


Market size of Nature segment

Please note: Due to small sample sizes for nature related same-day visitors,
results in the overall theme profile referring to this group may only be seen as
indicative but not as generalizable.



Shares by country of origin

Visitors with overnight

Number of overnight leisure trips to Luxembourg
(estimate, yearly average 2023/2024)

All Inbound 6%

Belgium 13% Nature
France 2% ? . . Natu re
Germany 5% (maln hollday (holiday type)
] ] [taly 11% h ‘ d . type)
Main - Nature holiday T Netherlands 16% 350.000
Spain D%g ? 84.000
Switzerland 0% (o) (25%
United Kingdom 0% (6 /0 of inbound
United States 0% of inbound overniaht
. overnignt
overnight . ~
leisure trips to ST o
All Inbound 25% Luxembourg)
Belgium 41% xembourg

France 14%

Germany 21%
Italy 39%
Netherlands 49%

Nature holiday

Portugal 13%
SU— Spain 18% A The Netherlands, Belgium and Italy show the highest

! United Kingdom 8% share of visitors related to nature — either as main
United States 0% purpose of the holiday or as being related to an

activity during the holiday.

0% 20% 40% Sources: LFT/llres Visitor Survey, 2023-2024; trip volumes are estimates based on World

Travel Monitor/IPK International, LFT/lIres Visitor Survey & Editus/LFT mobile phone data.



Shares by country of origin

Same-day visitors

Number of same-day leisure trip to Luxembourg
(estimate, yearly average 2023/2024)

Nature

(excursion
type)
146.000

All Inbound 4%

(4%
of inbound

same-da
Germany 5% leisure trips to

Netherlands 5% xembourg

Belgium 8%

Nature trip France 3%

0% 2% 4% 6% 8% Sources: LFT/llres Visitor Survey, 2023-2024; trip volumes are estimates based on World
Travel Monitor/IPK International, LFT/lIres Visitor Survey & Editus/LFT mobile phone data.



Region of origin (BE)

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Brussels Capital Region o 21%

Licge TR 3%
Hainaut R 2%
East Flanders W 10%
West Flanders [0 2 i
Antwerp T, i %

Flemish Brabant —— 8%
Luxembourg B 6%

0
Namur "

Walloon Brabant B 6%
0% 20%

Region of origin (NL)

Visitors with overnight

® All Inbound @ Nature (holiday ...

South Holland [T > 1%
North Brabant w 25%
North Holland
Gelderland mg%
Utrecht [P 0% 27

® Nature (mai...

® All Inbound @ Nature (holida...

London M

South-East 00 19%

Midlands M— 33%

Northern England o

Region of origin (DE)

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

(o)
P e 3%

North Rhine-Westphalia
Baden-Wuirttemberg
Bavaria

Hessen
Rhineland-Palatinate
Lower Saxony

Saarland

Berlin

Hamburg

Saxony

Region of origin (UK)

Visitors with overnight

2%

Limburg - 5y
; South-West ?
Overijssel 0‘:/;!9/
Drenthe Fast of England -0%0
(o)
Flevoland Northern Ireland .0;:6
Zeeland 9
) Scotland '&f
Friesland o
i Wales ' 1%
Groningen 0%
0% 10% 20% 0% 50%

® Nature (mai...

— 43%
w12 °
0
e 20
;o
%
e
%
o4
14%
20% 40%

Region of origin (ES)

Visitors with overnight

® All Inbound @ Nature (holiday... @ Nature (mai...

o — Lombardy [ 43 %

Catalonia "B 17%

Madrid

Andalusia

(o]
Valencia ™8% 10%

Region of origin (FR)

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Grand Est ECORMMEINEG
le-de-France |l i 77

0,

Hauts-de-France 0% 2%

Auvergne-Rhdne-Alpes !%6%

1128 RC

6%
o

Brittany [ 4%
= 4%

Burgundy-Franche-Com...

Provence-Alpes-Céte d'...

Normandy

0,
Occitania 4%
= 3%

New Aquitaine
0% 50%
Region of origin (IT)

Visitors with overnight

® All Inbound @ Nature (holida... @ Nature (mai...

Piedmont EPt%m11%

25% Emilia-Romagna | O 507

Veneto ™09, 8%

Canary Islands ™= % Friuli-Venezia Giu... ™= 6%
Galicia ™ °% Tuscany ™= 6%
Aragon ™ 4% Sardinia ™ >%

Asturias ® 2% Apulia s 14%
Castile and Leon ™ 2% Calabria ™ 3%
Balearic Islands " 1% Campania ™ 3%
Cantabria Iee— 25% Lazio ™ 3%
Castile-La Mancha * 1% Liguria ™ 3%

0% 50% 0% 50%

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



Region of origin (DE)

Same-day visitors

Region of origin (BE)
Same-day visitors

® All Inbound @ Nature (excursion type)

Region of origin (FR)

Same-day visitors

® All Inbound @ Nature (excursion type)

® All Inbound @ Nature (excursion type)

Luxembourg [ 0.
Brussels Capital Region m 20% North Rhine-Westphalia F 25%
Antwerp MgEpm—11% Saarland | — 50
Hainaut WSy 9% Baden-Wiirttemberg ™88M 8%
Liege . 20% Hessen "™g8¥ 7%
East Flanders "g88 5% Bavaria ™% 6%
Namur [ — 20% Lower Saxony ™ 3%
o . ¢)
Walloon Brabant ™5™ 5% Berlin ™ 2%
Flemish Brabant “ 20% Hamburg | 2%
Limburg ™ 2% Saxony ™ 2%
0% 20% 40% 0% 20% 40%
Region of origin (NL)
Same-day visitors
® All Inbound @ Nature (excursion type)
) A There exist large regional
North Holland | e—— 15
North Brabant S 18% slight).
Limburg " 16%
0
South Holland ™8t 14% A
Utrecht "g%¢ 10%
Overijsse| ™ >% . ..
. comparison to overall visitors.
Gelderland ™ 4%
Zeeland ™ 4%
Flevoland ™ 3%
Groningen ™ 3%
0% 50% 100%

Rhineland-Palatinate

o)
e 50%

Grand Est |y 539

fle-de-France %8 10%
M 6%

W 4%
0

Bl 17%

1 2%

2%

1 1%

1%

1%

Hauts-de-France
Auvergne-Rhdne-Alpes
Burgundy-Franche-Com...
Pays de la Loire
Provence-Alpes-Cote d'...
Brittany

Centre-Loire Valley
Normandy

0%

50%

differences for the different
countries regarding visitors with overnights (see previous

For visitors with overnights Baden-Wttemberg (DE), Tle-de-
France (FR) and Emilia-Romagna (IT) show especially high
shares of visitor with nature as main holiday type in

Source: LFT/lIres Visitor Survey, 2023-2024.



Travel behaviour of leisure visitors with
Nature asa holiday / excursion type
In Luxembourg



Main holiday types

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Main - City trip 9%
0%

r 18%
Main - Sightseeing trip, circular tour 10%
0%
14%
Main - Rest and relaxation holiday 13%
0%
13%
Main - Walking/hiking holiday
0%
10%
Main - Family holiday 6%
0%
6%

Main - Nature holiday

3%

Main - Activity/fitness/sports holiday L %
0

5

%

. - - 3%

Main - Adventure and discovery holiday W 4%
00

(s]

r 3%
Main - Cultural/study trip | 1%
00

(e]

2%
Main - Fun/party holiday 1 2%
0%
1%
Main - Culinary or wine holiday | 1%
0%
1%
Main - Health and wellness holiday | 1%
0%

0%

50%

100%

100%

All holiday types

Visitors with overnight

® All Inbound @ Nature (holiday trip) @Nature (main holiday type)

City trip

17%

Sightseeing trip, circular tour

Rest and relaxation holiday

Walking/hiking holiday

Nature holiday

Family holiday

!

3%
15%

Cultural/study trip 13%

i
&<

_ . 12%
Adventure and discovery holiday 17%

8%
Activity/fitness/sports holiday b 14%
Fun/party holiday
Culinary or wine holiday

Health and wellness holiday

“H EpE .
& _n;
RFX

0%

21%
21%

52%
34%
Main purpose of overnight trip
45% . .
(if not holiday)
® All Inbound @ Nature (holiday trip) @Nature (main holid...
34%
38% 79%

6%
%
4%
3%
% 2%
2%
% % 1% 1%
I] 19 1%
% % % % %

0% .)

Lang... Other
holiday purpo...

Exclus... Specific Specific Shop...
tovisit event private trip
friends (e.g. occasi...
or conce.. (wed...
relativ... festival, birthd...
exhibi... etc)
etc.)

A Holiday trips related to nature are more often included
in walking/hiking holidays.

A In contrast: City trips and sightseeing are less often than

overall combined with nature in the same holiday.

50% 100%
Source: LFT/lIres Visitor Survey, 2023-2024.



Type of excursion

Same-day visitors

® All Inbound @ Nature (excursion type)

Sightseeing visit

City trip

Walking trip

Cultural excursion or visit

Fun/partying/entertainment

Nature trip

Sports/activity trip

Culinary/wine-tasting trip

Wellness stay

0% 50%

100%

100%

Main purpose of excursion
(if not day trip)

@ All Inbound @ Nature (excursion type)

6%
6%
5% 5% 5%
4%
2%
2%
1%
0% . 0%
0%
Specific To visit Other Shopping Specific
event (e.g.  friends or purpose trip private
concert, relatives occasion
festival, (wedding,
exhibition, birthday,
etc.) etc.)

Source: LFT/lIres Visitor Survey, 2023-2024.



Reasons for choosing Luxembourg

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Luxembourg is close and easy to reach for me

Curious to discover a country that | knew little about

Because Luxembourg is relatively unknown as a travel destination
Good experience on a previous visit

Recommendation of friends and acquaintances

| have seen great pictures, videos or reports

Because public transport is free

Luxembourg being close is a more often indicated
reason for nature visitors. Furthermore, a good
previous experience is more of a reason for visitor
including nature in their holidays whereas having
seen great pictures, videos or reports as well as the
image of the country is more often named as a
reason by visitors indicating nature as their main
holiday type.

| found interesting experiences

Because Luxembourg is an international and multicultural country

My travel partner wanted to go to Luxembourg

The image and the reputation of the country

| came through Luxembourg, on the way to a visit to neighbouring countries

A Curiosity to discover a country one knew little about
is less of a reason for both types of nature visitors.

| found a good offer at a decent price

Fascinated by Luxembourg for a long time

| wanted to be able to communicate easily at my destination
The quality of accommodation &S
Because Luxembourg is the only Grand Duchy in the world

L. %
I wanted my travel destination to be safe M ’

0% 20% 40%
Source: LFT/lIres Visitor Survey, 2023-2024.



Reasons for choosing Luxembourg

Same-day visitors

® All Inbound @ Nature (excursion type)

Luxembourg is close and easy to reach for me

Curious to discover a country that | knew little about
Recommendation of friends and acquaintances

Good experience on a previous visit

| came through Luxembourg, on the way to a visit to neighbouring countries
Because Luxembourg is an international and multicultural country
| found interesting experiences

Because public transport is free

| have seen great pictures, videos or reports

My travel partner wanted to go to Luxembourg

Because Luxembourg is relatively unknown as a travel destination
The image and the reputation of the country

Fascinated by Luxembourg for a long time

Because Luxembourg is the only Grand Duchy in the world

| found a good offer at a decent price

| wanted to be able to communicate easily at my destination

I wanted my travel destination to be safe

The quality of accommodation

63%
F 29%
13%
25%
14%
13%
14%
25%
13%

12%
13%

11%
13%

10% A Proximity of the country is the most commonly

25%
10%

6%

13%

I 7%
0%
L0
0%
3%

0%
2%

0%
B 2%

0%

1%

6%

B 1%
0%

0% 20% 40% 60%

named reason for same-day nature visitors.

Source: LFT/lIres Visitor Survey, 2023-2024.



Travel motives

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

45%
Having new experiences, gaining new insights; seeing sth. different, experiencing local atmosphere — 45% 0
(4]
. . . . . . 43%
Getting away from the daily grind, gathering strength, recharging my batteries - 57%

. . . . 38%
Seeing and experiencing as much as possible 35%

. . . . . 27%
Finally getting some time for myself and my family/friends m 30%
H . f d j ! |f m%
aving fun and enjoying myse -

| wanted to be able to encounter a variety of different experiences in a small area 26%

Indulging and spoiling myself 15%

L 15%
I wanted my travel destination to be safe

A For nature visitors, getting away from the
159% daily grind is the most named travel motive.
A When differencing between the visitors
indicating nature as a holiday trip and the
visitors indicating it as the main purpose of
the holiday, the former shows a noticeable
difference to overall visitors in mentioning
sustainability whereas the latter names

excitement more often.

3
®

Submerging as deeply as possible in the destination: getting to know locals, their way of life & culture

=
N
5~
.
)

Enjoying good weather and a pleasant climate -
(]

2
ES

Retracing old memories; seeing things again

3
X

Travelling as sustainably and ecologically as possible 16%

|

| wanted to be able to communicate easily at my destination

13% A Both types indicate indulging and spoiling
oneself as less prominent reasons when
compared to overall visitors.

Excitement, action and adventure
15%

6%

o
=R

Getting to know new people

2%

B 1%
None of the above ’
0%

0% 10% 20% 30% 40% 50% 60%
Source: LFT/lIres Visitor Survey, 2023-2024.



Emotional benefits experienced during stay

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Recreation, relaxation, returned rested

Happiness, well-being

Connected with nature; consciously experienced nature

Personally enriching travel experience, added meaning to my life

Tried something new

Mindfulness; travelled with more consciencetioned

12%
14%
15%
10%
9%
7%

7%

A defining interpersonal experience (e.g. though encounters with locals)

3%
4%

Change, self-fulfilment

6%
2%
2%

None of the above emotions apply to me

0% 20%

46%
59%
57%
42%
51%
43%

36%
30%
15%

A

23%
20%

Particularly positive experience during stay (open question)

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Nature : hiking, cycling

Architecture, scenic towns & villages

Culture / history / museums / churches

Other

Transports : free, fast, everything reachable

The people (nice, friendly, respectful...)

329% Castles : Vianden, Beaufort, Bourscheid

Cleanliness (transport, nature, in the city...)

Being connected to nature as well as
relaxation are the prevailing
emotional benefits for nature visitors.
Trying something new as well as
being a personally enriching travel
experience (for main nature visitors
more than for the others) are
indicated less often in comparison to
overall visitors.

The Mullerthal as well as nature-
related themes are especially often
mentioned as positive experiences by
nature visitors.

Mullerthal (landscapes, rocks...)
Proximity nature and cities
Quiet, small

Restaurants, shopping

Safety

Do not know

40%

60% 80%

21%
38%

40%
17%

17%

-
ul
o 0
= 2

11%
15%
8%
PRE 15%
0
14%
14%
10%
11%
11%
9%
10%
%
7%
16%
29%
6%
9%
5%
9%
14%
I 3%
3%
l 2%
0%
1%
0%
0% 20% 40%

Source: LFT/lIres Visitor Survey, 2023-2024.



Inspiration sources

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

No specific source
Portals, websites and travel apps
Search engines

www.visitluxembourg.com
11%

Guide books or other books

9%
7%
8%

Articles and reports (press, radio, TV)

Online social networks; please specify which ones

6%
Blogs/forums

9%
6%
7%

Online reviews and review sites

, 5%
Online adverts, newsletters

. . . 4%
Brochures/catalogues (of tour operators, tourist information offices, etc.) ’

2%
3%

N
ES

| don't know/can’t remember

~
=S

2%

Print, radio or TV advertising BEA

1%
0%

1%
2%

Recommendation by a travel agency

Tourism fair

F

B 1%

Artificial intelligence (e.g. ChatGPT)
0%

0% 10%

|

16%

_‘
2
BS

16%

_.
%
=5

o 44%
24% ’

22%

ro
(=]
R

14%

=
(%]
=

11%
11%

—
B
=

11%

15%

10%

11%

20%

A Portals and search engines are slightly more used as
inspiration sources by nature visitors as compared to
overall visitors.

A Online social networks as well as online adverts are
especially prominent for visitors indicating nature as
their main holiday type when compared to all
inbound visitors. Guides/books and online reviews
play a slight larger role as source of inspiration for
visitors reporting nature as a holiday trip.

30% 40%
Source: LFT/lIres Visitor Survey, 2023-2024.



Inspiration sources

Same-day visitors

® All Inbound @ Nature (excursion type)

49%

No specific source 33%

Search engines 13%
9 33%

12

2

Portals, websites and travel apps 549

o)
Online social networks; please specify which ones L

19%

Guide books or other books 8%

14%

0,
Articles and reports (press, radio, TV) lk 249

|

Online reviews and review sites %
14%

6%

5% . .

o, A Same-day nature visitors seems to use more of the
(]

59 proposed sources as inspiration when compared to

www.visitluxembourg.com

Blogs/forums

o _ ' 19 overall same-day visitors. This results can however be
Brochures/catalogues (of tour operators, tourist information offices, etc.) S0, due to a small sample size. Shares for inspiration
domt k , . 4% sources would eventually converge towards the
on‘t know/can’t remember T4, shares of all-inbound visitors for larger sample sizes.
Online adverts, newsletters 10%
Print, radio or TV advertising 5o
Tourism fair
Recommendation by a travel agency 5o
e . 0%
Artificial intelligence (e.g. ChatGPT) 0%
0% 10% 20% 30% 40% 50%

Source: LFT/lIres Visitor Survey, 2023-2024.



Type of accommodation

@ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Hotel, guest house, bed and breakfast

Staying with friends or relatives

Campsite: own tent or caravan

6%
Holiday apartment or house 6%

2%

4%
7%
9%

Campsite: rented hut/lodge or self-catering accommaodation

4%
6%
7%

Motorhome, camper van

3%
3%
2%

Youth hostel, other hostel, group accommodation, summer camp

2%

6%
4%

Other accommodation

| 1%
Farm 0%
0%

| 1%
Own secondary property 0%
0%

0%

13%
6%
2%
9%
22%
24%

A

20%

Destination region

Visitors with overnight

® All Inbound @ Nature (holiday trip) @Nature (main holiday type)

Luxembourg-ville

Campsites are more prominent
among nature visitors whereas
hotels and holiday apartments
are being mentioned less often
as by the overall visitors.

Mullerthal and Eislek — the latter
especially for those with nature
as the main holiday purpose -
are popular destinations among
nature visitors. Luxembourg City
is less often mentioned when
compared to overall visitors.

40% 60%

MPSL

Eislek

Guttland

Sud

Moselle

5%
2%

r

0%

4%
3%

2%

0%

7%

8%

20%

31%

35%

40% 60%
Source: LFT/lIres Visitor Survey, 2023-2024.



Shares by target segments Shares by target segments

Visitors with overnight Same-day visitors

All Inbound 6%

Explorers 5%

Leisure Oriented 3%

Nature-Loving Actives 14%
Perfection Seekers 7%

(o)

P r e
0,
Short Breakers 4% Explorers 2%

Leisure Oriented 0%

Nature trip Nature-Loving Actives 11%

Perfection Seekers 0%

0,
All Inbound 25% Relaxation Seekers 5%
0,
Explorers 21% Short Breakers 4%

Leisure Oriented 27%
Nature holiday Nature-Loving Actives 42%

Main - Nature holiday

Perfection Seekers 13%
Relaxation Seekers 24%
Short Breakers 18%

A Nature-Loving Actives are the most common target
segment for nature related holidays as well as trips.
Perfection seekers indicate the lowest share of
nature being a part of their holiday.

0% 10% 20% 30% 40% 0% 5% 10%
Source: LFT/lIres Visitor Survey, 2023-2024.



Booking channels

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

) 88%
Online 85%
92%

On an online booking engine or platform (e.g. Booking, Expedia, Opodo, etc., but not a sharing economy platform)
Directly with the accommodation and/or transport provider
Offline (e.g. over the phone)

None of the above

On a sharing economy platform (e.g. Airbnb, HomeAway, etc.) m
Atat | I
a travel agenc
gency 8o,
0%

20%

Decision moment

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

. 34%
Between 1 and 3 months in advance

34%

41%
Between 2 and 4 weeks in advance

26%

. 15%
Between 3 and 6 months in advance

. 11%
Between 1 and 2 weeks in advance

1%
11%

Less than 1 week in advance

More than 6 months in advance

1%
%

| don't know/can't remember

Jil

0% 10% 20% 30% 40%

40% 60% 80%

Online booking is the dominant form for nature
visitors although a large share of visitors reporting
nature as the main holiday type book directly wit the
accommodation.

Over 50% of nature-related travels (main purpose or

holiday trip) are booked between 2 weeks and 3
months in advance.

Source: LFT/lIres Visitor Survey, 2023-2024.



Decision moment

Same-day visitors
® All Inbound @ Nature (excursion type)
25%

Less than 1 week in advance
38%

24%
More than 1 month in advance ’

10%

22%
The day before
19%

i 16%
1-2 weeks in advance

14%

i 11%
2-4 weeks in advance

14%

2%
| don't know/can't remember
5%

0% 10% 20% 30% 40%

A Nature related excursions seem to be planned more
often less than one week in advance for same-day
visitors.

Source: LFT/lIres Visitor Survey, 2023-2024.



Booking of travel items

Accommodation

Attribut @ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

100% 79% 79% 89%
50%
6% 9% oo 15% 12% 9%
[ T
0% el
Accommodation - Accommodation - Accommodation - Did
Booked at the location Booked in advance not book

Transport to Luxembourg

Attribut @ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

50% 4% 509

46% 410 43%

50%

4% 6% 1%
= |
0%

Transp to Lux_Booked
at the location

Transp to Lux_Booked Transp to Lux_Did not
in advance book

Event tickets

Attribut @ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

100% sy 81% 8%
0

50%
20% 18% 159%

e .
0% | I

Event tickets - Booked  Event tickets - Booked  Event tickets - Did not

at the location in advance book

Booking of travel items
Package

Attribut @ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

76% 73% 72%

50% .
19% 21% 24%
5% 6% 4%
0% o I —
Package - Booked at Package - Booked in  Package - Did not book
the location advance
Restaurant

Attribut @ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)
57% 57% 57%

50% .
339 35% 339

10% 9% 11%

0%
Restaurant - Booked at  Restaurant - Booked in Restaurant - Did not
the location advance book

Other services
Attribut @ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

53% 7% 59
50% 41% 41% 43%

7% 39, 4%

0%
Other services - Other services - Did not
Booked in advance book

Other services -
Booked at the location

Source: LFT/lIres Visitor Survey, 2023-2024.



Places visited

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Luxembourg City

Churches, religious sites

Other towns and villages

Castles/palaces

Museums, art galleries, exhibitions

Contemporary architecture, urban design

Other leisure attractions

Military history sites (memorials)

Leisure/animal/adventure parks

Concerts, festivals, cultural events, traditional local events

Industrial heritage sites

Wellness, beauty and health institutions

Sports events

W)
s
R

-~
S
I

46%

44%

‘N

7%

9%
8%
7%

4%
5%
2%

0%

18%
18%

15%
15%

20%

36%

40%

60%

87%

69%
68%

66%
85%
83%

-~
3
I3

76%

A Other towns and villages as well as castles and
palaces are the most prominent places visited by
nature visitors. Leisure/animal/adventure parks tend
to also be a slightly more often visited by nature
visitors than by all inbound travellers.

A  Compared to overall visitors, Luxembourg City,
contemporary architecture and military history sites
are especially less popular.

80%
Source: LFT/lIres Visitor Survey, 2023-2024.



Places visited

Same-day visitors

® All Inbound @ Nature (excursion type)

Luxembourg City

Churches, religious sites

Contemporary architecture, urban design

Castles/palaces

Other towns and villages

Other leisure attractions

Military history sites (memorials)

Museums, art galleries, exhibitions

Concerts, festivals, cultural events, traditional local events

Leisure/animal/adventure parks

Industrial heritage sites

Wellness, beauty and health institutions

Sports events

\

10%

29%

39%
38%

39%

37%

46%

2
®

0%

6%

3%

5%

10%

10%

12%

20%

26%
24%

22%

9%

0%
24%

31%

40%

52%

55%

52%

60%

76%

80%

87%

Source: LFT/lIres Visitor Survey, 2023-2024.



Non-sporting activities

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

82%
Local flair/atmosphere 75%
74%

72%

89%
89%

Observing nature

67%

Natural attractions, excursions in the countryside 90%

53%
Trying regional specialities, typical local restaurants 51%

39%

35%
Shopping experiences (NOT buying everyday items) 35%

22%

32%
Urban lifestyle / street culture / street art 24%

15%

31%
30%
22%

23%
18%
13% A

Buying things at the market or directly from producers

Night life (e.g. pubs, bars)

12%
13%

Fine dining / Michelin-starred restaurants

A Hiking

12%
Wine tasting and oenological experiences ' 1%
9%

maore common

0% 50% 100%

Observing nature and natural attractions
are especially often named as activities by
nature visitors. Urban
15% night life are less popular activities.
is the main sporting activity | 1%
mentioned by nature visitors as well as
cycling and swimming being slightly

Sporting activities

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

59%
Hiking (more than 2 hours a day) 78%

85%

12%

Cycling (on paved cycle paths) 14%
17%

12%
18%
17%

8%
10%
4%

4%
Mountain biking 5%

2%

Swimming (lake, water park, pool)

Other sports activities

2%

Climbing (rock climbing or at a climbing gym) 3%

4%
2%
3%
2%

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

1%
1%
2%

lifestyle as well Adventure & fun sports

Golf (NOT minigolf) 0%
0%

0% 50%
Source: LFT/lIres Visitor Survey, 2023-2024.



Non-sporting activities Sporting activities

Same-day visitors Same-day visitors

® All Inbound @ Nature (excursion type) ® All Inbound @ Nature (excursion type)

: 82% 36%
Local flair/atmosphere 6% Hiking (more than 2 hours a day)

67%

Observing nature L
86% Other sports activities

29%

Natural attractions, excursions in the countryside

90% Cycling (on paved cycle paths)
19%
. . . .y . . 42%
Trying regional specialities, typical local restaurants 289
0
Swimming (lake, water park, pool)
32% 1o
Urban lifestyle / street culture / street art r ’
Water sports (canoeing, kayaking, angling, etc.) X
. - - . 31% 14/6
Shopping experiences (NOT buying everyday items) 230,
0 I 2%
Adventure & fun sports
. . . 26% 0%
Buying things at the market or directly from producers 200,
(e]
I 1%
Mot e s bore 14% Climbing (rock climbing or at a climbing gym) 0
ight life (e.g. pubs, bars
9 g.-p 10%
If I I e
1% . oo Golf (NOT minigo
Wine tasting and oenological experiences l 149, A Nature related non-sporting activities are ( goi 0%
0 mentioned to most by same-day nature
% visitors as well. o 1%
Fine dining / Michelin-starred restaurants Mountain biking .
5% 5%
0% 20% 40% 60% 80% 0% 50%

Source: LFT/lIres Visitor Survey, 2023-2024.



Frequency of visit

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

63%

60%
40%
20%

0%
My first visit to
Luxembourg

First-time
visitors

Visitors with overnight

50%

Nature (main holiday ty...

93%

Nature (holiday type)

63%

All Inbound

41%

15%  15%

-9%

| have visited | have visited
Luxembourg 2-5 times Luxembourg > 5 times
before before

A Nature visitors have especially often

visited Luxembourg between 2 and 5
times.  First-time  visitors are less
represented in comparison to overall
visitors.

A Spending night in Luxembourg and

abroad is less commo for nature visitors.

Travel party

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

My spouse or partner

. . ) 29%
Friends, acquaintances or extended family ‘ 379
(o]

13%
Children under 16 — 0
9%
13%
| travelled alone
7%

Atravel group |
ravel grou
group ¥ 0,

. 1%
Work/team colleagues or professional contacts I0° ’

(s]

0%

Visitors spending nights in
Luxembourg and abroad
during same trip

Visitors with overnight

29%

Nature (main holiday type)

32%

Nature (holiday type)

39%

All Inbound

Source: LFT/lIres Visitor Survey, 2023-2024.

60%
57%

50%



Frequency of visit Travel party

Same-day visitors Same-day visitors
® All Inbound @ Nature (excursion type) ® All Inbound @ Nature (excursion type)
0 57%
60% 559,

My spouse or partner =79

0,
Friends, acquaintances or extended family m o
. 16%
Children under 16 rm%
9%
| travelled alone ‘ 14%

50%

40%

20% 18%
0

10%

%
A travel group 0%
o 2%
My first visit to | have visited | have visited Work/team colleagues or professional contacts lo% ’
Luxembourg Luxembourg 2-5 times Luxembourg > 5 times
before before 0% 50%
First-time
visitors

Same-day visitors
A Same-day nature visitors tend to have
330/0 visited Luxembourg more than 5 times.

Nature (excursion type) A They seems to travel most with their
spouse or partner.

50%

All Inbound

Source: LFT/lIres Visitor Survey, 2023-2024.



Transport to destination

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Car (including hire car)

Train

Aeroplane

Motorhome/camper van

Coach

Bicycle

Motorcycle

0%

Transport in destination

Visitors with overnight

No, none of the above

A Car is the preferred way of transportation

to the destination for nature visitors.
Motorhomes represent a more used
mean of transport for visitors indicating
nature as the main holiday type
compared to overall visitors. Taking an
aeroplane is an overall less popular
choice.

Referring to transport in the destination,
public means of transport — except for
bus and train for one the nature visitors
group - are being mentioned less
frequently than by the overall population
whereas riding a bicycle is being
indicated more.

40% 60%

Bus

Tram

Train

1%
13%

Bicycle

5%

E-bike 3%

5%

3%

Taxi 3%

0%
1%

Boat 1%
3%

0%

20%

@ All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

53%
49%
51%

45%

27%
26%

33%

40%
Source: LFT/lIres Visitor Survey, 2023-2024.



Transport to destination

Same-day visitors

® All Inbound @ Nature (excursion type)

Car (including hire car)

Train

Coach

Aeroplane

Motorhome/camper van

Motorcycle

Bicycle

20%
19%
8%
0%
I 2%
0%
2%
10%
I 1%
0%
| 1%
0%
0% 20% 40%

60%

71%

Transport in destination

Same-day visitors

® All Inbound @ Nature (excursion type)

No, none of the above

Bus

Tram
0%

12%
Train
6%

2%
Bicycle
11%

1%

E-bike
0%

1%
Taxi
0%

0%
Boat
0%

0%

20%

61%

31%

40% 60%
Source: LFT/lIres Visitor Survey, 2023-2024.



Spending categories

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

Accommodation

33%
38%

; 25%
24%

21%
Transport to 16%
18%

— A

%
Other 8%

7%

. 4%
Entrances & excursions h
3%

2%

Local transport RS
3%

0% 10% 20% 30%

Quality vs. price orientation

Visitors with overnight

® All Inbound @ Nature (holiday trip) @ Nature (main holiday type)

43%
Neither one nor the other 46%
54%
15%
Low prices 15%
9%
42%
High level of quality 39%
37%

0% 20% 40%

Shares by arrival months

Visitors with overnight

All Inbound 6%
%

Main - Nature holiday July-September 7%

All Inbound 25%
April-June 28%

Nature holiday January-March 12%

October-December 10%

A Spending habits of nature visitors do not differ much from those of
all visitors with expenses for accommodation being slightly higher
and expenses for transport slightly lower.

A The months from April to September are most common for nature-
related travels.

Spend/pers./trip

Visitors with overnight

40%

Spend/pers./night

Visitors with overnight

Length of stay (nights)

Visitors with overnight

421 €

Nature (main holiday ty...

105 €

Nature (main holiday ty...

4,0

Nature (main holiday type)

592 €

Nature (holiday type)

619 €

All Inbound

130 €

Nature (holiday type)

4,5

Nature (holiday type)

3,9

All Inbound

160 €

All Inbound

Source: LFT/lIres Visitor Survey, 2023-2024.
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