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RESUMEN

La pandemia provocada por el Covid-19 ha afectado gravemente a la industria 
turística pero no lo ha hecho por igual a todos sus segmentos ni en todos los 
espacios geográficos donde se desarrolla. Nuestro objetivo consiste en determinar 
si ha provocado cambios estructurales en uno de los grandes destinos turísticos 
de sol y playa del Mediterráneo: las islas de Ibiza y Formentera. Para responder a 
esa pregunta analizamos la evolución de los precios ofrecidos por los distintos tipos 
de alojamientos turísticos de estas islas en los años 2019, 2020 y 2021. Este análisis 
permite demostrar que el turismo prácticamente desapareció en esas islas en el año 
2020, pero que al recuperarse parcialmente, en el año 2021, lo hizo con las mismas 
características existentes antes de la pandemia.
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ABSTRACT

The pandemic caused by Covid-19 has severely affected the tourism industry, but it 
has not equally affected all its segments or all the geographical spaces where it is 
carried out. Our objective is to determine whether it has caused structural changes 
in one of the major sun and beach tourist destinations in the Mediterranean: the 
islands of Ibiza and Formentera. To answer this question, we analyse the evolution of 
the prices offered by the different types of tourist accommodation on these islands 
in 2019, 2020 and 2021. This analysis shows that tourism practically disappeared on 
these islands in 2020, but when it partially recovered, in 2021, it did so with the same 
characteristics that existed before the pandemic.
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1. INTRODUCTION
Tourism is an economic sector in which any crisis or disaster leaves its effects felt with maximum 
intensity, to the point that there are authors who point out that “Crisis seems endemic in tourism” 
(Cheer, Lapointe, Mostafanezhad & Jamal, 2021: 292). The crisis caused by the Covid-19 pande-
mic was not just another in the history of tourism. In 2020, global tourism activity was reduced by 
less than half and in many destinations it disappeared completely for several months. Tourism 
was at the centre of the hurricane caused by the pandemic, as there was a clear correlation 
between the tourism flows received by a country or region and its exposure to Covid-19 (Ahlin 
2022: 80; Farzanegan, Ghlipour, Feizi, Nunkoo & Andargoli, 2021: 689). There was no place in the 
world where Covid-19 did not affect the tourism business and their effects showed great variety 
and dispersion (Cheer, Lapointe, Mostafanezhad & Jamal, 2021: 295; Martinović, 2021: 2; Rasooli-
manesh, Seyfi, Rastegar & Hall, 2021: 2).

Under these conditions, it is entirely legitimate for different authors to wonder to what extent a 
crisis of this level can have long-term consequences and become a turning point (Rogerson & 
Rogerson, 2022). In this line we find authors such as Peng, Chang, Ranjbar & Li, (2022); Rivera & 
Pastor, (2020); Sharma, Thomas & Paul, (2021) and Sigala (2020).

Other authors point out that the great resilience shown by tourism will lead it to a rapid recovery 
with few signs of reform (Cheng & Zhang, 2020; Pasquinelli & Trunfio, 2021; Psycharis, Kallioras & 
Pantazis, 2014). For them “Sentences like ‘things will never be the way they used to be’ are often 
heard after disasters and crises, but mostly proved wrong as we go back to our normal routines” 
Zenker & Kock (2020: 2).

The aim of this paper is to analyse the evolution of a central destination in the Mediterranean 
tourist world, the islands of Ibiza and Formentera, where “tourism is a vital cog in the local eco-
nomy” (Cheer & Lew, 2018: 3). This analysis will be carried out by monitoring the prices offered by 
tourist establishments during the years 2019, 2020 and 2021.

Our work begins with a brief review of the existing scientific literature on the three central ele-
ments of this paper: the islands of Ibiza and Formentera, price formation in sun and beach tourist 
accommodation establishments, and the effects of the pandemic caused by Covid-19. Next, the 
origin of the data used and the analysis methodology used are described, then the hypotheses 
to be tested on the basis of these data are put forward. The results obtained are presented in two 
sections, the first of which analyses the effect of the pandemic on the tourism sector as a whole, 
estimating the fall in demand, the evolution of investments in improvements made, the presen-
ce in the network of tourist establishments and the variability of prices. In the second section of 
the results, the analysis is carried out according to the categories of the establishments. Finally, 
the corresponding conclusions appear.

2. THREE PRINCIPAL ACTORS THROUGH SCIENTIFIC LITERATURE
Three central elements appear in our work: the islands of Ibiza and Formentera as a tourist des-
tination, the prices charged by hotel accommodation in this destination, and the impact of the 
Covid-19 pandemic.

The islands of Ibiza and Formentera are a typical large Mediterranean sun and beach destina-
tion, a core destination totally focused on international tourism (Papatheodorou, 2002; Sánchez 
& Sánchez, 2022). Consequently, demand is marked by a summer tourist profile which gives par-
ticular importance to the possibility of enjoying beaches and swimming pools (Ernst & Dolnicar, 
2018; Hashemi, Kumarsi & Marzuki, 2017; Maestre & Obrador, 2019; Onofri & Nunes, 2013; Williams, 
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Micallef, Anfouso & Gallego, 2012). In second place, with regard to leisure preferences, we find 
visits to bars, nightclubs, restaurants and shopping centres (Alipour, Olya, Maleki & Dalir, 2020; 
Caletrío, 2009; Jacobsen & Dann, 2009; Obrador, Crang & Travlou, 2009; Valls, Gibert, Orellana & 
Anton, 2018). These are activities that have in common their link to hedonism and socialisation, 
with interpersonal contact and which take place in a very diverse environment, dominated by 
simultaneous relations of collaboration and competition between the different companies that 
offer their services to tourists in the destination (Cirer, 2014; Köseoglu, Yan & Okumus, 2021; Ro-
gerson & Rogerson, 2020: 1084).

Finally, it should be noted that these are destinations characterised by a high repetition rate, 
which is associated with a reduction in the perception of risk on the part of the potential tourist, 
a particularly valuable characteristic in times of uncertainty (Alegre & Juaneda, 2006; Cladera, 
2002; Rasoolimanesh, Seyfi, Rastegar & Hall, 2021).

Within this general context, the islands of Ibiza and Formentera have managed to individualise 
their image and build a well-accepted brand of their own that generates high customer loyalty 
(Alegre & Cladera, 2006: 290; Berrozpe, Campo & Yagüe, 2017: 1039; 2019: 246; Capellà, 2018: 115). 
It is a mature destination, characterized by a high level of internal competition and hosting the 
headquarters of different top international hotel companies. Some Ibizan companies are true 
multinationals that have management teams perfectly qualified to interpret the evolution of 
the markets and implement any innovative commercial technique or strategy (Cirer, 2020). It is 
a destination very dependent on the European markets, especially the British (27 %), the Italian 
(15 %) and the German (9 %) (IBESTAT, 2022).

The second central element is the prices charged by hotel accommodation to their customers, a 
variable that indicates to potential tourists the expenditure that they will have to assume for their 
holidays and which is also an indicator of the quality of the chosen establishment (Cirer, 2013; 
Park, Yin & Son, 2019; Richards, Liaukonte & Streletskaya, 2016)

The islands of Ibiza and Formentera are visited by strictly leisure tourists, whose behaviour is to-
tally different from that of professional travellers (Abrate, Fraquelli & Viglia, 2012: 167; Salanti, Ma-
liguetti & Redondi, 2012: 249). They are highly price-sensitive tourists who book in advance (Dres-
ner, 2006; Falk & Vieru, 2019: 53; Haddad, Hallak & Assaker, 2015: 272; Martínez, Ferrer & Coenders, 
2011). For many of these tourists, their summer holidays are their only opportunity to travel with 
their families or friends and they absorb a high proportion of their income, so they are highly risk 
averse (Liu & Ryzin 2008; Lu & Gursoy 2015; Neirotti, Raguseo & Paolucci, 2016).

From a business perspective, pricing is the only strategic variable that hotel managers can ma-
nage in the very short term (Lee & Jang, 2013: 56). Today’s IT facilities have turned prices into a 
variable that can be managed in real time, which has led to the emergence of revenue mana-
gement techniques that cause significant price fluctuations in hotels that apply them. However, 
such swings can have adverse effects in highly competitive markets where customers contract 
early and are able to adopt strategic behaviour (Calmon, Ciocan & Romero, 2020; Carreras, 
2016; Chen & Farias, 2019; Selmi, 2010).

These potential adverse effects force managers of leisure hotels to manage their prices very 
carefully and to limit price fluctuations as much as possible (Ivanov & Ayas, 2017). In Ibiza and 
Formentera, it has been proven that most tourist accommodation establishments prefer to offer 
prices that are as stable as possible, and very few hotel managers are committed to intensive 
use of modern revenue management techniques (Cirer, 2022).

The interest in maintaining the stability of the prices offered leads some entrepreneurs to ignore 
market trends. Thus, in situations of high demand, some hoteliers prefer to overbook their lowest 
room category, to avoid making the price perceived by the customer more expensive, Others 
prefer not to reduce their prices, even when demand is low, to avoid the potential customer 
interpreting them as low-quality establishments (Abrate, Fraquelli & Viglia, 2012: 167; Alegre & 
Juaneda, 2006: 689).
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As the tourist’s check-in date approaches, most price managers abandon this conservative po-
licy and proceed to raise prices significantly if demand is high or to make attractive last-minute 
offers otherwise.

The name of the hotel, its type and category, and the price per day are elements that appear in 
all offers relating to a destination on an OTA website. Among these, the price invariably stands 
out, given by web designers a prominent position on the screen with a typeface clearly visible 
in terms of color and size. All this shows the special sensitivity to hotel prices among prospecti-
ve buyers of tourist holidays who use the Internet, a point underlined in the academic literature 
(Mohammed, Guillet, & Law, 2019; Neirotti, Raguseo & Paolucci, 2016).

It is now time to introduce the great protagonist of this paper: the Covid-19 pandemic, whose 
effects on tourism have been devastating worldwide. International tourism arrivals fell by 71 % 
between 2019 and 2020 (UNWTO, 2022) and tourism’s contribution to global GDP fell from 10.3 % in 
2019 to 5.3 % in 2020 (WTTC, 2022). In Europe more than three quarters of hotels were closed and 
“on 1 June 2020 156 governments have completely closed their borders to international tourism” 
(OECD, 2020). In Spain, the government decreed the closure of the entire tourist plant in March 
2020, with hotel occupancy falling to zero in April and a 57 % drop in occupancy between March 
and December 2020 compared to the same months of the previous year (INE, 2022).

3. DATA USED AND METHODOLOGY APPLIED IN THE ANALYSIS

3.1 Internet main source of price data
Most of the data used consists of prices of tourist accommodation establishments obtained 
from the Internet. Statistics from the main entities that regularly publish data on tourism in Spain 
and the Balearic Islands have also been used: INE, IBESTAT, AETIB.

Any study of tourism in Ibiza and Formentera must take into account the strong seasonality that 
affects it. The tourist season runs from April to October, but in these two months the influx is very 
low and irregular. For this reason, data has been collected for stays made in the months of May, 
June, July, August and September. The price data uses the best available rate (BAR) as the cen-
tral variable of analysis, an element common to most hotel price analyses (Mohammed, Guillet 
& Law, 2019: 13).

Price data collection was conducted over three years: 2019, 2020 and 2021, each year starting 
on March 15 and ending on September 3. Between these two dates, every Friday in the early 
hours, the current daily price was collected for a standardized stay consisting of a double 
room during the central week of each of the five reference months. In this way, a total of 82,338 
prices were collected.

A single supplier was used, namely Atrápalo.com, which is common practice in studies of this 
nature, as it is the only way to guarantee homogeneity (Abrate et al., 2012; Chen & Rothschild, 
2010; Fleischer, 2012). In our case, we chose the OTA Atrápalo.com because it was the one that 
offered the clearest differentiation in prices being charged according to different types of board 
regime.

The data collection covered 86 % of hotels, 58 % of apartment blocks and 48 % of hostels. Con-
sequently, our data is practically exhaustive, covering the entire offer available on the internet 
within the reach of any potential tourist interested in visiting Ibiza or Formentera.

Each hotel establishment is characterised, first of all, by its typology and category. The typology 
includes three possibilities: hostel, apartment and hotel. Regarding the category, the star rating 
continues to be the main source of information about quality available to potential clients and 
has a leading impact on prices (Abrate, Capriello & Fraquelli, 2011; Agusaj, Bazdan & Lujak, 2017; 
Xu, Wang, Li & Haghighi, 2017).
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The combination of typology and category gives rise to a great variety of possibilities but some 
of them are quite similar, therefore, in this paper all island establishments have been grouped 
into seven types:

• Hostels (HS).

• 1 and 2 star apartments (A */**).

• 3-star apartments (A ***).

• 1 and 2 star hotels (H */**).

• 3-star hotels (H ***).

• 4-star hotels (H ****).

• 5-star hotels (H *****).

The groupings were made after finding that between one- and two-star hotels and between 
apartments of the same two categories the price differences were not statistically significant, a 
result already obtained in previous works (Abrate et al., 2012).

With regard to type of board, four were considered: Room Only (RO), Bed and Breakfast (BB), Half 
Board (HB) and All Inclusive (AI). The first two types of board: RO and BB, were offered by the se-
ven types of establishments considered. The higher value-added packages, HB and AI, were only 
offered in sufficient numbers for statistical analysis by the three- and four-star hotels.

The combination of seven establishment types, five months and four board types resulted in 140 
possibilities of which only 90 were taken into account, as those including less than 10 establish-
ments were eliminated.

3.2 Methodology of the statistical analysis
Different statistical analysis tools have been used to validate or refute the hypotheses put 
forward. To assess the impact of the crisis in Ibiza and Formentera, the drop in occupancy was 
compared with other Spanish tourist regions. The evolution of internet use by Ibizan hotel com-
panies was evaluated by counting the number of advertisements and advertising companies 
counted before, during and after the crisis caused by Covid-19. In the same way, the variations 
experienced by the official category of Ibizan hotel establishments were also analysed.

In order to analyse the dispersion of the price data, the Coefficient of Variation (CV) was used, 
which is defined as the quotient between the standard deviation (σ) and the arithmetic mean 
(μ) of the data. It is a relatively simple statistic, easy to interpret and applicable to a case such 
as ours in which the data are abundant, follow a numerical scale and have a prefixed zero value 
(Allison, 1978; Bendel, Higgins, Teberg & Pyke, 1989). Its main advantages when used for price 
analysis are its sensitivity to relative variation and its scale invariance (Naranjo, 2009; Sorensen, 
2002). The main drawback of CV lies in the impossibility of constructing confidence intervals and 
hypothesis tests based on this statistic (Vangel, 1996).

The comparison of average prices has been carried out through the massive use of Welch’s test. 
In our case, the availability of a large number of homogeneously obtained data allows us to use 
this instrument to test whether prices are the same in each of the three pairs of years considered 
(Ahad & Yahaya, 2014; West, 2021). It does not make sense to consider global analyses due to the 
extreme dependence of each price on three different variables: type of establishment, month of 
stay of the tourist and type of board. As 90 combinations of these three variables have been con-
sidered in each of the three years analysed, 270 tests have been carried out. Thanks to these tests, 
it has been possible to verify the possible equality of the value of the arithmetic mean of the price 
between each of the three pairs of years considered: 2019-2020; 2020-2021 and 2019-2021.

For three-and four-star hotels, the general analysis by categories is applied to the RO and BB 
regimes. The HB and AI regimes have been included in the section on family tourism.
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4. HYPOTHESES
The analysis of the scientific literature devoted to the study of the impacts of Covid-19 on the 
tourism sector offers several sets of conclusions on the basis of which the hypotheses we wish to 
test have been constructed. These are as follows:

1. Demand falls were much larger among international customers than in domestic 
markets (Ahlin, 2022; Arbulú, Razumova, Rey & Sastre, 2021, Bulchand, 2022: 10; Duro, Pérez 
& Fernández, 2022: 4; Kuo, 2022: 7; Owuor, Hochmair & Paulus, 2022). Holiday resorts and 
cruise ships performed worse than urban destinations (Espinet, & Gassiot, 2022: 538; 
Ntacho & Muba, 2021: 36). In line with these findings we propose the following hypothesis:

H1. Ibiza and Formentera are a destination specialising in international leisure tou-
rism, and as this is the business model most affected by the pandemic, losses must 
also be greater on these islands.

2. The forced closures of hotel establishments led many tourism companies to desperate 
financial situations that were only overcome thanks to the efforts of governments to 
provide liquidity to these companies and avoid bankruptcy (González, Rodríguez & 
Pelechano, 2021: 8; OECD, 2020). Additionally, establishments that remained open incurred 
exceptional hygiene and cleaning expenses that increased costs and thus operating 
losses (Papastathopoulos, Koritos, & Beneki, 2023: 242; Ugurlu, Akay & Demirel, 2022: 26).

H2. Faced with a lack of income, tourist accommodation establishments reduced 
their expenditure to a minimum, eliminated investments and carried out only es-
sential maintenance works.

3. The pandemic caused by Covid-19 has systematically increased the use of social networks 
as a source of issuing and receiving tourist information (Matiza, 2020: 6; Pachucki, Grohs 
& Scholl, 2022:

H3. An increase in the flows of tourist information on the network is detected.

4. In large urban destinations, the covid-19 irruption caused drastic price drops in response 
to the unexpected reduction in demand (Guizzard, Ballestra & D’Innocenzo: 2022: 3; 
Martinović, 2021:10; Nikolić & Mitrović, 2021: 92; Piga, Abrate, Viglia & De Canio, 2022: 514; 
Poretti & Heo, 2022: 12; Wu, Zhang, Law & Zheng, 2020: 2). These prices were slow to stabilise 
and even slower to recover (Arabadzhyan, Figini & Zirulia, 2021: 2; Garrido, García & Martín, 
2021: 9; Guillet & Chi, 2021: 622; Ntacho & Muba, 2021: 42; Zaki, 2022: 1784). Additionally, it 
was detected that bookings were systematically delayed and many of them were made 
under last-minute conditions (Deyá, Leoni & Ramos, 2022: 9).

H4. The pandemic has significantly increased the price variability of hotel establis-
hments.

5. The effects of the pandemic have been very asymmetric. Among tourist accommodation 
establishments, the most affected have been high-end and small establishments (Noel, 
2022: 21; Piriyapornsiri, Channgam, Chanda, Kilaso & Chareanboon, 2022: 7195; Tobón, 
Urquía & Cano, 2022: 10). Accordingly, the following set of hypotheses is proposed:

H5a. Small establishments, in general, are included in the lower categories (Hostels, 
1 and 2 star Apartments and 1 and 2 star Hotels). As this market segment has suffe-
red a proportionally larger drop in demand, their prices have consequently fallen to 
a greater extent.

H5b. H5c. Medium and medium-high category establishments will show the most 
stable prices. This hypothesis has been divided into two due to the great importan-
ce of 3-star (H5b) and 4-star (H5c) establishments in Ibiza and Formentera.

H5d. As the luxury segment is one of the most affected at an international level, then 
the prices of five-star hotels will show greater variability and steeper falls.
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6. Another aspect of the asymmetry of the effects of the Covid-19 pandemic is that within 
international tourism flows, the most affected segment was family tourism (Park, Kim, 
Kim, Lee & Giroux, 2021: 13; Shi, Da, Weaver & Samaniego, 2021: 2899; Ye, Fu, Wang & Zhou, 
2023: 6).

H6. Family tourism is one of the pillars of tourism on the islands of Ibiza and Formen-
tera. Many establishments are dedicated exclusively to it, and their prices should 
have a greater impact.

5. RESULTS. GENERAL EFFECTS OF THE PANDEMIC ON THE TOURISM SECTOR OF 
IBIZA AND FORMENTERA

5.1 A dramatic fall

Figure 1. Percentage of occupied beds over the total number of beds in tourist accommodation in Ibiza 
and Formentera in 2018, 2019, 2020 and 2021.

Source: Institut d’Estadística de les Illes Balears (IBESTAT, 2022).

The data in Figure 1 show the extraordinary impact that the pandemic caused by Covid-19 has 
had on the tourism sector on the islands of Ibiza and Formentera. After two practically equal 
seasons in terms of occupancy, 2018 and 2019, in 2020 occupancy fell by 88 %.

The collapse in 2020 was brutal and widespread, affecting all segments of the tourist accom-
modation and complementary offer equally and even, essential supplies such as drinking water 
(García, Deyà, Lorenzo, Morán, Rodríguez & Tirado, 2023). At that time, the summer season had 
not yet started and the entire island hotel complex island was closed. Under these conditions, 
the island’s businessmen cancelled the reservations already made and refunded the amounts 
advanced by their clients when booking their rooms.

In practice, in July, August and September 2020, only small family-run establishments operated. 
The large chains, which own the larger hotels, opted to write off the season as lost. In reality, they 
had no other choice, it made no sense to open when their clients could not access Ibiza airport.
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Hotel occupancy data from the INE (2023), allow us to compare the impact of the pandemic on 
the different Spanish tourist areas. Among a total of 40 registered tourist areas in Spain, Mallorca 
was the most affected region, losing 89 % of overnight stays in 2020. The second most affected 
region was the islands of Ibiza and Formentera with a loss of 88 %. The tourism crisis has been 
particularly severe on these islands, which fully confirms hypothesis H1: the pandemic has had 
more pronounced effects on Ibiza and Formentera.

The recovery in 2021 was not homogeneous, with a rapid return of domestic tourists, in line with 
what was observed in other destinations, but Spanish tourists were unable to occupy the mar-
ket abandoned by international tourism (Arbulú, Razumova, Rey & Sastre, 2021: 6; Bulchand, 
2022: 10). Within this international tourism, in 2021, only French and Benelux tourists showed si-
milar or higher figures than those recorded in 2019, the remaining nationalities still experienced 
falls of over 50 %.

5.2 Improvement investments

Table 1. Budget for construction and conversion projects approved on the islands of Ibiza and 
Formentera in the tourism sector (Millions of euros).

Year Budget Year Budget

2010 3,7 2016 63,3

2011 11,2 2017 46,0

2012 11,6 2018 55,7

2013 21,8 2019 49,2

2014 29,7 2020 23,4

2015 45,4 2021 89,3

Source: IBESTAT (2023). Number, budget and surface area of projects approved per year.

Data provided by IBESTAT (2023) show that investment in tourism projects increased tenfold 
between 2009 and 2016. From that year onwards, there was a high rate of new construction pro-
jects and, above all, refurbishment of hotel establishments, which continued until 2021 (Table 1). 
Most of the projects consisted of the conversion of establishments by increasing the category 
and reducing their capacity. The same administrative difficulties caused by Covid-19 meant that 
the accounting of projects and upgrades was delayed. As a result, in 2021 there was a drastic in-
crease in the budgets for upgrading works and in the number of hotel beds in four- and five-star 
hotel establishments. Figure 2 shows the systematic increase experienced by the category of the 
hotel plant, which demonstrates that Covid-19 did not stop the investments made to improve 
the quality of the establishments in Ibiza and Formentera.
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Figure 2. Evolution of the distribution of available places by categories in Ibiza and Formentera.

Source: AETIB (2022).

With these results, there is no doubt that the hotel companies in Ibiza and Formentera maintai-
ned their previous high investment effort and even took advantage of the standstill caused by 
the pandemic to increase it, a business policy already known in other sun and beach destina-
tions (Baum & Mudambi, 1995). With these results, Hypothesis H2 must be rejected.

5.3 Presence on the network
The analysis of the data obtained as a whole provides us a first interesting result: despite the 
spectacular drop in demand recorded in 2020 compared to the previous year, hoteliers sig-
nificantly increased their online presence and maintained this momentum in 2021, as we can 
see in Table 2.

Table 2. Evolution over time of the number of offers and establishments present in the OTA analysed: 
Atrapalo.com

2019 2020 2021

Total number of prices offered in Atrápalo.Com 23,188 26,953 32,197

Number of establishments present in Atrápalo.Com 361 415 414

Source: Own elaboration

Not only did the number of bidders increase, but also the offer diversified. The number of HB 
and AI accommodation offers remained stable. BB offers increased significantly: by 10 % in 
2020 and 15 % in 2021, both compared to 2019. RO offers increased dramatically by 32 % and 
37 % respectively.

Consequently, Hypothesis H3 must be accepted.



ARTÍCULOS 10 

Joan Carles Cirer Costa
Continuidad o cambio tras el Covid-19 en el turismo de Ibiza y Formentera

N. 37, 2024 – ISSN: 1886-516X – DOI: 10.46661/revmetodoscuanteconempresa.8115 – [Págs. 1-24]
Revista de Métodos Cuantitativos para la Economía y la Empresa

5.4 Price variability
Let us now turn to the issue of price variability. As we have already indicated, hotels in Ibiza and 
Formentera are reluctant to use revenue management techniques, preferring to offer stable 
prices in order to encourage early booking, but adapting smoothly to the conditions of demand 
as the time of arrival of tourists approaches (Cirer, 2022). Therefore, in a situation in which early 
bookings were brutally reduced, one would expect a relatively accelerated fall in prices. Well, this 
did not happen, hoteliers maintained the usual sequence despite the fact that they knew that no 
tourists would occupy the rooms they put up for sale on the internet.

Figure 3. Coefficient of variation (CV) ranked from lowest to highest.

Source: Own elaboration

The instrument chosen to quantify the temporal dispersion of prices has been the coefficient of 
variation (CV), which allows us to carry out a joint analysis of all the data through its graphical 
representation. In our case, it has been used to measure the time dispersion of prices in each of 
the three seasons. The use of this instrument is based on previous studies that have found that 
in Ibiza and Formentera price variability is low and, moreover, disconnected from the category 
of the establishments (Cirer, 2022).

A CV has been constructed for each establishment and each type of stay it offers. For this pur-
pose, the standard deviation and the arithmetic mean of prices have been calculated from the 
time when the first offer of the hotel for a specific type of stay appears, in March or April, until 
the time when the customer has to check-in. Once the individual CVs have been obtained, they 
have been ordered from lowest to highest in order to construct the three curves indicative of the 
annual dispersion of prices shown in Figure 3.

In Figure 3 we see that the price dispersion in 2020 was practically the same as in 2019 for most ho-
tels. It is noteworthy to note that in 2020 the number of establishments using revenue Management 
techniques, which are those with a CV higher than 0.15, decreased significantly (Cirer, 2022). In 2021, 
the CV increased very moderately, practically in the same proportion as the number of quantified 
establishments, and no increase in the use of revenue management practices was detected.

We can therefore reject hypothesis H4. The pandemic has not led to a significant increase in 
price variability.



ARTÍCULOS 11 

Joan Carles Cirer Costa
Continuidad o cambio tras el Covid-19 en el turismo de Ibiza y Formentera

N. 37, 2024 – ISSN: 1886-516X – DOI: 10.46661/revmetodoscuanteconempresa.8115 – [Págs. 1-24]
Revista de Métodos Cuantitativos para la Economía y la Empresa

6. RESULTS. ANALYSIS OF PRICE TRENDS ACCORDING TO TYPE OF 
ESTABLISHMENT

6.1 Establishments of lower categories
Table 3. Welch contrasts for the average price by type of establishment, month and board type 
by pairs of years: 2019-2020, 2020-2021 and 2019-2021. “X” values indicate that the equality of 
the average prices in the two years analysed is accepted with a statistical significance of 5 %. A 
blank cell indicates that the hypothesis of equal average prices for the two years is not accepted.

Table 3

RO BB

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

HS May X X X X X X

HS June X X X X

HS July X X

HS Aug. X X

HS Sep. X X X X

A */** May X X X X

A */** June X X X

A */** July X X X X X

A */** Aug. X X X

A */** Sep.

H */** May X X

H */** June X X X X X X

H */** July X X X X

H */** Aug. X X

H */** Sep. X X X X

Source: Own elaboration
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Figure 4. Prices and number of establishments that made an offer in the category, month and type of 
board indicated.

Source: Own elaboration

The data in the graphs above (Figure 4) and in Table 3 indicate that the prices of cheap establis-
hments have experienced slight decreases which, in most cases, are not statistically significant. 
Consequently, we must reject hypothesis H5a.

The most striking finding is the increase in the number of RO offers. Many establishments that in 
2019 only offered BB decided to also offer RO once the pandemic started. From 2020 onwards, 
almost all low-cost establishments offered both regimes simultaneously.
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6.2 Three-star hotels

Figure 5. Three-star hotels. Prices and number of establishments offering the type of boarding regime 
indicated in each month.

Source: Own elaboration

Table 4. Three-star hotels. Welch’s contrasts for the average price by pairs of years: 2019-2020, 
2020-2021 and 2019-2021. “X” values indicate that the equality of average prices in the two years 
analysed is accepted with a statistical significance of 5 %. A blank cell indicates that the hy-
pothesis of equal average prices for the two years is not accepted.

Table 4. Three-star hotels

RO BB

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

H *** May X X X X X X

H *** June X X X

H *** July X X X X

H *** Aug. X

H *** Sep. X X

Source: Own elaboration

This is the most common and generalist category in the island market. In this case, in the RO and 
BB regimes, prices experienced a slight drop in 2020 that practically recovered in 2021. The con-
trasts indicate that prices are fully comparable between 2019 and 2021 and that variations have 
been insignificant (Table 4). Consequently, Hypothesis H5b is accepted, mid-range hotels have 
shown remarkable price stability.
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6.3 Four-star hotels

Figure 6. Four-star hotels. Prices and number of establishments offering the indicated type of boarding 
in each month.

Source: Own elaboration

Table 5. Four-star hotels. Welch’s contrasts for the average price by pairs of years: 2019-2020, 
2020-2021 and 2019-2021. “X” values indicate that equality of average prices in the two years 
analysed is accepted with a statistical significance of 5 %. A blank cell indicates that the hy-
pothesis of equal average prices for the two years is not accepted.

Table 5. Four-star hotels.

RO BB

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

H **** May X X X X X

H **** June X

H **** July X

H **** Aug.

H **** Sep.

Source: Own elaboration

In the case of 4-star hotels, significant price falls are recorded in the two regimes considered. We 
must therefore reject hypothesis H5c, in upper-middle category hotels prices fell as a result of 
falling demand. The reduction was pronounced in 2020 compared to the previous year and an 
appreciable recovery started in 2021, which, however, was not able to match the prices existing 
before the outbreak of the Covid-19 pandemic.
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6.4 Five-star hotels

Figure 7. Five-star hotels. Prices and number of establishments offering the indicated type of boarding 
in each month.

Source: Own elaboration

Table 6. Five-star hotels. Welch’s contrasts for the average price by pairs of years: 2019-2020, 
2020-2021 and 2019-2021. “X” values indicate that the equality of average prices in the two years 
analysed is accepted with a statistical significance of 5 %. A blank cell indicates that the hy-
pothesis of equal average prices for the two years is not accepted.

Table 6. Five-star hotels.

RO BB

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

H***** May

H***** June X X

H***** July X X

H***** Aug. X

H***** Sep. X

Source: Own elaboration

Prices of luxury hotels show the most positive evolution. Consequently, hypothesis H5d, which 
proposed a fall in prices in the higher category hotels, is rejected. These data show that, in Ibiza 
and Formentera, the crisis has affected luxury holiday tourism to a lesser extent, a fact already 
proven in previous crises.

6.5 Family tourism
“Mediterranean mass tourism is a world of families, children and play” (Obrador 2009: 101). In Ibi-
za and Formentera, family tourism is also one of the most important segments, but on these is-
lands it coexists with a large number of tourists attracted by nightlife (Berrozpe, Campo & Yagüe, 
2017: 1040; 2019: 246). In general, it has been proven that family tourism tends to hire the most 
complete stay regimes, such as HB and especially AI (Alegre & Sard, 2015; García, Juaneda, Raya 
& Sastre, 2015; Jacobsen, Skogheims & Dann, 2015). In line with these trends, the HB and AI regi-
mes have been separated from three and four star hotels and three star apartments have been 
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added to separate establishments focused on family tourism. In all cases, it has been found that 
the establishments included in this section emphasise in their advertising their specialisation 
towards family tourism: offer of extra beds and triple and quadruple rooms, entertainers, water 
parks and other attractions for children.

Figure 8. Prices and number of establishments that made offers in the indicated category, month and 
type of pension.

Source: Own elaboration

Table 7a, 7b, 7c. Welch’s contrasts for average price by type of establishment, category, month 
and board type by pairs of years: 2019-2020, 2020-2021 and 2019-2021. “X” values indicate that 
equality of average prices in the two years analysed is accepted with a statistical significance 
of 5 %. A blank cell indicates that the hypothesis of equal average prices for the two years is not 
accepted.

Table 7a

RO BB

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

A *** May X X

A *** June X X
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RO BB

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

A *** July

A *** Aug.

A *** Sep.

Table 7b

HB AI

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

H *** May X X X

H *** June

H *** July X X

H *** Aug.

H *** Sep.

Table 7c

HB AI

2019-2020 2020-2021 2019-2021 2019-2020 2020-2021 2019-2021

H **** May X X X X

H **** June X

H **** July X X X X

H **** Aug. X

H **** Sep.

Source: Own elaboration

The graphs and tables above (Figure 8, table 7a, 7b 7c) show that family tourism suffered a sig-
nificant deterioration due to the Covid-19 pandemic, prices dropped significantly in 2020 and did 
not recover in 2021. However, a notable exception is the AI stay regime in four-star hotels. More 
affluent European families quickly recovered their holiday habits and prices for luxury family 
stays easily maintained their pre-pandemic level. Leaving aside this clear exception, Hypothesis 
H6 must be accepted, family tourism was one of the segments whose demand recorded the 
largest reductions due to the pandemic.
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7. CONCLUSIONS
The data provided in this article show that the pandemic caused by Covid-19 had a great impact 
on tourism on the islands of Ibiza and Formentera, but that it recovered extraordinarily quickly. In 
2021, the island’s tourism business had not yet fully recovered, but it was already in good health 
and showed exactly the same characteristics as two years earlier. The interruption caused by 
the pandemic accelerated different processes that had been fully consolidated beforehand, but 
did not bring about any structural changes.

In the case of Ibiza and Formentera, the closure came at a time when most island companies 
had completed a long and powerful investment cycle combined with several previous seasons 
of high occupancy, and consequently, enjoyed an excellent financial situation. As regards the 
commercial approach, the island hoteliers had a particularly loyal clientele.

It was these initial conditions that determined the response of the island’s tourism system to the 
impact of the pandemic; if they had been different, then the effects would also have been diffe-
rent. Consequently, we found that the effects of the Covid-19 pandemic on tourism cannot be 
analysed from a global perspective; there are no universally applicable conclusions. Each desti-
nation was shaken at a particular moment in its evolution and that particular position, together 
with the specific characteristics of the market they were targeting, are two critical conditioning 
factors for understanding their response.

Despite the dramatic impact of the pandemic on tourism in the Islands, island hoteliers main-
tained an external image in which it appeared that Covid-19 did not exist. Their websites gave a 
clear sense of continuity to potential guests who visited them, even though they were unable to 
travel anywhere. In 2020, the tourist establishments of Ibiza and Formentera closed their doors 
but offered their best image online, kept their prices unchanged, increased their communication 
efforts and even, accelerated the improvement works currently underway.

In 2021, the entire tourist world registered a clear overcapacity, also in Ibiza and Formentera, 
where only half of the demand was recovered, most of the hotels had many empty rooms during 
the whole summer. Despite this, there was no suicidal price war to compete for the few availa-
ble customers and try to steal tourists from other destinations. Prices fell only moderately in the 
only market segment whose recovery was comparatively slower: family tourism with medium 
purchasing power.

In Ibiza and Formentera, the crisis caused by Covid-19 has not brought about any structural 
change, it has not marked a before and after, it has been a parenthesis, not a turning point.
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