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A. The French market in Flanders 
 

1. Key figures 
 
 
 

Table 1: Total foreign and French market in Flanders 2012 

 overall total French % French ranking French 
 foreign travellers travellers  market 
arrivals 6.377.337 924.599 14,5% 2nd 
overnight stays 13.775.762 1.775.895 12,9% 2nd 
length of stay (nights) 2,2 1,9 - - 

Source: Tourism Flanders based on GDS 

 

 

2. Distribution within Flanders 
 
 
 

Table 2: The French market in Flanders by region 2012 

 
 arrivals % overnights % 
Flemish region 479.249 52% 1.011.915 57% 
Brussels region 445.350 48% 763.980 43% 
Flanders 924.599 100% 1.775.895 100% 

Source: Tourism Flanders based on GDS 

 

 

 

 

Figure 1: The French market in Flanders by region 2012 (arrivals (left) and overnights (right)) 

 
Source: Tourism Flanders based on GDS 
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Figure 2: French overnights in Flanders 2012 

 

 
Source: Tourism Flanders based on GDS 

 

Table 3: The French market in Flanders by destination 2012 

 overnights % 
Coast 239.485 13% 
Historic cities 1.101.798 62% 
Flemish countryside 434.612 24% 
Flanders 1.775.895 100% 

Source: Tourism Flanders based on GDS 

 

Table 4: The French market in the historic cities 2012 

 overnights % 
Antwerp 75.537 7% 
Bruges 182.496 17% 
Brussels 763.980 69% 
Ghent 54.589 5% 
Leuven 13.869 1% 
Mechelen 11.327 1% 
Historic cities 1.101.798 100% 

Source: Tourism Flanders based on GDS

Historic Cities 

Coast 

Flemish countryside 

Walloon Region 

Flanders 
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Figure 3: French overnights in the historic cities 2012 

 
Source: Tourism Flanders based on GDS 
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3. Trends 
 

 

Table 5: Trend of French overnights, arrivals and average length of stay in Flanders 2003-2012 
 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 03-12 
Overnights (x1.000) 1.404 1.444 1.518 1.608 1.527 1.603 1.617 1.689 1.816 1.776 +26,5% 
Arrivals (x1.000) 745 762 788 831 777 833 860 904 948 925 +24,1% 
Average length of 
stay* 1,88 1,89 1,93 1,94 1,96 1,92 1,88 1,87 1,91 1,92 +2,0% 

Source: Tourism Flanders based on GDS   *nights 

 

 

 

Figure 4: Trend of French overnights in Flanders 2003-2012 
 

 
Source: Tourism Flanders based on GDS 
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Figure 5: Trend of French arrivals in Flanders 2003-2012 
 

 
Source: Tourism Flanders based on GDS 

 

Figure 6: Trend the average length of stay the French in Flanders 2003-2012 
 

 
Source: Tourism Flanders based on GDS 
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Table 6: Trend of French overnights in Flanders 2008-2012 
 2008 2009 2010 2011 2012 08-12 
Coast 234.084 209.225 227.303 257.067 239.485 +2,3% 
Historic cities 940.808 1.004.322 1.047.869 1.133.059 1.101.798 +17,1% 
  Antwerp 75.583 68.953 76.202 79.764 75.537 -0,1% 
  Bruges 154.863 165.899 177.733 201.930 182.496 +17,8% 
  Brussels 637.456 698.294 722.729 776.367 763.980 +19,8% 
  Ghent 49.379 47.615 49.299 54.685 54.589 +10,6% 
  Leuven 13.913 12.602 11.689 11.250 13.869 -0,3% 
  Mechelen 9.614 10.959 10.217 9.063 11.327 +17,8% 
Flemish countryside 428.407 403.310 413.352 425.876 434.612 +1,4% 
Flanders 1603299 1.616.857 1.688.524 1.816.002 1.775.895 +10,8% 

Source: Tourism Flanders based on GDS 

 

 

 

Figure 7: Trend of French overnights in Brussels 2008-2012 
 

 
Source: Tourism Flanders based on GDS 
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Figure 8: Trend of French overnights in Antwerp, Bruges, Ghent, Leuven, Mechelen 2008-2012 
 

 
Source: Tourism Flanders based on GDS 

 

Figure 9: Trend of French overnights at the coast 2008-2012 
 

 
Source: Tourism Flanders based on GDS 
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Figure 10: Trend of French overnights in the Flemish countryside 2008-2012 
 

 
Source: Tourism Flanders based on GDS 
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4. Economic indicators 
 
 
 

Table 7: Trend of the French economy 2008-2012 
 2008 2009 2010 2011 2012 08-12 

GDP, real (x1000 
000€) 1.797.460 1.742.660 1.770.120 1.800.190 1.800.900 +0,2% 

Consumer spending 
(x1000 000 €) 1.025.160 1.028.540 1.043.930 1.046.680 1.045.610 +2,0% 

Consumer Price Index 
(base 2005) 106,1 106,2 107,8 110,1 112,3 +5,8% 

 
Source: Tourism Flanders based on TDM 
 
 

Figure 11: Trend of the French economy 2008-2012 

 

 
Source: Tourism Flanders based on TDM 
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Table 8: Trend of the French population 2008-2012 
 2008 2009 2010 2011 2012 

Population 64.221.602 64.565.398 64.915.699 65.266.898 65.549.898 
Population, 65+  16,5% 16,6% 16,7% 17,0% 17,6% 
Unemployement rate 7,4% 9,1% 9,3% 9,2% 9,9% 

 
Source: Tourism Flanders based on TDM 
 
 
 
 
 
 
 
 

Figure 12: French Outbound Travel 2008-2012 

 
 

 
 
Source: Tourism Flanders based on TDM 
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5. Motive of stay 

 

Table 9: The French market in Flanders by motive of stay 2012 (overnights) 

  

Leisure Congress, 
conference and 

seminar 

Other business Total 

Coast 235.577 98% 1.315 1% 2.593 1% 239.485 100% 
Historic cities 655.784 60% 275.168 25% 170.846 16% 1.101.798 100% 
  Antwerp 42.878 57% 19.364 26% 13.295 18% 75.537 100% 
  Bruges 166.476 91% 11.790 6% 4.230 2% 182.496 100% 
  Brussels 401.588 53% 228.430 30% 133.962 18% 763.980 100% 
  Ghent 32.943 60% 10.590 19% 11.056 20% 54.589 100% 
  Leuven 5.252 38% 3.141 23% 5.476 39% 13.869 100% 
  Mechelen 6.647 59% 1.853 16% 2.827 25% 11.327 100% 
Flemish countryside 316.168 73% 49.855 11% 68.589 16% 434.612 100% 
Flanders 1.207.529 68% 326.338 18% 242.028 14% 1.775.895 100% 

Source: Tourism Flanders based on GDS 

 

Figure 13: The French market in Flanders by motive of stay 2012 (overnights) 

 

 
Source: Tourism Flanders based on GDS 
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6. Type of accommodation 

 

Table 10: The French market in Flanders by type of accommodation 2012 (overnights) 

 
Coast % Historic 

cities 
% Flemish 

countryside 
% Flanders % 

Hotel 53.901 23% 1.017.688 92% 200.409 46% 1.271.998 72% 
Camp site 10.710 4% 12.518 1% 18.026 4% 41.254 2% 
Holiday park 166.947 70% 0 0% 209.753 48% 376.700 21% 
Acc. for groups 7.927 3% 71.592 6% 6.424 1% 85.943 5% 
Total 239.485 100% 1.101.798 100% 434.612 100% 1.775.895 100% 

Source: Tourism Flanders based on GDS 

 

Figure 14: The French market in Flanders by type of accommodation 2012 (overnights) 

 

 
Source: Tourism Flanders based on GDS 
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7. Seasonality  

Figure 15: French overnights in Flanders – seasonality 2012 

 

 
Source: Tourism Flanders based on GDS 

 

Figure 16: French overnights in Brussels – seasonality 2012 

 
Source: Tourism Flanders based on GDS 
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Figure 17: French overnights in Antwerp, Bruges, Ghent, Leuven, Mechelen – seasonality 2012 
 

 
Source: Tourism Flanders based on GDS 

 

Figure 18: Trend French overnights in Flanders – seasonality 2008-2012 

 

 
Source: Tourism Flanders based on GDS 
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8. Country benchmark  

Table 11: Trend and forecast of the French market in Flanders and competitive destinations 
(2008-2017, x1.000, in arrivals) 

destination 2008 2009 2010 2011 2012 2017 2012-2017 
Flanders 833 860 904 948 925 1.006 +8,8% 
Western Europe 22.429 22.576 22.775 24.070 24.727 26.873 +8,7% 
sum competitors 12.634 12.613 12.905 13.387 14.473 15.921 +10,0% 
        
    Germany 1.220 1.250 1.366 1.462 1.497 1.569 +4,8% 
    Spain 575 574 669 666 640 719 +12,3% 
    UK 8.149 7.955 8.125 8.498 9.010 9.905 +9,9% 
    Netherlands 2.690 2.834 2.745 2.760 3.326 3.728 +12,1% 

Source: Tourism Flanders based on TDM and GDS 

 

Figure 19: Trend and forecast of the French market in Flanders, Western Europe and 
competitive destinations (2006-2017, in arrivals) 

 
Source: Tourism Flanders based on TDM and GDS 
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Figure 20: Trend and forecast of the French market in Flanders and competitive destinations 
(2006-2017, in arrivals) 

 
Source: Tourism Flanders based on TDM and GD 
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B. PROFILE OF THE FRENCH LEISURE MARKET IN FLANDERS 
 
This chapter is based on “the holiday maker in Flanders 2011”, an extensive market study carried out 

every five years in Flanders. In this section we focus on the main characteristics of the French leisure 

market in Flanders. We look at the profile, motivations, characteristics of the trip, information source, 

activities, satisfaction and spending of the foreign tourist in Flanders. 

 

The French market 
 
France accounts for just over 1.9 million overnight stays in commercial accommodation in Flanders. 
1.4 million overnight stays are leisure stays. The French market has grown strongly in the last decade 
compared with neighbouring countries. 60% of French overnight stays were spent in the art cities. 
The coast accounted for a little less than 20%. 

On the coast, a little more than half of the French tourists are from the neighbouring region of Nord-
Pas-de-Calais, 14% from the Paris region and 11% from Lorraine. 

In the art cities, 40% of the French tourists are from Île-de-France. In second place comes the border 
region Nord-Pas-de-Calais, with 14%. Other French regions are much less important to our art cities. 

 

1. Profile 
 
The French respondent in the art cities is 45 years old on average. He is therefore younger than the 
average tourist in the art cities and the youngest from the neighbouring countries. On the coast, the 
French tourist surveyed is a little older, i.e. 48, but a good deal younger than all markets at the 
seaside. The younger profile in the art cities becomes clear when we look at the distribution across 
the various age categories. The 35-49 category is the biggest group in both destinations, but is a little 
more strongly represented in the art cities than on the coast. The middle groups are equally 
represented in both destinations. The over-65s are more prevalent on the coast than in the cities. The 
opposite is the case for young people. 

 

Figure 21: Age of the surveyed French overnight leisure tourist in Flanders 
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35% of the French visitors to the coast live in a family in which the head of the family is an executive, 
entrepreneur or member of the liberal professions. This makes them the largest profession category 
for French tourists on the coast. White collar employees and retirees each account for just under a 
quarter. The other categories are much less prevalent. The strong representation of executives, 
entrepreneurs and liberal professions is also striking compared to the other nationalities on the coast. 
In the art cities, white collar employees are the largest group. In more than four in ten French tourists 
the head of the family is a white collar employee. 

 

About a quarter are executives, entrepreneurs or practitioners of a liberal profession. Compared with 
the coast, retirees are strikingly less prevalent. In the art cities, more than half of the tourists are from 
a family in which the head of the family completed higher, non-university studies. Only the Italians 
score a little higher here. About one quarter have attended university. On the coast the picture is 
different. Higher secondary education and university are present in equal measure, between 35% and 
40%. No other market on the coast has as many families with a head of the family that studied at 
university. The other levels of education are much less prevalent. 

 

Table 12: Profession and Educational level of the head of the family of the French overnight 
leisure tourist in Flanders 

Profession of head of family Coast Art cities 
Blue collar worker 10% 4% 
White collar employee 23% 42% 
Executive, entrepreneur, liberal profession 35% 24% 
Self-employed 8% 13% 
Retired early 23% 14% 
Other non-working 1% 2% 
Total 100% 100% 
Educational level of head of family   
Primary or lower secondary education 12% 4% 
Higher secondary education 39% 15% 
Higher non-university education 12% 55% 
University education 37% 26% 
Total 100% 100% 

  
2. Competitive position and motivation 
 
Few French tourists had an alternative for their holiday in Flanders. Of the French tourists on the 
coast, one fifth considered an alternative destination. The art cities have an even stronger position. 
Just 1% of the French tourists had considered an alternative destination. 
For the coast, the mean reason given was proximity. 39% of the French tourists cited this reason. No 
other nationality finds proximity so important, not even the Belgians. The nice holiday atmosphere 
was cited by 19%. The unique environment offered by the sea and the beach attracted 17% of the 
French tourists to the seaside. 
For a holiday in one of the art cities, the French tourists on average cite 3.5 reasons. This is the 
highest number for all nationalities. The most frequently cited reason is the fame of the cities. This 
was one of the reasons given by 64% of the French city trippers. A little over half came to the art 
cities for the many tourist attractions. In the same vein, the artistic and cultural heritage took third 



           Kennisbeheer 23 

place with 40%. Past experience was cited by 34% and 22% came because of recommendations by 
friends and acquaintances, which is very high compared with the other nationalities. 22% of the 
French tourists also cited the pleasant holiday atmosphere. It is striking that the French tourists are 
the top market by a long shot for gastronomy (13%). 
 
Figure 22: Top 5 reasons for French tourists visiting the coast 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 23: Top 5 reasons for French tourists visiting the art cities 

 
 
  
3. Characteristics of the trip 
 
The group of French tourists travelling to the art cities with their children is, as with the other tourists, 
small, at just 7%. The average group size in the art cities is 2.3 people, the number of family 
members 1.8. The coast gives another picture. Here, 44% of respondents are on holiday with the 
children. The groups on the coast are also larger than in the art cities. They contain on average 3.4 
people. The families are also larger, 2.7 people. Compared with the other markets, French tourists on 
the coast come on holiday in the largest groups and the largest families. 
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Table 13: Travel group of the French overnight leisure tourist in Flanders 
 Coast Art cities 
Family/group with children 44% 7% 
Family/group without children 56% 93% 
Total 100% 100% 
Average family size 2.7 1.8 
Average group size 3.4 2.3 

 
Even more than the other nationalities, the French tourist prefers to travel by car to the coast. The 
other means of transport are negligible. In the art cities the situation is different. 58% come by car 
and 28% by HST. This is clearly due to the fact that Paris, the main place of origin of the French 
tourists, has a frequent HST connection with Brussels and the other art cities. Only the British make 
greater use of the HST. 

 

Table 14: Transport taken by the French overnight leisure tourist to Flanders 
 Coast Art cities 
Car 94% 58% 
(Ordinary) train 2% 7% 
HST/Thalys/Eurostar 2% 28% 
Coach 1% 5% 
Aircraft 0% 2% 
Camper van 0% 0% 
Other 1% 0% 
Total 100% 100% 

 
Most French tourists book their accommodation in Flanders before they leave. For the coast the 
figure is 99% and for the art cities 92%. 
A high proportion of French tourists book holidays at the seaside directly from the owner, 82%. No 
other nationality does this more. 17% make use of an agent. Of this, the booking sites account for 
half. In the art cities, on the other hand, only 34% book their accommodation directly from the 
operator and 57% make use of an agent. As with the other nationalities, the booking sites and online 
travel agents also dominate the French tourist market. Almost 70% of the bookings through an agent 
go through these channels, i.e. 39% of all French city trips. The Internet has a huge influence as a 
booking medium. 38% of the French visitors to the coast book via a website, whether run by the 
owner or not. No other nationality on the coast makes greater use of the Internet. Among city trippers 
this share runs to 68%, which is above the average. 

 

 

Table 15: Booking of accommodation by the French overnight leisure tourist in Flanders 
 Coast Art cities 
Not booked in advance 1% 8% 
Directly through the operator 82% 34% 
Through an agent: 17% 57% 

Booking site, online travel agent 8% 39% 
Travel agency, tour operator 1% 15% 
Tourist rental agency 6% 0% 
Other 2% 4% 

Total 100% 100% 
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4. Information sources 
 

Just like the other tourists from neighbouring countries, French city trippers are more likely to do 
research in advance than are visitors to the coast. For a holiday on the coast, 66% do their research 
in advance, independently of their past experience. In the art cities the figure is three quarters. For 
the coast, 57% use the Internet and 19% use informal channels. Other sources are of much less 
importance. A broader range is used in the art cities. In first place comes the Internet, used by 
about half. Friends, family and acquaintances come in second place, with 31%. One fifth made use 
of printed matter. The French tourists are also one of the markets for which the travel guide is 
relevant to a city trip. 

 

Table 16: Information sources used by the French overnight leisure tourist in Flanders 
 Coast Art cities 
No research/Past experience 34% 25% 
Research in advance 66% 75% 
Total 100% 100% 
Details checked in advance (overall basis):   
Online information and websites 57% 49% 
TV, radio or press 0% 9% 
Informal channels (family, friends and acquaintances) 19% 31% 
Brochures, folders, printed matter 7% 22% 
Travel guide, tourist guide 1% 11% 
Other information 4% 2% 

 
 
5. Activities 
 

The favourite activity at the seaside, cited by 78% of the French visitors to the coast, is walking 
along the seafront. Only the Belgians score higher for this. 73% of the French tourists come to 
seaside for rest. Other activities are less popular. 62% enjoy a beverage on a café terrace and 60% 
go to a restaurant. A little over half also go shopping. 
Outside these frequent activities, the French tourists also like now and again to use their destination 
as a base from which to visit another place. 48% go on a day excursion to another resort and 24% 
to a place in the hinterland. 

 
On average the French tourists do 6 activities in our art cities. Just about all of them go for a walk in 
the city centre. The second most frequently cited activity is a visit to a restaurant (81%). Visiting 
historic buildings, shopping and enjoying a beverage on a café terrace are each done by about 60% 
of the French tourists in the art cities. Compared to the other nationalities, the French tourists are 
not notable in this area. 
Of the French city trippers, 13% go on an excursion to another place in Flanders, mostly another 
arts city. 

 
 
6. Satisfaction and return visit 
 

On the coast, 68% of the French tourists are very satisfied to extremely satisfied with their holiday. 
2% are not satisfied. This gives the coast a score of 3.7 out of 5. In the art cities, satisfaction is 
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lower, with a score of 3.3. Here, a good six in ten French tourists are satisfied. The share of tourists 
not satisfied is no more than 2%. The lower satisfaction of tourists in the art cities compared to those 
on the coast is common to all nationalities. In the cities we tend to find a highly educated and 
extremely critical public. 
 

Figure 24: Satisfaction of the French overnight leisure tourist in Flanders 

 
 
 

 
The French tourists give an average of 3.4 out of 5 for the value for money of their accommodation on 
the coast. More than half are satisfied with what they get for their money. Four in ten are even more 
than satisfied. A small number, 6%, is not satisfied. 
The art cities also score 3.4 out of 5 on value for money, but for all aspects of the destination. 35% 
are very satisfied, almost all the others say they are satisfied with the value for money. 
 
Figure 25: Evaluation of value for money* by the French overnight leisure tourist in Flanders 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

44% of the French tourists on the coast are new visitors, the other 56% have already been to the 
coast in the last three years. In the art cities, 43% had already been on holiday once in the last five 
years. 
Compared to the other markets, the French tourists on the coast are among the less loyal tourists, 
but in the art cities they are among the more loyal tourists. 
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Table 17: Return visit by the French overnight leisure tourist in Flanders 
 

Coast 56% in the last 3 years 
Art cities 43% in the last 5 years 

 
Evidence that the coast has a more loyal French public than the art cities is confirmed by the 
response to the question as to whether they wish to return in the next three years. More than half will 
almost certainly return to the coast. In the art cities the figure is one fifth. The share that will possibly 
return is 38% on the coast and 45% in the art cities. The group of don’t knows is large in the art cities, 
being one third. On the coast this group is no more than 5%. The share that will not return is small for 
both destinations. 
Compared with the other tourists it is striking that the French tourists on the coast, after the Belgians, 
most frequently cite that they will possibly or almost certainly return. In the art cities too, a relatively 
large number say that they will possibly to certainly return. The share is higher only among the 
Belgians and the Dutch. 
 

Figure 26: Intentional return visit* of the French overnight leisure tourist in Flanders 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

*Within this and 3 years 
 
 

7. Spending 
 

On the coast the French holidaymaker spends on average 62 euros per person per night. The 
majority of this, almost half, goes on accommodation. Spending on meals, food and drinks comes in 
second place. The other categories are much less important. Compared with the other tourists, they 
are about average. 
In the art cities a great deal more is spent: 174 euros per person per night. The largest share goes 
on meals, food and drinks, and in second place comes shopping and only then accommodation. No 
other tourist spends as much in the art cities as the French. The difference lies in the amount he 
spends on food and shopping. He spends no more on accommodation than the others. 
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Table 18: Average spend of the French overnight leisure tourist in Flanders 

 
Spend, per person per night (euros) Coast Art cities 
Accommodation 28 48 
Meals, food and drinks 24 62 
Attractions and entertainment 1 10 
Shopping 8 51 
Transport at destination 1 3 
Other 0 0 
Total 62 174 
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C. CONCEPTS AND DEFINITIONS 
 
 
In Belgium, the FPS Economy, Directorate-general Statistics is authorised to demand from 

all commercial lodging facilities each month the number of persons who stayed in the facility 

for payment. Two basic indicators are obtained in this way: the number of arrivals and the 

number of overnight stays. 

 

Along with the division by accommodation form (hotels, camp sites, holiday parks and 

accommodations for target groups), the Directorate-general Statistics’ statistics give volume 
characteristics (the number of arrivals and overnight stays), trip characteristics (length of 

stay, motive of stay, period of stay, place of stay) and personal characteristics (country of 

origin of the residential tourist). 

 

Roughly speaking, the number of arrivals corresponds with the number of residential 

tourists, with the qualification that each tourist is counted as an ´arrival´ each time he or she 

uses a new accommodation. For this reason, the number of arrivals does not precisely 

correspond to the number of holidays or business trips in our country. An example: hikers 

can generate several arrivals during 1 holiday, by staying in different successive lodging 

facilities. The volume of overnight stays is the sum of all overnight stays which are coupled 

with the registered arrivals. 

The data in this report are excluding overnights in accommodations for rent. 

 

‘Flanders’= Brussels + Flemish Region.  

 
 
For more detailed figures see ‘Tourism in figures XL’ www.toerismevlaanderen.be/figures (in English), 
www.toerismevlaanderen.be/cijfers (in Dutch) or contact Kennisbeheer@toerismevlaanderen.be. 
 

http://www.toerismevlaanderen.be/figures
http://www.toerismevlaanderen.be/cijfers
mailto:Kennisbeheer@toerismevlaanderen.be
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