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Arrivals & nights
in paid accommodation



Nights in paid accommodation
2025 and 2019-2025

3,485,954

Nights,

3,296,351
paid accommodation, 2025 3,164,756
2,223,776
3.586.219
1,693,382
-3% (vs. 2024)
+13% (vs. 2019)

2019 2020 2021 2022 2023

3,684,469
R 3,586,219

2024 2025

Source: Statec



Arrivals in paid accommodation

Arrivals,
paid accommodation, 2025

+2% (vs. 2024)
+21% (vs. 2019)

2025 and 2019-2025

1,325,663

2019

625,171

2020

837,044

2021

1,313,630

2022

1,442,035

2023

1,568,299

2024

1,597,720

2025

Source: Statec



Length of stay, paid accommodation
2025 and 2019-2025

Average length of stay,
paid accommodation, 2025

—_—

2.35

-0.11 nights (vs. 2024) 2019 2020 2021 2022 2023
-0.14 nights (vs. 2019)

2.24

2024

2025

Source: Statec



vs. 2024 vs. 2019
All*

Nights & arrivals in paid accommodation

986,168
515,549
508,512
406,986
361,712
143,123
84,810
68,040
55,101
46,360
40,956
24,188
21,931
21,786
19,389
19,274
19,039
16,315
13,285
12,276
11,913

Countries of origin, 2025

Nights, paid accommodation, 2025

3,179,233

vs. 2024 vs. 2019

(*) all inbound.

+19%
+31%
0%
+19%
+21%
+31%
+14%
+71%
+24%
+22%
+23%
+67%
-25%
+97%
+21%
+40%
+36%
+122%
+16%
+12%
+7%
+34%

Arrivals, paid accommodation, 2025

All*

1,415,066

297,601
253,327
240,493
212,210
182,654
73,843

Source: Statec



vs. 2024 vs. 2019
+7%
+19%
-13%

-1%
+27%
+31%

-1%
+59%
-10%
+34%
+17%
+78%

+9%
-17%
+107%

0%
+46%
+27%

-3%

-12%
+12%
+17%

All*

314,716
305,144
269,158
254,260
193,130
106,992
78,892
62,768
48,332
36,680

34,512

21,837

20,795

18,225

17,136

16,354

15,829

11,106

10,149

10,058

9,439

Nights & arrivals in hotels

Countries of origin, 2025
Nights, hotels, 2025

(*) all inbound.

vs. 2024 vs. 2019

+13%
+23%
-11%
+3%
+38%
+29%
+3%
+74%
+30%
+29%
+18%
+74%
-22%
+98%
+20%
+39%
+54%
+133%
+8%
+8%
+19%
+38%

All*

Arrivals, hotels, 2025

195,193
182,912
156,281
136,721
108,423
58,915
42,252
34,183
24,897
20,988
17,484

Source: Statec



Nights & arrivals in campings

Countries of origin, 2025

Nights, campings, 2025

vs. 2024 vs. 2019 vs. 2024 vs. 2019

+31% All* 1,173,551 +50% All*

+23% NL 720,344 +33% NL

+101% DE

+85% DE 197,880

+23% BE 159,718 +67% BE

+3% LU +78% LU

+133% GB +133% GB

-1% FR +23% FR

+97% cH | 7,849 +81% CH

+17% DK | 6,199 +11% DK

+20% PL | 3,043 SO ES

0% Es | 2,707 1% IT

+402% E | 1,897 -4% SE

-28% IT | 1,853 +72% AT

+83% RO | 1,545 +75% NO

-80% PT | 1,541 +86% PL

+136% us

+314% us | 1,462

(*) all inbound.

Arrivals, campings, 2025

4,039
1,585
1,057
943
764
680
584
572

528

315,807

168,615

Source: Statec



Nights & arrivals in paid accommodation Y
Type of accommodation, 2025 " A

Nights, Arrivals,
paid accommodation, 2025 paid accommodation, 2025

W Hotels B Hotels
B Campsites B Campsites
Other paid Other paid

Hotels p RV +0% (vs. 2024) +9% (vs. 2019) Hotels IR RA YR +2% (vs. 2024) +15% (vs. 2019)
Campsites AWy N gaAl -7% (vs. 2024) +29% (vs. 2019) Campsites Xy XA LW -0% (vs. 2024) +52% (vs. 2019)
Other paid accomm. K{ R TV +2% (vs. 2024) -8% (vs. 2019) Other paid accomm. I VIWA Y +3% (vs.2024) +6% (vs. 2019)

Source: Statec




Nights & arrivals in paid accommodation Y
Regions, 2025

Nights,

paid accommodation, 2025

Arrivals,

paid accommodation, 2025

B Luxemb.-City (excl.
camping)

M Eislek

B MPSL
Guttland (excl. camping)

W South

H Moselle

B Guttland + Luxembourg-
City (camping)

B Luxemb.-City (excl.
camping)

B MPSL

M Eislek

9%

Guttland (excl. camping)

B South

B Moselle

B Guttland + Luxembourg-
City (camping)

\PYARIAE +3% (vs. 2024) +15% (vs. 2019) LUX.-City (excl. camping) IREY I +6% (vs. 2024) +22% (vs. 2019)

-9% (vs. 2024) +38% (vs. 2019) Eislek
-5% (vs. 2024) +4% (vs. 2019) MPSL
+1% (vs. 2024) +12% (vs. 2019)
-9% (vs. 2024) +3% (vs. 2019)

Moselle 1Ny +6% (vs. 2024) -10% (vs. 2019)

Lux.-City (excl. camping)

XV WXL -4% (vs. 2024) +9% (vs. 2019)

ylo Wl B +1% (vs. 2024) +46% (vs. 2019)
Guttland (excl. camping) VLR +2% (vs. 2024) +25% (vs. 2019)

-2% (vs. 2024) +15% (vs. 2019)

Moselle YWALW +4% (vs. 2024) +4% (vs. 2019)

Guttland/Lux.-City (camping) [ )BT -7% (vs. 2024) +6% (vs. 2019) Guttland/Lux.-City (camping) IR -10% (vs. 2024) +3% (vs. 2019)

Source: Statec




Arrivals in paid accommodation

Type of accommodation & Regions : Trends 2019-2025

2019 = Index 100

200
—Total
100 —Hotels
= Campsites
Other paid
0
2019 2020 2021 2022 2023 2024 2025
200 — National
— Luxemb.-City (excl.
camping)
Eislek
— \IPSL
100
Guttland (excl. camping)
—South
—Moselle
0 — Guttland + Luxembourg-
2019 2020 2021 2022 2023 2024 2025

City (camping)

Source: Statec



Arrivals in paid accommodation
Seasonality

Grand Duchy of Luxembourg,
all paid accommodation

e 2025 e=——=2019

15%
10%
5%
0%
3(\\ 3(\\ (C\(\ (\\ N Nz o ) \oe ‘ \06( \oe‘
o ¢ 2ot (e PO AT Wy X 2?,9 o 0°‘°$ 6\0 e
Grand Duchy of Luxembourg,
hotels
159 e 2025 w2019
(0]
- m
5%
0%
'a(\‘ 3(\‘ ‘C‘(\ Q'(\\ ’()\\ \)(\e \\)\\‘ \)5“ (2 \oe \oe( \oe(
\3(\\) Qe‘o(\) N\’b la N\ 3 P‘\)ie()’ﬁe«\ OC“O$O\\Q((\OQ(1€((\

Grand Duchy of Luxembourg,
Campsites & other paid accommodation

e 7025 e=——=2019

30%
20%
10%
0%

i 6:‘“@(\‘ ae e e 2\;9 “‘“eoc&%( ‘“\(())e‘ce«\‘oe(

Luxembourg City,
hotels

1oy 2025 ——2019
- W
5%
0%

PR TITRER0 BV (S SR R BT RO\ EE N S S SO S Qo)
o ?e\o‘\) TR A y \»}269@(0 0"‘0\@\‘?’«\090?’«\

Source: Statec



Nights,
Short-term rentals, 2025

+10% (vs. 2024)
+95% (vs. 2019)

Average length of stay,
Short-term rentals, 2024

-0.20 nights (vs. 2024)
+0.20 nights (vs. 2019)

Source: Eurostat.

Short-term rentals Y 4
2025 and 2019-2025 N

Arrivals,
Short-term rentals, 2025

+16% (vs. 2024)
+84% (vs. 2019)

Nights,
Short-term rentals, 2019-2025
546,505
495,891
428,157
322,201
280,879 I I
2019 2022 2023 2024 2025

Top source markets, nights,
Short-term rentals, 2025

NL I /3,055
DE I /0,472
FR . 64,241

LU I 17,997

BE I /3,283

Us I 26,752

ES I 23,873

IT I 17,398

UK [ 17,349

PT N 16,943

BR N 15,383

CH N 10,019

PL I 7,263

IE M 5,198

CA I 5,139

RO 1M 4,721

61% of all nights, and 62% of all inbound nights in
Luxembourg City



Characteristics of inbound trips



Inbound trips to Luxembourg with overnight : :

(all accommodation)
Purpose of visit, 2019-2025

B Other Business ® Business Events ® VFR m Holiday

of which 40% Bleisure trips

of which 36% Bleisure trips

2019 2020 2021 2022 2023 2024 2025

Source: World Travel Monitor/IPK International.



Inbound trips to Luxembourg with overnight

(all accommodation)
Purpose of visit by country of origin, 2025

B Other Business ® Business Events m®mVFR m Holiday

Source: World Travel Monitor/IPK International.



Inbound trips to Luxembourg with overnight : :

(all accommodation)
Holiday trips by type of holiday, 2019-2025

m Sightseeing - touring - transit ® City trips ® Countryside - active B Other m Private occasion ®m Health ®m Event ® Cruise, boat

: ' . 5% : 3%
=7 7% 6% - - 2%

4% % ;
5% 6% 4% 6% 6%

14% 9 21%

2019 2020 2021 2022 2023 2024 2025

Source: World Travel Monitor/IPK International.



Inbound trips to Luxembourg with overnight Y

(all accommodation)
Business events trips by type of event, 2019-2025

B Meetings, conferences, seminars B Congresses, conventions B Exhibitions, fairs ® Incentives

8% 7%

7%
12%

7%

2019 2020 2021 2022 2023 2024 2025

Source: World Travel Monitor/IPK International.



Inbound same-day trips to Luxembourg Y
2025 ’

Number of inbound Average length Origin country, % of same-day trips

same-day trips, 2025 (estimate) of same-day trips UK
S
0s
IT

<«

Other, 19% Germany,

Netherlands 27%
-0,1 h (vs. 2024) 0 11%

3.940.000

France, 21%

+2% (vs. 2024)

Seasonality

o i .
2 (LU Tl Expenditure of same-day leisure visitors

12% Transport to 29%

Food & drinks 27%

19%

Shopping

Other 14%

Entrances & excursions 6%

Local transport 5%

Sources: LFT estimates, Mobile phone data (Editus/LFT), LFT/lIres Visitor Survey.

Average spend per pers.: 140 €

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec


https://app.powerbi.com/groups/me/reports/855ca55a-d8cf-42d2-b7ce-43c13e63603c/?pbi_source=PowerPoint

Travel behaviour of inbound leisure
visitors



Key decision criteria for choosing Luxembourg Y,
Inbound leisure visitors with overnight (*), 2025 ’

52%

Beautiful nature, beautiful landscapes

Curiosity to discover a destination | hadn't visited before 47%

Luxembourg is close and easy to reach for me 42%

Attractive and interesting cities, sites and tourist experiences 40%

A little-known destination that's not too busy 24%

23%

Because public transport is free
Being able to enjoy a variety of experiences in close proximity to each other 22%

Safe travel destination 21%

Interesting history and traditions (customs, languages, monarchy, etc.) 20%

Friendly population / friendly locals 15%

A must-see destination with a unique atmosphere _ 12%
Because Luxembourg is an international and multicultural country _ 11%
| wanted to be able to communicate easily at my destination _ 11%
Other (please specify) _ 11%

The quality of accommodation 7%

Pleasant weather without extremes

Quality and variety of cuisine / gastronomy 6%

Particularly suited to my specific personal needs (e.g. with children, reduced mobility, etc.) 4%

Source: LFT/lIres Visitor Survey.
(*) Maximum 3 answers possible.



Key travel motives Y
Inbound leisure visitors with overnight, 2025 N

49%

Discovering nature (landscape, fresh air, etc.)

Having new experiences and gaining new insights; seeing something different 47%

Getting away from the daily grind, gathering strength, recharging my batteries 44%

Relaxing, resting 42%

39%

Seeing and experiencing as much as possible

Having fun and enjoying myself 33%

Finally getting some time for myself and my family/friends 31%

Indulging and spoiling myself 20%

18%

16%

Submerging myself as deeply as possible in the destination: getting to know the locals, t...

Sports, exercise, being active, being healthy

Travelling as sustainably and ecologically as possible 11%

10%

Retracing old memories; seeing things again

Learning something, acquiring new skills 7%

Excitement, action and adventure 7%

None of the above 1%

Source: LFT/lIres Visitor Survey.



Type of places visited in Luxembourg
Inbound leisure visitors with overnight, 2025

Towns and cities 94%

Architecture, historic sites 76%

Gardens, parks 75%

Churches, religious sites 63%

Castles/palaces 62%

Other sites or leisure activities 51%

Museums, art galleries, exhibitions 44%

Military history sites (memorials) 33%

Cultural events (concerts, festivals, theatre, etc.) 24%

Leisure parks, animal parks, adventure parks 23%

Traditional or local folklore events 19%

Bathing and swimming locations

13%

—
G
X

Industrial heritage sites
Wellness, beauty and health institutions

8

R

o
X

Sporting events

Source: LFT/lIres Visitor Survey.



Visitors to Tourist Infos & Attractions
2019-2025

Tourist Infos & Attractions, visitor number trend (2019 = index 100)

——— Leisure Sites —— Castles = —— Museums Tourist Infos

150
140
130
120
110
100
90
80
70
60
50
40

30
2019 2020 2021 2022 2023 2024 2025

Top attractions by visitor number
B 2019 [ 2024 [ 2025

283838

261246 265587264689

252331 264873 257494

228740

219280 212513

145436 152223
128275 121850
108312

Parc Merveilleux Vianden Castle Mullerthal Trail Casemates MUDAM

Source: LFT survey.



Activities undertaken in Luxembourg Q
Inbound leisure visitors with overnight, 2025 4

Local flair/atmosphere

Natural attractions, excursions in the countryside
Hiking

Observing nature and animals

Trying regional specialities; typical local restaura...
Shopping experiences (NOT buying everyday ite...
Buying things at the market or directly from pro...
Night life (e.g. pubs, bars)

Tours or guided visits

Swimming (lake, water park, pool)

Cycling

Wine: tastings, winery tours, vineyards, etc.

Fine dining / Michelin-starred restaurants

Other sports activities

Mountain biking

Lessons or workshops (cooking, languages, pho...
Trail Running

Yoga, meditation...

Water sports (canoeing, kayaking, angling, etc.)
Climbing (rock climbing or at a climbing gym)

Adventure sports (rafting, bungee jumping, airb...

4%

4%

B

3%

2%

B 2>

| 1%

B -

7%
64%
63%
59%
47%
30%
30%
24%
20%
18%
14%
11%
11%

Source: LFT/lIres Visitor Survey.



Age groups

Inbound leisure visitors with overnight, 2025

27%

24%
13%

18%
6%
I

16-24 years 25-34 years 35-44years 45-54 years 55-64 years 65-74years 75+ years

11%

Source: LFT/lIres Visitor Survey.



Travel party

Inbound leisure visitors with overnight, 2025

My spouse or partner 62%

Friends, acquaintances or extended family 32%

Children under 16 18%

| travelled alone 9%

A travel group 1%

Work/team colleagues or professional contacts | 0%

Source: LFT/lIres Visitor Survey.



Transport, new visitors and cross-border trips Y
Inbound leisure visitors with overnight, 2025 N

Mode of transport to access Luxembourg

First-time visitors

Car 61%
Visitors with overnight
Train 60%
Plane

Camping-car

All Inbound
0%

B . . . .
n Visitors spending nights in Luxembourg
and abroad during same trip
Bicycle Visitors with overnight
o)
33%
Motocycle | 0% All Inbound

Source: LFT/lIres Visitor Survey.



Visitor satisfaction and recommendation
Inbound leisure visitors, 2025

Luxembourg excited me as a travel destination 65%

| would recommend Luxembourg as a travel destination 65%

| can see myself coming back to visit Luxembourg 61%

Luxembourg exceeded my expectations 48%

| can see myself coming back to Luxembourg for a longer stay 39%

Source: LFT/lIres Visitor Survey.



Perceptions of overtourism & sustainability - Y
Tourism Intensity - Tourism Density s

1%

of leisure overnight visitors indicated that their trip

was impacted by overcrowding, 2025!

@

Mentioned that it had a negative Visited other places or sights they
impact hadn‘t originally planned to

Tourism Intensity (*)2
1.45

1.50
1.27 119
0.81
0.66 I

2019 2020 2021 2022 2023 2024 2025

1.44

(*) Number of tourist overnight stays per 100 residents per day.
(**) Number of tourist overnight stays per day per km?2.

% of leisure overnight visitors considering Luxembourg to be a

,sustainable destination®, 2025 (brand feature)!

Tourism Density (**)?

369 390 380
3.02 2.96
1.99
1.61 I

2019 2020 2021 2022 2023 2024 2025

Sources: ' LFT/llres Visitor Survey 2023, 2based on Statec data.



Tourism Economy & Infrastructure



Expenditure
Inbound trips to Luxembourg with overnight (all accommmodation)

Average expenditure/pers./day

B Congresses, co.. [ Exhibitions, fairs [l Business Events
I Other Business [l Total trips [ Holiday

B Meetings, conf...
I Business, total

I Incentives
" VFR

30 .,‘. £

P72/ €

30 €

06 €
75 €

31 €

2019 2024 2025

Expenditure of leisure inbound
visitors by categories, 2025

Accommodation 34%

Food and drinks 24%

Travel 18%

Shopping %%

Other

Entrance fees - 5%
Local transport l 2%

8%

Sources: World Travel Monitor/IPK International, LFT/lIres Visitor Survey.



Occupancy rates, ADR and RevPAR Y

Hotels and short-term rentals N

Hotels
B Occupancy rate I ADR [ RevPAR

2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025

Sources: MKG Hospitality,
Lighthouse.



Economic contribution of tourism 14

Total contribution to GDP

10.7%
9.99
9.8% 9.4% &
7 5% 8.0%
7.2% 270 0
I. |66% |64% 6.5% 6.8% 7i
2019 2020 2021 2022 2023 2024

B % of GDP ® % of employment

9.7%

7.1%

2025

Inbound tourist receipts, million $

-6% (vs. 2024)
+33% (vs. 2019)

Employment in tourism

+7% (vs. 2024)
+12% (vs. 2019)

Sources: WTTC, UN Tourism.



Hotel capacities \ ¥
2019-2025 7R

Number of hotels

Hotel rooms, regional trend (2019 = index 100)

— Sud — Moselle —— Ville de Luxem... —— Ardennes

—— National Centre —— Mullerthal —— Guttland
135

130

125

120

115

2019 2020 2021 2022 2023 2024 2025 110

Number of bedspaces 105

100

__H__

95
2019 2020 2021 2022 2023 2024 2025

2019 2020 2021 2022 2023 2024 2025

Source: Statec.



Campsites & Youth Hostels capacities Y
2019-2025 /N

Number of campsites and campsite bedspaces

[ Establishments [l Bedplaces

38.665 38.893
37.301

68

64 |32.140

Campsite & youth hostel bedspaces,
trend (2019 = index 100)

—— Campsites = —— Youth Hostels

120

110

2019 2020 2021 2022 2023 2024 2025

Number of youth hostels and youth hostel bedspaces 100 —"'<\ 1

I Establishments [ Bedplaces

90

1.026

80
2019 2020 2021 2022 2023 2024 2025

2019 2020 2021 2022 2023 2024 2025 Source: Statec.



Air travel : seat capacities )4

Total seat capacity, 2025 Monthly seat capacity, 2025
(in 1,000s)

310
260 257
3.340.618
+3% (vs. 2024) I I |
> P

‘\/

Source: Forward Keys.



Quality of tourist infrastructure )34

Luxembourg’s ranking in WEF Travel Competitiveness Report

20

21
25 23 23

26 26
30 28

35
2012 2014 2016 2018 2020 2022 2024

Quality labels, number of certified accommodation, 2025
Ecolabel Bed & Bike EureWelcome

48 82 99

Sources: World Economic Forum, Oekozenter, LVI, Info-Handicap.



Online reviews: satisfaction ratings vary by segment
2025

9.1 92
8.8 8.9
8.5 8.5 8.6
8.2 8.2 31 8.4
7.8
B Luxembourg
M Europe
Total Accommodation Attractions Restaurants Sustainability Value for money

Average score on a scale of 1-10 of satisfaction ratings
posted on online review sites (Trip Advisor, Google, etc.)

Source: Travelsat/MMGY TC| Research.



Luxembourg’s current and potential visitors are Y
more quality- than price-oriented o

Quality vs. price orientation, Quality rather than price as a general travel preference,
leisure inbound visitors, 2025 outbound travellers, @ 13 European markets

® FPast visits {ovn)

® Sympathy Lux: very high
Neither 50%

® Trav int abroad

@ Travel intent Lux: very high

High quality 35%

37%

Advantageous price 15%

0% 10% 20% 30% 40% 50%

Quality-oriented

Trav int abroad = population planning to travel at least once abroad next year
Past visits (ovn) = population having travelled to Luxembourg in the past
(with an overnight)

Sympathy Lux: very high = population having expressed very high sympathy
towards Luxembourg as a destination

Travel intent Lux: very high = population strongly planning to travel to
Luxembourg within next 3 years

Sources: Destination Brand/Inspektour, LFT Brand & Potential Studies.



Targetl segments,
Brand & Growth Potential



A

Destination Luxembourg - Brand Funnel 2024 Dalg
Assessing Luxembourg’s brand strength as a destination ’

Awareness 83%
? 70%
58%
64%
Travel Intent, 37% 289%
Total
16%
prospective
retrospective Previously o
visited 19%

v

— Average 13 European source markets

Highest sympathy for Luxembourg
1.  Belgium

2.  Netherlands

3. Portugal

Total future visitor potential (*)
1.  Germany

2. France

3. ltaly

Highest future travel intent (**)
1. Explorers

2. Perfection Seekers

3. Nature-Loving Actives

Sources: LFT Brand & Potential Studies ; Destination Brand/Inspektour.
Markets: DE-BE-NL-FR-UK-CH-AT-IT-ES-IE-DK-SE-PT.

(*) Based on travel intent for next 3 years.

(**) Based on relative shares of travel intent for next 3 years.



Tourism is a positive driver to W
Luxembourg’s nation brand e

@ Past visits (ovn)

® Total

84% 146
Sympathy Lux (% of total)

57% 155

Travel intent Lux (% of total)
37%

30% 182
Travel intent Lux Core (% of total)

16%

Sympathy towards Luxembourg and future travel intent to Luxembourg are both considerably
higher among respondents having visited Luxembourg in the past.

Sources: Destination Brand/Inspektour, LFT Brand & Potential Studies.



Luxembourg's Theme Competence (*)
Average 13 European source markets (*¥)

Culinary

Resting, relaxation
Nature

City

Family

Architecture, townscapes
Gardens, parks

Culture

Castles

History, Unesco

Fun, entertainment
Road trips, scenic drives
Hiking

Bathing in lakes, waters
Luxury

Shopping

Sustainabilty

Nightlife

Wine

Wellness

Countryside

Active, sports

Action, adventure
Events

Camping, motorhome
Remembrance

Cycling

Industrial Heritage

MTB

Water sports

—o— General interest

" —e— Luxembourg’s g
- suitability Pt
i »

Growth potential for themes (***)

Culinary

Resting/relaxation

Nature

Family

History & Unesco
Sustainability
Action, adventure
Events

Best-ranked themes in each source market
City : DK-FR-DE-IE-PL-CH-ES

Nature : BE-NL
Culinary : AT-SE
Castles: IT
Family : PT

Architecture/townscapes: UK

(*) Themes for which Luxembourg is considered most suitable as a
holiday destination, % of respondents agreeing.

(**) DE-BE-NL-FR-UK-CH-AT-IT-ES-IE-DK-SE-PT.

(***) Themes for which Luxembourg's theme suitability is still relatively
low, compared to the overall general theme interest — see chart.

Source: LFT Brand & Potential Studies



LFT Target Segments \ ¥ 4

Inbound leisure visitors with overnight, 2025 (*) ’
% pts.
vs. 2024

Explorers +1
Nature-Loving Actives -1
Relaxation Seekers -1
Short Breakers =
Perfection Seekers +2

Leisure-Oriented

Source: LFT.
(*) Estimate.




Residents’ attitudes towards tourism



Residents® attitudes towards tourism in Luxembourg «e
2025 /N

% residents who ‘support tourism and want it to remain important and even to grow in importance’

% of residents who say that ‘the positive benefits of tourism outweigh the negative effects’

Source: LFT/llres Resident Survey, 2023.



Residents® attitudes towards tourism in Luxembourg e
2025 /N

Perception of the number of visitors in Luxembourg

Dark bars refer to 2025,

[s)
62% light bars to 2024 values

56%

30%
25%

6% 5% 7% 8%
] [ ]
Too few Just right Too many Na/don't know

Perception of tourism‘s impact on the quality of life in Luxembourg
45%

41% 42%
37%
(o) 0,
3% 204 10% 10%
Positive impact No impact Negative impact Na/don't know

Source: LFT/llres Resident Survey, 2023-2024.



Your contact

Alain Krier
Head of Insights & Strategy
T.+352 42 82 82 36
alain.krier@LfT.lu

’
VISIT
LUXEMBOURG

Luxembourg for Tourism GIE
6, rue Antoine de Saint-Exupéry
L-1432 Luxembourg-Kirchberg
www.visitluxembourg.com



mailto:alain.krier@lft.lu
http://www.visitluxembourg.com/
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