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https://unsplash.com/@svetlana_b?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/@svetlana_b?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/a-large-cathedral-towering-over-a-city-next-to-a-river-dXPdprbuvzE?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Economic indicators &
General Travel Demand



Economic indicators — General travel demand A

GDP and consumer spending, % annual change

6.5

2.4
1.5 ) 1.7 2.0 1.8

1.6

0.5 O'3l

-1.09.7 -0.8
-4.2
-6.8
2017 2018 2019 2020 2021 2022 2023 2024 2025

B GDP change ® Consumer spend

Economy & population

GDP (PPP, $) per capita
62,824

Unemployment (%)
6.3

Inflation(%)
2.2

Population
84,075,075

Sources: Oxford Economics, United Nations, World Bank.



Economic indicators — General travel demand A

Outbound trips and travel expenditure

86.?

90.2B

12
115.6M 11348 30 116.0819.0m 298 am . .
- - : Outbound travel intensity
99.1M
53.6M

455M 49.3B

86.9 92.1 SM 1.47 trips
77.1 per inhabitant (2025)
37.98
Average spend
per outbound trip (2025)
I 985 $

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

B Outbound travel expenditure B Outbound trips

Average length of stay,

Share of outbound travel, % all nights nights, all outbound trips
q 4.4 4.4 4.4 4.4 4.5 4.4
55.5% 5359 55.4% 56.6% 56.9% Share of leisure, 4.1
40.6% 4>7% % all outbound trips
(2025)
84%
2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025

Sources: Oxford Economics.



Arrivals & nights
in paid accommodation



Nights in paid accommodation
2025 and 2019-2025

NightS, 522,088

paid accommodation, 2025 463,903
418,322
331,674
152,925 I

-2% (vs. 2024)
+22% (vs. 2019)

2019 2020 2021 2022 2023

517,875 508,512

2024 2025

Source: Statec



Arrivals In paid accommodation
2025 and 2019-2025

Arrivals,
paid accommodation, 2025 231,891
201,417 201,496
130,293
+1% (vs. 2024) 64,668
+19% (vs. 2019) I

2019 2020 2021 2022 2023

238,235 240,493

2024 2025

Source: Statec



Length of stay, paid accommodation Y

2025 and 2019-2025 /N
Average length of stay,
paid accommodation, 2025
2.55
2.36 23 5 95
’ 2.1

2.08 —— / —2..11

-0.06 nights (vs. 2024) 2019 2020 2021 2022 2023 2024 2025

+0.03 nights (vs. 2019)

Source: Statec



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

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

8%

H Hotels W Hotels

B Campsites B Campsites

Other paid accomm.

Hotels p RN -6% (vs.2024)  -1% (vs. 2019) Hotels Wil -3% (vs. 2024)  +3% (vs. 2019)
Campsites ey X1 [0l +5% (vs.2024) +85% (vs. 2019) Campsites ({Hoyal +10% (vs. 2024) +101% (vs. 2019)
Other paid accomm. VAWA/ /A +1% (vs. 2024) +8% (vs. 2019) Other paid accomm. [RAVAN  +1% (vs. 2024) +9% (vs. 2019)

Source: Statec

Other paid accomm.




Nights & arrivals in paid accommodation Y
Regions, 2025 7

M Guttland/Lux.-City
(camping)

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

B Lux.-City (excl. camping) B Lux.-City (excl. camping)
W MPSL m Eislek
M Eislek W MPSL

8% Guttland (excl. camping) Guttland (excl. camping)
B South 10% B South
B Moselle B Moselle
M Guttland/Lux.-City

(camping)

5% (. 2026)  +109%(vs 207)
V1% (5. 2026)  +46% vs.2019)
7% (5. 2024) +49% (e, 2009
-23% (vs. 2024) +0% (vs. 2019)
-17% (vs. 2024) -10% (vs. 2019) -5% (vs. 2024) +2% (vs. 2019)
V6% (v5.2024)  +5%(vs. 2019) 0% (vs. 2026)  +149% (vs. 201

({01 AdF-1o Ve V] MUV ETot| aYA (X109 o1 (31 ) P ZR=-X1: W -13% (vs. 2024) +60% (vs. 2019) (Vi ET o Lo VMV & et AVA (100 o1 ) IR VXYW -13% (vs. 2024)  +60% (vs. 2019)

Lux.-City (excl. camping) W/ +5% (vs.2024)  +7% (vs. 2019)

MPSL 112.284 -1% (vs. 2024)  +51% (vs. 2019)
Eislek (0 ORV/ M +12% (vs. 2024) +59% (vs. 2019)
Guttland (excl. camping) VAR I [-H -29% (vs. 2024) -4% (vs. 2019)

Source: Statec



Arrivals In paid accommodation Y
Trends 2019-2025 7

All paid accommodation, national (2019 = Index 100) Hotels, national (2019 = Index 100)
150 150
/
100 100 | ——
= All inbound

50 50 Germany

0 0

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

All paid accommodation (*), Luxembourg City (2019 = Index 100)

150

100 {

50

0
2019 2020 2021 2022 2023 2024 2025 (*) excluding camping.

Source: Statec




Arrivals In paid accommodation

Seasonality

All paid accommodation, 2025

= All inbound

15%

10%

Hotels, 2025

Germany

/\-
/\\/

"

5%

0%
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All paid accommodation, arrivals from Germany

= All inbound Germany
20%
10% \
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Nights,
Short-term rentals, 2025

+18% (vs. 2024)
+128% (vs. 2019)

Source: Eurostat (experimental statistics).

Short-term rentals
2025 and 2019-2025

Nights,
Short-term rentals, 2019-2025

67,065
56,848
34,860
29,435
22,929
13,625 I
2019 2020 2021 2022 2023 2024

70,472

2025



Characteristics of inbound trips



German trips to Luxembourg with overnight Y

. " A
(all accommodation)
Purpose of visit, 2019-2025
German trips to Luxembourg, 2019-2025 2025
Germany to Europe to
® Other Business  ® Business Events ®VFR  m® Holiday Luxembourg

Holiday 56% 62%

VER 14% 12%

Sk 58% 62% Business Events 20% 17%

Other Business 10% 8%

16% 14% 18% 16%

13% 11% 11%

2019 2020 2021 2022 2023 2024 2025

20%

Source: World Travel Monitor/IPK International.



Inbound same-day trips to Luxembourg Y
2025 7N

Number of inbound Average length
same-day trips, 2025 (estimate) of same-day trips

1.071.000

+0,5 h (vs. 2024)

+15% (vs. 2024)

Seasonality
% of same-day trips

12%
11%
10%
10% 9%
8% .
8% 8%
7% 7%

6%

I 4% I I I I

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
Sources: LFT estimates, Mobile phone data (Editus/LFT), LFT/llres Visitor Survey.



Travel behaviour of inbound leisure
visitors



Main holiday types

Leisure overnight visitors, 2025

@ All inbound @ Germany

29%
Touring and discovery tri
. v _ 1%
23%
Relaxation holiday ’
20%
13%
Hiki
oo | 1o
11%
City break ’
14%
6%
Family holid
amily holiday - 6%
%
Nature holiday ’
2%
4%
Party and f
arty and fun rz%
3%
Cultural or study trip ’
3%
2%
Active sports holiday ’
1%
2%
Adventure and discovery . ’
1%
Wellness and health ’
1%
0%
Culi d wine tri
ulinary and wine trip h 19
0% 20% 40%

All holiday types

Leisure overnight visitors, 2025

@ All inbound @ Germany

Sightseeing trip, discovery trip, tour
Rest and relaxation holiday

City trip

Walking/hiking holiday

Nature holiday

Family holiday

Fun/party holiday

Cultural/study trip
Activity/fitness/sports holiday
Adventure and discovery holiday
Culinary or wine holiday

Health and wellness holiday

No suitable additional category amo...

Main purpose of overnight trip (if not holiday)
Leisure overnight visitors, 2025

® All inbound @ Germany

8%

6%

4%

2%

0%

8%

4%

Event Visiting Shopping
friends/re...

1%

Other

Source: LFT/llres Visitor Survey.



Reasons for choosing Luxembourg
Leisure overnight visitors, 2025

® All inbound @ Germany

Beautiful nature, beautiful landscapes 52%

Curiosity to discover a destination | hadn't visited before

42%

Luxembourg is close and easy to reach for me 46%

40%

Attractive and interesting cities, sites and tourist experiences 46%

A little-known destination that's not too busy

30%

Because public transport is free

37%
Being able to enjoy a variety of experiences in close proximity to each other _ 28%
Interesting history and traditions (customs, languages, monarchy, etc.) — 20%
Friendly population / friendly locals m 15%
A must-see destination with a unique atmosphere ﬂ 16%
Because Luxembourg is an international and multicultural country _ 18%
| wanted to be able to communicate easily at my destination _
: 11%
Other (please specify) - 11%
The quality of accommodation r
Pleasant weather without extremes -
Quality and variety of cuisine / gastronomy 5602’
Particularly suited to my specific personal needs (e.g. with children, reduced mobility, etc.) B 4%
0% 20% 40%

58%

60%

Source: LFT/llres Visitor Survey.



Travel Motives
Leisure overnight visitors, 2025

® All inbound @ Germany

Discovering nature (landscape, fresh air, etc.)
Having new experiences and gaining new insights; seeing something different

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

Relaxing, resting

Seeing and experiencing as much as possible

Having fun and enjoying myself 33%

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

20%

Indulging and spoiling myself

Submerging myself as deeply as possible in the destination: getting to know the locals, t... 220,

16%
16%

Sports, exercise, being active, being healthy

Travelling as sustainably and ecologically as possible LNk

16%

Retracing old memories; seeing things again

»

=
—
o
=

7%

!
S

Learning something, acquiring new skills

7%

-

Excitement, action and adventure

=
-
xR

None of the above

20% 40%

o
=

Source: LFT/llres Visitor Survey.



Places visited
Leisure overnight visitors, 2025

® All inbound @ Germany

Towns and cities

Architecture, historic sites

Gardens, parks

Churches, religious sites

Castles/palaces

Other sites or leisure activities

Museums, art galleries, exhibitions

Military history sites (memorials)

Cultural events (concerts, festivals, theatre, etc.)
Leisure parks, animal parks, adventure parks
Traditional or local folklore events

Bathing and swimming locations

Industrial heritage sites

Wellness, beauty and health institutions

Sporting events

81%
75%
75%
64%
14%
13%
1%
8%
8%
0% 20% 40% 60% 80%

94%
95%

100%

Source: LFT/llres Visitor Survey.



Acitivities (sporting and non-sporting)
Leisure overnight visitors, 2025
® All inbound @ Germany

Local flair/atmosphere | i 3,
Natural attractions, excursions in the countryside _ 64%
iy a7
Observing nature and animals m 59%
Trying regional specialities; typical local restaura... _ 47%
Shopping experiences (NOT buying everyday ite... m 30%
Buying things at the market or directly from pro... _ 30%
Night life (e.g. pubs, bars) m%
Tours or guided visits - 20%
Swimming (lake, water park, pool) _ 18%
Cycling -14%
Wine: tastings, winery tours, vineyards, etc. - 11%
Fine dining / Michelin-starred restaurants - 11%

Other sports activities E%

Mountain biking . 4%

Lessons or workshops (cooking, languages, pho... H%

Trail Running ‘3%

Yoga, meditation... ‘3%

Water sports (canoeing, kayaking, angling, etc.) E%

Climbing (rock climbing or at a climbing gym) ”%
Adventure sports (rafting, bungee jumping, airb... L 1%

0% 50% 100%

Source: LFT/llres Visitor Survey.



Age

Leisure overnight visitors, 2025

@ All inbound @ Germany
35%

30%

30%

25%

20%

15%

1%

10% 9%

5%

0%

16-24 years  25-34 years

45-54 years  55-64 years

Gender ' ‘

Leisure overnight visitors, 2025

® All inbound @ Germany

56%

Female
56%

43%

Male
44%

1% 1%

N
75+ years 0% 20% 40% 60%

Source: LFT/llres Visitor Survey.



Region of origin
Leisure overnight visitors, 2025 ' ‘
@ Germany
Baden-Wirttemberg 19%
Rhineland-Palatinate 15%
Bavaria 12%
Hesse 9%
Saarland - 5%
Lower Saxony - 3%
Berlin I 1%
Brandenburg I 1%
Bremen I 1%
Hamburg I 1%
Saxony I 1%
Schleswig-Holstein I 1%
0% 5% 10% 15% 20% 25% 30% 35%

Source: LFT/llres Visitor Survey.



Travel party
Leisure overnight visitors, 2025

® All inbound @ Germany

My spouse or partner

Friends, acquaintances or extended family

18%
Children under 16
9%
| travelled alone
I 1%
A travel group
0%
Work/team colleagues or professional contacts
2%
0% 10% 20%

62%

67%

38%

30% 40% 50% 60% 70%

Source: LFT/llres Visitor Survey.



Transport to destination
Leisure overnight visitors, 2025

® All inbound @ Germany

Car

18%
Train
6%

11%
Plane
2%

F

7%
Camping-car
19%

|

2%
Bus
3%

| 0%
Bicycle

0%
Motocycle
2%

.

0% 10% 20% 30% 40%

50%

61%
First-time visitors

Leisure overnight visitors, 2025

9%

60%

All inbound

63%

Germany

60% 70%

Visitors spending nights in
Luxembourg and abroad
during same trip

Leisure overnight visitors, 2025

33%

All inbound

34%

Germany

Source: LFT/llres Visitor Survey.



\ ¥ 4
Spending categories ' ‘

Leisure overnight visitors, 2025

® All inbound @ Germany

Average expenditure/pers./day ceommodaten 34%
. 24%
Inbound trips to Luxembourg with overnight (all accommodation) Food and drinks _ 25%
18%
Travel | 7
W Total trips m Holiday pping : 12%

Entrance fees

0% 5% 10% 15% 20% 25% 30% 35%

Quality vs. price orientation
Leisure overnight visitors, 2025

®Allinbound @ Germany

Neith °0%
either 0%

High qualit 35%
igh quality 38%
15%
Advantageous price -
13%
2019 2024 2025

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

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



Overall satisfaction - % "strongly agree” ' ‘

Leisure overnight visitors, 2025

® All inbound @Germany

Luxembourg excited me as a travel destination
69%

I would recommend Luxembourg as a travel destination
77%

| can see myself coming back to visit Luxembourg
67%

Luxembourg exceeded my expectations
56%

| can see myself coming back to Luxembourg for a longer stay
45%

0% 20% 40% 60% 80%

Source: LFT/llres Visitor Survey.



Brand features
Leisure overnight visitors, 2025 ‘ '

® All inbound @ Germany

Welcoming

International, multicultural

Natural

Rich in contrasts, a blend of old and new
Sustainable, environmentally friendly
Cosy, comfortable

Charming

Attractive

Of high quality, top of the range
Credible, authentic

Open, tolerant

Sophisticated, stylish

Lively, bubbly

Dependable, down to earth
Traditional

Dynamic

Modern, trendy

Unusual, surprising

Exclusive, luxurious

0% 50% 100%

Source: LFT/llres Visitor Survey.



Target segments,
Brand & Growth Potential



Explorers

Nature-Loving Actives

Relaxation Seekers

Short Breakers

Perfection Seekers

Leisure Oriented

LFT Target Segments )14

Bl Cermany
[ Allinbound

30%
27%
25%
26%

Source: LFT (estimate).



Destination Luxembourg - Brand Funnel 2024 T ¢

Assessing Luxembourg’s brand strength as a destination ’ R
f—
Awareness 80% 83%
> 78% > 70%
62% 58%
65% > 64%
Travel Intent, 40% 329% 37% 28%
Total
A 20% 16%
prospective
retrospective Previously
vV visited 18% 19%

Source: LFT Brand & Potential Study 2023-2024,
except data for PL: Destination Brand/Inspektour (2021).



Regional origin 2024

Past visitors and future potential

B Travel intent (*)

Saarland

Bremen
Brandenburg
Heszen

Bavaria
Baden-Wirttemberg
Nordrhein-Westfalen
Mecklenburg-Western Pomerania
Rheinland-Pfalz
Schleswig-Holstein
Lower Saxony

Berlin

Saxony

Thuringia
Saxony-Anhalt

Hamburg

B Visits in the past

43%

43%

—41%

40%

40%

—40%

40%

Source: LFT Brand & Potential Study, 2024.



General theme interest (*)

B B =

Rank Rank % interested
Culinary 2 1 72%
Resting/Relaxation 1 2 71%
Nature 3 3 70%
Immersive travel 6 4 69%
Sightseeing 4 5 68%
Architecture/townscapes 7 6 66%
City 5 7 64%
Fun/entertainment 8 8 61%
Culture 1l 9 60%
Castles 9 10 59%
Family 12 1 59%
Exchanging with locals 13 12 58%
History/Unesco 10 13 58%
Learning/new skKills 14 14 56%
Events 16 15 55%
Sustainability 15 16 53%
Nightlife (**) 20 17 50%
Hiking 17 18 49%
Adventure/action 19 19 48%
Active-sports 27 20 47%
Wine 21 21 47%
Shopping 23 22 46%
Wellness 25 23 46%
Travelling by train 18 24 45%
Countryside 22 25 45%
Cycling 3] 26 44%
Remembrance 26 27 44%
Industrial heritage 28 28 43%
Luxury 24 29 41%
Camping 29 30 39%
Film locations 30 31 37%
MTB 32 32 29%
Motorcycling 33 33 27%

(*) Interest in themes with regard to holiday trips with
overnight (regardless of specific destinations).

Europe : average rank for source markets DE-BE-NL-FR-UK-
CH-AT-IT-ES-PL-IE-DK-SE-PT.

(**) Nightlife (festivals & events), urban lifestyle, lively places
(trendy or alternative quarters).

Source: LFT Brand & Potential Study, 2024.



Luxembourg‘s Theme Competence (*) . e

 meme [ L L

Rank Rank % agreeing
City 1 1 42%
Culinary 3 2 41%
Architecture/townscapes 4 3 33%
Nature 5 4 32%
Resting/Relaxation 2 5 31%
Castles 7 6 29%
Shopping 10 7 29%
Culture 6 8 29%
Luxury 9 9 28%
Family 8 10 28%
History/Unesco 12 1 24%
Wine 15 12 23%
Fun/entertainment 13 13 22%
Hiking 1 14 21%
Cycling 20 15 20%
Active-sports 21 16 19%
Nightlife (*** 14 17 19%
Sustainability 18 18 18%
Wellness 16 19 17%
Countryside 17 20 17% (*) Themes for which Lu.xembourg is qonsidergd most
Camping 19 2 R ey
Events 23 22 17%
Europe : average rank for source markets DE-BE-NL-FR-UK-
Remembrance 26 23 15% CH-AT-IT-ES-PL-IE-DK-SE-PT.
Adventure/action 2 £l L (** Nightlife (festivals & events), urban lifestyle, lively places
Industrial heritage 24 25 14% (trendy or alternative quarters).
U = = 15% Source: LFT Brand & Potential Study, 2024.




Theme interest & Luxembourg's Theme Competence (*) o

Theme ranking by source market interest and Luxembourg’s perceived suitability

35

30 25
Luxury
[ J
Cycling
( J
Camping
( (
Remembrance

[}
Industrial heritage
MTB PY

Countryside @

General theme interest

20 15 10 0
City
°® Culinary
Architecture/townscapes °®
® Nature
Restigg/Relaxation
Castles ®
Shopping ®
Culture
Family
History/Unescqg
Wine
P Fun/entertainment
Hiking ®
[ ]
Active-sports
® Nightlife(**)
Sugtainability
[ ]
Events
[ ]
Adventure/action
[ ]

0

5

10

15

20

25

30

Luxembourg's theme suitability

(*) Themes for which
Luxembourg is considered most
suitable as a holiday destination,

% of respondents agreeing.

(**) Nightlife (festivals & events),
urban lifestyle, lively places
(trendy or alternative quarters).

Source: LFT Brand & Potential Study, 2024



Luxembourg’s Brand Value Ratings (*)

BT E = e

Rank Rank % agreeing
safe 1 1 44%
clean 2 2 38%
welcoming, hospitable 4 3 37%
open:mlndec[, tolerant, 5 4 27%
international
of high quality 3 5 36%
authentic, real 5 6 31%
dynamic, modern 9 7 28%
exclusive, luxurious 8 8 27%
attractive, appealing 7 9 27%
service oriented 10 10 25%
varied, diversified 12 n 25%
surprising N 12 20%
H O,
TR T E L= 200 (*) Brand feature associated with destination
.. . o Luxembourg,
not overcrowded / insider tip 14 14 19% % of respondents agreeing.
sustainable 15 15 16% Europe : average rank for source markets
DE-BE-NL-FR-UK-CH-AT-IT-ES-IE-DK-SE-PT.
affordable 16 16 14%

Source: LFT Brand & Potential Study, 2024.



Spontaneous associations with Luxembourg

EU institutions & politics Culture

Castles & palaces

Banks & financial xpensive / high prices
Neighbouring countries & border region

Tax haven / low taxes' Wealth, prosperity & luxury

Small country

Friendly people & hospitality History & tradition

Archltecture & buildings

Good food & culsine

Sights landmarks

N O t h l n g n O l d e a Multlllnguallsm

Duchy & monarchy General beauty (country/city)

Cheap fuel, shopping & cross-border deals

Source: LFT Brand & Potential Study., 2024



Trip organisation and preferences (1)
— Average European source markets, total vs. Germany

B Cermany
B All inbound

Preferred sources of travel inspiration

50%

Recommendation from family, friends, acquaintances 5%

A42%
44%

41%

Online search engine

Online booking engines, travel portals, holiday review ...

Social Media S5
Travel agency 24%2?%
: 22%
Guide books or other books 0%
Destination website: | ———— 557

- 15%

Online streaming (Netflix, podcasts...) 14;66%

Accommodation websites O%_ 279,
Travel fairs - ”;,:
Features o TV — 15
Artificial intelligence (e.g., ChatGPT) -8;"%
Features in magazines O%_ 15%
Features in newspapers O%_ 10%

Cinema ey o
None of the above / no sources . 3%

3%

. 0%
Features on radio B

69%
Instagram
73%

68%
Youtube

I

57

56%
Facebook

51%

42%
TikTok
50%
37%
Pinterest
0%
O
13%
Snapchat
14%

=
o
£

18%

Interest for longer stays and cross-border stays to Luxembourg (in case of general travel intent to Luxembourg)

Longer trip

32%

Cross-border

Source: LFT Brand & Potential Study, 2024.



Trip organisation and preferences (2) W
— Average European source markets, total vs. Germany

Reasons for not considering Luxembourg as a destination

B Cermany

3% B All inbound

Other destinations more interesting
50%

Offer does not match my needs

27%
Do not know Lux enough

18%

Mo reason, just haven't though of it
16%

6%

Too expensive
17%

I

13%
14%

Weather, climate

Recent trip to Lux
9%

Hard to reach

ls%

4%

1%
MNegative experience in past
2%

Source: LFT Brand & Potential Study, 2024.



Trip organisation and preference (3) Qs
— Average European source markets, total vs. Germany

General preference for visiting iconic vs. lesser-known sites Self-organisation (*), new destination (*¥)

Organised myself
Also lesser-known sites
71%

33%

30%
Organised via travel agency

Iconic sites mostly

32%

New destination

72%

Generally prefer lesser-known sites

B Cermany
B All inbound

(*) During last outbound holiday trip .

Source: LFT Brand & Potential Study, 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
Wwww.Visitluxembourg.com



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