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Executive Summary  

The glamping sector has been growing for the past several years and has recently been 
further fuelled by Covid-19. Based on underlying societal megatrends, glamping looks as if 
it will come out of the pandemic ahead of other touristic offerings and fortify its niche in 
the hospitality landscape. A profitable niche which compliments eco-friendly experience 
tourism. Glamping’s versatility also serves as a synergetic add-on to various existing 
operations. Looking at current trends, Portugal and Spain have all the assets to become the 
next hot spot for this unique hospitality segment. Institutionalised investments and sector 
consolidation can be expected. Glamping Advisors are here to support clients throughout 
all the phases of setting up and successfully managing glamping operations. 

What is glamping? 

In the simplest terms, glamping is a more “glamourous” version of camping, whether in 
traditional, but rather more comfortable, tents, or a diverse range of unique structures, 
such as geo-domes, pods, caravans, yurts, and even hobbit houses and igloos. In fact, the 
market leading booking engine Glamping Hub identifies 34 different categories of unit.  

However, to see glamping merely as an “upgraded” classical campsite would fall short of 
what this unique sector has become and can become – both for travellers in a quest for 
more memorable vacations and investors looking for attractive returns. 

Glamping is versatile  

The range of operator models is as diverse as the range of accommodation structures. As 
of today, the prevailing style of glamping site is a family-run business of limited size. Many 
of them have developed around some sort of base operation, an existing bed & breakfast, 
for example. Especially in the UK, farmers are diversifying their land usage, thus assuring 
an additional source of income and spreading their earning portfolio to cushion 
fluctuations throughout the year. Additionally, campgrounds have begun to offer upscale 
installations in separate “prime areas” of the sites, sometimes outsourced to external 
operators, e.g. surf camps. Likewise, hotel groups are discovering glamping as an 
attractive complementary business line, with various synergies to their core operations. 

We have classified the range of glamping operational models that we see around the world 
into the following categories: 

 

© GLAMPING ADVISORS 

Attaching glamping units to an ongoing concern is what we call ANNEX. An outstanding 
example in Portugal would be Quinta da Pacheca, where unique glamping operations have 
been added to a well-known vineyard, allowing guests to sleep in huge “wine barrels” and 
the Quinta to complement its existing wine tourism offer with a highly marketable 
accommodation option. 

http://www.glampingadvisors.com/
https://glampingadvisors.com
https://glampinghub.com/types-of-glamping/
https://quintadapacheca.com/pages/quinta-da-pacheca-wine-barrels
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Where glamping is the principal activity, run at a professional scale and level, we are then 
talking about a PARK. The individual overnight structures might be of the same type, as in 
the iconic airstream example Autocamp, or covering a range of options, as seen in the 
beautiful Treebones Resort, both in the USA. A common characteristic is the layout around 
central facilities: reception, restaurant, pool area, places for co-living, like a luxury campsite 
or rural resort. 

On the other hand, we have the INDIVIDUALIST option, for travellers looking for complete 
seclusion. Individualist glamping sites are typically found in remote areas, with a specta-
cular view or in close proximity to outstanding monuments – places one can normally only 
spend the night as a wild camper. By offering a far higher level of comfort than wild 
camping, individualist glamping spots are enabling an upscale segment to connect and 
immerse in nature, “easing them into the wild.” The Germany-based operator Sleeperoo is 
a good example of such minimalistic yet comfortable experiences and is currently on an 
international expansion track. 

The last category we identified are temporary POP-UP glamping sites. The key characte-
ristic is that they only appear for a very specific objective or event. Once concluded, they 
disappear again. Cultural events are often the trigger, e.g. Meo Sudoeste in Portugal or the 
renowned Coachella Festival in California. Interestingly, the world’s number one hotel 
group Marriott is partnering up to provide luxury tents within the VIP viewing area. A smart 
move for gaining media attention and to market its lifestyle brands like W, Moxy and Aloft.  

Looking at these four models, we can see that glamping comes in all sizes and flavours, 
serving a range of needs and occasions. It has moved on from “quirky niche” and can today 
be considered a relevant subsector of the hospitality industry, with its own associations, 
specialized producers, trade shows and congresses, specialized booking sites – see, for 
example, the heavily funded market leader Glamping Hub – and boutique consulting 
experts like ourselves. 

Major hotel chains are now involved, such as the aforementioned Marriott and Europe’s 
market leader Accor, which recently launched its own product line “Flying Nest,” also within 
the pop-up classification. Likewise, institutional investors are coming onboard, leading us 
to hypothesise that both the internationalisation of winning concepts as well as the first 
signs of consolidation can be expected.  

Glamping is a sizeable business and keeps growing 

According to a report published by Grand View Research, the global glamping market size 
was valued at USD 2.1 billion in 2018 and is expected to expand at a CAGR of 12.5% until 2025 
– i.e. doubling in size within less than a decade . Travellers between 18 and 50 years of age 
hold more than three quarters of the market share. And, driven primarily by social media, 
their market share is expected to expand even further. 

Glamping has experienced an increase in demand for a long time. Worldwide web 
searches for the term glamping on Google (in the category travel) have almost doubled 
between 2016 and 2019, multiplied by five since 2012, and emerged from literally zero 
around 2010, see 10-year graph below. A recent Google report even reveals a stunning 450% 
hike in “premium camping” searches year-on-year in Germany. 

http://www.glampingadvisors.com/
https://glampingadvisors.com
https://autocamp.com/
https://www.treebonesresort.com/
https://www.sleeperoo.de/
https://www.coachella.com/
https://glampinghub.com/
https://press.accor.com/accorhotels-launches-a-new-ephemeral-and-mobile-accommodation-concept/?lang=en
https://www.grandviewresearch.com/industry-analysis/glamping-market
https://www.thinkwithgoogle.com/intl/en-gb/summer-holiday-trends-travellers-go-back-nature-and-back-time/
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Another relevant observation is that search peaks are spreading out from July and August 
to now also including shoulder seasons. This is in line with the fact that many glamping 
structures incorporate insulation and heating, thus allowing for year-round use. 

[A side note: Quite the contrary is true for the search term camping. It’s search peak 
throughout the last ten years was in June 2010, having lost 25% of relevance since then. 
Likewise, camping is focussed almost exclusively on July and August.] 

How can this popularity for glamping be explained? The secret for success has been the 
fact that glamping encompasses various fundamental trends which are found in the 
relevant source markets for glamping operators:  

SUSTAINABILITY. People are increasingly looking for ways to live more in tune with 
nature to achieve broader ecological goals as well as spend time in nature for personal 
health and wellbeing. Most glamping site owners subscribe to an environmental ethos, 
engage in sustainable practices, provide nature-related experiences to guests and thus 
attain the highest degrees of accreditation regarding applied sustainability practices in 
material usage and operations. 

EXPERIENTIAL TRAVEL. People are moving away from collecting “things” and are instead 
focussing on collecting experiences. The experience sector is currently one of the most 
prominent segments in the tourism industry, with an estimated global market size of $150 
billion, growing faster than the total travel market and capturing the biggest chunk of 
investments and corporate attention. (E.g. In 2019 GetYourGuide secured an additional 
funding round worth $484 million, Airbnb has offered experiences since 2016 and market 
leader TUI Group bought the tours and activities startup Musement back in 2018.) Whilst 
most experiences are focused on excursion activities, glamping goes one step further, 
turning the overnight stay itself into a unique experience.  

REDIFINED DEFINITION OF LUXURY. Classical luxury hotels provide a vast range of high-
end amenities, with many of them solidified by (5-star) classification criteria, requiring 

http://www.glampingadvisors.com/
https://glampingadvisors.com
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heavy investment and high operational costs. However, experienced travellers are 
becoming increasingly hard to impress with “standard luxury amenities.” Many modern 
luxury travellers are instead seeking outstanding experiences – a curated moment at a 
special place – which a classical luxury hotel will struggle to provide. This is the perfect 
playground for glamping providers, facilitating memorable overnight stays in stunning 
locations. Hence, Euromonitor named “back to basics for status” one of the Top10 global 
consumer trends in 2019, stating that “consumers are searching for authentic, 
differentiated […] experiences which allow them to express their individuality.” Glamping 
sites are in line with this, e.g. by offering local food and activities as well as the opportunity 
to meet local people and immerse in local culture all in a state of luxury.  

MICRO ADVENTURES The great outdoor experience does not necessarily have to be 
thousands of kilometres from home (with the major CO2 footprint that requires). It can be 
found in the park, nature trail or spa retreat right next door… or in the nearby Glamping site. 
Besides being more sustainable, these local “escapism moments” are also more affordable 
– a clear asset in times of economic hardship. Moreover, “staycations” can be less stressful, 
as travel times are shorter and only minimal planning is needed. Glamping has thus proven 
to be an alternative to the mid-haul all-inclusive summer holiday package in times of 
economic downturn. For example, glamping soared in the UK during the 2008 financial 
crisis, and continues to trend, according to latest Barclays Insights. Searches for “weekend 
holidays” are up 85% y-o-y according to the already stated Think with Google report.  

THE IMPACT OF COVID-19 cannot be ignored when discussing the trends affecting 
glamping. But, while few areas of tourism have escaped hardship during Covid-19 related 
travel bans, many factors support the idea that glamping will see growth as a result. 
Carried out Google searches for glamping support this thesis; they rose 100% between July 
2019 and July 2020. 

Air travel and international travel look as if they will continue to be restricted, or at least 
unpredictable enough to limit much leisure travel. Additionally, the economic downturn 
expected in the wake of COIVD-19 will likely see similar trends to those experienced in the 
aforementioned 2008 financial crisis. Combined, this means an increase in domestic travel, 
something being actively pushed by many countries, including Portugal with the 
Portuguese prime minister suggesting spending this year’s vacation in a domestic 
destination. This is already happening, with recent articles such as those from Publituris 
and Forbes showing a similar conclusion. Moreover, some form of social distancing will no 
doubt be required during travel, either legally implemented or on a voluntary basis. 
Glamping, by its very concept, allows for plenty of space for each traveller as well as pleasant 
proximity to nature.  

In other words, glamping represents a sign of hope in a battered hospitality industry. 
Booking Holdings supports this outlook, as it is already noticing a changing travel beha-
viour with trends towards domestic bookings and alternative accommodation. 
Additionally, the well-known UK booking site coolcamping.com reported “a new all-time 
high on [June 21], with the largest single day of online bookings since the website launched 
the function back in 2015.” 

  

http://www.glampingadvisors.com/
https://glampingadvisors.com
https://go.euromonitor.com/white-paper-EC-2019-Top-10-Global-Consumer-Trends.html?utm_source=blog&utm_medium=blog&utm_campaign=CT_WP_19_01_15_Top%2010%20GCT%202019%20EN&utm_content=organic#download-link
https://www.barclayscorporate.com/insights/industry-expertise/great-british-staycation/
https://www.thinkwithgoogle.com/intl/en-gb/summer-holiday-trends-travellers-go-back-nature-and-back-time/
https://www.dinheirovivo.pt/economia/nao-deixem-de-pensar-nas-ferias-de-verao-diz-costa-ferias-ca-dentro/
https://www.dinheirovivo.pt/economia/nao-deixem-de-pensar-nas-ferias-de-verao-diz-costa-ferias-ca-dentro/
https://www.publituris.pt/2020/04/29/quais-vao-ser-as-tendencias-de-turismo-em-portugal/
https://www.forbes.com/sites/everettpotter/2020/04/20/will-glamping-emerge-as-the-ideal-vacation-for-social-distancing/#688b02016ddf
https://skift.com/2020/05/07/booking-holdings-sees-first-signs-of-changing-traveler-behavior-brought-on-by-pandemic/
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Glamping is an attractive business  

The numbers show that market growth also took place on the supply-side. Leading OTA 
Glamping Hub witnessed a rise in property inventory of 50% in 2018, and roughly another 
20% in 2019. Further increasing demand will get satisfied by mindful business owners who 
are innovative enough to venture into the new and sensible enough to consider a growing 
business segment. The experiential travel segment seems to be moving into the 
mainstream, as major real estate players are discovering the topic, read JLL Trends & 
Insights: “Destinations and developers have to think big about how they’ll create 
memorable and unique experiences and adventure-based travel that will attract tourists 
from around the world. […] The opportunity is tremendous. The market is here, the demand 
for outdoor adventure and eco-friendly tourism is here – now it’s down to [the] hospitality 
industry to create and deliver the experiences.” Discussions we have had confirm that few 
glamping site owners have regretted their decision, but are instead positively surprised:  

“We only started renting out in June 2019 – and we have had great year!” (Kate, UK) 

“It is clearly a wow-effect structure, which has contributed to a very good occupancy.” (Tim, 
UK) 

“The first year of operations have gone beautifully well!” (Maria, Portugal) 

From an owner or operator perspective, interest in glamping necessarily has a financial 
perspective to it. So, let’s have a quick look into fundamental drivers of revenue and 
profitability. 

 Average daily rates (ADR) are attractive. Most glamping sites achieve selling prices 
between EUR 100 and EUR 200, with the most extraordinary sites reaching 4-digit 
values. 

 Extended seasons are possible. Since insulation and heating is available for many 
structures, glamping operations are possible outside the main summer seasons. The 
Canopy & Stars booking platform, for example, has seen winter bookings increase 30-40 
per cent year-on-year over the last two years. 

 Occupation rates tend to be high. As a rule of thumb, the more unusual the offering, 
the higher the occupation throughout the year. Tree houses and sites offering hot tubs, 
for example, tend to be almost fully booked. 

 Investment needs are manageable. While outstanding structures like tree houses can 
easily cost more than one hundred thousand euros, many attractive glamping 
structures are a fraction of that cost, thus making them a lot cheaper than the 
construction of a typical hotel room but with, as mentioned, typically high ADRs.  

 Operational costs. As outlined above, the luxury side of glamping is less related to 
outstanding service levels or abundant energy usage. Quite to the contrary, many 
sustainable sites are off-grid and running on back-to-basics logics meaning operational 
costs can be considerably lower than for traditional rooms.  

As a result of the above, glamping operations tend to be highly profitable. According to 
the outdoor hospitality magazine Open Air Business “one of the best kept secrets in this 
industry is that some glamping business models can achieve a return on investment and 
pay for set up costs within the first two years”. 

  

http://www.glampingadvisors.com/
https://glampingadvisors.com
https://glampinghub.com/who-we-are/
https://www.us.jll.com/en/trends-and-insights/investor/bringing-experiential-travel-to-the-americas
https://www.us.jll.com/en/trends-and-insights/investor/bringing-experiential-travel-to-the-americas
https://www.canopyandstars.co.uk/
http://openairbusiness.com/glamping-growth/
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Glamping in Portugal – an unattended business opportunity 

In 2017, Glamping was identified by the former president of Tourism of Porto and the North 
of Portugal as a strategic product for the region, “blending in well with the characteristics 
of the destination. He also pointed out that the existing offer was still in an early stage, 
despite its high occupation rates. The strategic fit of glamping was confirmed in 2019 by 
Portuguese tourism and hospitality trade medium Publituris, hinting at a trend towards “a 
new era of luxury,” characterized by a personal and exclusive experience and search for 
curated simplicity. Despite this, the potentials of Glamping have not yet been tapped.  
 

(A) Both the number and size of glamping establishments are small... 
Only 264 sites are available on leading platform GlampingHub, with few sizeable 
businesses at all, Reserva do Alecrim being a notable exception. Based on the fact 
that glamping operations tend to have high RevPARs (revenue per available room), 
and that according to the European Travel Commission nature is the largest interest 
driving people’s travel decisions, one would expect a far greater number in a country 
full of attractive natural and cultural offerings, combined with a perfect climate for 
outdoor accommodation. 

(B) … while the broader market grows. 

Demand for tourism in rural areas has outgrown all other sectors during the last five 
years. While Portugal has experienced an average annual tourist growth of 9% over 
the last 5 years, “turismo no espaço rural” has grown on average a stunning 21% year-
on-year. Interestingly, even exceeding growth for “alojamento local” (local 
accommodation, “Airbnb type” offer). [see graph below for details] 
Growth of the supply-side has been considerably smaller, which hints at a 
comfortable situation for established providers. In fact, the RevPAR has grown 4% p.a. 
– once again, one of the highest growth rates of all accommodation types. Here, it is 
important to note that ADR (average daily rates) are comfortably high in rural 
accommodations, averaging almost 100 EUR per room night, and thus exceeding all 
other major establishment types. 

(C) Glamping is not recognized by the hospitality industry.  
The jurisdiction for touristic establishments (RJET), last updated in June 2017, does 
not sufficiently take the range of glamping characteristics into account. Glamping is 
only associated to campgrounds, thus complicating the situation for future glamping 
entrepreneurs outside the campground environment. As a listing in the national 
hospitality registry is needed, they need to squeeze their glamping idea into other 
categories, e.g. “casa no campo” (country houses), often times leading to legislative 
complications. This stands in contradiction to the conception of glamping site 
owners, as many sites explicitly state the name “glamping”, which is also what guests 
are actively searching for. 

(D) Glamping operators do not have any institutionalized representation or support. 
The above is also a result of having no trade organization. None of the relevant 
hospitality associations – abundant in number – have picked up the topic so far. There 
are no studies, dedicated websites, categorized trade information or updated news 
available in Portugal. None of the established local tourism consultancies have 
specialized resources for the topic. Glamping expertise and advice has so far only 
existed on international level, especially in the UK and the USA. Glamping Advisors 
are now filling this gap in South West Europe.  

http://www.glampingadvisors.com/
https://glampingadvisors.com
https://www.jornaldenegocios.pt/empresas/turismo---lazer/detalhe/turismo-do-porto-e-norte-de-portugal-diz-que-glamping-e-estrategico-para-regiao
https://www.jornaldenegocios.pt/empresas/turismo---lazer/detalhe/turismo-do-porto-e-norte-de-portugal-diz-que-glamping-e-estrategico-para-regiao
https://www.publituris.pt/2019/06/04/a-nova-era-do-luxo/
https://www.reservaalecrim.com/
https://etc-corporate.org/reports/tourism-passion-communities/
https://www.ine.pt/xportal/xmain?xpgid=ine_tema&xpid=INE&tema_cod=1713
https://www.ine.pt/xportal/xmain?xpgid=ine_tema&xpid=INE&tema_cod=1713
http://business.turismodeportugal.pt/pt/Conhecer/Quem_e_quem/Paginas/Associacoes-Empresariais-de-Turismo-Portugal.aspx
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(E) Limited commercial activity takes place. 
As a consequence of both a lacking industry spokesperson and the reduced sizes of 
glamping establishments (with an inherent reduced financial and manpower 
capacity), the range of existing marketing and commercial activity of the glamping 
sector is limited. Insufficient promotion is found to be the most relevant shortcoming 
from the perspective of Portuguese rural property owners, whose commercial 
strategy is predominantly the posting of their offer on international platforms. Other 
commercial activities are hardly carried out. 

 

DEMAND GROWTH RATES PER HOSPITALITY TYPE 

 

© GLAMPING ADVISORS – SOURCE: INE TOURISM STATISTICS 2013-2018, MEASURE: GUESTS 

 

Glamping is a growing market segment on the global stage, and South West Europe is an 
ideal, and untapped, base of operations for those looking to enter this exciting new area of 
tourism. From the perspective of travellers, glamping fulfils some of the biggest trends we 
see today such as eco-tourism, nature tourism, sustainable travel and adventure tourism. 
From the business perspective, glamping offers attractive returns on investment through 
new and highly marketable accommodation units. Combined with the current projections 
for post-COVID travel, glamping looks to be the go-to area of travel for both consumers and 
suppliers.  

 

About Glamping Advisors   

Glamping Advisors helps you to conceptualise, plan, create and grow your glamping 
business. Whether you have a beautiful piece of land, a campsite to diversify, a rural or 
hospitality business to expand or simply the dream of sustainable tourism, Glamping 
Advisors can help you to make it happen. 

http://www.glampingadvisors.com/
https://glampingadvisors.com
http://www.escapadarural.com/observatorio/destino-iberico-turismo-rural-sin-fronteras/
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Glamping Advisors’ IDEATION stage involves understanding what your ambition for 
glamping is. What is your investment appetite? Which hardware options exist, which do 
you favour, and how do they fit with your existing land? Which customers do you want to 
address, through which sales channels? Whom can you partner with? 

There are so many questions when approaching the exciting glamping sector, and we help 
pair your ideas with our experience so that you can make an informed and confident 
decision about your glamping setup or development. 

The PLANNING stage is all about the details -- the elements of your idea have been defined 
through ideation, now you need a workable plan. We will sort out the specifics that turn 
your glamping aspirations into a reality, helping you design and position your glamping 
business, including costing and budgeting, site planning, partner selection, brand creation 
and more.  

CREATION is where ideas become reality – Glamping Advisors ensure that on-the-ground 
implementation is in line with your concept. We will support you with permissions and 
grant applications, site and subcontract management, website and booking engine design 
and partner activation. If you wish, we can also help set up a qualified hospitality team and 
processes that will build true customer satisfaction. 

GROW your business with Glamping Advisors through extended marketing, cross-
purchase events and partnerships as well as access to an array of industry professionals. 
We can work with you to improve margins with reviews of your pricing strategy and yield 
management activities. Glamping is a profitable business -- we make sure yours will be too. 

  

http://www.glampingadvisors.com/
https://glampingadvisors.com
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Numerous operations can benefit from Glamping Advisors services, including hospitality, 
campsite, vineyard and glamping operators, as well as land owners and investors.  

 

HOSPITALITY OPERATORS 

Glamping offers complementary solutions for those already operating within the hospita-
lity sector, such as hoteliers and activity operators. Glamping operations tend to be highly 
synergetic – from revenue, cost and operational perspectives – with the ability to be 
seamlessly integrated in rural and urban locations alike.   

CAMPSITE OPERATORS 

Those with existing campsites can extend their season and raise daily rates through the 
integration or addition of glamping units. By incorporating an upscale offering into existing 
operations, revenues can be increased and the recent improvements in the construction 
and insulation of glamping units means that many can now be offered year-round.  

LAND OWNERS 

Glamping can be the perfect solution for land owners looking for a sustainable, profitable 
and innovative business venture to diversify existing holdings. Options requiring little to no 
legislative complications, and thus a quick time to market exist, as well as more complex 
projects for those looking to really make a splash in the glamping world.  

VINEYARD OPERATORS  

Glamping not only provides additional revenues from new channels, but also raises your 
brand awareness and positioning. The addition of glamping units offers a broad range of 
advantages, including for your existing business. And you can continue focussing on your 
winery while Glamping Advisors sets up the tourism business and even organises the 
management for you.  

GLAMPSITE OPERATORS  

Glamping Advisors can support your existing glamping business to attain higher revenues 
and profit margins from existing operations. We have a vast background in tourism and 
know what it takes to run a profitable hospitality business. 

INVESTORS 

Looking for a new opportunity in the hospitality and tourism sector? Are you already 
convinced by glamping but lacking regional expertise and contacts in South West Europe 
– with its perfect climate and culture for profitable outdoor hospitality operations? 
Glamping Advisors will help you find the perfect project and partners.  

http://www.glampingadvisors.com/
https://glampingadvisors.com
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