of a wider programme
of port investment aligned with Vision
2050, which also includes a shore-to-ship
power supply at the Grand Harbour to cut
emissions from vessels at berth.

Air connectivity has also expanded
rapidly. In 2025, Malta International
Airport handled more than 10 million

____________

passenger movements for the first time,
arise of 12.3% on the previous year, with
direct routes to more than 100 destina-
tions. The airport is now investing €345
million over five years to expand capacity
and upgrade its facilities.

Around that infrastructure, Malta has
built a substantial aviation services clus-
ter. Aircraft registration, maintenance,
repair and overhaul and aircraft leasing
have all developed a strong presence on
the islands, with international names
such as Lufthansa Technik investing in
new capacity — creating high-value jobs
and reinforcing Malta’s position as a hub
for the wider aviation industry.

Gozo

‘-, Comino

Malta International Airport ° 4

SOURCE: MALTA NATIONAL
STATISTICS OFFICE

MAP: TUBS VIA WIKIMEDIA
COMMONS / CCBY-SA 3.0

3 LAND (Public & Eco-Friendly Transport)

&8 SEA (Ports & Merchant Shipping)

¢ AIR (Civil Aviation)

» 75.7 Million Passenger Trips
ALLTIME RECORD FOR PUBLIC TRANSPORT.

P 100% Fully Electrified
PUBLIC BUS FLEET OPERATING ON GOZO ISLAND.

P 517 Scheduled Buses

OVER 207,000 DAILY TRIPS ACROSS MALTA & GOZO.

MALTA

P 10,008 Registered Vessels

EUROPE’S LARGEST MARITIME FLAG REGISTER.

P 978,011 Cruise Passengers
HOSTED ACROSS 396 PORT CALLS.

} 64 M'VA ONSHORE POWER SUPPLY (SHORE-TO-SHIP)

P 900+ Aircraft
ON THE MALTESE AIRCRAFT REGISTER.

P 76 International Air Services Agreements
EXPANDING GLOBAL REACH.

CAPACITY INTRODUCED TO DECARBONISE

COMMERCIAL PORTS.

P €22 Million Investment

LUFTHANSA TECHNIK’S NEW HANGAR BRINGS BOEING 787
DREAMLINER CABIN MODIFICATIONS TO MALTA
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FOCUS ON TRANSPORT MALTA
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Malta boasts Europe’s largest ship registry by tonnage — one of several factors behind its status as a regional
hub for connectivity. Now Transport Malta is balancing domestic needs with the island’s international footprint.

he rapid pace of change in
Malta is creating challenges
and opportunities alike for
Transport Malta, the au-
thority responsible for land, maritime
and air transport. With a fast-growing
economy, accelerating urbanisation
and a surging tourism sector, the task
is to ensure that trans-
port systems evolve
in tandem, while de-

The rapid pace

the roads affects the ports, and what
happens in aviation affects the entire
network. Third is that services must
be demand-responsive while still hon-
ouring social responsibilities to old-
er people, those with disabilities and
those without vehicles. And fourth
is that public safety is central to
the authority’s remit,
emphasised by recent
legislation to cap hours

livering for the pop- of Chan ge in for ride-hailing drivers.
ulation of a compact . Those lessons are
island nation. “This Malta IS creat- being put into practice
all;th(ir?tyf is ntot 51inp1y in g Ch auen ges Ehrough Malta in Mo;
about infrastructure; ion, a programme o

it is about connecting and Opportu- investment in public
people,” says CEO oge H transport, infrastruc-
Leonid McKay. “The nities allke for ture and sustainable
focus must be human, Transport mobility. “Malta in

not just concrete.”
That focus is the
first of four key les-
sons that have shaped McKay’s strat-
egy since taking office. The second
is the reality that, on an island of
Malta’s scale, land, sea and air routes
are interconnected; what happens on

Malta.

Motion is not a plan for
the next 15 years. Malta
in Motion is now,” says
McKay. Gozo’s bus fleet has already
been fully electrified, with Malta’s
fleet due to follow by 2030. Alongside
decarbonisation initiatives at ports,
the plan also focuses on expanding

“This authority
is not simply
about infra-
structure; it is
about connect-
ing people.”

Leonid McKay
CEO, Transport
Malta

Decarbonising public
transport remains a core
priority under Transport
Malta’s long-term
mobility vision.

Malta’s expanding aircraft registry
strengthens global reach and supports
national carriers like KM Malta Airlines.

transport options, with new fast ferry
routes linking Valletta with Sliema,
Mgarr and Bugibba introduced in re-
cent months, and a drive to integrate
e-scooters, buses, ferries and cycling
into a single ecosystem.

This momentum creates syn-
ergies for UK-based partners. Mal-
ta’s ship registry counts more than
10,000 vessels, including over 1,000
superyachts, and is whitelisted un-
der the Paris and Tokyo memoran-
dums of understanding. In addition,
an EU-approved tonnage tax regime
offers vessel operators genuine pre-
dictability. “Malta is the natural EU
platform for UK-based investors,”
says McKay, “and Transport Malta is
their natural partner within it.”

tm

www.transport.gov.mt
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Leonid McKay
CEO, Transport Malta

Q: How do you want Transport Mal-
ta to be perceived by UK partners?
We stand for success. Let me give
you two specific examples. First,
the Malta Ship Registry is the larg-
estin Europe and the sixth largest
globally. We are also leaders in
superyachting. The Malta Ship Reg-
istry is the flag of confidence for
operators worldwide. Our aircraft
register, meanwhile, has grown by
500% over the past decade, with
more than 950 aircraft currently
registered.

We are highly responsive. We do
not compromise on safety stand-
ards. We are an open authority,
forward-looking and committed to
ease of doing business. Our shared
language and legal traditions with
the UK, and our position at the
centre of the Mediterranean, make
Malta a natural destination for UK
investment.

“Malta’s EU membership
gives UK investors a
direct platform into
European maritime and
aviation markets.”

Q: Which specific opportunities
should UK investors consider?
There are several distinct oppor-
tunities worth highlighting. The
firstis the sheer diversity of our
register — bulk vessels, tankers,
containers, specialised vessels and
superyachts all sit within it. That
breadth is a strength.

Second is our international repu-
tation, which we have invested in
consistently. We also benefit from
a highly advanced professional
ecosystem of lawyers, surveyors,
naval architects and classification
societies. And Malta’s EU mem-
bership gives UK investors a direct
platform into European maritime
and aviation markets.

MALTA







