
Summary Sheet, Sweden, 2024

Outbound trips and travel expenditure
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In  2024 , Sweden  recorded  a  2%  
increase  in  outbound  travel  
expenditure  and  a  4 %  rise  in  the  
number  of  outbound  trips  
compared  to  2023 .

Nearly  85 %  of  all  outbound  trips  
were  leisure  trips  and  32 %  of  
trips  had  a  duration  of  one  to  
three  nights .
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Nights  in  paid  accommodation  from  
Sweden  increased  by  9 % , alongside  a  4 %  
rise  in  inbound  arrivals  compared  to  2023 . 
The  average  length  of  stay  in  2024  is  1.85  
nights   (+0 .09  vs . 2023 ).

9% 8% 8%

27%
23% 31%

9%
15%

15%

45% 54% 46%

2022 2023 2024

Tradtional business MICE VFR Holiday

Purpose of visit

Source: World Travel Monitor/IPK International 
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Travel expenditures

Average expenditure/pers/day
All trips to Luxembourg

Sweden All inbound

199€ 189€

Source: World Travel Monitor/IPK International

Market Potential
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Resting/Relaxation
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14%  of  Swedes  have  already  visited  Luxembourg  in  the  past , which  is  below  the  European  
average . Total  travel  intent  from  Swedes  is  also  below  average , given  27 %  of  Swedes  intent  to  
visit  Luxembourg  in  the  next  three  years . The  core  potential  for  visits  from  Sweden  reaches  
11% , which  translates  into  a  potential  of  around  0 .6  million  visitors  for  this  market .

Source: LFT Brand & Potential Studies 2023 -2024
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