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Age distribution:

Most 15-49 years old

Distribution in the country:

Concentration in the Atlantic Coast

And in 15 big cities



•COVID affected very dramatically Brazil economy and in 2020 the GDP had the worst result 

ever with -3,9%

•During 2021 economy recovered with an increase of 4,6% and in 2022 there was a 2,9% GDP 

interannual growth.

•Main sector is “services” and the engine for the recovery has been tourism.

• Inflation went down from 10.06% to 5.79% in 2022



Unequal distribution of wealth Increase in consumption and in the 

confident index

Decrease in unemployment rate Decrease in inflation rate





•According to research done by the official statistic 
department of Brazil families with higher income than 
5.700 € per month is around 2,5% of the population. But 
they represent 23.5% of the total spenditure in tourism.

• 70% of this segment live in the south east of the country 
and Sao Paulo state represents around 50% of the total. 

•According to Global Wealth Report 2022 Brazil is the 
country where the number of millionaires, with an income 
more than a million dollars, will grow more in the whole 
world.





• In 2022 there were around 6.500.000 travelers 

abroad.

• Spending was around 17.000 million €,    -14,8% 

compared to 2019. Domestic is recovering faster 

than international travel.

• School holidays are during July, December and 

January but they travel all over the year.







•Main reservation channels: OTA’s and metasearchers. Travel agencies also have a big weight

• EEUU, Portugal, Italy and France are the most demanded destinations for next trips.

• They appreciate tailor made itineraries

• Type of accommodation. Mostly 5 star luxury hotels

• Preferred activity is sun and beach but there is an increased interest for culture, history and 

gastronomy.

• Increased concern about sustainability in travel

• The population pyramid in Brazil is moving towards millennial and Z generations with 

increased market share in tourism and with new travel behaviour and needs.



•2019 50.726

•2020 11.001

•2021 4.516

•2022 30.326

•2023 40.961 (up to November)







• 46,05 million inhabitants, 51,76% are women and 

48,24% are men. It is the 4th most populated country in 

Latin America.

•Only 16,5 inhabitants per Km2. Very concentrated 

population. 65% concentrated in Buenos Aires and 

four provinces.

• Strong wealth differences and 39% of the population

are considered poor in 2022.

• It is number 70 in the world ranking of  rent per capita 

(low level of life).

• Unemployment rate; 6,3%







• 5.217 retail travel agencies in 2023. Around 47% in Buenos Aires area.

• 65%-70% of total agencies are still traditional travel agencies while only 30-35% are online.

• Trend for specialization and tailor made products.

•OTAs and consolidators issue most of international tickets. Most important: Despegar, 

Almundo with more than 25% of total tickets issued.

• There are 550 tour operators as such, being the most important:

Ola Juan Toselli Julia Tours Piamonte

Dopazo & Ravenna Europaba Estilo Plus Destefanis Travel

•High penetration of SoMe among TTOO: Facebook (87%), Instagram (58%) and Whatsapp

(71%)



• International tourism is recovering after COVID. Spending went from 

790 million USD in 2021 to 3.778 million USD in 2022. Still this is -40% 

compared to outgoing international spending in 2019.

• 21% of the total population (9,5 million people) belong to medium-high 

class with buying power to travel abroad. And 2.2 million (4,8% of the 

total population) can be considered “premium” or “high end” with high 

capacity for spending in travel.

• This “premium” tourist normally travels long haul once or twice per year 

and have a level of spending 90% higher than average international 

tourists (to Spain). 









•2019 45.861

•2020 13.146

•2021 12.093

•2022 37.039

•2023 45.580 (up to November)







• Population: 126.014.024 inhabitants. 

(2020). Biggest population in Latinamerica

• Very young population with an average age 

of 29 years old and an annual growth of 

1,2%

• 70% of the population live in cities.

•Migration is an important factor in Mexico 

and there are more than 36 million mexicans 

living in US.



• High class (6,8%). Have traveled by plane during the last six months and normally use luxury 
facilities. Most of them travel at least once per year outside the country and several times 
domestic.

• Medium-high class (10,8%) Normally spend their holidays and some of them travel abroad once 
per year.

• Medium class (14%). Travel domestic once per year

• Emerging medium class (15,4%). One excursion per year to visit family or to their town of origin.

• Medium-low class (15.4%).

• Low class (27.8%)

• Extreme poverty (10%)

• The number of millionaires in Mexico (more than 1 million dollars) increased during 2022 from 
264.000 to 318.000.



• Tourism is the most important sector for Mexican 
economy.

• Economy highly dependant on US and Canada. 
Around 40% of the GDP in Mexico depends on these
countries. 

• Per capita rent is 10.590 €. Position 66 in the FMI list.

• Unemployment tax: 3% in January 2023

• Economy grew by 3.1% in 2022 and inflation went
down to 6,25% in April 2023.

• Growth expectation for 2023 is 1,8%.

• Second bigggest eocnomy in Latinamerica. After
Brazil





•70% of tourism sales are done through travel agencies/tour operators.

•There are around 35 relevant tour operators (working with Europe) and around 
5.500 travel agencies.

•There is an increased demand for tailor made packages and experiences.

• Internet penetration is around 75% and the number of online transactions in 
tourism is rapidly increasing. But still the majority of Mexicans are using traditional 
agencies and many offer both options.



• They belong to the higher income segments of the 

population and the total number is around 26,5 

million people (21% of the population).

•Most important outgoing cities are Mexico, 

Guadalajara and Monterey.

• They have a high purchasing power and like to spend a 

lot when traveling.

• They buy their trip in a travel agency but they like to 

travel individually and they use internet for 

inspiration and information.



•Middle age with high education.

•Travel for leisure in summer and Christmas

•The predominant profile is urban and explorer.

•Spending is increasing at a fast pace and in 2022 spending in travel abroad is 
72% more than 2019. Same with number of travelers (in 2022 56% more than in 
2019)







•2019 15.138

•2020 3.071

•2021 2560

•2022 12.316

•2023 15.958 (up to November)





• FITUR travel fair. Norwegian stand. Fitur is the largest fair for the tourism business between 

Latinamerica and Europe. Many Latinamerican visitors will attend.

•Norwegian Travel Workshop. 9 buyers from Brazil and 1 from Argentina

•Norway Roadshow Brazil & Argentina:

11-14 March

Sao Paulo, Brasilia, Porto Alegre and Buenos Aires

• Fam trip to FjordNorway and Oslo in connection with NTW. 8 participants

• Webinars with selected tour operators

• Continuous support to the travel trade and networking for the Norwegian Travel Trade

• Support from GVA
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