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Sources, methodology and scope of the survey o8

LFT Brand & Potential Studies have so far been fully carried out in 13 source markets : Germany, Netherlands, Belgium,
Switzerland, Austria, France, UK, Italy, Spain, Ireland, Denmark, Sweden and Portugal. In addition, a more limited study has
been realised in Poland (Brand funnel and Theme competence).

The full studies include analyses of destination Luxembourg’'s Brand funnel, Theme Competence, Brand values,
Spontaneous associations and a range of further demand indicators (travel inspiration, relevant destination KPIs,
sustainability perception) in the relevant source markets.

Results were compiled through online surveys representative for the population 18-75 years in each source market, with
quotas for gender, age and regional origin.

For source markets DE-BE-NL-FR-UK-CH-AT-DK-SE-IE-PT, LFT has designed, conducted and collated survey results via
Pollfish online panel (sample size: 1,200-4,000, depending on markets). All additional data analysis and conclusions were
carried out by LFT for all source markets. For source markets IT-ES-PL, LFT worked with an external data provider
responsible for the design and implementation of the surveys and calculation of the results ("Destination Brand" by
Inspektour, fieldwork by Ipsos in 2021, sample size : 1,000 per market). The update for these markets with a similar survey
design and methodology as for the other markets (i.e., online panel survey carried out by LFT) will be available in 2025 and
the new results will be included into the present report.

The aim of the studies is to assess destination Luxembourg's brand strength, awareness and future visitation potential, and
to measure the extent to which relevant tourism themes and brand attributes are associated with the destination.

The data allows to identify potential growth markets and segments, future demand drivers, strengths and weaknesses in
the perception of Luxembourg as a destination, and thus guide future marketing priorities and strategic decision-making.

Reading note: Ranks and percentages that are overrepresented compared to the overall values are highlighted in green
throughout the report where relevant.
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Destination Luxembourg - Brand Funnel 2024 \ ¥ 4

Assessing Luxembourg’s brand strength as a destination " A

i NS,

Unprompted awareness 1,5% (*)

— Average 14 European source markets

——m BEE—
Prompted awareness 82%

Ratio 1 (sympathy vs. awareness) > Image marketing :

0
67% Awareness & Sympathy

Sympathy 55%

! 62% Ratio 2 (travel intent vs. sympathy) > Activating marketing:
— Inspiration & Commitment
A Travel Intent (**) 34%

prospective

retrospective Previously 7
v ViSite_‘q 20 /o

(*) 10 markets (DE-NL-CH-AT-BE-FR-UK-IT-ES-PL)

(**) next 3 years
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Destination Luxemhbhourg - Brand Funnel 2024
Assessing Luxembourg's brand strength as a destination

Awareness
(supported)

382 I
78% I
382 I
80% I
77% I
53% I
822 I
862 I
84% I
79% I
822 I
76°%
91% I
78% I

Sympathy

67% I
58% I
63% I
62% I
61% I
58% N
63%
56% NN
52% I
44% I
50%
50% I
53% I
38%

Travel intent,

Total (*)
46% INEG_—_——
43% I
41% I
40% I
37% I
36% I
35% I
33% I
31% I
28% I
27%
27%
26% NG
yy |

Travel intent,

Core (%)

20%
187% I
22%
20% I
16% I
17% N
17%
13% s
12%

9% s
11%

9% I
11%

9% I

Past Visits

47% I
21%
9%
22%
26% I
16% 00
50%
24%
13% 0
10% 0
17%
7% M
9%
12%

Travel Intent (total) -

Past Visits, %pt

+22

+32

+18

+1

+20

+9

+18

+18

+10

+20

+17

+14

(*) Travel intent : ,total” refers to answers ,certainly” + ,rather yes®, ,Core" refers to answers ,certainly” only. All values refer to travel intent next 3 years.

A large net
positive result in
the last column
indicates
significant new
potential (i.e, few
past visits but
high future travel
intent).

Strongest core
future travel
intent is recorded
in BE, DE, FR and
PT.



Destination Luxembourg - Brand Funnel 2024
Total visitor potential per market based on travel intent next 3 years " A

Potential Potential
B 242 - (tota)) H 2,4 mio (total)

11,8 mio (core) 1,1 mio (core)

Potential Potential
— 2,4 mio (total) I I 11,9 mio (total)
BN 1.1 nio (core) tbd mio (core)

Potential

I Potential
& 9,0 mio (total) ; 7,6 mio (total)
EE tbd mio (core) tbd mio (core)

Potential
3,1 mio (total)
1,7 mio (core)

Potential
H 2,0 mio (total)
H N 0,8 mio (core)

NN L
2 |\

Potential

15,2 mio (total)
5,8 mio (core)

Potential
3,8 mio (total)
1,7 mio (core)

Potential
0,9 mio (total)
0,4 mio (core)

_ Potential
4,5 mio (total)

2,2 mio (core)

Potential
I I 20,1 mio (total)
8,4 mio (core)

Potential
. - 1,4 mio (total)
H 0,6 mio (core)



Destination Luxembourg - Ranking Sympathy - Travel Intent - Past Visits

Travel intent

Source market (356;72"“;2:) (?zeé(zt Z ;’g;‘g) Pre(\lzlg;s}lzyo\;lz;ted
BE 1 1 5
NL 2 7 1
PT 3 3 12
DE 4 4 5
CH 5 5 3
FR 6 2 6
AT 7 6 8
DK 8 8 4
IE 9 - -
UK 10 9 9
oE L 1 7
PL 12 12 14
i 1 10 1l
=S 14 14 10




Switzerland
Germany
Netherlands
Belgium
France
Portugal
Austria
Denmark
Poland
United Kingdom
Sweden
Ireland

Italy

Spain

Ratio 1: Sympathy,
% of Awareness

78% I——
77%
77% ——
76% I
74% I
72% ———
70% I
66° I

66°% I

62% I

61 I

58% NN

56% I

49% I

Ratio 2 : Travel intent (*),
% of Sympathy

60% I——

65% I——
56% I—

69°% I—
74% I
65% I——
62% I
58% IN——

54% I——

60% I——

55% I

50% I——

64% I—
68% I—

Destination Luxembhourg - Ratios Awareness - Sympathy - Travel Intent, 2024

These ratios are even
more important than
overall volumes: they
reflect the share of
potential maintained
(or lost) along the
brand funnel.

Some markets have
particularly high
sympathy towards
Luxembourg but
relatively weaker travel
intent (CH, NL), some
other markets present
exactly the opposite
pattern (IT, ES).

(*) next 3years



2024

2021

2019

Destination Luxembourg - Brand Funnel 2019-2024

Time comparison, average European markets (*)

Awareness Sympathy Travel intent,
(supported) Total (*)

84% NN 5o NN 36% I
78% I 487% I 247% I
79% I 49 NN 25% I

» Positive impact of both brand and activating marketing since 2019

= Improvement has been stronger for future travel intent than for sympathy.

= 2024 figures cannot directly be compared with 2019/21 since there has been a methodological change in the
questionnaire, but trends remain valid given the large change rates.

(*) 2024: DE-BE-FR-NL-CH-AT-UK-IE-DK-SE-PT
2021: DE-BE-FR-NL-CH-AT-UK-ES-IT-PL

2019: DE-NL-CH-AT
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Destination Luxembourg - Travel intent, next 3 years \ ¥ 4

Time comparison, 2019 - 2021 - 2024 P
—@— Austria —®— Belgium  —®— Denmark France —®— Germany @ Ireland —@— Iltaly
—@— Netherlands @ Poland -~ ® - Portugal —@— Spain Sweden @ Switzerland

—@— United Kingdom

¢ Futute travel intent
has improved most
in FR and DE, and
least in CH and NL.

2019 2020 2021 2022 2023 2024



Destination Luxembourg - Brand Funnel 2024 \ ¥ 4

Differences between brand connoisseurs with and without previous visiting experience " A
Bl — Average 14 European source markets

Sympathy Travel intent (¥)

Previously visited Never visited Previously visited Never visited

Higher sympathy and future travel intent among past visitors:
this confirms tourism’s positive impact on nation branding. (*) next 3 years



Destination Luxembhourg - Brand Funnel 2024
Differences between brand connoisseurs with and without previous visiting experience

Sympathy Travel intent (*)

B Previously visited

P Never visited

B Previously visited

I Never visited

France 0% Poland cEn 73%
Switzerland 73% France 72%
United Kingdom Germany 72%
Germany Austria 69% The gap in sympathy
pustr Swiaeriand TE e R IE, 25 R and i
Netherlands Belgium 63% small in CH, DE, PT.
Belgium United Kingdom 57% The gap in travel intent is
Polne raly o e small 1 ER, PT 46, 12
Portugal Netherlands 54%
Italy Spain 53%
Spain Portugal
Ireland Denmark
Denmark Sweden
Sweden Ireland




B Travel intent (¥)

Saarland

Bremen
Brandenburg
Hessen

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

Berlin

Saxony

Thuringia
Saxony-Anhalt

Hamburg

I visits in the past

21%

19

0y

256%

33%

Regional origin 2024

Past visitors and future potential

h6%

556%

a0%

Gelderland

South Holland

Flevoland/Overijssel

M. Brabant/Zeeland

Limburg

Morth-East*

trecht

Morth Holland

%

Baden-
Wlrttemberg

Bavaria

Berlin
Brandenburg
Bremen
Hamburg
Hessen

Lower Saxony

Mecklenburg-W.P.

Nordrhein-
Westfalen

Rheinland-Pfalz
Saarland

Saxony
Saxony-Anhalt
Schleswig-Holstein

Thuringia

Travel Past
Intent Vvisits
(mn)  (mn)
3.33 1.58
4.6 190
1.04 0.44
0.92 0.32
027 0.05
034 0.26
1.99 129
2.21 115
0.47 | 0.07
529 3.66
1.21 0.83
0.41 0.28
1.04 0.50
0.51 0.33
0.84  0.4]
0.55 018

Travel Past
Intent visits
(mn)  (mn)
Flevoland/
Overijssel 0.45 | 0.65
Gelderland 060 @ 077
Limburg 027 @ 059
N. Brabant/
Zeeland 075 | 107
North Holland 063 | 095
North-East* 0.4 0.51
South Holland | 1456 | 144
Utrecht 0.31 0.48



Regional origin 2024 \ ¥ 4

Past visitors and future potential " A
Travel Past Travel Past
. T Intent visits Intent visits
*
I Travelintent (*) [ Visits in the past (mn)  (mn) (mn) (mn)
[ ]
Central 0.28 | 0.07 Burgenland 0.06 = 0.02
[ ]
East & Ticino 0.42 @ 0.30 Karnten 0.08 | 0.09
] 42% .
Wien Geneva 0.34 0.31 Niederosterr. 0.46 0.18
Central 21%
Mittelland 0.50 0.33 Oberosterr. 0.38 0.07
Miederdsterreich
North West 0.36 0.28 Salzburg 0.12 0.05
Morth West Zurich 0.02 0.07 Steiermark 0.25 | 0.09
Oberdsterreich
Tirol 0.17 0.10
Tirol Vorarlberg 0.08 @ 0.03
Zurich
Wien 0.62 0.31
Salzburg
East & Ticino
Steiermark
2%
Burgenland
Mittelland 10%
26%
Vararlberg
12%
Geneva ; 18%
Karnten

22%




Regional origin 2024

Past visitors and future potential

B Travelintent (*) [ Visits in the past

69%

Luxembourg Grand Est
47%

60% Hauts-de-France

Marmur & Brabant wallon

42%
Centre-Val de Loire
59%

Hainaut
A47% Normandie
Ligge Pays de |a Loire
. MNouvelle-Aguitaine

Région de Bruxelles-Capitale
Bourgogne-Franche-Comté

Flandre-Occidentale
Bretagne
Anvers fle-de-France
Fiandre-Orientale Auvergne-Rhéne-Alpes
Occitanie

2%

Brabant flamand

A4% Provence-Alpes-Cdte dAzur
) 26%

Limbaurg e Corse

0%

15%

12%

Anvers

Brabant flamand

Flandre-
Occidentale

Flandre-Orientale
Hainaut

Liege

Limbourg

Luxembourg
Namur & Brabant
wallon

Région Bruxelles-
Capitale

Travel Past

Intent visits
(mn)  (mn)
0.58 0.66
0.23 0.37
0.38 0.47
0.40 | 052
0.57 0.45
0.46 | 035
017 0.29
0.14 0.10
0.39 0.28
0.51 0.41

Auvergne-
Rhone-Alpes

Bourgogne-
Franche-Comté

Bretagne

Centre-Val de
Loire

Corse

Grand Est
Hauts-de-France
Tle-de-France

Normandie

Nouvelle-
Aquitaine

Occitanie

Pays de la Loire

Provence-Alpes-
Cote d'Azur

Travel
Intent
(mn)

2.20
0.82
0.96
0.82
0.03
2.25
2.00
3.44
1.06
1.83
1.50
117

1.23

Past
visits
(mn)

1.04
0.53
0.44
0.42
0.00
1.44
117
1.82
0.43
0.54
0.7
0.32

0.53



B Travel intent (¥)

Morthern Ireland

England

Scotland

Wales

I visits in the past

N LA
rAinN

Regional origin 2024

Past visitors and future potential

Eastern & Midland

MNorthern & Western

Southern

England
Northern Ireland
Scotland

Wales

Travel Past
Intent visits
(mn) (mn)
12.79 | 530
0.45 0.06
117 0.44
0.55 0.30

Eastern &
Midland

Northern &
Western

Southern

Travel Past
Intent visits
(mn) (mn)
0.52 0.20
0.16 0.02
0.24 0.05



B Travel intent (¥)

Centre

Islands

Morth West

South

North East

I visits in the past

Regional origin 2021

Past visitors and future potential

— Centre
& Islands
|
North East
North West
South
South
Morth West
Marth East
East
Centre

Madrid

Travel Past

Intent visits
(mn) (mn)
2.54 0.85
117 0.42
1.58 0.83
2.62 1.59
217 0.69

Centre

East
Madrid
North East
North West
South

Travel Past

Intent Vvisits
(mn) (mn)
1.04 0.44
2.83 1.26
1.06 0.76
0.99 @ 0.46
097  0.25
2.42 0.83



B Travelintent (*) [ Visits in the past

Copenhagen

South DK

Central Jutland

Sjaelland

Morth Jutland

Regional origin 2024

Past visitors and future potential

Travel

Past

Intent visits

(mn)

Central Jutland | 0.31
Copenhagen 0.48
North Jutland 0.12
Sjaelland 0.18
South DK 0.29

Stockholm

East SE excl Stockh

South SE

Morth SE

(mn)
019
037
0.06
0.6
022

East SE, excl.
Stockh

North SE

South SE

Stockholm

Travel Past

Intent visits
(mn) (mn)
0.35 0.21
0.25 0.13
0.87 0.54
0.50 0.35



B Travel intent (¥)

Madeira/Azores

Lisboa

Centro

Alentejo

Morte

Algarve

I visits in the past

Regional origin 2024

Past visitors and future potential

Centre

East

South

Morth

Maorth-West

South-West

-

Alentejo
Algarve

Centro

Lisboa
Madeira/Azores

Norte

Travel Past

Intent visits
(mn)  (mn)
0.21 0.05
0.2 0.04
0.67 0.14
0.87 | 0.23
0.17 0.02
1.08 0.23

*PL: 2021

Centre
East

North
North-West
South
South-West

Travel Past
Intent visits
(mn) (mn)
2.31 0.66
0.99 0.22
1.03 0.37
1.03 0.27
1.51 0.34
0.50 0.08



Explorers

Short Breakers

Perfection Seekers

Nature-Loving Actives

Relaxation Seekers

Leisure Oriented

Destination Luxembourg - Brand funnel 2024
Bl — Average 14 European source markets — LFT target segments

Please note that on this and all following slides, target segments displayed are proxies
(since SINUS milieus were not part of brand studies)

Awareness Sympathy

(supported)
85% I 60° N——
73 I 56% I
720 52 I
77% I 55% I
s6% I 55 .
82% I 52 .

Travel intent,

Total (*)
37% I
37% I

34% I

32% I
31%

|
|
|
|
|
|
|
|
|
|
|
35°% I |
|
|
|
I
|
|
|
I
|
|
I

Past Visits

22% N

31%
27% I
26% I
18%

17% I

Top 2
segments

Sympathy

Travel intent (¥)

Past Visits

1EXP
2RS

1EXP
2 NLA

1NLA
2PS

1SB
2 EXP

1SB
2 NLA

1SB
2 NLA

1EXP
2PS

1EXP
2PS

1NLA
2PS

1EXP 1EXP 1PS 1LO 1EXP
2RS 2RS 2NLA 2PS 2RS

1EXP 1EXP 1PS TNLA  TEXP
2PS 2RS 2EXP  2PS 210

1PS 1PS 1PS 1NLA 1PS
2NLA 2EXP 2NLA 2EXP 2NLA

1PS
2 NLA

1PS
2 NLA

1PS
210

1NLA
210

1NLA
2PS

1NLA
2 EXP

1LO
2 NLA

1NLA
210

1NLA
210

1NLA
2 EXP

1PS
2 NLA

1PS
2 NLA

1EXP 1EXP|1EXP () next 3 years
2RS  2SB I 2SB
1EXP 1EXP | 1EXP
2PS 2SB | 2SB
1ps  1ps | 1sB
2 NLA 2Nuxlzps



Destination Luxembourg - Ratios Awareness - Sympathy - Travel Intent, 2024 : :

Ratio 1: Sympathy, Ratio 2 : Travel intent (*),
% of Awareness % of Sympathy

Short Breakers 77% R oS .
Perfection Seekers 73% I 69% I—_—
Nature-Loving Actives 72% 63% e
Explorers 70% I 61% I——
Leisure Oriented 64% N 60% e
Relaxation Seekers 64% NN 58% e

* SB have particularly high sympathy towards Luxembourg but relatively weaker travel intent, while PS
have particularly high future travel intent, compared to sympathy levels.

* Comparatively high shares of sympathy and travel intent are being lost along the brand funnel for EXP,
meaning this core target segment for Luxembourg will require further marketing focus.

(*) next 3years



Reasons for not choosing Luxembourg as a next destination \ 1 4
B — Average 11 European markets* " A

Other destinations are more interesting
Luxembourg’s offer does not match my needs

| do not know Luxembourg enough well

No real reason, | just never thought of going there
Too expensive

Weather, climate

| have already been to Luxembourg recently

Hard to reach, not easily accessible

| had a negative experience during an earlier visit to Luxembourg

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT



Reasons for not choosing Luxembourg as a next destination -

Ranking by Source Markets

| [ N L B N
Reasons I I I I - H —I— I [

[ [ 2SN HEE H
Other destinations are more interesting 1 1 1 1 1 1 1 1 1 1 1
| do not know Luxembourg enough well 3 4 3 3 4 3 2 2 2 2 7
Luxembourg's offer does not match my needs 4 2 2 2 2 2 3 4 4 4 2
Too expensive 5 5 5 5 5 6 5 3 6 3 3
No real reason, | just never thought of going 5 ” 6 4 7 4 4 5 2 7 4
there
| have already been to Luxembourg recently 7 5 7 7 6 7 7 6 5 5 6
Weather, climate 6 3 4 6 3 5 6 7 7 6 5
Hard to reach, not easily accessible 8 9 8 8 9 8 8 8 8 8 9
| had a negative experience during an earlier visit 9 3 3 9 3 9 9 9 9 9 3
to Luxembourg




Reasons for not choosing Luxembourg as a next destination - \ ¥ ¢
Source Markets N

|

—II N II-II—--H&mlAverage
& |

I N I H vaIh | Europe

|
Other destinations are more interesting ~ 43.3% [l 53.0% N 38.3% 1l 51.9% 53.3% N 50.9% N 7n4IE 4410 52.2% N 55.0% N 408% N i 50.6%
Luxembourg’s offer does not match my needs 19.0% [l 47.6% N 17.5%H 37.0% 0 32.0% 25.4% 1 50.6% N 203% 0 21.2% 34.5% 0 20.3% : 31.2%
| do not know Luxembourg enough well  24.2% [l 14.2%1 2554 205% 0 273% 1 403410 193%H 10.9%1 26.2% 26.6% 36.6% Il : 24.7%
No real reason, | just never thought of going there  27.9% [l 6.0%] 25.5% 121% 17.7%1 239%l 6.8%] 15.8% 74%| 14.9% 21.2%1 i 16.3%
Too expensive  147% [l 0.3%] 104%1 19.2%l 16.1%H 26.1%H 11.9% 16.9% 1 23.6% ANEY | 146%1 : 15.9%
Weather, climate  5.3%| 3227% 1 0.2%1 203% 12.6% 108% 26.7% 141%§ 8.9%] 13.5% 9.0%] : 14.9%
I have already been to Luxembourg recently  4.2%| 8.5%| 1235 11.2%1 5.3%| 125% i 8.1%| 12.4% 104%1 8.4%| 7.5%] i 9.2%
Hard to reach, not easily accessible 2 6%| 0.0%| 5.1%] 2.9%| 2.5%| 6.0%| 0.7%| 0.0%| 6.6%| 3.2%| 3.3%| : 3.0%
I had a negative experience during an earlier visit to Luxembourg  1.1%| 3.5%| 4.9%] 3.4%| 1.2%)| 0.9%| 2.2%| 2.8%| 3.8%| 0.5%| 0.4%| : 2.2%
|



Reasons for not choosing Luxembourg as a next destination - \ 1 4

Past Visitors & LET target segments /N
B — Average 11 European markets*

Total :Past Visitors : EXP NLA RS SB PS LO
Other destinations are more interesting 51%_: 47% I : s - - oo -
Luxembourg’s offer does not match my needs  31% | N : 32% : 31% 28% ERE 35% 34% 20%
| do not know Luxembourg enough well — 25% [ NN : 7% : 20% N 26% N 25% 0 20% 30% 20%
No real reason, | just never thought of going there  16% Il : 3%l : 16% I 24% 6% 13% 1%l 18% N
Too expensive  16% [l | 14% : 14% 0 23% N 16% 25% 13% 1l 10% N
Weather, climate  15% [l : 10% N | 121 11% Il 20% 5%l 18% N 1210
| have already been to Luxembourg recently %l : 0% : 12% 1l 7%l 2% 6%l 15% 0 k] |
Hard to reach, not easily accessible 3% : 2%| : 1% 3% 3% 4% 5%l 251
| had a negative experience during an earlier visit to Luxembourg 2%| : 8%l : 3% 3% 2% 1%] 2%] kA |
| |

* EXP, in particular, find other destinations more interesting.
* PSand LO often do not know Luxembourg well enough.
* NLA and SB find it more often too expensive

* Weather tends to be more of an issue for RS, PS and past visitors. * DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT



Potential preference of length of stay in Luxembourg o8

I Short stays [ Day trips M All are fine/no prefer.

B Longer stays

2 . )
o ) T

Respondents with future travel from the Nordics and PT have most frequently expressed a preference for longer stays in
Luxembourg.

By far the least interest for longer trips to Luxembourg is recorded among Belgians, due to the relative proximity, also
resulting in the highest relative interest for day trips.



Potential preference of length of stay in Luxembourg
Bl — Average 11 European markets*

I Longer stays M Short stays [ Day trips [ All are fine/no prefer.

Nature-Loving Actives E
Perfection Seekers ﬁ

I Longer stays M Short stays [l Day trips [ All are fine/no prefer.

« PSand NLA are most
interested in future longer
stays to Luxembourg.

* Although lower than among
repeat visitors, a fair share of
new potential visitors is also
interested in longer stays.

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT



Potential preference for cross-border travel when visiting Luxembhourg TS

I Combine with other country [l Only Lux on this trip [l Do not know/na

Austria
France
» Swiss and British future
visitors would most consider
combining Luxembourg with
Germany another destination during
their trip.
Switzerland

United Kingdom




Potential preference for cross-horder travel when visiting Luxembourg

Explorers

Leisure Oriented

Nature-Loving Actives

Perfection Seekers

Relaxation Seekers

Short Breakers

Total

Never visited

Previously visited

Total

Bl — Average 5 European markets*

I Combine with other country [l Only Lux on this trip [l Do not know/na

e -
.

B Do not know/na

I Combine Lux with other country [l Only Lux on this trip

EXP and past visitors are
most interested in
combining Luxembourg with
another destination during
their trip.

*DE-FR-UK-CH-AT



Potential preference of length of stay and for cross-border travel when visiting LLuxembourg \ ¥ 4

— Average European source markets* by theme interest / further demand indicators PN
Total : Past Visitors Travel intent (**) Interest Interest
| Longer stays Cross-border
| stays
Interest Longer stays 26.9% I | 33.0% I _ 100.0% NG 32.2% I
Interest Cross-border stays 46.0% NG :_ 45.1% I 45.1% I 100.0% I
I
Total City Culture Hiking Cycling MTB Nature Countrys. Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.

Interest Longer stays 7l osEm EE o [ [w 1% [ojmm  oomm 3 34 [ amm mam s

Interest Cross-border stays  46xI| 4s<M [+ EZL o 45 - 5% G A
|
|

* Potential Luxembourg visitors interested in cycling, MTB, countryside holidays, camping, industrial heritage and remembrance tourism are more often
interested in longer future stays in Luxembourg. Niche themes can thus be a driver for prolongation of stay.

* Potential Luxembourg visitors interested in hiking, cycling, MTB, culture and wine are more often interested in combining Luxembourg with another
destination on their future trips.

+ Potential Luxembourg visitors interested in longer stays and those interested in combining Luxembourg with another destination are largely complementary
segments.

* Longer stays : AT-BE-CH-DE-FR-NL-UK (,Total" value differs from previous slides as fewer markets are included). Cross-border stays : AT-CH-DE-FR-UK.
** Next 3 years.



Potential preference of accommodation in Luxembourg

B Hotel [ Short-termrental [ Camping, motorhome [ At friends/family
777 Youth hostel [ Second home

Austria 71% III
2
Switzerland 58% II
United Kingdom 67% m




Potential preference of accommodation in Luxembhourg \ 1 4

— Average 7 European markets* "
Total : Past Visitors Travel intent (*): EXP NLA RS SB PS Lo
Hotel 59.1% 1l i 50.0% 0 58.1% i60.9%- 46.6% 63.5% 8 61.8% 49.7%B8 55.7%8
Short-term rental 28.3% 8 i 27.7% 1 30.7% i27.7%. 30.3% 26.9%1 24.8% 1 32.0% 8 30.9% N
Camping, motorhome  5.6%]| : 8.5%| 4.5%| : 4.6%)| 14.3% 4.3%| 5.5%]| 5.5%| 5.8%]|
At friends/family 3.9%| i 8.8%| 3.4%)| i 4.0%| 3.5% 3.1%)| 4.9%| 6.9%| 4.0%|
Youth hostel 2.2%| : 3.6%| 2.4%| : 2.1%| 4.2% 1.4%| 1.7%)| 3.5%| 3.0%|
Second home 0.9%| i 1.3%| 0.9%| i 0.7%)| 1.1% 0.8%)| 1.2%| 2.4%| 0.6%|

+ Compared to past visitors, future new potential visitors more often seem to favour hotels and short-term rentals, at the expense of camping and staying at

friends/family.

* NLA still would consider substantially more often camping, but also youth hostels.
* PS would consider most accommodation types more often than the average traveller, at the expense of hotels.

* DE-FR-BE-NL-UK-CH-AT



— Average 7 European source markets* by theme interest / further demand indicators " A
Total : City Culture Hiking Cycling MTB Nature Countrys. Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.
Haotel 59% N | 61% I 59% 52% N 49% 0 45% 1l 56% N 45% N 30%l 62% [l 56% 58% 51% I 53% 0 59% 0 57% 52% I
Short-term rental 28% : 28% M 28% 0 31% M 30% 8 31% 30%H 33% 20% 0 28% M 30% 29% 31% NP 26% 0 27% M 31%
Camping, motorhome 6% | 4% 5%| 8%]| 10%[ 9% 7%| 9% 22% 4% | 6% 5% 6%]| 6%]| 4%| 5%]| 6%]|
At friends/family 4%] : 4%| 4% 5% 6% 8%l 4%| 6% E | 3%| 5% 4% 7% 5%] 6% 5%| 6%
Youth hostel 2% | 2% 3% 3%| 3% 4% 2% 4% | 3% 2%| 3% 3% 4% 4% 3%)| 3% 4%
Second home 1%| : 1% 1%| 1%| 2% 2% 1% 1%| 1%)| 1%| 1% 1% 1% 2% 2%)| 2% 1%
|
Total | Interest Interest Cross- Quality-
|  Longer stays border stays oriented
Hotel 59.1%—: GOREY  EEETEETY 000 Ny
Short-term rental 28.3% 1N | 33.0% [ 20.0% N 26.4% 1IN
Camping, motorhome 5.6%1 : 7.9% 59%N 4.3%]
At friends/family 3.9%] : 5.5% 0 3.6%] 3.9%]
Youth hostel 2.2%| | 25%] 2.2%| 1.8%]|
Second home 0.9%| : 1.1% 0.8%| 0.9%]
'

Potential preference of accommodation in Luxembourg

* DE-FR-BE-NL-UK-CH-AT



2

Spontaneous
hbrand associations
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Bl  Associations with Luxembourg — word cloud " A

Essen Keser Stand m —
Mockduartand Kisarstast Land-chatt

BeNelux Franzosisch

Shopping Stomitotant
Kultur Schones Land - - ”
Schone Landschaft e I n es
w — Klein
WeiBl nicht I
Schenswiirdigkeiten T
Notte Mencehon = s eue I c s . gunstig einkau;-e;l-

Keine Ahnung i
Sitminen Gutes E Steueroase o
Merzogtum uies cssen Ge'd Steuerparadies
Interessant Banken Gunstig tanken -
Monarchie Europa Luxus —_
Sehr kieines Land Radio Luxemburg Langweilig Gar nichts Reich
ewenthich niehts Kizsn ober bem feh weill e= meht Franzesische sprache

Source: LFT Brand & Potential Studies 2023-2024,
except data for ES/IT/PL: Destination Brand/Inspektour.



Spontaneous brand associations
Associations with Luxembourg — word cloud

Goedkoop ardennen Mooi land Kastelen

Drielandenpunt Landschap i Mooie opgeving
i an Jﬁom landschap = I an d
wandelen

-~ geenide Klein
-~ xeiNatuur

Oratis openbaar vervoer Niks . Nedorland s s s e
Bergen Goedkope sigaretten il
Benelux H.e | -
'Pocket Kingdom" and the "Land of a Thousand Castl uve d k t k o o I e n a u u
. —eiV®igoedkoop tanke
Goedkope benzine
- Drie landen punt Mooi
Kasteel Goedkope benzine en sigaretten The country is famous for its natural beauty and its unique folklore, vianden

Source: LFT Brand & Potential Studies 2023-2024,
except data for ES/IT/PL: Destination Brand/Inspektour.



Spontaneous brand associations

)
Deutschschweiz H Associations with Luxembourg — word cloud 4

Reichtum Essen Macrons Sehenswiirdigkeiten

Luxenburgerli kekse Sehr schon und sehr ausgezeichnet Festung

W —— Schénes Land schokolade Luxemburgerli RS Ay

Franzosisch

kileines Land

Nicht

Klein s
Europa Innovatives und gutes Reiseziel
Banken - =
Beautiful city
Innovatives und qualitativ hochwertiges Landcnburgerli Billiges Benzin
EU Teuer Good country Luxus
Benelux firstentum Cool
Je ne sais pas Duche Europe
o ® trop cher

Paradis fiscal I e n I Etlt pays

Richesse ) o Suisse
Luxury - Petit rien de spécial
Grand duché Beautiful city

o CShotirce' | ET Rrand & Potential Stiidiec 202220004 te om rimes mlames Far laicrmires Diarm da mardiasnliore
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mm—=_ Associations with Luxembourg — word cloud " A
Behtin e I n es
Beiling Landschaft
Europa * -
Behiing Sadt e I n
Sehenswiirdigkeiten keine Ahnung
— Egentlch nichts — Klein aber fein

Schakolad
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Vlaanderen I I Associations with Luxembourg — word cloud PN
D& mooie natwur [T r——— [T
geen idee Gratis openbaar vervoer
bergen kastelen
goedkoop tanken Wandelen in de natuur
Gezellig K|Eil‘l |Elnd
Klein bossen
de natuur Lunce
Klein landje . reser——
Taxfres Prachtig moo I e natu u r
banken
Landschap GDEdeDP

. . richesse Le paysage
rien de spécial Argent

Agréable La nature
verdure Pays riche

Petit pays nature Rien

Les paysages

découverte
Paysage Petite suisse luxembourgeoise

Source: LFT Brand & Potential Studies 2023-2024,

-
Shopplng except data for ES/IT/PL: Destination Brand/Inspektour.
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B | Associations with Luxembourg — word cloud " A
- Eeaduy. paysages Prodmitd - Bdurfid o rlen en particulir
Le paysags Beneln — Les paysages
p Eu . o La eutture
ses argent R Petit o rien de spécial Ras rcha

Progredd

ors - Belgique Le luxe

e netfit pays Rien " —

sy Richesse

Royauta Bire
e e i La capitale o
Je ne sais pas - .4 banque
BANQUES Dualltd e vie
drand Duchs M Sals pas
Frautk fscaik Ia bezartd du pays —
e e i vl L i Filien du bt
Zrshvd i cali L vl s Lo

Source: LFT Brand & Potential Studies 2023-2024,
except data for ES/IT/PL: Destination Bra nd/Inspektour.



Spontaneous brand associations

== Associations with Luxembourg — word cloud " A
AN
idontknow Nothing in particular European Parliament Beaurtiful country Nice place to visit Beal . Rural
European country N Different Culture Football o a small country
Nothing comes to mind
o furovision EUIOPE  RAUI0 oy Nothing o ™™ .
— Hi S m a I I co u nt ry TII‘I‘f country ttomr fastatn
German
Beautiful buildi
Eurovision song contest cas“es Chocolate ) B Nathing
eat, NALUFE . _ Friendly taion
Tax haven .
. Small E nt
— Radio luxembourg <" smrescsacn
* y Nothing really Very small country
- Architecture oney Land locked
| Ngife Wine Nothing at all Don't know Beautiful scenery .
SCENiC | European Union  Cleanliness
European p— Sightseeing Rich people Very small
Tha larguage arand Duks Farrl Balgium Furepe. Mzurialax and scanary Thefozta
u weeliatan Limirim Sinkt meira Hiztors ard culture Lovel oluca

Source: LFT Brand & Potential Studies 2023-2024,
except data for ES/IT/PL: Destination Brand/Inspektour.



Spontaneous brand associations
Associations with Luxembourg — word cloud

|
X 11
|
history silence 5 architecture
beautlful landscape S & much culture

.: beautiful castles £ 1

orest

grand Duchy

the city Luxembourg = £ beautiful landscape
= T

very beautiful c 8 § wealth

heart of the EU

le

small

2 "1;
‘“small country:: nbeautiful castles '
b £ 0 § = located in Europe ‘5 -
o i i beautiful 3 much culturef§{ & :
> %3 very expensive S finance 5 ¢ " £ £ 8
S 3
©
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B | Associations with Luxembourg — word cloud " A
Eurcwislan Song Conbest CASTLE NaTrE
Beaty Eurovizion
: Chocolate Beer
Brenary
Don't know
Cald
wueans NigHetta
hianks
Luxury
Flramcial Insthutions
Cold waahar Sm al I Bratftul sesrry

Not sure Food City break Architecture

History Dot kndrw

Beaikid Earing cnaw

Source: LFT Brand & Potential Studies 2023-2024,
lata for ES/IT/PL: Destination Brand/Inspektour



Et 1k land

Shopping

Rigt land

Intet

Spontaneous brand associations

Associations with Luxembourg — word cloud

traval

Ved ikketilleland ™

Flot natur

Skattely

Ty sk
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Bmm Associations with Luxembourg — word cloud " A
Luen
nget speciell —_— -

Fin stad

Vet ¢

Litet .
Vet inte

Dyrt Fint
Mysigt TI’E'-.f“';I'[ Pafras Grand Camyon

Alki knd

Skatfieparadis
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Associations with Luxembourg — word cloud " A

Museus Unido Europeia S

sequran;a Férias

. _ Pais pequeno Pais pequeno

I Qualidade de vida

Imigrantes Frlo

Conic castelos

Emigrantes Portugueses

Cidade
Natureza

miUkas portugueses —
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General Theme Interest

Bl — Average 14 European source markets

Resting/Relaxation
Culinary

Nature

Sightseeing

City

Immersive travel
Architecture/townscapes
Fun/entertainment
Castles
History/Unesco
Culture

Family

Exchanging with locals
Learning/new skills
Sustainability

Events

Hiking

Travelling by train
Adventure/action

Nightlife(*)

Wine
Countryside
Shopping
Luxury
Wellness
Remembrance
Active-sports
Industrial heritage
Camping

Film locations
Cycling

MTB
Motorcycling

72%
72%
70%
69%

61%
61%
61%
59%
98%
97%
56%
94%

93%

92%

51%

Indicates the share of respondents
interested in the themes & experiences as
part of their holiday trips in general.

Rankings, resp. percentages by source
markets, past visitors, new potential
visitors and LFT target segments are
presented on the following pages.

(*) Nightlife on this and on all following slides refers to:
festivals & events, urban lifestyle, lively places (trendy or
alternative quarters).



General Theme Interest - Ranking by Source Markets

urope mmm I 0w [ RGN o e Bl = = B S
Europe | mummn 51 i [ ) " § | Al
5 1 1

Resting/Relaxation 1 3 2 1 = 2 1 1 2 6 3 3
Culinary 2 1 3 2 1 1 2 3 3 5 1 2 2 2 2
Nature 3 2 1 3 4 3 4 3 2 2 4 4 3 1 5
Sightseeing 4 4 4 2 5 4 5 1
City 5 6 9 5 15 7 3 1 6 2 S 1 4 6 7
Immersive travel 6 5 8 3 4 10 4 6
Architecture/townscapes 7 7 7 6 6 5 7 4
Fun/entertainment 8 8 6 10 8 7 8 8
Castles 9 11 13 1 16 10 12 2 1 4 10 3 1 12 11
History/Unesco 10 12 12 9 11 13 10 6 13 6 7 5 7 14 9
Culture LL 13 15 6 12 S 8 7 12 8 5 6 8 10 10
Family 12 9 5 4 7 11 5 14 8 12 3 12 6 15 12
Exchanging with locals 13 10 14 9 12 15 11 13
Learning/new skills 14 14 1 8 14 17 9 20
Sustainability 15 16 16 12 14 16 6 9 18 10 8 9 5 18 14
Events 16 15 17 7 13 15 11 11 20 11 14 14 9 13 18
Hiking 17 17 10 14 17 18 20 8 9 7 13 16 17 17 16
Travelling by train 18 20 23 19 19 24 9 26 11 10 16 15
Adventure/action 19 19 18 18 19 14 20 23
Nightlife 20 18 24 15 20 17 13 10 21 16 15 8 16 19 24
Wine 21 23 21 17 24 21 15 25 9 16 15 24 25
Countryside 22 24 20 16 25 25 17 12 24 12 12 13 13 27 17
Shopping 23 25 19 10 22 22 14 13 19 12 17 14 14 21 22
Luxury 24 27 27 8 3] 29 7 16 20 12 25 19
Wellness 25 22 28 13 27 23 16 16 30 20 6 10 18 23 28
Remembrance 26 28 22 21 27 27 28 27
Active-sports 27 21 26 20 23 20 18 15 22 18 18 17 19 22 29
Industrial heritage 28 30 29 21 26 28 19 17 29 15 19 11 21 26 21
Camping 29 29 31 18 30 30 21 28 21 20 30 30
Film locations 30 3] 30 28 3] 3] 31 26
Cycling 31 26 25 22 29 26 22 18 23 17 23 18 22 29 3]
MTB 32 32 32 23 32 32 23 19 32 18 22 19 24 32 32
Motorcycling 33 33 33 24 33 33 24 19 33 21 24 20 23 33 33



Resting/Relaxation
Culinary

Nature

Sightseeing

City

Immersive travel
Architecture/townscapes
Fun/entertainment
Castles
History/Unesco
Culture

Family

Exchanging with locals
Learning/new skills
Sustainability

Events

Hiking

70.7% I
737% 1R
71.4% 1l
70.2%
67.0% Il
69.3%
66.9% I
64.6% Il
59.2% 1l
59.2%
59.1% 1l
60.5% il
59.6% I
55.7%
55.1% 1
55.3%
53.0% 1l

72.9% [l
70.9%
72.9%
67.6%ll
62.4%l
63.5% Il
64.1% Il
64.2% Il
55.9%
56.7% Il
54.5%
66.3% Il
54.9% 1l
57.3% 1l
53.7% Il
50.2%
60.4% Il

General Theme Interest - Source Markets

H
N
72.9% 1R
70.2% N
68.7%

64.7%

51.3% 1l
54.7%
56.0% Il
64.7% I

51.2%
55.3%
51.0%1H

SR _NEN N Py

68.6% I
7.4% 1N
69.0% I
71.3%
60.3% Il
69.9% I
68.1% Il
64.1%
58.7%
63.5% Il
61.3% Il
67.4%
65.4%
66.6% Il
61.1%
61.2% Il
54.3% 0

7.2% 1R
71.5% N
70.3%
68.3% Il
63.9% Il
68.7% Il
66.4%
61,0% il
59.3% il
58.0%
60.2% [l
59.2%
56.3%
55.9% Il
52.8% Il

54.7% N

49.3% 1l

75.5% R
73.0% 1N
68.4%

70.0% N

58.5%
50.5% Il
60.3%
65.1%

64.9% M

59.0%
41.3%M

67.0% N
72.0% N
72.0% 10

80.0% N

73.0% I
65.0% Il
61.0% Il
40.0%H

52.0%1
46.0%
55.0%

69.9% I
68.2% Il
68.4%
65.6% 1l
62.4%
60.5% I
62.6%
62.4%
58.4%
56.4% Il

56.7% [l
62.1% Il
53.5%

51.4% Il

49.5%

48.3% 1

61.2% Il

81.0% Il
69.0%
71.0% 1l

71.0% 1N

70.0%
63.0% [l
60.0% Il
47041

51.0% 10
48.0%1
61.0%

76.8%
77.1% I
76.5%

70.6% N

70.1% N
72.0%
73741
76.7% R

71.6% 1l
61.0%
62.2%

73.0%
69.0% Il
68.0% Il
48.0% 1l

53.0% 1l
44.0%
41.0%

73.0% 1N
7.2% 1l
66.7% Il

64.5%

53.2% 1
57.6%
55.7% 1
62.5% Il

63.2% Il

54.9%H
46.6%

69.5% I
70.8% N
71.3%
66.5% Il
66.4% Il
68.3% I
66.2% Il
62.2%
58.8% Il
58.0% Il
60.3%
57.2%
60.1% Il
61.4%
54.5% 1l
58.8% I
54.5% 1l

N L7
2N

70.9%
71.5% N
70.1%
73.0%
67.2%
67.9% Il
70.2%
65.2% il
59.0% Il
63.4% [l
63.3% [l
58.4%
57.1% 0
51.5% I
55.9% 1l
53.3%
54.4%

Average
Europe
72.0%
71.8%
70.5%
68.9%
67.8%
66.9%
66.4%
63.4%
61.3%
61.1%
60.7%
59.6%
58.4%
57.1%
56.4%
53.6%
53.2%



General Theme Interest - Source Markets \ ¥ ¢

" A
A T I =1 =+ 5
I I I s BB 2SS IEurope

Travellingbytrain  «01+m 2@ ool 2M 4l 6N - 455% - 658% - B el SHE | S
Adventure/action s20%mE  ¢s.c%M TR DR | : 54 1% : : : - o6l we5m | s
Nightlfe sessmml  wosml  sorsBl  sisslE SooxBE ool S0%EE <ovM oM oMl SN G nouE oM | sor
Wine s6xm 4%l 4B o660 6% 55 - 456%M SO 55%EE - s06%EM  4%E v3%H l 49.1%
Countryside 4sxmm  swsom %M oM ol S 20M  oxM Ol Bl ool 2l col sl | aeas
Shﬂpping 4%l 3% 4Bl 45 65 sexEl o0xEl sxE 70xE 526k 4o S0l 5% 48.6%H : 48.2%
luxury «xm  ssm  ssoomE sl 4% 04 - 5234 - 5% . B S 52 i 48.1%
Wellness w7s«m  s77%@ 512  ssxM oM sioxBl soosl ¢sB 2ol M oM ool ol ol | 461%
Remembrance 42+«W  #254H . 507%Ml 43.9% : . 452%H : : : BNVIRTY BPERE] | i 44.4%
Active-sports ol «5M il ol B oo ol o ol Bl ool 2ol ol 37l |
ndustrial heritage  sossm  s7oM  s3um 4os o7uE ol sl ool ool onE ool Hol ool 9sm |
Camping sosxm  3eoxM  s63xM oM RHE ©01%E . 451% - 5% . o5l 200 6%H : 41.0%
Filmlocations s7s+m  s704m LT A : - 3856 : - : Sl oM | 9%
Cycling ssoxmm  «ssm ool %M 4ol %l 005l 45 oM o7xE 20sE sl 20l 27.0% | a4
MTB zosm  250s0 260 4@ 240 620 100%]  MovE 0l R6xl 508 7%l Mesl 240%E | 290%
Mﬂtﬂrcycling 286%M 21550 2784  265%s@  270xM  29%x@  90%0 s4oxM  220%@  250%@ 2050 295%@  319%W 197%0 : 25.5%

|

|



Culinary
Resting/Relaxation
MNature
Sightseeing

City

Immersive travel
Architecture/townscapes
Fun/entertainment
Castles
History/Unesco
Culture

Family
Exchanging with locals
Sustainability
Learning/new skills
Events

Hiking

Travelling by train
Nightlife
Adventure/action
Countryside

Wine

Shopping

Luxury

Wellness
Remembrance
Industrial heritage
Active-sports
Camping

Film locations
Cycling

MTB

Motorcycling

General Theme Interest — Average 14 European source markets -

Total
71.5% I |
71.3% I |
69.8% I |
68.9% |
67.7% I I
66.9% NG I
66.4% NN I
63.4% I
61.3% I
61.0% I
60.7% I
59.6% N
58.4% N
57.6% NG
57.1% N
55.6% N

53.2% I
51.8% I
51.2% I

49.1% I
418.3% I
48.2% I
48.1% I
47 2%
44.4% A
42.8% I
41.9% N
41.0% I
39.9% I
37.4% I
28.7% N
26.8% N

I
I
I
I
I
I
I
I
I
I
I
I
I
I
51.1% I I
I
I
I
I
I
I
I
I
I
I
I
I
I
I

BB Past and future visitors - LFT target segments

[ ]
74.3%
74.7% I
74.5%
[
72.0% I
72.3% I
68.8% I
[68.4°| I—
[69.1°| I—
|67.1 9} I
63.9% N
63.1% I
62.5% I
[64.6° I—
[61.39) I—
58.2% N
56.9% NN

|Travel intent (*) Past Visitors:

73.6%
72.5%
73.6% I
73.5% I
70.3% I
71.3% I
70.6% I
62.9% I
67.5% I
66.0% I
67.1% I
62.5% I
63.2% I
61.1% I
60.5% I
52.9% N
59.5% N
57.0%
54.0% I
52.4%
54.7% I
55.3% I
51.5% I
51.5% I
50.0%
50.9% I
49.9% N
49.3% N
46.1 % N
40.4% A
45.0% I
35.1%
32.7%

EXP

| 72-5°% I—

| 68.7 % I—
| 7312 I—
[ 74.6% n—
| 60,72 —
| 7265 n—
|51 55 —
Iaz.O%—
| 0417 I—
| 68-5% —
| 67-9% —
| 0.8 I—

| 66.3% I—

| 60.5% m—

| 63.5%

| 50 35 —m
I57-5%_
56.9% I
:53.2%_

| 5467 m—

| 50-6% M—

| 50-8° -
|46.0%-

| 45-8% H—
|44.1 % I

| 48.5% -

| 47.0% m—

| 16.6% m—

[ 411 %
I41 5%
ISS.?%-
|29.6%-
Iza.a%-

NLA
69.5%
67.6% I
72.2%
65.7%
60.6% I
65.6%
64.7%
58.2%
62.0% I
61.4%
60.3%
60.4%
59.7%
62.3%
58.8%
56.3%
68.7%
56.0%
48.6%
55.4%
60.7%
52.2%
46.3% [
44.3%
52 4%
A47.0%
49 4%
63.7% I
51.1%
40.9%
56.0% I
48.3%
36.3%

RS
73.9%
76.7%
70.0%
67.4% I
64.1% I
64.3%
63.5%
65.2% I
54.0% .
54.5%
55.3%
65.0% I
53.4%
54.2%
52.9%
52.7%
48.0%
46.0%
49.2% .
46.8%
44 4% .
45.9%
51.2%
51.8%
48.5%
39.2%
36.4% M
41.0% .
36.3% Il
35.7%
32.9% M
24.4%
22.7% M

SB
68.4%
69.5% I
67.9% I
66.9% I
64.5% I
64.8% I
66.5% I
59.9% I
59.5% I
60.3% I
60.0% I
60.8% I
57.5%
56.8% N
54.4% N
53.7%
54.9% N
54.2% N
49.6% N
47.2%
52.0% I
48.1% N
47.0% I
44 6% I
46.4% R
45.8% I
46.1% N
45.7% I
41.5% I
41.8% N
41.2% I
30.8%
29.3% Il

PS
68.9%
69.1%
68.4%
66.2% I—_—
64.9% I
66.1% I
66.2% I
66.4% I
57.5%
59.2% I
60.8% I
64.5% I
60.9% I
60.0% I
61.7% I
61.2% I
56.9% N
57.2% .
59.5% _—
61.23%
51.8%
55.2%
55.5%
59.4% I
55.2% N
53.9%
19 4% .
55.8%
50.4%
53.5%
45.6% I
45.8%
42.0% I

LO
68.5%
69.6%
67.0% —_—
67.9% I
62.4% I
65.9% I
65.1%
64.9% IE_
56.5% I
57.5%
57.2% I
64.5% I—_
55.8%
55.7%
54.9% I
52.8%
51.1%
45.9% N
48.0% N
49.3% N
47.7% .
44.6% N
48.9% N
42.0% I
A5.0%
42.3% .
41.1% I
42.2%
41.4%
38.3% N
36.8% M
28.1%
26.2% Il

(*) To Luxembourg

next 3 years and

without previous

visits



Resting
MNature
Culinary
City
Castles
Wellness
Hiking
Sustain.
Culture
Locals
Immers.
Architec.
Sightzees.

Entertain,

Countrys.
Shopping
Unesco
Nightlife
Family
Events
Sports
Cycling
Wine
Industry
Rememb,
Camping
Learning
Adventu.
Luceury
Film loc.
MTB
Train

Motocycl.

Resting

0.52
0.98
0.5
0.85
0.35
0.83
0.96
0.84
0
0.5z

Nature
0.3z

0.94
093
n.az
0.85
033
0as
n.&3
093
095

Culinary City
0.98
0.54

0.95
0.30
0.33
0.83
0.38
0.88
0.94
0.95

Castles
0.85
0.3z
0.30
0.395

Wellness Hiking

0as
0.8s
093
a7
074

0.83
0.93
0.83
0.&v
0.50
0.78

Fustain.
0.3
0.35
0.35
0.96
0.3z
0.91
0.8z

Correlation between themes

— Average 7 European source markets*

Culture
0.54
0.83
0.588
0.96
0.33
0.74
0.87

0.3

Locals
0.31
0.93
0.34
095
0.3z
0.83
0.30
036
0.3z

Immers.
0.92
0.35
0.35
0.36
0.35
0.54
0.32
0.97
0.95

1.00

Architec.
0.83
0.33
0.32
0.93
0.33

0.81
0.30
0.35
0.33
0.35
0.97

Sightsee. Entertain. Countrys. Shopping Unesco

0.32
0.54
0.95
0.33
0.87
0.85
031
0.37
0.37
0.36
0.98
0.33

0as
083
038
0.
0.8
nar
083
094
n.so
n.ss
083
0.86
n.as

0.33
0.38
0.93
0.88
0.88
0.84
0.37
0.94
0.85
0.32
0.93
0.83
0.52
0.86

09z
ngz
0.9
0.a7
0.74
nar
073
030
0Ts
ngz
0.54
080
0.54
nar
07a

0.83
0.83
0.8v
0.54
0.33
0.vz
0.88
0.30
0.33
0.3
0.54

0.78

0.85
0.76
0.77
0.5
0.38
0.38
0.83
0.3
0.77
(1
0.86
0.62
0.36
n.vz

Nightlife
0.90
0.&83
0.9z

.91
0.7
.94
0.7e
0.92

0.81
0.53
0.a7

033
038
0.86
&3
0
n&z
n&2
ngz
033
094
0.9s
0.96
0.64
0.&7
&7

Family
0.33
0.94
0.33
0.33
0.57
0.36
0.30
0.97
0.56
0.92
0.93

0.54
0.93
0.85
0.87v
0.85
0.8v
0.34
0.35
0.35
0.93
0.93
0.7a8
0.33
0.3

Events
0.3z
0.86
0.33
095
0.56

0.91
0.81
0.36
0.7
0.31
032

087
074
0a3
088
0.&s
0.8s
036
0as
093
038
&7
0
088

Sports
0.92
0.83
0.83
0.84
0.78
0.83
0.583
0.91
0.76
0.85
0.85

0.52
0.88
0.76
0.77¢
0.36
0.30
0.35
0.84
0.85
0.53
0.85
0.35

These results indicate to what extent respondents interested in one particular theme are also interested in other
themes as part of their holidays in general. Strongest correlations are shown in green, weakest are shown in red.

Based on Pearson correlation coefficient

Cycling
0.54
0.91
0.583
.77
0.80
0.76
0.35
0.85
0.7s
0.a1
0.583

n&z
07s
0
0.94
0.84
n.e3
0Es
0wz
0.ss
0.Ees
0.Ees

Wine

0.5
0.32
0.9
0.96
0.30
0.88
0.52
n.v2
0.36
0.86

Industry Rememb, Camping Learning Adventu.

nes
n.es
&7
055
058
074
0.86
0.
n.as
0
0.94

(I§=L]
ne3
093
03
074
0.9
0.E0
0.ss
0wz

0.83
0.50
0.88
0.35
0.38
0.76
0.88
0.32
0.38
0.32
0.54

0.85
0.33
0.80
0.76
0.50
0.63
0.35
0.74

093
ns7
093
I¥=r)
0.86
0.86
096
0.94
nes
090
09

093
0.90
0.8
0.es
I¥=r)
0
050

0.34
0.54
0.96
0.96
0.33
0.88
0.91
0.38
0.32
0.9v7
0.98

0.3z
0.86
0.95
0.75
0.87v
0.88

035
086
ns2
0.&s
0ve
035
0&3
033
e
ner
0&r

093
093
&
&7
0.36

Lusury
0.91
081
0.30
0.86
0.73
0.35
0.73
0.83
0.74
0.81
0.52

0.91
065
n.gz
0.8s

Film loc.
0.90
0.85
032
0.94
0.86
0.30
0.50
0.594
0.83
0.83
0.30

0E3
nsz2
0.4

MTE

Train

Motocycl.
0.8
0.52
0.85
0.81
0.7
0.87
0.54
0.8
ove
0.83
0.583

* DE-FR-BE-NL-UK-CH-AT
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Luxembourg's Theme Suitability
Bl — Average 14 European source markets

City
Resting/Relaxation
Culinary
Architecture/townscapes
Nature

Culture

Castles

Family

Luxury

Shopping

Hiking
History/Unesco
Fun/entertainment
Nightlife

Wine

Wellness
Countryside
Sustainability
Camping

Cycling
Active-sports
Adventure/action
Events

Industrial heritage
MTB
Remembrance

20%
19%
19%
18%
18%

37%

Indicates the share of respondents that
consider Luxembourg suitable for the
listed holiday themes & experiences, i.e.. to
what degree those themes are associated
with destination Luxembourg in
respondents’ perceptions.

Rankings, resp. percentages by source
markets, past visitors, new potential
visitors and LFT target segments are
presented on the following pages.



Luxembourg's Theme Suitability - Ranking by Source Markets W
g~ | H-T LTS - =]+ PP

City 1 2 7 1 1 1 2 2 1 2
Resting/Relaxation 2 3 2 4 5 4 3 2 4 2 5
Culinary 3 1 6 3 8 2 2 9 8 5 4 7 1 3 3
Architecture/townscapes 4 3 8 5 3 7 4 1
Nature 5 7 1 6 9 4 6 6 1 8 7 5 11 5 4
Culture 6 4 1 6 7 8 4 3 13 3 3 3 5 7 9
Castles 7 5 5 10 12 6 9 2 5 2 9 8 8 8
Family 8 10 4 5 10 8 13 4 7 1 13 6 9 9
Luxury 9 5 18 3 9 16 6 7
Shopping 10 9 10 4 6 7 5 ) 19 4 13 ) 3 10 1
Hiking 1 16 2 16 15 14 19 5 2 6 12 12 15 19 10
History/Unesco 12 1 17 9 13 N 7 6 18 6 6 9 13 12
Fun/entertainment 13 12 20 10 13 17 1 13
Nightlife 14 13 25 8 11 17 10 ) 23 11 ) 7 12 16
Wine 15 14 13 1 19 12 11 20 15 10 15 15
Wellness 16 19 22 12 17 19 12 12 22 5 9 14 17 18
Countryside 17 23 14 15 24 20 14 15 14 12 21 14
Sustainability 18 20 21 14 20 18 13 21 10 13 23 21
Camping 19 24 12 18 25 20 18 6 17 17 22 20
Cycling 20 18 9 19 16 15 17 8 1 9 20 8 19 24 25
Active-sports 21 15 16 17 18 16 15 14 12 10 18 15 16 16 24
Adventure/action 22 21 19 23 24 14 25 22
Events 23 17 26 14 22 26 14 19
Industrial heritage 24 25 24 13 21 25 16 25 16 18 20 17
MTB 25 26 15 20 26 26 20 15 10 19 14 20 26 26
Remembrance 26 22 23 22 23 24 18 23




Luxembourg's Theme Suitahility - Source Markets “F

"
I - E—— .
II II IIII—: ig3—--

(T
i

-I k‘IVA Average
raln | Europe

City 40.6% I 30.7% 0 37.5% 34.6% 0 42.0% 476%  34.0% 28.9% 420%ME  38.2%HE 35.0% 0 30.6% 0 40.5% 0 38.1% : 37.2%
Resting/ReIaxation 29.3% 0 39.4% M 33.4% 0 31.7% 30.9% M 38.4% M 25.0%H 43.5% - 490%E  29.0% M 28.2% 35.8% M 306%MM | 34.2%
Culinary 40.8% 33.9% M 33.2% 0 27.4%H 41.3% 43.0% 18.0%H 29.5% 30.0%10 43.8%  25.0%H 36.4% M 33.2% 0 34.3% 0 : 33.6%
Architecture/townscapes 35.8% N 29.6% 0 - 311% 32.6% 10 - - 308%MH - - - - 304%IH 392% M | 32.8%
Nature 30.7%mH 56.7% 27.5% 27.2%H 32.2% 28.5% M 22.0%H 541%l  21.0%H 42.4% 0 28.0% M 20.2% M 30.1% 30.7% : 32.3%
Culture 326%mm 25.4% M 27.8%H 27.4% M 28.5% 34.4% 0 27.0%H 22.4% M 32.0%0 482%  33.0%H 26.0% M 29.0% 30.1%MM | 30.3%
Castles 31.2%mm 35.7% 0 24.0%H 24.2%H 29.2% M 27.5%H 32.0% M 34.5% 0 34.0%0 36.8% 0 36.0% M 22.2% M 28.7% 25.6%H : 30.1%
Family 23.0%H 36.9% M 29.4% 33.9% 0 28.2%H 28.3%H 14.0%1 35.5% 22.0%H 502% M  18.0%H 25.3% 0 27.7% M 23.6%M | 28.3%
Luxury 31.2% 22.3%H - 33.0%H 28.5%H - - 220%H - - - - 291%M 27.0%M : 27.6%
Shopping 23.9%H 25.5%H 30.1% 29.4% 28.7%H 34.3% 0 18.0%H 20.6% M 31.0% 27.4%H 21.0%M 28.4% M 27.5% 23.1%M | 26.4%
Hiking 18.5% M 51.0% 0l 191%H 18.2% M 21.3%H 16.5% 1 23.0%H 51.8%l 24.0%H 28.5%H 20.0% M 15.3% 1 17.1% 0 23.5%H : 24.8%
History/Unesco 22.3%H 23.0%H 24.7% M 22.6%H 23.6%H 28.3%H 22.0%H 21.0% M - 424%E 27.0% M 21.0% M 20.9%M 226% M | 24.7%
Fun/entertainment 21.9%m 20.3%H - 26.0%H 22.1% M - - 21.3%H - - - - 245%H 22.1% : 22.6%
Nightlife 21.8%H 11.9%1 26.4%H 25.2%H 18.6%M 27.4%H 18.0%H 15.1% 1 - 30.8%H 21.0%M 23.3% M 21.1% 1 18.7%M | 21.5%
Wine 19.7%m 24.5% M 21.3%H 16.6% M 22.7%H 25.3%H - 18.9%M - 258%M - 205%M 19.4%M 20.2%H : 21.4%
Wellness 17.8%m 17.1% 1 20.9%M 17.1%M 17.3%H 25.2%H 16.0% M 15.3%1 - 425% 21.0%H 15.6% 17.8% M 16.2%0 | 20.0%
Countryside 14.7% 1 24.2% M 19.3% 15.1%1 16.9%M 21.5%H - 221%H - 262%M - 18.6%H 15.7% 1 20.3%H : 19.5%
Sustainability 17.3% 1 19.0%H 19.8%H 15.8%1 17.6%H 22.9%H - 16.2%0 - 333%E - 175%1 15.6% 1 15.3% 1 | 19.1%
Camping 14.4%1 24.9% M 17.3% 1 13.1%1 16.9%M 17.5%H - 322%M - 21.1%H - 147%R 15.6% 1 15.6% 1 : 18.5%
Cycling 18.0%H 26.0% 16.5% 18.0%H 19.7%H 17.9%H 20.0%H 26.2% M 18.0% 1 12.1%1 24.0% M 11.6% 15.5% 1 12.7% 1 | 18.3%
Active-sports 19.1%H 23.9%H 18.2% 1 16.7%1 18.7%M 21.2%H 13.0%01 25.9% 15.0%1 20.6%H 15.0% 15.0% 18.4%M 13.8% : 18.2%
Adventure/action 15.1%m 20.9%H - 15.3% 1 14.4% 1 - - 21%H - - - - 15.4%1 14.6%H | 16.8%
Events 18.4%m 11.6%] - 204%H 16.8% 1 - - 10.0%] - - - - 201%M 15.7%1 : 16.1%
Industrial heritage 13.8% 0 13.7% M 19.9%M 15.6%M 13.7%1 18.6% M - 10.8%0 - 236%H - 13.0%0 16.8%M 16.8%M | 16.0%
MTB  9.7%1 24.0% M 16.3%M 12.9%1 12.7%1 14.0%1 12.0% 1 27.6% M - 143%0 17.0%M 11.4%1 13.0% 10.9%01 : 15.1%
Remembrance 14.9%m 13.9% 1 - 153%H 14.6% M . - 127%01 ) ) ) - 17.7%R 139%0 | 147%

|



City
Resting/Relaxation
Culinary
Architecture/townscapes
Nature

Culture

Castles

Family

Luxury

Shopping

Hiking
History/Unesco
Fun/entertainment
Nightlife

Wine

Wellness
Countryside
Sustainability
Camping

Cycling
Active-sports
Adventure/action
Events

Industrial heritage
MTB
Remembrance

Luxembourg's Theme Suitability — Average 14 European source markets -
BB Past and future visitors - LFT target segments

Total

Travel intent (*) Past Visitors

40N A7 |48 c50k I

37.2% I |
34.2% I |

33.6% I
32.8% I
32.3% I
30.3% I
30.1% I

28.3%
27.6%
26.4% N
24.8%
24.7%
22.6% N
21.5%
21.4%
20.0%
19.5%
19.1%
18.5%
18.3% I
18.2%
16.8% I
16.1% I
16.0% I
15.1% 1
14.7%

49.3% I
50.3% I
51.0% I
45.9%
45.8% —
44.0%
41.5%
41.0% I
37.3%
35.0% .
40.3%
37.5%
34.1% .
31.8%
29.3%
27.1% -
30.5%
26.1%
25.8%
27.0%
27.7%
25.8% I
24.4% M
21.4%
22.9%

42.8% I
42.6%
39.6% I
43.1%
38.4% I
41.0%
38.3% I

33.2% I

35.3% I
35.2% I

32.7%
30.8% —_—
28.0%
29.7%
27.9% I
27.6% N
24.5% N
26.1%
26.5% I
27.8% I
23.1%
25.1% I
23.7% -
22.4%
22.2%

EXP

132.4% —
:34.5%_
1 38.1% I
|34 7% p—
:35.2%_
| 34.2% —

:26,9%-
| 27.9% -
| 25.5% p—
:26,1%-
| 28.6% —
|23 82
:23,4%-
|22.3% .
: 19.1% I
| 21.2% -
[21.0% —
: 18.8% I
| 18.6%
117,87
: 18.3%
[17.7% -
|16.59%
: 14.1%

[15.8% .
1

NLA

35.4% I
33.1% .

31.5% I

41.7% I
32.1% I
35.4% I

30.3% I
28.0% I
25.1%

34.1% I

28.0% I
22.7% I
24.9%
27.1%
24.1% I
26.7% N
24.2% I
25.4% I
26.1% I
25.2% I
20.4% I
17.9% N
24.1% N
24.2% I
17.7% 0

RS

35.1% I
36.1%
33.5%
29.4% I
29.4% I

27.4%
27.2%
27.0% I
27.1%
27.0%
22.4%
22.1%
21.3%
19.5%
20.2%
20.3%
16.6%
16.6%
16.1%
16.1%
16.1%
14.9%
13.6%
12.7%
12.7% 0
12.8% 0

SB

38.6% I
36.6% I
36.9% I
33.4%
37.2%
30.7% I

29.3% I

32.8% I

26.6% I
25.9% I
27.9%
23.7%
22.0% I
20.9% N
22.4% N
20.3% I
19.2% N
19.0% .
20.1%
18.1%
19.7% I
16.3% M
18.1% .
16.0% M
17.3%
15.5%

PS

41.4% I
38.1% I
39.0%
43.8% —
34.9% I
32.7%
33.4% —
34.0%
36.5% I
34.7% —
25.8%
30.2%
36.0% —
29.1%
27.4% N
25.6%
26.1%
29.0% .
22.7%
22.3%
25.5% .
26.9% I
26.5% I
24.7% N
20.1%
23.4%

LO

33.5%
31.3%
30.5%
28.0%
30.1% I
27.0% I
26.9%
28.2%

24.5%
24.0% N
22.6%
21.9%
18.9% NN
18.4%
17.7% -
17.5%
18.2% .
16.8% N
16.9% N
16.6% N
16.6% N
14.2%
13.2% .
14.6%
14.6%
11.9%

(*) To Luxembourg
next 3 years and
without previous
visits



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

B — Average 14 European source markets

Luxembourg’s Suitability

General Interest

perception

Resting/Relaxation 1 2
Culinary 2 3
Nature 3 5

City 4 1
Architecture/townscapes 5 4
Fun/entertainment 6 13
Castles 7 7
History/Unesco 8 12
Culture 9 6
Family 10 8
Sustainability 1 18
Events 12 23
Hiking 13 1
Adventure/action 14 22
Nightlife 15 14
Wine 16 15
Countryside 17 17
Shopping 18 10
Luxury 19 9
Wellness 20 16
Remembrance 21 26
Active-sports 22 21
Industrial heritage 23 24
Camping 24 19
Cycling 25 20

MTB 26 25

Comparing general theme interest
levels with levels of association of
those themes with destination
Luxembourg allows to identify
perception gaps.

This can be presented either in the
form of percentages (cf. next page) or,
preferably, rankings.

Theme suitability perception levels
reflect strengths and deficits of either
theme awareness or theme products
in the destination. Whether a theme
deserves a marketing focus to either
capitalise on its positive theme
perception, or improve its negative
theme perception, will depend on the
overall theme interest levels (if too
low, specific measures may not be
advisable for this particular theme).

A similar analysis has also been
carried out by LFT target segments
(see page 62), and for each source
market (see page 63 ff).



Ranking General Theme Interest vs. Luxembourg's Theme Suitability

Luxembourg's theme suitability

0.4

o
e

o
(]

*b.

B — Average 14 European source markets

City

Resting/Relaxation

Culinary
Architecture/townscapes @
| ature
Celdffes
e
Family
Luxury ®
Shopping
e
Hiking History/Unesco
® ®
Fun/entertainment
Wine Nightlife ¢
® b
Wel rasst id
. OUH.WS| € Sustairllability
Cycling Camﬂgﬂve—sports
®
Adventure/action
Industrial heritage ] Evelnts
M.TB Remen’llbrance
0.3 0.4 0.5 0.6 0.7

General theme interest



Ranking General Theme Interest vs. Luxembourg's Theme Suitability \ N 4

Bl - Average 14 European source markets — Past and future visitors PN
Theme General Interest Luxembourg’s Suitability perception
It is also meaningful to compare theme
interest and Luxembourg's theme
. suitability levels between past visitors
- Culinary - 1 1 1 4 3 3 and new potential visitors: future
Resting/Relaxation 3 3 2 3 4 2 visitors may show more or less interest
Nature 2 2 3 2 5 5 in some themes than past visitors,
City 5 4 4 1 1 1 reflecting changing travel preferences.
Archltecture/to.wnscapes 4 5 5 6 2 4 Furthermore, new potential visitors
Fun/entertainment 9 7 6 13 1 13 may associate some themes more or
Castles 6 8 7 5 7 7 less with Luxembourg than past
History/Unesco 8 6 8 12 10 12 visitors: this is either due to shifting
Culture 7 9 9 7 = 6 motives for travelling to Luxembourg,
. or to deficits in theme perception by
Fa.mlly. - 10 10 10 8 8 8 new potential visitors (if Suitability
Sustainability 11 11 LL 22 16 18 rankings of Future Visitors are lower). It
Events 13 12 12 21 22 23 may also be due to relative weakness of
Hiking 12 13 13 10 13 n Luxembourg's offer for those themes (if
Nightlife 16 15 14 15 1% 14 lSOL\J/:;cearl)mhty rankings of Past Visitors are
Adventure/action 17 14 15 24 18 22
Countryside 15 17 16 18 19 17 A similar analysis has also been carried
Wine 14 18 17 14 15 15 out for each source market (see page 63
Shopping 18 16 18 9 12 10 fr.).
Luxury 19 19 19 1 9 9
Wellness 21 20 20 16 17 16 *lRGSPondegtS W””r‘ghto
travel to Luxembourg within
Remembrance 20 21 21 26 25 26 the next 3 years and without
Industrial heritage 22 22 22 23 24 24 previous visiting
Active-sports 23 23 23 17 20 21 experience.
Camping 24 25 24 20 21 19
Cycling 25 24 25 19 23 20
MTB 26 26 26 25 26 25




Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

B — Average 14 European source markets — LFT target segments PN
General Interest Luxembourg’s Suitability perception
Culinary 2 2 2 2 2 2 1 5 6 3 3 3 3 3
Resting/Relaxation 5 4 1 1 1 1 2 7 4 1 4 4 2 2
Nature 1 1 3 3 3 3 3 4 1 5 2 7 4 5
City A 1 6 5 6 6 4 1 2 2 1 2 1 1
Architecture/townscapes 3 5 7 4 5 5 5 2 8 4 5 1 6 4
Fun/entertainment 9 14 4 9 4 7 6 13 23 13 14 6 13 13
Castles 8 8 11 10 15 11 7 3 7 8 10 8 7
History/Unesco 6 9 9 7 14 8 8 8 10 12 12 12 12 12
Culture 7 13 8 8 10 g 9 3 7 7 1 7 6
Family 10 12 5 6 7 4 10 10 9 9 6 9 5 8
Sustainability 1 7 10 1 1 10 n 17 19 18 20 14 19 18
Events 12 15 12 13 9 12 12 23 25 23 21 17 25 23
Hiking 13 3 17 12 16 13 13 11 5 1l 9 19 11 n
Nightlife 15 22 15 15 12 16 14 14 18 16 15 13 14 14
Adventure/action 14 17 18 17 8 15 15 21 24 22 24 16 24 22
Countryside 17 10 20 14 22 17 16 16 13 17 19 18 15 17
Wine 16 19 19 16 20 19 17 15 12 15 13 15 16 15
Shopping 21 25 14 18 19 14 18 12 17 10 11 8 10 10
Luxury 22 26 13 23 13 20 19 9 1 8 10 5 9 9  Respondents willing to
Wellness 23 18 16 19 17 18 20 18 21 14 16 20 17 16 travel to Luxembourg within
Remembrance 18 24 22 21 21 21 21 25 26 24 26 23 26 26 the next 3 years and without
Industrial heritage 19 21 23 20 24 24 22 24 22 26 25 22 22 24 previous visiting experience.
Active-sports 20 6 21 22 18 22 23 22 16 20 18 21 20 21
Camping 24 20 24 24 23 23 24 19 15 21 17 24 18 19
Cycling 25 16 25 25 26 25 25 20 14 19 22 25 21 20
MTB 26 23 26 26 25 26 26 26 20 25 23 26 23 25




Ranking General Theme Interest vs. Luxembourg's Theme Suitability \ ¥ ¢
Bl — Past and future visitors — LFT target segments — Total population P

General Interest

Culinary 1 1 2 2 2 1 2 3 1 2 1 2 2 1 1 2 2 2
Resting/Relaxation 4 2 5 4 1 6 3 1 2 5 5 7 7 3 9 9 6 5
Nature 3 5 3 1 3 3 1 2 3 3 3 5 1 6 5 3 4 4
Architecture/townscapes 2 3 1 5 4 2 5 5 4 4 4 3 9 4 3 5 5 3
City 5 4 4 1 6 4 4 7 5 1 2 1 3 2 2 1 1 1
Fun/entertainment 9 9 9 14 5 9 6 6 6 15 9 15 15 12 15 15 il 13
Culture 6 8 6 8 8 8 8 S 7 7 6 4 10 4 8 10

Castles 7 6 8 7 9 7 1l 8 8 7 6 6 9 6 10 6
Family 10 10 12 13 7 10 10 4 9 S 8 ) 1 8 12 6 3 10
History/Unesco 8 7 7 9 N 5 12 10 10 Il 12 8 10 13 10 Il 13 1
Events 1l N 10 16 10 N 7 12 n 20 15 18 23 22 19 21 22 22
Sustainability 12 12 M 12 12 15 18 1 12 19 18 20 19 18 17 14 21 18
Nightlife 15 15 13 24 15 13 13 13 13 16 15 17 13 17 21 18 18 17
Hiking 13 14 14 3 19 12 19 16 14 13 14 13 4 14 13 16 14 14
Adventure/action 22 16 16 17 16 23 17 15 15 24 25 26 22 23 25 17 25 24
Active-sports 16 21 15 6 20 20 16 20 16 17 19 16 17 19 14 12 17 16
Wine 14 13 18 20 18 14 15 18 17 12 13 12 16 T 1 13 12 12
Shopping 21 22 21 25 14 19 14 17 18 8 10 9 12 5 8 7 8 7
Wellness 24 20 23 23 13 22 21 19 19 23 20 22 18 16 23 23 19 19
Countryside 18 19 22 15 21 17 24 14 20 21 21 21 24 20 16 22 20 20
Cycling 19 23 20 10 22 21 22 23 21 14 17 14 14 15 18 19 15 15
Remembrance 20 18 =) 1S 23 18 23 21 22 22 23 23 26 24 20 26 23 23
Industrial heritage 17 17 17 22 24 16 20 24 23 25 24 25 21 25 24 20 24 25
Luxury 23 24 25 26 17 25 9 25 24 10 10 10 5 7 7 4 S 9
Camping 25 25 24 18 25 24 25 22 25 18 22 19 20 21 22 24 16 20

MTB 26 26 26 21 26 26 26 26 26 26 26 24 25 26 26 25 26 26

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

== — Past and future visitors — LFT target segments — Total population 7N
General Interest

Resting/Relaxation 2 2 3 2 1 3 4 1 1 3 1 3 3 3 3 7 3 3
TG 1 1 1 1 3 2 15 2 2 1 2 1 1 2 1 1 1 1
Culinary 3 3 2 2 1 5 3 3 8 4 8 14 7 9 3 12 8
Architecture/townscapes 4 6 S 5 7 4 10 6 4 7 8 5 1 8 8 4 9 7
City 9 7 6 15 6 8 1 4 5 10 6 7 15 9 4 8 8 9
Fun/entertainment 6 5 8 17 5 6 2 7 6 16 12 16 18 15 19 6 20 17
Family 7 4 12 4 9 12 5 7 6 5 5 4
Hiking 5 8 m 8 5 3 9 8 3 2 2 2 2
Castles 8 10 10 7 25 8 9 4 6 15 6 5
Culture 10 mn 7 13 m 12 m 1 10 14 18 10 23 17 m 18 13 13
History/Unesco 1 9 10 12 16 18 10 n 18 14 14 12 19 16 9 18 18
Adventure/action 12 13 10 16 13 1 8 14 12 15 15 n 13 16 15 14 19 14
Luxury 13 12 15 24 9 19 7 16 13 19 16 17 17 12 17 19 16 16
Sustainability 14 17 14 14 17 14 9 12 14 24 23 19 21 23 20 10 21 21
Shopping 24 14 20 26 14 22 6 13 15 17 17 22 20 13 21 12 15 19
Events 16 15 16 21 16 18 17 15 16 26 25 25 25 25 25 26 26 26
Nightlife 22 16 13 23 15 23 19 23 17 21 22 21 24 22 24 22 23 23
Active-sports 18 22 18 6 22 10 14 22 18 2 10 12 9 14 10 13 10 12
Cycling 17 18 22 12 18 13 26 19 19 1 13 13 7 10 14 m m m
Countryside 15 19 21 9 19 15 20 18 20 13 19 18 10 18 13 20 13 15
Wine 20 20 19 18 20 20 13 21 21 20 21 20 16 21 18 24 17 20
Remembrance 19 21 17 20 21 24 16 20 22 23 24 24 22 24 26 21 24 24
Camping 21 23 24 1 24 21 22 17 23 6 9 9 8 5 12 17 4 6
Industrial heritage 23 25 23 22 25 17 23 24 24 25 26 26 19 26 23 25 25 25
Wellness 25 24 25 25 23 25 21 25 25 22 20 23 26 20 22 23 22 22
MTB 26 26 26 19 26 26 24 26 26 9 n 15 6 1 6 16 7 10

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability \ 1 4
Ed — Past and future visitors — LFT target segments — Total population "

General Interest

Nature 3 2 1 2 3 4 1 4 1 4 9 6 5 4 3 12 6 5
Culinary 1 1 5 1 2 1 1 2 9 5 2 10 5 4 8 2 3
Resting/Relaxation 2 3 7 8 1 3 2 3 1 2 5 7 1 2 3 6 2
City 6 4 4 5 4 2 1 3 4 2 1 1 2 1 4 1 1
Architecture/townscapes 5 5 2 6 5 5 3 5 5 10 3 4 3 g 5 1 8 4
Fun/entertainment 10 6 10 14 6 7 5 6 6 il 9 22 M 8 7 i 1
Culture 8 9 6 9 10 6 8 8 7 6 3 2 10 5 S 9 7
Castles 12 7 9 9 12 4 9 8 1 7 7 6 7 2 10 8
Events 10 16 8 1 S il 9 7 19 14 24 19 8 19 13 14
History/Unesco 7 8 5 12 il 9 12 10 10 12 13 13 20 14 21 14 17 13
Family 13 13 15 10 7 10 6 7 n 5 8 10 14 8 8 6 4 9
Sustainability il 14 M i 16 8 20 12 12 24 16 23 26 22 14 17 20 23
Hiking &) 15 12 3 17 18 19 15 13 18 23 25 19 17 13 20 15 19
Nightlife 16 N 13 22 15 13 14 14 14 13 12 12 8 16 M 13 25 12
Adventure/action 15 12 14 18 S 17 10 13 15 25 15 20 21 21 20 24 21 25
Shopping 20 16 19 21 13 19 22 17 16 3 10 8 15 7 15 4 5 10
Active-sports 14 18 16 4 20 21 13 19 17 15 18 15 15 15 25 23 12 16
Wellness 17 22 22 23 12 23 23 16 18 20 21 18 24 13 19 22 16 17
Wine 18 17 17 19 18 16 16 18 19 21 14 16 17 12 16 16 24 15
Luxury 22 20 21 26 14 25 24 22 20 17 4 il 4 5 12 10 3 6
Industrial heritage 23 19 18 25 22 14 26 25 21 16 22 19 13 25 22 15 14 20
Countryside 25 24 23 17 23 15 15 20 22 26 17 21 23 18 22 21 25 21
Remembrance 19 23 20 24 24 22 25 21 23 14 20 17 8 23 16 il 21 18
Cycling 24 21 25 15 25 20 17 23 24 23 24 24 1 20 25 25 19 24
Camping 21 25 24 13 21 24 18 24 25 19 25 22 12 24 18 18 21 22
MTB 26 26 26 20 26 26 2] 26 26 22 26 26 17 26 22 26 18 26

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

[ | e " .
== — Past and future visitors — LFT target segments — Total population " A
General Interest

Culinary 4 1 1 2 1 1 6 2 1 1 3 3 1 2 1 5 1 1
Nature 2 2 2 1 3 3 1 3 2 4 6 7 2 8 6 3 7
Resting/Relaxation 5 5 8 7 2 2 5 1 3 7 9 S 7 5 4 12 4 8
City 1 4 4 5 4 5 3 7 4 5 2 2 3 1 2 1 2 2
Architecture/townscapes 3 3 3 3 6 4 2 6 5 2 1 1 7 3 5 1 4 3
Fun/entertainment 9 6 9 8 5 6 4 4 6 7 i 14 1l 10 10 10 14 12
Family 10 10 1) 18 7 12 12 5 7 12 10 m 16 12 13 17 7 10
Castles 6 8 7 10 8 8 15 8 8 6 5 4 3 7 8 4 5
History/Unesco 8 7 6 9 S S 8 g 9 16 8 8 19 14 10 10 21 1
Culture 7 9 5 13 10 7 mn mn 10 2 4 5 7 6 3 3 6 4
Events 13 n 10 15 16 10 10 10 n 13 14 18 16 19 16 13 14 17
Sustainability m 12 mn 16 m 13 14 12 12 21 13 14 16 21 24 20 13 20
Hiking 12 15 13 6 15 m 17 15 13 16 19 16 5 18 13 25 18 16
Nightlife 14 16 14 21 12 14 7 17 14 19 14 12 21 m 13 9 mn 13
Adventure/action 16 13 15 14 14 17 13 13 15 23 17 23 19 20 25 20 20 21
Active-sports 15 19 18 4 17 15 16 16 16 10 21 18 5 17 12 15 14 15
Wellness 17 20 25 20 13 16 19 14 17 16 19 25 21 13 18 18 14 19
Wine 18 17 16 17 19 21 20 19 18 14 12 12 7 15 17 13 23 14
Countryside 21 18 21 1 21 19 23 18 19 15 25 21 m 23 26 23 19 23
Shopping 19 22 22 25 20 20 18 20 20 mn 16 10 23 9 9 7 10 9
Cycling 23 23 19 12 23 18 25 23 21 19 22 17 mn 16 20 20 12 18
Luxury 20 21 24 26 18 23 9 24 22 7 7 6 m 4 7 6 9 5
Remembrance 22 14 17 24 22 22 24 25 23 22 18 20 23 22 20 24 24 22
Camping 25 25 20 23 25 24 21 21 24 23 23 22 m 23 23 18 25 24
Industrial heritage 24 24 23 22 24 25 22 22 25 23 24 24 26 25 20 15 21 25
MTB 26 26 26 19 26 26 26 26 26 26 26 26 23 26 19 26 25 26

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability \ 1 4
Bl — Past and future visitors — LFT target segments — Total population 7N

General Interest

Nature 1 1 1 1 3 1 1 2 1 1 1 1 1 1 1 1 1 1
Resting/Relaxation 3 2 5 3 1 2 2 1 2 3 3 kS 3 5 5 2 3 3
Culinary 2 3 3 5 2 3 8 3 3 5 7 8 9 4 6 5 5 6
Family 4 6 9 4 4 4 5 4 4 4 6 4 6 5 4 4 4 4
Fun/entertainment 10 4 8 10 5 7 6 5 5 22 15 20 21 21 16 10 20 20
Architecture/townscapes 5 7 2 7 7 5 3 6 6 4 5 12 9 7 8 8
City 7 5 4 15 6 8 7 7 7 7 8 7 10 12 7 7

Hiking 6 8 10 2 8 6 20 8 8 2 2 2 13 2
History/Unesco 8 10 6 13 12 10 17 9 9 17 10 14 16 15 18 18 17 17
Castles 9 9 n 8 9 9 16 10 10 6 5 6 4 6 5 16 6 5
Culture N 12 7 16 n 12 14 12 1 14 1 ) 15 13 15 20 13 n
Sustainability 12 13 12 6 14 1 9 1 12 21 21 15 20 22 22 15 21 21
Events 15 n 14 17 13 14 n 13 13 25 26 26 24 26 24 21 26 26
Adventure/action 17 14 13 11 17 19 4 14 14 18 19 17 18 19 19 N 19 19
Countryside 14 17 15 14 16 13 25 15 15 13 17 10 13 18 n 17 9 14
Shopping 18 15 17 24 10 18 13 16 16 15 9 19 19 8 12 3 10 10
Wine 13 20 16 19 18 15 19 19 17 10 14 15 N n 9 14 15 13
Remembrance 16 19 21 20 19 16 15 17 18 23 25 24 26 23 25 25 22 23
Nightlife 24 16 19 23 20 21 12 18 19 26 22 25 25 25 26 24 25 25
Cycling 19 18 23 12 22 17 24 20 20 12 12 1 8 12 14 19 12 9
Active-sports 20 21 20 9 23 24 21 21 21 16 16 13 5 16 20 8 14 16
Luxury 22 24 18 26 15 22 10 24 22 19 13 21 17 10 17 9 18 18
Wellness 23 23 24 25 21 23 18 23 23 20 24 22 23 20 21 23 23 22
Industrial heritage 21 22 22 22 24 20 23 25 24 24 23 23 22 24 23 26 24 24
Camping 25 25 25 18 25 25 26 22 25 9 18 12 7 17 10 22 1 12
MTB 26 26 26 21 26 26 22 26 26 11 20 18 13 14 13 6 16 15

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability \ 1 4
Bl — Pastandfuture visitors — LFT target segments — Total population 7N

General Interest

Culinary 1 1 1 3 2 4 2 1 1 1 4 6 12 7 6 Il 12 8
Nature 2 2 3 1 5 3 1 4 2 5 12 9 9 7 9 9
Resting/Relaxation 3 5 7 2 1 1 6 2 3 4 7 2 1 5 3 4
Architecture/townscapes 5 3 2 9 6 2 4 5 4 6 3 2 6 M 8 6 5
Family 4 4 5 7 3 5 5 3 5 3 3 1 2 1 3 2 2
Fun/entertainment € 10 12 6 4 N 3 6 6 8 8 13 5 8 12 4 8 10
History/Unesco 7 10 10 6 S 7 7 14 13 1 S 14 14 18 10 13
Culture 8 6 M N 12 g 8 S 9 S 3 10 8 13 13 7
Events 1 1 8 12 7 10 7 12 9 15 14 15 16 13 15 14 14 14
Sustainability 12 7 9 8 9 12 10 8 10 19 20 23 26 22 18 15 16 20
City 6 12 M 15 8 7 M il n 2 2 1 8 3 4 1 4 1
Castles 10 9 10 14 14 S 13 10 12 12 10 10 14 12 9 10 n 12
Hiking 15 15 14 4 17 13 15 13 13 13 15 14 15 18 13 24 24 15
Adventure/action 14 14 13 16 16 14 8 14 14 21 25 24 23 21 19 1S 20 23
Nightlife 16 13 16 24 12 16 19 15 15 10 n 12 7 N 10 6 7 1
Remembrance 13 16 15 21 18 15 18 16 16 22 23 21 24 19 22 22 25 22
Shopping 18 17 21 1S 13 18 25 17 17 7 6 8 10 4 2 9 5 6
Active-sports 19 20 19 5 e 21 14 21 18 20 16 22 1S 17 21 12 17 18
Wine 17 19 17 18 20 20 16 20 19 17 21 20 25 16 16 21 18 19
Countryside 20 21 20 13 22 17 17 18 20 24 22 18 22 23 25 25 22 24
Industrial heritage 21 18 18 22 25 19 21 19 21 23 18 17 17 24 20 23 23 21
Wellness 22 22 23 20 15 23 20 24 22 18 18 19 18 15 23 16 21 17
Cycling 23 23 22 17 23 22 22 22 23 16 17 16 13 20 17 17 18 16
Camping 24 25 24 25 24 24 26 23 24 26 24 26 20 25 24 26 15 25
Luxury 25 24 25 26 21 25 24 26 25 1 7 4 6 5 5 2 1 3

MTB 26 26 26 23 26 26 23 25 26 25 26 25 21 26 26 20 26 26

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

= — Past and future visitors — LFT target segments — Total population 7N
General Interest

Culinary 2 4 6 3 2 K3 2 1 1 1 3 3 3 3 3 3 3 3
Resting/Relaxation 4 6 7 5 1 4 4 2 2 7 5 6 9 4 6 2 4 5
Architecture/townscapes 1 1 1 2 5 2 3 3 3 2 1 2 2 1 2 1 1 1
Nature 3 2 2 1 4 5 1 5 4 5 6 5 1 5 7 8 6 4

City 6 3 5 13 6 1 7 6 5 3 2 1 5 2 1 4 2 2
Fun/entertainment 1 8 9 1 3 © 6 4 6 14 9 12 12 1 18 6 14 13
History/Unesco 5 5 4 ) S 6 8 8 7 16 10 il 10 15 9 13 12
Culture 7 3 7 10 7 5 S 8 6 4 6 7 10 6
Castles 9 8 12 8 15 10 9 8 7 1l 9 5 10 8
Family 17 13 15 15 8 12 9 7 10 9 ) 10 16 10 1 5 ©) 9
Sustainability 10 10 1 10 1 14 10 1 n 22 18 23 22 19 22 1 19 21
Hiking S 15 10 4 18 10 17 12 12 13 12 9 4 12 10 16 1 10
Countryside 15 12 14 6 14 15 16 13 13 12 16 14 13 14 16 22 13 14
Events 13 1 12 18 13 1 13 15 14 17 21 19 24 21 21 15 20 19
Luxury 16 16 18 21 7 16 1 16 15 4 7 8 7 6 8 ) 8 7
Industrial heritage 12 14 13 17 21 13 18 18 16 21 14 17 26 20 13 19 16 17
Shopping 20 20 20 25 15 21 22 14 17 Il 14 13 17 8 15 12 12 n
Adventure/action 19 17 16 12 19 19 14 19 18 25 19 18 21 23 25 17 24 22
Nightlife 21 19 19 24 17 20 19 17 19 15 16 16 14 17 12 14 17 16
Wine 14 18 17 23 16 17 12 20 20 10 13 15 15 12 14 21 15 15
Remembrance 18 21 21 19 22 18 20 21 21 23 22 22 25 22 20 23 25 23
Wellness 23 22 24 22 20 22 23 23 22 24 20 20 19 16 24 24 18 18
Active-sports 24 23 22 14 23 24 21 24 23 20 24 25 8 25 1€ 18 21 24
Camping 22 24 23 20 24 23 24 22 24 18 23 21 20 18 17 20 23 20
Cycling 25 25 25 16 25 25 26 25 25 S 26 24 18 26 23 26 22 25

MTB 26 26 26 26 26 26 25 26 26 26 25 26 23 24 26 25 26 26

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

Bl — Pastand Future Visitors 7N
General Interest | Luxembourg’s Suitability perception
FEEIVIE \Il:ilsjittl:)rri‘ po;:: It:tlion AEEELEE \le:ittl:ri‘ po;:: ;c:tlion
City 1 1 1 1 1 1
Castles 2 2 2 2 3 2
Culinary 3 4 3 9 12 1
Culture 4 7 7 5 2 3
Resting/Relaxation 5 5 4 4 4 4
Nature 6 6 6 6 7 7
History/Unesco 7 3 5 7 5 6
Hiking 8 8 8 3 6 5
Nightlife ) ) o) 12 8 o)
Family 10 1 1l 15 13 14
Shopping 1 10 10 8 10 10
Wellness 12 12 12 13 | 12
Cycling 13 13 13 11 9 8
Active-sports 14 14 14 10 14 13
MTB 15 15 15 14 15 15

TRespondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

== — Past and Future Visitors " A

General Interest

| Luxembourg’s Suitability perception

Past Visitors FUt = jlots I. Past Visitors FUt = jots I.
Visitors! population Visitors! population
City 1 1 1 4 1 2
Culinary 2 6 3 5 8 7
Culture 3 % 7 3 2 3
Nature 4 5 5 6 5 5
Castles 5 2 2 1 3 1
History/Unesco 6 3 A 7 7 6
Resting/Relaxation 7 7 6 2 4 4
Nightlife 8 ) 8 1 9 I
Wellness 9 8 9 9 6 9
Shopping 10 12 1 8 10 10
Family il 10 10 12 13 13
Hiking 12 11 12 13 12 12
Active-sports 13 14 14 15 15 15
MTB 14 15 15 14 14 14
Cycling 15 13 13 10 11 8

TRespondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.

* Respondents willing to
travel to Luxembourg within
the next 3 years and without

previous visiting
experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

mm — Pastand Future Visitors 7N
General Interest | Luxembourg’s Suitability perception
FEEIVIE \Il:ilsjittl:)rri‘ po;:: It:tlion AEEIIE \le‘ittl::ri‘ po;:: It:tlion
Nature 1 4 2 9 8 8
Castles 2 3 3 2 2 2
City 3 1 1 1 1 1
Culture 4 6 6 3 3 3
Culinary 5 2 4 4 5 5
Family 6 8 7 7 7 7
Hiking 7 5 5 6 6 6
Shopping 8 7 8 5 4 4
Cycling 9 9 9 8 10 9
Active-sports 10 10 10 10 9 10

TRespondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

] — Past and future visitors — LFT target segments — Total population 7N
General Interest

Resting/Relaxation 1 1 3 4 1 1 3 1 1 3 3 6 3 5 4 3 3
Culinary 2 2 2 1 2 4 1 2 2 4 2 2 4 2 2 1 1 2
City 6 4 1 7 3 2 5 3 3 1 1 1 2 1 3 2 1
Nature 3 3 4 2 4 6 2 6 4 7 7 5 1 10 4 5 i 6
Family 4 S 10 15 6 3 4 4 5 8 8 10 8 7 9 8 7 8
Sustainability 5 5 8 5 5 8 7 5 6 18 9 12 9 13 17 16 13 13
Culture 7 7 6 13 9 7 10 7 7 © 4 3 7 5 6 9 4 4
History/Unesco 8 6 5 M N S 15 8 8 10 6 7 1 6 8 n 10 7
Castles 9 8 6 10 © 13 9 9 6 N 4 10 M 7 12 9 9
Nightlife 13 10 12 10 7 10 6 il 10 14 10 9 16 8 15 6 6 10
Shopping 14 1 17 20 8 13 12 10 n 2 5 8 13 4 3 2 5 5
Wine 10 12 1 12 13 12 14 13 12 14 13 5 12 10 13 8 1
Wellness 16 13 15 S 12 15 20 12 13 1 12 1 6 9 M 15 12 12
Countryside il 14 9 14 14 1 18 14 14 13 17 16 12 15 18 7 14 14
Active-sports 12 16 14 8 15 14 8 15 15 12 13 14 19 14 14 14 16 15
Industrial heritage 17 17 16 17 17 16 19 16 16 15 15 17 17 16 20 10 17 16
Hiking 15 15 13 3 18 17 S 18 17 17 18 18 15 19 12 19 = 19
Camping 18 18 18 19 16 19 N 17 18 19 16 e 20 18 13 18 15 18
Cycling 19 19 19 16 19 18 16 19 19 16 19 15 18 17 16 17 18 17
MTB 20 20 20 18 20 20 17 20 20 20 20 20 14 20 19 20 19 20

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

mm — Past and future visitors — LFT target segments — Total population 7N
General Interest Luxembourg'’s Suitability perception

Resting/Relaxation 1 1 3 1 1 1 1 3 1 2 3 8 8 1 2 1 2
Culinary 3 2 2 5 2 3 2 1 2 3 2 2 12 4 3 3 3
Nature 2 5 4 2 3 2 3 2 3 8 5 9 5 14 4 6
Family 5 3 5 9 4 4 5 5 4 4 8 m 5 5 1 7 2 5
City 4 4 1 12 5 5 4 4 5 1 4 1 3 4 5 1
Culture 6 6 6 n 7 7 9 6 6 6 1 3 13 6 8 10 6 6
History/Unesco 7 7 7 7 8 6 12 7 7 © 7 < 9 8 14 10 9
Shopping 14 m 12 14 6 n 7 10 8 5 10 6 6 2 9 5 7 4
Castles 8 8 8 19 12 8 13 m 9 7 15 4 4 n 15 17 10
Sustainability 13 10 9 6 14 13 15 8 10 16 12 14 14 16 18 12 12 14
Wellness 10 15 15 10 9 15 6 9 n 12 m 18 17 10 12 8 13 12
Hiking 12 9 10 3 13 9 10 13 12 15 14 10 m 14 13 20 20 16
Nightlife 9 16 n 13 10 12 n 14 13 n 6 7 15 7 10 4 9 8
Countryside m 14 14 4 16 10 14 12 14 14 13 16 20 18 6 n 15 15
Wine 15 13 13 20 15 17 8 16 15 10 9 15 10 12 7 6 14 n
Camping 16 17 18 16 mn 14 16 15 16 19 16 20 19 15 16 19 16 18
Active-sports 17 122 16 8 17 16 17 17 17 18 18 12 18 13 19 15 18 17
Industrial heritage 18 18 17 15 18 18 20 18 18 13 17 13 2 17 17 13 mn 13
Cycling 19 19 19 17 19 19 18 19 19 20 20 19 16 20 m 16 19 19
MTB 20 20 20 18 20 20 19 20 20 17 19 17 3 19 20 18 17 20

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

mam — Past and future visitors — LFT target segments — Total population 7N
General Interest Luxembourg'’s Suitability perception

Resting/Relaxation 1 1 6 5 1 1 1 1 1 5 3 7 2 3 3 5 4
Culinary 2 2 2 2 2 2 2 2 2 2 3 1 1
Nature 3 4 1 1 3 3 5 4 3 14 m 7 m mn 13 n 8 n
City 5 3 5 8 4 5 6 5 4 2 2 1 3 2 m 1 2
Sustainability 4 5 8 3 6 4 8 6 5 13 17 14 16 14 7 5 14 13
Family 7 6 9 n 5 7 4 3 6 4 4 10 6 5 2 4 6
History/Unesco 6 7 3 6 7 8 12 8 7 10 6 5 16 10 6 5 5 9
Culture 10 9 4 10 8 n 9 m 8 6 7 6 15 5
Castles 9 10 7 13 12 14 10 9 9 8 9 1 6 12 9 8 8
Countryside 12 2 10 2 9 18 2 10 13 10 m n 17 14 10 12
Shopping 14 m 15 19 n 13 m 7 n 3 5 5 3 4 3 3 3
Wine 8 13 12 16 10 12 15 13 12 12 10 10 10 8 14 9 1 10
Nightlife n 8 13 18 13 14 3 9 13 7 9 4 1 8 7 15 mn 7
Hiking 13 15 n 4 14 15 13 16 14 15 16 13 m 16 10 18 16 15
Wellness 16 16 17 15 15 17 10 14 15 1 15 16 9 17 5 8 1 14
Active-sports 17 17 18 7 17 18 7 17 16 16 14 18 20 13 14 13 15 16
Camping 15 18 16 14 16 10 16 15 17 17 12 15 15 15 14 17 17 17
Industrial heritage 18 14 14 17 18 16 17 18 18 18 18 19 m 19 17 n 18 18
Cycling 19 19 19 9 19 19 20 19 19 20 19 16 19 20 20 20 18 19
MTB 20 20 20 20 20 20 19 20 20 19 20 20 18 17 19 18 18 20

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Ranking General Theme Interest vs. Luxembourg's Theme Suitability N 4

— Past and future visitors — LFT target segments — Total population 7N
General Interest

Culinary 4 1 1 9 4 2 5 2 1 5 4 3 4 5 7 4 5 4
Resting/Relaxation 1 5 6 3 1 3 1 3 2 2 2 5 3 1 2 2 2 2
Family 2 6 4 7 3 1 3 1 3 1 1 2 2 2 1 1 1 1
Nature 5 2 2 1 2 4 2 5 4 6 6 6 1 6 6 7 4 7
Culture 3 3 3 10 7 6 7 4 5 4 3 1 5 4 5 3 3 3
Wellness 7 9 10 8 5 5 4 7 6 7 8 9 7 3 3 5 8 5
History/Unesco 6 8 5 M 8 9 1 6 7 3 5 4 1 7 8 8 7 6
Sustainability 9 4 4 6 7 8 8 10 10 10 8 9 9 9 13 10
City 1 7 9 13 9 8 8 9 9 8 8 17 8 4 6 6 8
Castles 8 10 7 2 10 10 9 10 10 9 9 7 6 10 10 10 9
Countryside 12 12 13 12 il 13 12 1 15 14 15 9 15 16 12 12 14
Hiking 13 1 12 1 12 12 1 12 13 12 12 10 13 18 1 m 12
Nightlife 10 13 1 18 13 13 10 13 13 1 m M 15 12 13 14 10 n
Wine 14 14 14 16 16 14 14 14 14 14 15 13 13 14 15 16 16 15
Shopping 17 15 16 17 14 18 16 15 15 12 13 14 19 1 1 13 15 13
Active-sports 16 17 17 12 15 16 15 17 16 17 17 18 12 17 12 15 17 18
Industrial heritage 15 16 15 14 17 15 18 16 17 16 16 16 14 18 14 18 14 16
Camping 18 18 18 19 18 17 17 18 18 18 17 17 16 16 17 17 18 17
MTB 19 19 19 15 19 20 19 20 19 20 19 19 18 19 19 19 19 19
Cycling 20 20 20 20 20 19 20 19 20 19 20 20 20 20 20 20 20 20

T Respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.
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Brand Values



Luxembourg's Brand Value Ratings
B — Average 13 European source markets*

safe 44%
clean 41%

of high quality

welcoming, hospitable

authentic, real

open-minded, tolerant, international

attractive, appealing

exclusive, luxurious

dynamic, modern

service oriented

SUTPIISING Indicates the share of respondents
associating the listed brand features and
attributes with destination Luxembourg,
i.e. agreeing that the indicated
characteristics apply to Luxembourg.

varied, diversified

lively, trendy

not overcrowded / insider tip
sustainable

affordable

Rankings, resp. percentages by source
markets, past visitors, new potential
visitors and LFT target segments are
presented on the following pages.

*excl. PL



Luxembourg's Brand Value Ratings - Ranking by Source Markets \ ¥ 4

Averagel_ I I [ § I - I I I [ T [ H N LA "
Europe | mummm H I ! | S

safe 1 1 2 3 2 1 2 1 1 1 1 2

clean 2 3 1 1 2 2 2 1

of high quality 3 2 5 1 3 5 1 5 2 3 3 4

UL 4 4 3 5 g 3 4 2 3 3 6 2 6 &
hospitable

authentic, real 5 7 4 4 6 6 6 5 4 5 3 6 5 3

open-minded,
tolerant, 6 5 7 2 4 4 7 5 7 4 1 10 4 7
international

attractive, 7 8 6 7 9 9 3 2 6 7 2 5 8 5
appealing

exclusive, luxurious 8 6 N 6 7 8 5 12 12 4 7 8

dynamic, modern 9 10 14 8 8 7 9 15 6 8 9 13

service oriented 10 N 12 9 13 10 N 1 9 9 6 7 10 16

surprising 1 14 8 10 12 12 12 5 8 8 4 9 12 9

varied, diversified 12 9 8 12 10 1N 10 8 N 10 6 12 N 12

lively, trendy 13 12 16 11 11 13 8 10 14 14 10 11 13 10

notovercrowded /| . 13 13 13 15 14 13 8 13 13 5 13 14 m
insider tip

sustainable 15 15 15 14 16 15 14 2 16 11 6 14 15 14

affordable 16 16 10 14 16 10 16 15




safe

clean

of high quality

welcoming, hospitable
authentic, real
open-minded, tolerant, international
attractive, appealing
exclusive, luxurious
dynamic, modern

service oriented

surprising

varied, diversified

lively, trendy

not overcrowded / insider tip
sustainable

affordable

Luxembourg's Brand Value Ratings - Source Markets

2.4%H
37.2%H
38.9%
32.7% 1
30.1%
31.6%H0
25.1% 1
31.3%1
24.6%1
22.4%1
17.9%]1
24.7% 11
19.7%1
19.6%11
16.3%
10.4%)

123%H
44.8%
30.9%M
34.7%1
33.9%H
24.4%1
27.8%1
21.0%]
18.4%]
20.4%]
22.0%1
22.0%1
15.3%]
19.9%]
18.4%]
21.0%]

39.6%

20.0%H
38.0% 1
38.5%
39.8% M
35.9%
36.5%
322%1
32.0%
31.9%
27.2%1
30.0%
24.2%1
203%]1

37.4% 1
43.6%M
33.3% 1
30.4%
29.5%
30.6%
25.3%1
29.2% 1
27.3% 1
17.7%]
19.4% ]|
23.3%]1
21.0%]1
17.1%]
17.1%]
17.2%]

14.1%H
38.1% M
35.8% 1
37.3%
31.1% 0
37.0%H
26.9%
27.4% 8
27.5% 1
25.4%
20.4%
25.0%
19.5%]
18.8%]
16.1%]
14.1%]

413%H

41.9%1
39.5%
36.6%
36.2%
405%
37.1%
31.3%
28.3% 0
27.6% 1
30.5%
31.6%
26.3% 1
24.9%]

23.0%]1
22.0%1
22.0%1
23.0%]1

26.0% 1
22.0%]1
20.0%]1
19.0% 1
20.0%]1
23.0%]1

13.9%H
39.7%H
29.6%
36.0% 1
31.0%H
25.4%
28.7%
18.9%
16.8%1
24.2%1
25.1%
20.5% 1
16.9%]
18.3%
14.5%]
22.2%1

68.4%

59.6% [l
58.4%
54.5%
54.7%
50.2% Il
38.3%H
51.3%
47%0
45.4%
42.0%1
33.6%
36.2%
20.8%H

—
.
E—

20.0%11
23.0%1
26.0% M
24.0%]

20.0%11
22.0%1
20.0%]1
19.0%
21.0%11
20.0%11

34.8%H

33.8% 1
34.3% 1
27.4%1
23.9%1
28.8%
31.7%
24.4%1
25.7%
24.2%1
23.1%1
23.9%1
20.8%11
19.7% 11

I k‘IVA
2N

133% M
1.2%0
35.8% 1
29.6%
29.7%
29.8%
24.6% 1
28.0%
23.4%]1
21.4%]
21.0%]1
21.2%]
19.9% 1
17.8%1
17.0%1
15.4%]

103%H
40.9%H
341%H
32.5%1
34.2%H
28.1% M
33.6%H
26.5% 11
19.8%

17.0%0

21.2%1
20.0%[1
20.6%11
20.6%1
17.5%1

17.1%]

Average
| Europe

43.9%
40.8%
37.6%
34.3%
32.4%
31.5%
30.3%
29.6%
27.0%
25.0%
24.6%
24.6%
22.3%
21.6%
20.4%
16.8%



Luxembourg's Brand Value Ratings — Average 13 European source markets* —
BB Past and future visitors - LFT target segments

Total Travel intent (**) Past Visitors EXP NLA RS SB PS LO
I I
safe  43.9% NN |575% NN 57.4% N | S02% NN A30% N 5% A4 5 376
I I
clean  40.8% NN | 567 N 51.9% N | 44.8% I 42.0% NN 38.1% . 420% I 6.2 357 .
of high quality  37.6% I NEG0N0NG : 55.1% N 40.0% : 403 7o - Gl S0 320N
welcoming, hospitable  343% N 546 47.3% 0000 | 36.8% N 33.6% 33.4% N 31.0% NG, 401% 1N 3.0
I I
authentic, real  32.4% NI | 52.5°% N 42.0% N | 34.4% . 32.0% e 32.1% 28.8% INEG_ 36.5% NG 29.5% 1N
open-minded, tolerant, international ~ 31.5% NN : 47.4% N 43.5% 0 : 34.9% N 31.8% 30.2% 27.0% R 37.0% . 27.5% 1
attractive, appealing  30.3% NN (505 2200 323 333% 28.7% R 26.4% IR 37.4% N 27.5% R
I I
exclusive, luxurious  29.6% N | 43.6% I 35.3% NN | 30.7% - 31.0% 28.8% N 29.4% 206%E 256
dynamic, modern  27.0% N : AN VA : 28.4% I 28.6% 26.4% 0 25.6% I 6.0 233
service oriented  25.0% | 38.3% . 35.9% 0 | 26.6% 27.1% 24.2% 0 20.7% I 33.1% 21.6%
. I
surprising  24.6% N 1140.6% NN 33.5% : 25.8% 1N 27.4% 23.1% R 20.9% 1R 31.6% N 22.6% 1IN
varied, diversified  24.6% N : 41.9% N 35.3% 0 : 26.2% 27.5% 23.2% R 20.1% 31.4% N 21.9% 1IN
lively, trendy  22.3% | 35.7% 8% | 23.0% 25.8% 21.5% 17.9% 30.7% 19.7%
o I
not overcrowded / insider tip  21.6% N 129.8% I 309% 00000 : 22.2% 0 259% 0 20.2% 000 20.5% 0 27.1% N 19.1% 0
sustainable  20.4% : 33.8% 29.3% : 20.5% 25.0% 18.5% 18.4% 30.2% 18.2%
affordable  16.8% [24.5% 10 24.5% | 16.2% 17.3% 00 16.0% 10 16.7% 1R 29.6% 15.1% 18

(**) To Luxembourg next 3 years and without previous visits

*excl. PL



Ranking Luxembourg's Brand Value Ratings \ ¥ 4

B — Average 13 European source markets* — Past and future visitors — LFT target segments 7N

safe 2 1 1 1 1 2 1 1 1
clean 1 2 2 2 2 1 2 2 2
of high quality 4 3 3 3 3 3 3 3 3 Likewise to themes, we
. can rank brand features
welcoming 3 4 4 4 4 4 5 4 4 perceptions by
authentic 7 5 & & 5 5 9 5 5 distinguishing between
- past and new potential
open-minded 5 7 5 7 6 7 7 6 6 visitors, as well as LFT
attractive 6 6 7 5 8 8 6 7 7 target segments.
exclusive 9 8 8 8 7 5 4 8 8 A similar ranking can
X also be applied by
dynamic 11 10 9 9 9 9 8 9 9 source markets (see
service oriented 8 12 10 12 10 1 10 12 10 next page).
surprising 12 1 12 1 12 10 il 10 1
varied 10 9 1 10 n 13 12 n 12
lively 13 13 13 14 13 15 13 13 13
not overcrowded / insider tip 14 15 14 13 14 12 16 14 14 # Respondents willing to
. travel to Luxembourg within
sustainable IS 14 15 15 15 14 14 15 15 the next 3 years and without
affordable 16 16 16 16 16 16 15 16 16 previous visiting
experience.

*excl. PL



Luxembourg's Brand Value Ratings - Ranking by Source Markets \ ¥ 4
" A

Past and future visitors

—_— 1] c= 1™ B0 1] = — am Ed ==
I H ] s B R Al
PV FTI |Tot| PV FTI Tot| PV [FTI Tot PV FTI Tot PV |FTI|Tot| PV FTI|Tot| PV FTIl Tot| PV FTIl Tot PV FTI|Tot| PV FTI Tot| PV FTI Tot PV FTI Tot PV FTI Tot

safe 3 1 1 2 21 2|6 |5 ]3|2 2| 2 1 1 1 2 6 | 2 1 1 1 1 3 1 2 3 1 4 | 2 1 1 51 2
clean 21 4| 3 1 1 1 1 1 1 4 | 2| 2 2| 3| 2 1 1 2 | 2 1 1
high quality 1 2|12 |6 | 4|53 1 1 313|353 |5 1 2 1 517|542 | 2 3123 ,|2|3|3|5)| 3|4
welcoming 413 4| 3|5 ,3|4,3 5|47 |5|2|4)3)|3 1 4 | 2 2| 3|2 3|2 1 3| 6 6 | 1 1 2| 7| 6| 6|3 6|6
authentic 9 1 4|7 | 4|3 4|2 |2 | 4|5 |5 6|06|6|6|7| 4|64 5|/ 6|5 | 4|5 | 4|5 |3 3/ 9,7/ 6|55 |5 |7| 4,3
open-minded | 5 7157|917 1 6| 2|6 | 4| 4| 3 51 4|6 |57 3 519|187 3 7 | 4 1 1 814|106 | 4 | 4 | 6 | 8 | 7
attractive c|/8 8 5|66 5|4,7|10,06|9|7,|7|9|5|3|3 | 4 2| 4| 4|6 |7 |57 3 2| 5/ 45|39 ,8|4)|2)|5
exclusive 7/8 6 (13|10, n| 77,6 |8|10]/]7 | 11|18 4|9 |5 15710112 |13 |12 | 12 4151497 ,7/|8|7 8
dynamic 71101014 (12|14 | 8 |10, 8 | 7 |8 | 8 | 9 (8 |7 11129 14113 15| 6 | 6 | 6 707118 131 8|9 10| 1 |13
service-or. M3/ 1M 1013|129 | 9|19 |12(15]13, 8 |11 |10]13|10 | N 1 1 71919 8 (11|99 6 | 6| 6|7 |10]|]12/10|16 |14 |16
surprising 15(12 |14 | 8 |7 |8 |10 8 10|13 |11 |12 |13 |12 |12 |12 |13 |12 | 4 5/ 8|6 8|9 8| 8|2 4 (1211219 N | 1T |12|1T| 9|9
varied 10,6199 8|8 (1212|1299 10|10,9 N |8 |7 10| 7 8 10| 1T |M|10| 9 |10 7 6 1010|112 |14 |10 | 11 |14 |10 |12
lively,trendy |13 | 11 |12 |16 |16 |16 | 11 | 11 |11 | 11 [12 |1 [12 |13 (13 |10 | 8 | 8 | 9 10 12 |15 |14 |14 |13 |14 | 9 10 119 1|8 [13,13|12]13 |10
notovercrow.| 11 |15 |13 |12 |15 (13 |13 |14 |13 |15 |16 |15 |14 |14 |14 | 9 |14 | 13 | 10 8 13|16 |13 |12 |14 |13 | 5 5114 8 (13|12 15|14 9 |15 | N
sustainable |14 |14 |15 |15 |14 |15 |14 |13 |14 |14 |14 |16 |15 |15 |15 |14 | 11 |14 | 7 2 |16 |14 (16| 11 |10 | N | 7 6 1313 |14 |16 |14 |15 |15 |12 | 14
affordable |16 16| 11 | 11 | 10 1611314 |16 | 16 | 16 11 112 |10 1516 |16 | 13 | 16 | 15

PV = Past Visitors to Luxembourg, FTI = future travel intent to Luxembourg, Tot = total population.



S

Travel inspiration

(regardless of specific destinations)
(not yet available for source markets ES-IT-PL)



Preferred sources of travel inspiration s
B — Average 11 European source markets* P

Recommendation from family, friends, acquaintances

Instagram
Online search engine
Youtube
Social Media
Online booking engines, travel portals, holiday review sites Facebook
Destination or accommodation websites
TikTok
Travel agency
Features on TV, radio or cinema Pinterest
Guide books or other books
Snapchat
Features in newspapers, magazines
Other

Advertisements

Films and serials (cinema, Netflix etc.)
Indicates the share of respondents using the respective channels to search for inspiration
for their next holiday trips. Percentages of social media channels refer to shares of
respondents having used at least one of these channels for travel inspiration.

Travel fairs

Artificial intelligence (e.g., ChatGPT)
Rankings, resp. percentages by source markets, past visitors, new potential visitors, LFT
target segments, theme interest groups and further demand indicators are presented on
the following pages.

None of the above / no sources

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT



Preferred sources of travel inspiration - Ranking by Source Markets

— N0 3= R0 =gy
I H - a |
FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FT Tot
Recommendation friends, family 1 1 2 3 3 1 1 1 1 1 2 2 3 3 1 1 2 2 1 1 3 2
Online search engine 2 2 1 1 4 3 2 2 2 2 1 1 1 1 2 2 1 1 2 2 1 1
Social media 5 5 4 4 1 2 4 4 3 5 3 4 4 5 3 4 3 3 4 5 4 4
Online booking engines, travel

portals, holiday review sites 3 = 5 5 2 4 = 6 4 = 4 z 5 4 6 6 5 5 3 z 2 =
DMO or accommodation websites | 4 4 3 2 5 5 3 3 5 4 5 5 2 4 3 4 4 5 4 5 5
Travel agency 6 6 6 6 6 6 7 8 7 7 6 6 6 7 5 5 6 6 10 6 6 6

TV, radio, cinema 9 7 9 8 7 9 6 5 8 6 7 7 T 10 7 7 8 9 6 8 1l 10

Guide books or other books 8 8 7 7 10 10 8 7 6 8 9 9 8 6 8 8 10 10 7 9 7 9
Newspapers, magazines 7 ) 10 10 9 8 9 9 S ) 10 10 10 9 1 1 g 7 9 7 10 8
Advertisements 10 10 8 9 8 7 10 11 1 n 8 8 7 8 9 9 7 8 il Ll 9 7

Films, serials (Netflix etc.) 1 n 1 Ll 1 10 10 10 9 1 8 10 8 Ll
Travel fairs 12 12 12 12 1l 1 12 12 12 12 1l Ll 12 12 10 10 1 Ll 13 13 12 12

Artificial intelligence 13 13 13 13 13 13 12 12 13 13
Instagram 1 1 1 1 1 1 2 1 1 1 1 1 1 1

Youtube 3 2 2 4 2 3 1 2 3 4 2 2 2 3

Facebook 2 3 3 3 4 4 3 3 4 3 4 4 3 2

TikTok 4 4 4 2 3 2 4 4 2 2 3 3 4 4

Pinterest 5 5 5 5 5 5 5 5 5 5 5 5 5 5

Snapchat 6 6 6 6 6 6 6 6 6 6 6 6 6 6

FTI = future travel intent to Luxembourg, Tot = total population.



Preferred sources of travel inspiration - Source Markets

Recommendation from family, friends, acquaintances
Online search engine

Social Media

Online booking engines, travel portals, holiday review sites
Destination or accommodation websites

Travel agency

Features on TV, radio or cinema

Guide books or other books

Features in newspapers, magazines

Advertisernents

Films and serials (cinema, Netflix etc.)

Travel fairs

Artificial intelligence (e.g., ChatGPT)

None of the above / no sources

Instagram
Youtube
Facebook
TikTok
Pinterest

Snapchat

_ I I H N
N N
15, 5%- 306%M  43.9%
6% 4% 40.5%
30.3% 5% 437+
36.3% Ml  30.6%HM 40.3% N
30.9% Il 04%0  350%
23.4% 27.0% 1 29.9%
22.1% 17.8% 16.6%
21.3% M 247%H 13.4% M
20.0% M 12.9%M 17.9%M
17.0%M 15.1% 19.5%
15.7% 1 12.1% M
9.3%l 9.4%fl 12.3%
8.4%1
2.6%| 4.2% 1.8%]
I
—_ 10
72.2% I 0.
54.5% I 48.4%
53.9% I 51.0%
46.7% 52.6%
25.8% I 29.9% I
12.3% 14.5% 0

25 500% NN 50.4%
000 AN 52.5%
29.8% Il 36.4%M  425%
28.7% M 07 52
6%l 3% 30+
26.5% Il 243% 26.7%
29.4% 25.4% Il 21.7%
27.6% 1l 223% 17.1%
19.4% 20.9% 13.2%1
14.9% 1 14.9%1 18.4% 1
16.3% 16.1%

9.3% 11.1% 10.6%

7.2%1 8.5%1

3.1%] 2.8%| 2.1%|

72.1% 1 0.2
54.4% EG—_ 67.6% INNNG—_———
47.2% 56.4% N
56.3% INNEG—_ 41.6% INEG—_—
33.3% 36.6% N

29.0% I 12.8% 1

40. 5%- 54.0% M 53. 2%-
4oE 5% 550% I
3.6%M S5 EEE 296N
36%M 0N 362N
070 S5 94%
18.2% 06%M  26.9%H
13.0%1 350 191%H
19.4%H 25.6% Il 13.1%H
13.8%0 19.1%H 19.6% M
15.5%1 22.6% 19.4%H
12.5%H

9.7%l 22.0%H 10.7%1

3.3%] 1.8%) 2.1%|

[ |
_— kad

6% 3%

49.5% I 59.5%

49.5% I 50.0% I

52.8% I 50.4%

30.2% 23.9%

17.0% 17.8% 0

46.9% I
36.1%
30.0%
337%
31.7% 0
245%
23.1%
217%H
23.2%1
15.9% M
18.2%M
11.2%0
13.1%M
3.9%|

N L7
rAInN
43.2% 1R

51.7% I
36.5%
21.0% I
36.1% I
27.2% 1
14.9%1
15.7%H
16.8% M
17.2%0
13.7%H
8.6%]
4.9%|
2.0%|

k‘IVA |
rAinY |

71.3% I |

53.6% I
53.5% I
53.0% I
25.2%
18.3% Il

I
|Average
| Europe

46.3%
45.0%
37.1%
36.7%
36.5%
26.8%
21.3%
20.2%
17.9%
17.3%
14.9%
11.3%

8.4%

2.7%

Average
Europe
70.8%

55.4%
51.7%
50.5%
29.2%
17.4%



Preferred sources of travel inspiration \ ¥ ¢
— Average 11 European source markets*, past and future visitors — LFT target segments " A

Total Past Visitors Travel intent (**) EXP NLA RS SB PS LO
44.9% N [oso( M co.cx NENNNEN S.0% NN 47 %EEEEEE 07NN 37N 49.2% N
410% I [51d M 47 DN 0% 462NN %N 375N 45.9% N
33.5% MM [43.9 NN 3o.7%MEEE  3.0%MNN socolEEEN 2775 402% N 35.5% N
375% N 309« ocxEEEE 00NN eI o5 4« 352
377N (4] [soc M ssexMN soox NN 342« EEEEE  s25%EEEEE 3575

20 % [30.1% 27.6% 23.4% 28.3% I 18.3% 285N 25.4%

Recommendation from family, friends, acquaintances | 46.3% | NRNENN

Online search engine | 45.0% [ NN
Social Media | 37.1% [ INEEGIN

Online booking engines, travel portals, holiday review sites | 36.7% | NN

Destination or accommodation websites | 36.5% [ NG

Travel agency | 26.8% [N

Features on TV, radio or cinema | 21.3% [l 24.9% 22.5% 10 23.6% 0 18.5% 22.9% 0 23.6% 1N 20.9% 0
15.8% 1l 20.1% 22.9% 16.7% [l
Features in newspapers, magazines | 17.9% [l 23.6% 100 17.8% 0 20.5% 10 14.6% 0 21.7% 20.6% 0 15.6% 0
Advertisements | 17.3% [l 17.1% 19.8% 16.0% 0 19.6% 16.8% 00 16.3% N 22.3% 17.5% Il
Films and serials (cinema, Netfix etc) | 14.9% [l 15.7% [16.75)m [16.89{mm [18.0%mm 12.2% 0 16.1% [22.5% 11.8%H
Travel fairs | 11.3% [l 15.0% 00 11.3% 11.9% 0 15.7%000 9.2% M 9.5%H 17.5% 0 2.8%
Artificial intelligence (e.g., ChatGPT) | 8.4% [ 9.9% M 5.4%] 7.9%0 5.2%0 11.1%[l 17.1% 6.1%1
None of the above / no sources | 2.7% | 2.7%] 1.3%] 2.4%| 3.5%] 4.0%0 1.6%]| 2.2%]|

|
|
|
|
|
|
|
|
|
|
|
|
Guide books or other books | 20.2% [ | 26.5% N 22.0% 1l -
|
|
|
|
|
|
|
|
|
|
|
|

Instagram 70.8% I | 73.1% I _ B 24% el 71.8% 67.8% N
Youtube s5.4% M |61 3% [e24ommmm  55.3%am I 56.0% 50.8%
Facebook 51.7% N : 623% M  541% N 45.0% 0 e so.7u e 54.0% N
TikTok 50.5% MMM | 53.4% 50.8% I ) 46.9% 52.0% I 47.5% I
Pinterest 29.2% [l | 28.3% 29.6% Il B e 23.8% 1l 26.7% 0
Snapchat 17.4% : 19.8% M 16.2% M 17.2% M 25.4% [l 16.1%M 14.4% 1

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT

(**) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Preferred sources of travel inspiration
— Average 11 European source markets, further demand indicators

Total | Interest Interest Cross- Organised Quality- Visited new
|  Longer stays border stays myself oriented destination
Recommendation from family, friends, acquaintances | 44% | NNRNRRNRR I 2% EEES LY R R
Online search engine | 42% |ENEG_G_G_EG : 16% I 46w 44% I 42% L A2
SocalMeda | 35% NN | (41— 3o m— M I 35
Online booking engines, travel portals, holiday review sites | 35% | NN : 364 7% 35% 36% 36%
Destination or accommodation websites | 32% [ NN | 339 [ 36% 34% 35% 35% I
Travel agency | 249 | : _ 26% I 17% I 28%, 27 %)
Features on TV, radio or cinema | 22% NN | 7o o 25% I—— 20% I 24% I— 23% I
Guide books or other books | 21 % | : 23% 25% 20% 2% 21%
Features in newspapers, magazines | 1% [N I 22%{ I 20% 17% 1 20% . 19% N
Advertisements | 6% Il : 20% I 16% 15% 17% 17% I
Films and serials (cinema, Netflix etc.) | 159 |l | 16% N 16% 14% N 16% N 16% N
Travel fairs | 70 : 13%| 9% 8%l 11% 11%
Arficial inteligence (eg. ChatGPT) g, | 9%mm 6% 7% 9% 10%
None of the above / no sources 3%l : 2% 2%] 4% 2%[ 2%
Instagram 70°% I :71%— 80% N - e 72%
Youtube 56% NG | 65% IEE———— 60% I 55% NG 59% I 56% NG
Facebook 52% :53%— 50% _— 51% 51% 51%
TikTok 51% I | 54% I 51% 48% I 52% 53% I
Pinterest 30% N :28%- 25% 27% 30% 31%
Snapchat 19% I | 23% . 14% 15% Il 19% N 19% N
Other 1%] I 1%| 2%]| 2%]| 2%| 1%|

Visit iconic
sites only

42% I
40% I

34% I
36°% I
(352 n—
[29° —
22% I
21% I
18% I
18% I
17% I
1%l

1%]

71% I

56% I
53% I
56—
30%

23% -
1%]

Visit lesser-
known sites

44
12
36°%
32% [
287 [
21%

21% I
21%

19% I
15%

13% I

8%

7%l

6%

70% I
56% NG
54% I
46% INNEG_—_—
30%

15% Il
2%|



Recommendation from family, friends, acquaintances
Online search engine

Social Media

Online booking engines, travel portals, holiday review sites
Destination or accommodation websites

Travel agency

Features on TV, radio or cinema

Guide books or other books

Features in newspapers, magazines

Advertisements

Films and serials (cinema, Netflix etc.)

Travel fairs

Artificial intelligence (e.g., ChatGPT)

None of the above / no sources

Instagram
Youtube
Facebook
TikTok
Pinterest
Snapchat

Other

— Average 11 European source markets* by theme interest

Total

44%
42% Il
35% Il
35% Il
32% Il
24%
22% [l
21%
18% 1
16%
15% 1
10%1
8%
3%

70% I
565% Il
52%
51% 1l
30%H
19%11
1%

Preferred sources of travel inspiration

City

____________M____________
=3}
5
|

| 75% I
| 582 mm
:51%-
| 54%
| 330

| 20%0

| 1%

* DE-FR-BE-NL-U K—CH—AT—IE—DK—SE—P'i'

Culture

43%
N%
36%
37%
35%
27% 1
28% 1l
25%
23%
19%
19%
13%1
11%1
2%|

71%

63% I

53% I

54% Il

36% M

22%
2%

Hiking
41% N
2%l
37%
35%
31%
25%
26%H
24% 0
21% 1
17%1
17%0
13%8
1%
3%|

67%
61%
60%
48%
31%M
20%
2%|

Cycling

40% 000
39%
34%
35%
35%
27%
28% 10
26% 10
24%
1%
1%
[164{m
16% M
2%

65% Il

65% I

63%

51%

34% W

27%M
1%

MTB

39%
35%
31%
34%
39% I
27%
26% Il
25% Il
22%
23%

65% I
64% I
64% I
54%
37% M
31%
1%)|

Nature Countrys.

46%
44%
37% Il
35% Il
32%

25% Il
24%

2%
20%
16% 1
15% 1
10%1
8%
3%|

71%
60% Il
56% Il
50% [l
30%H
17%1
2%|

42%
38%
34% I
34% I
35% I
26% il
25% Il
25% Il
21%
20%

20%
15% M

13% 0
2%|

63% I
60% I
67% I
53% I

32% Il
24%

2%|

Camping Culinary Wine

13%
35% Il
34%
34%

37%
25% 1l

24%

25%
21%1
2%
21%1
15% 1
15% 1
2%|

66% I
60%
62%
53%
33%H
22%
1%

7%
44%
36% I
36%

36%
26%

23%
2%
19%
7%
16% 0
10%]
7%1
3%|

72%
57%
51%
53%
29% M
18%1
1%|

44%
40%
36%
37%
34%
28%
27%
25%
23%
20%
19%

13%
2%

68%
61%
60%
51%
36%
23%

2%

Immers. Industr. Remembr. Luxury

45%
41%
37%
37%
34%
26%
26%
24%
21%
18%
17%
13%

9%

2%

72%
58%
54%
51%
32%
19%

2%

40%
38% 0
34% 00
7%
36% 000
27%
27% M
26%
23% 0
22% M
23%
179
16% 0
1%|

68% Il
63% I
63% I
56%
37%H
30%
1%

4%
40%
34%
36% M
37% 0
27%
27%
26%
22%l
23%
2%
16%M
13%
1%

68% I

63% Il

62%

53% Il

34%

26% 1
2%

41%
38% I
34% I
36% Il
42%
31%
22% |
20%
19%
21%
2%
14%1
14% 8
1%|

71%
60% I
53% 0
61%
33% M
28%
1%

Wellness Sustain.

1%
38%
33%
36%
40%
28% Il
22%
22%
19%
21%
21%
14% 0
13% [
1%|

71%

59%

56% I

58%

35%

27%1
1%

43%
39% I
34%
36% Il
37%
29% 1
25% I
25% I
22% M
20%
21%
15% 0
13%
1%

70% N

61%

58% Il

56% Il

37%M

26%
1%



Preferred type of content for travel inspiration s
Bl — Average 11 European source markets* " A

How the destination looks like, its landscapes

What | can visit in the destination, what activities | can do there
Information on accommodation, restaurants and travel offers
Important cities and places in the destination

Practical information : how to get there, weather ...

Typical food and drinks of the destination

Infos and stories related to traditions, culture and history
Insider tips ; advices off the beaten track

Impressions, stories of the daily life of people in the destination

Important events in the destination

Indicates the share of respondents preferring the respective
content type when looking for inspiration/information about
holiday destinations.

Rankings, resp. percentages by source markets, past visitors,

new potential visitors, LFT target segments and further
demand indicators are presented on the following pages.

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT



Preferred type of content for travel inspiration - Ranking by Source Markets

) I I 1 I I _ I ] H H SN2
[ H [ H 2 S
FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot | FTI | Tot
How the destination looks like, its
landscapes 1 1 1 1 3 3 2 1 1 1 6 5 1 1 5 3 1 2 1 1 3 3
What | can visit in the destination,
what activities | can do there 3 3 4 3 2 1 1 2 2 2 1 1 4 3 1 1 4 1 4 2 1 1
Information on accommodation,
restaurants and travel offers 4 2 2 2 4 3 4 4 4 3 3 3 2 2 2 2 3 3 3 3 S 2
Important cities and places in the
destination 2 4 5 5 1 2 3 3 3 4 4 6 5 5 5 4 2 5 2 4 4 6
Practical information : how to get
there, weather ... 5 5 3 4 5 6 6 5 5 5 4 4 3 & 6 6 5 4 6 5 6 5
Typical food and drinks of the
destination 6 6 6 6 6 5 7 6 6 6 2 2 6 8 4 5 6 6 5 6 2 4
Infos and stories related to
traditions, culture and history < 8 7 8 5 7 7 7 8 7 7 7 7 7
Insider tips ; ad;nces off the beaten 7 7 8 7 9 9 8 8 6 6 8 8 9 8
rack
Impressions, stories of the daily life 9 9 10 10 7 7 10 10 9 9 7 5 9 9 7 7 7 7 9 9 9 10
of people in the destination
Important events in the
destination 10 10 S 9 8 8 10 10 10 10 10 10 8 9

FTI = future travel intent to Luxembourg, Tot = total population.



Preferred type of content for travel inspiration - Source Markets \ ¥ ¢
"

|
I NP Average
H N I | Europe

I
How the destination looks like, its landscapes  53.8% Il 54.4% 10 49.6% N 53.9% 1l 53.9% Il 50.4% N 50.3% 66.8% I 573%H  50.9% 52.5% 0 : 54.0%
What | can visit in the destination, what activities | can dothere  44.7% [l 51.2% 10 50.9% 1 52.0% 10 48.4% 10 5e.6% M  45.1% 7270 574 475%H0 55.5% : 53.4%
I
Information on accommodation, restaurants and travel offers  45.6% i 52.6% R 49.6% 1N 45.7% R 47.9% 1l 56.3% N 48.4% 67.2% I 56.6% 45.9% 1R 53.7% I | 51.8%
I
Important cities and places in the destination  44.2% [l 46.0% 1l 49.7% 1N 47.3% 1R 43.2% R 49.1% 1l 38.2% 012% I  48.8% 44.4% 1R 46.7% 0 | 47.2%
I
Practical information : how to get there, weather . 42.7% [l 50.8% 0 46.0% 1l 39.8% 42.5% 1 55.2% Il 43.2% 10 53.0% 52.5% 40.8% 10 50.0% : 46.9%
Typical food and drinks of the destination  39.9% [l 36.9% 47.0% 10 36.4% 41.7% 1 56.8% I  26.8%H 60.6% Il 47.3% 0 38.2% 50.3% : 43.8%
Infos and stories related to traditions, cufture and history  34.0% i} 26.4% - 352% 10 34.2% - 273% 0 - - 35.7% 31.0%H : 32.0%
Insider tips ; advices off the beatentrack  39.6% [l 28.6% - 22.0% 1 32.9% 0 - 32.2% - - 30.8% 28.0% : 30.6%
I
Impressions, stories of the daily life of people in the destination  29.0% i} 19.6%} 28.7% R 19.4% 30.5%|} 28.8% 25.2%} 39.4% 18 35.4% 26.0% R 257%0 28.0%
I
Important events in the destination  20.4% [} 201%H - 246%H 19.4% - 19.5%H - - 221%0 26.1%0 | 21.7%
I
I
I
I
I
!



How the destination looks like, its landscapes

What | can visit in the destination, what activities | can do there
Information on accommodation, restaurants and travel offers
Important cities and places in the destination

Practical information : how to get there, weather ...

Typical food and drinks of the destination

Infos and stories related to traditions, culture and history
Insider tips ; advices off the beaten track

Impressions, stories of the daily life of people in the destination

Important events in the destination

Preferred type of content for travel inspiration
— Average 11 European source markets* past and future visitors — LFT target segments

Total
54.0% NG

53.4%
51.8% I
47.2% I
46.9% N
43.8%
32.0%
30.6% I
28.0% N
21.7%

| past Visitors Travel intent (*) EXP

: 52.0% N so2% I sso

:51.3%_ 57.9% I [50.7°] mm—n

| so.0x e S5« 5155l

:43-3%_ 5515 I [57.1% .

: 47.0% N S0 46.9% N

: 4265 [9c( I 4720 .

| 38.0% 39.0% 43.4% N

: 31.5% 34.2% 0 -

: 30.5% 30.9% I 33.1%
[26.2% 25.5% 0

| 25.1%
I

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT

(**) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.

NLA
50.7% R

45.8%
42.6%
37.7%0000
42.2% N
39.1%
31.4%
30.4%
30.2% 00
21.0%

RS
55.4% I

51.7%
56.0% I
45.0%
50.0%
44.3% [
24.9%
25.7%
24.4%
19.2% Il

SB

48.2% I
46.6% NN

45.3% I
44.5% N
21.4%
36.7% N
33.0%
30.8%
25.0% I
23.2%

PS
48.1% I

42.4%
43.9%
20.7% N
36.2% D
39.4% N
[35.1% m—
29.9% N
Fromm
E7 s -

LO
51.5% I

55.1%
53.2% I
44.6% N
47 8% N
43.5%
26.7%
26.8% Il
25.9% Il
18.7%1l



Preferred type of content for travel inspiration \ ¥ ¢

— Average 11 European source markets*, further demand indicators " A
Total | Interest Interest Cross- Organised Quality- Visited new Visit iconic Visit mostly
| Longer stays border stays myself oriented destination sites only lesser-known
sites

How the destination looks like, its landscapes  52.8% [ ENENNEGTGEGNG : S55.4% 0 582 520% 0 s38% i 5% 0%l 27
What I can visit in the destination, what activities | can do there  49.7% [ | | N | 0.7% 0 53 S0 7% s0%x oo« o5
|
Information on accommodation, restaurants and travel offers  48.6% MM | 50.6% NN 50.0% NG 20 L5 7% s 02«
Important cities and places in the destination 44.3% [ NGz : 19.2% 5.8 44.3% 45.9% s 44.8% 7% 64
Practical information : how to et there, weather .. 44.3% | : 45.1% s 46.4% N 44.6% NN 439%0 43.8% 40.9%NGGGN 45.3% NG
Typical food and drinks of the destination  38.6% [ EEEEN | 42.2% N 44.3% 39.3% N 39.9% 37.8% 37.2% 39.3% I
Infos and stories related to traditions, cufture and history  32.0% | : 38.0% I 36.4% N 31.7% 34.3% 33.0% 32.3% 1 30.9%
|
|
|
|
|
I

Insider tips ; advices off the beaten track  30.6% [ 32.0% 33.7% 31.6% N 31.4% 0 31.3% 24.9% 0 [

Impressions, stories of the daily life of people in the destination 25.0% [l 27.4% N 26.8% 10 25.6% 1 25.9%0 0 25.6% N 24.7% D 26.7%
Important events in the destination 21.7% [l ] 23.5% 1 21.1% 23.1% 23.1% 24.5% 19.8%

The LFT key target segments and respondents interested in visiting lesser-known sites show the clearest differences with regard to preferences of content for travel inspiration (rather
than source markets, past vs. future visitors etc.).
Generally, the focus should be on important cities/places, food/drinks, stories, culture/history/traditions, events and (depending on the target group) insider tips.

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT



Preferred format of content for travel inspiration s
B — Average 7 European source markets* P

Pictures, images

Videos

Short texts

Interviews, conversations

Lenger stories

Audio

Virtual Reality ) ) .
Indicates the share of respondents preferring the respective

content format when looking for inspiration/information about
holiday destinations.

Percentages by source markets, past visitors, new potential

visitors and LFT target segments are presented on the
following pages.

* DE-FR-BE-NL-UK-CH-AT



Pictures, images

Videos

Short texts

Interviews, conversations
Longer stories

Audio

Virtual Reality

Pictures,

Short texts

Interviews, conversations

Longer stories

Virtual Reality

(*) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.

Preferred type of format for travel inspiration - Source Markets

78.2% I
56.8% IIEGN
[po-5% m—
19.8% 1l
fie2}
fis.e4m

12.7%

Total |
77.5% 1 |
57.2% 1 IEGEGIR

43.6% 0
20.4% [l

images

Videos

16.3%
14.5%H

Audio

14.0%

79.2% N [s4.o I | 757 60.5%

58.6%

43.3%
23.1%

18.4%
16.1%l
14.6%

[b6.3mu—
42.5% I
[o0.6%m

14.2% 1
11.2%11
12.6%

[60.35 I
[45 5%
(2228

17.1%
14.5%
13.6%

[Bo.6 NN 6.4 I 79.7% I
55.1% I 57.1% I 59.5% I
45.3% I 34.4% [50.7 5} I—
17.6% R0.75} 20.8% Il
12.4%H 14.9% M 17.4% 1
10.6% 13.4% 0 17.4%H
12.4% M 15.8% 13.1% M

| Past Visitors Travel intent (*) EXP NLA

52.6%00 0
44 3% 0000
[25.45mm
[23.75
[206mm

18.6%

72.8% I
52.7% I

[51.4% I
18.0%
13.2%

12.0%
12.3%

RS
81.0% .
57.8% I

42.1%
15.9%

12.0%
10.3%0
10.4%]

S
Ed ==
756 737 N :
SOl 5 |
44.9% N 32.5% :
24.0% 22.0% Il :
[19.5% 18.1% Il |
- 14.6% :
16.8%l PXE] | i
SB PS LO
72424 o5 775
51.23% 0 570« 54l
7500 36.0%H 137%
23.05% 18.8% [l
18.29% [24.6% 14.2%
17.26% 2719 12.5% 1
15.50% ] [25.54 13.7%

Average
Europe

77.5%
57.2%
43.6%
20.4%
16.3%
14.5%
14.0%



b

Travel party

(not yet available for source markets ES-IT-PL)



Travel party during most recent outhound holiday trip \ ¥ 4
B — Average 11 European source markets* " A

With my family

With my partner, spouse

With friends

By myself

With an organised group

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT

2%

Indicates the share of respondents having travelled with the
indicated group of persons (travel party) during their most
recent outbound holiday trip.

Percentages by source markets, past visitors, new potential
visitors, LFT target segments, theme interest groups and
further demand indicators are presented on the following

pages.



With my family

With my partner, spouse

With friends

By myself

With an organised group

With my family

With my partner, spouse
With friends

By myself

With an organised group

(*) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.

Travel party during most recent outbound holiday trip
Source markets — past and future visitors — LFT target segments

48 5%

3.1%

:Past Visitors Travel intent (*):

30.4% I | oo 300 N 33
I I

36.6% I | 404N 374 NN (30.1% I

36.1%

38.0%
16.4%

7.1%0
2.5%|

RS

35.0% I 407 I
35.0% I 357
1.2%

86410
0.9%|

I BN |

20.9% I
38.4% I

|
NP> Average
74N | Europe

B | 394
|
39.3%

|36
noxm | 129%
010 | 95%
1.4%) i 1.6%
|
LO

383 I 459
B 8%

129%
7751

1.7%|



With my family

With my partner, spouse
With friends

By myself

With an organised group

With my family

With my partner, spouse
With friends

By myself

With an organised group

Travel party during most recent outbound holiday trip
Source markets — total and future visitors

[
[
Total FTI (*)
34% N 27% -
42 A
14410 14%
vm
1%] 0%
[ ]
[

Total FTI (¥)
% | 9%
e ok
16% I 15%

| 7%
2% 2%|

FTI (*)
45%
33% I
6%
12%
3%l

Total

40%
36% I
14% 0

|

2%

Total

47 47—

35 I
10% M

ik |

2%

(*) FTI = future travel intent to Luxembourg

FTI (*)

35%
10% 08

6%l

2%]

I
I
Total FTI (*)
<« <5
29% [
1% 12%
1%l 8%l
1%| 1%|
H N
I
Total FTI (*)
I 47—
32% I 26% I
13% 16%
1%l 9%l
1% 0%

Total

375
40% INEG_—
13% 10

8%l

2%|

FTI (*)
43%
41%
6%l

9%
1%|

Total

33%
40° I
13% Il

13% Il
1%|

FTI1 (%)
41%
38%
A

1%
0%

Total FTI (*)
33% 34%
s |42
13% Il 13%
13% 1l 10% M
3%l 2%
N LA
2N
Total FTI (%)
] Y
39% [
1% 0%
10% 13% I
1%| 1%

Total

43%
35°% I
13410

8%l

1%|

FTI (*)
39% I
36% I
16% N

8%
1%|



Travel party during most recent outhound holiday trip \ ¥ 4

* | indi AN
— Average 11 European source markets*, by theme interest / further demand indicators
Total : City Culture Hiking Cycling MTB Nature Countrys. Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.
With my partner, spouse  3s% N | 37+HEEN SN AN SN S2GEEE  AGEEE SN SSSEEEE  COHEm  41% 37% 5% 6% 35PN 35 35%m
With my family 35% : 5% 3S%EE 2% 5% 7% 0 %N SN 35X 30% 34% 5% 35% N 38BN 36 37%pm
With friends 15% 1 | 15% M 15% M 14% 1 15% 1 19% 13%1 15% M 17% 14% 16% 15% 16% 1 16% 16% M 18%mm 15%
By myself 10%1 | 10%H 10% 11%08 9% 9% 1% 1%y 0%l 10% 1 10% 1% 11%0 10%0 9ull 9% 10%0
With an organised group 2%| I 2%)| 2%)| 2% 2%| 3%| 2%] 3%]| 3%]| 2% 3% 2% 3% 3%| 3%| 3%]| 3%|
I
Total | Interest Interest Cross- Organised Quality- Visited new Visit iconic Visit mostly
| Longer stays border stays myself oriented destination sites only lesser-known
| sites

With my partner, spouse  38.1% I | 42.5% NN 3.0 N 0% M 41.0% M 30.5% I 3665 I 412 I

with my family 35.4% NG | 35.8% I 34.2% 36.4% NN 36.4% 35.0% I sox I ;.0
With friends 15.1% N : 10.1% 10.6% 12.6% 12.2% 14.4% 14.0% N 13.8% N
By myself 9.7% | 10.2% . 10.3% 0 11.0% [N 8.5% 8.7% s3.8% N 11.8%
With an organised group 1.8%] : 1.5%[ 1.1%] 0.9%]| 1.9%) 2.3%1 2.0%] 2.2%]
1

* DE-FR-BE-NL-UK-CH-AT-IE-DK-SE-PT
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Quality orientation - Mode of organisation -

Destination type
(not yet available for source markets ES-IT-PL)



Quality orientation - Mode of organisation - Destination type \ ¥ 4
Bl — Average 7 European source markets* P

Quality-oriented

Indicates the share of respondents leaning towards quality

rather than price, self-organisation and new destinations when

travelling abroad:

Organised myself

* Quality-oriented : prefer to look for higher quality offers
rather than more affordable offers (even if it involves paying
a slightly higher price)

* Organised myself: all travel arrangements during the most
recent outbound holiday trip were organised by
respondents themselves (rather than through a tour
operator or agency)

Mew destination

* New destination : respondents travelled to a new, previously
unvisited destination during their most recent outbound
holiday trip

Percentages by source markets, past visitors, new potential
visitors, LFT target segments, theme interest groups and
further demand indicators are presented on the following

pages.

* DE-FR-BE-NL-UK-CH-AT



Quality orientation - Mode of organisation - Destination type \ ¥ 4

Source markets — past and future visitors — LFT target segments " A
|
B _ — " A\NJPZ | Average
— — 7ah | Europe
|
Quality-oriented 48.7% 47.6% N 53.7% 53.4% 47.5% 59.9% 45.1% | 50.8%
Organised myself Fri— 72— o B 67N 67 B [0 67N | 70.7%
New destination 672 I 665 I 73 I o7 I 737 705 630 | 68.8%
I
Total : Past Visitors Travel intent (*) EXP NLA RS SB PS LO
Quality-oriented 50.8% NN :56.9%— oM [N o sl 3115 I

Organised myself 707 I | 727 I 74 705 0ok I oo 7o 60 3ok I

New destination o6, I I— Fao [ — oc oI oo [0 o2 I
|

Customer loyalty of Luxembourg visitors tends to become more difficult since both those with past and future visitors, as well as core LFT target segments all reveal above-average shares of
preferring new destinations.

Quality orientation is highest among key LFT target segments EXP and PS.

(*) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Quality orientation - Mode of organisation - Destination type \ ¥ 4
Source markets - total and future visitors " A

I I N\ 7

— iR 1B — — =
Total FTI(Y)  Total FTI(Y) Total FTI(Y) Total FTI(Y) Total FTI(*) Total FTI(*) Total FTI(}
Quality-oriented 4%l ol o Sl S Sl IV O i R
Organised myself 7% 75N 7NN 7N 6N 67% I A A B 7% 70%
New destination 674l 70%NE NN 70 7EEE SN o EE 7N SEE G G 7 oI 74l

(*) FTI = future travel intent to Luxembourg



Quality orientation - Mode of organisation - Destination type \ ¥ 4

— Average 7 European source markets* by theme interest / further demand indicators " A
Totall City Culture Hiking Cycling MTB Nature Countrys. Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.
Quality-oriented 51% : EL B0 BT 51 B B | 53% sexill sl [osmm  [se 54% Il
Organised myself 7% | 70%HEE 68 6% Go M |73% cox 7o M 67% 71% 6% 6o%M  6A% 5% 65% M
New destination coxlill | 7 [7olmm oEE omm soxEEE BN SoEEE 7oxEEE BN 76% 73% 7% 770N 7 75 73
|
1
Total : Interest Interest Cross- Quality-
Longer stays border stays oriented
|
|
Quality-oriented 50.8% NG | 55:9% I 55.1% I 100.0% I
Organised myself 70.7% I | 72.2% — 68.7% I
|
New destination 68.7% I | 74 %I 70.9% I 72.4% I

* DE-FR-BE-NL-UK-CH-AT
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Decision steps

(not yet available for source markets ES-IT-PL)



Decision steps \ ¥ 4
Bl — Average 7 European source markets* " A

The destination country / region / city

The type of holiday (e.g. city trip, culture, nature etc.)

The destination landscape type (e.g., beach, mountains etc.)

The accommuodation

The transportation

Indicates the shares of respondents by decision steps in the
travel process, i.e. what elements of the trips were decided first
during the most recent outbound holiday trip.

Percentages by source markets, past visitors, new potential
visitors, LFT target segments, theme interest groups and
further demand indicators are presented on the following
pages.

* DE-FR-BE-NL-UK-CH-AT



Decision steps
Source markets — past and future visitors — LFT target segments

= 10 0§01 W O E3 =E
[ ] [ 2 1IN
The destination country / region / city 42.7% 501% 1 46.5% 44.7% IR 44.0% NG 42.3% 1N 49.3% I
The type of holiday (e.g. city trip, culture, nature etc.) 21.3% 0 17.4% 8 15.4% 10 17.2% 10 21.8% 0 19.3% 20.1% 0
The destination landscape type (e.g., beach, mountains etc.) 20.1% 0 13.7% 0 16.5% 10 22.3% 0 16.9% 0 20.7% 0 16.5% 1l
The accommodation 92.4% 10 9.2%H 10.3% 9.7%H 11.0% 0 10.0% 0 7.2%0
The transportation 6.6%1 9.7% 11.4% 1 6.2% 6.4% 7.7%1 6.9%
Total : Past Visitors Travel intent (*) EXP NLA RS SB PS
The destination country / region / city 456% N | 459 |40 2% |49.8% B5% N 8% 05 G2
I
The type of holiday (e.g. city trip, culture, nature etc.) 18.9% | 19.6% 21.0%{ 20.6% 147% 25.7% N (2279 .
The destination landscape type (e.g, beach, mountains etc.)  18.1% (il : 18.0% N m 15.4% N 23.8% 19.3% D 15.7% N 23.3% N
The accommodation 9.5% : 87% FALY | FALY | 10.0% 98 10.2% 8 10.1% 1l 10.4% 0
The transportation 7.8%1 : 11%0 6.5% N 6.7%H 9.1% 16% N 8.0%l 104% 0
I

Average
Europe

45.6%
18.9%
18.1%
9.5%
7.8%

LO

14.8%
17.8%

17.9% I
1351

8.3%

There will be increasing competition with other destinations with regard to new potential travelers and EXP, as they are more likely to choose the destination first. However, the share of
those who decide on the type of holiday first is also higher among new potential travellers (and past visitors). Here, it will be easier to enter the relevant destination set for a particular
activity. New potential travellers are also a segment where the destination landscape is often the decision trigger. Type of holiday and destination landscape are both more important for

NLA and PS, type of holiday also for EXP. This emphasises the importance of community marketing.

Accommodation is rarely the trigger in holiday choice among both past and future potential visitors to Luxembourg, possibly due to a lack of exceptional accommodation that could

serve as a driver for destination choice.

(*) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



The destination country / region / city

The type of holiday (e.g. city trip, culture, nature etc.)

The destination landscape type (e.g.,, beach, mountains et 20% i}

The accommodation

The transportation

Decision steps

Source markets — total and future visitors

I
— N
Total  FTI (¥ Total  FTI (¥
Y R G
21% 2% 17% 15%
2% 14%1
A | 8%1 9%l 5%
7%l 5% 10%1 10%0

(*) FTI = future travel intent to Luxembourg

Total

FT1 (%)

Total

FTI (*)

467 I 45 46% I

15%
16%
10%

1%

14%
13%
8%
8%

17%0 8%

2%

10% 9%
6%1 3%|

[
[
Total FTI (*)
s A4
221
7%l 5%
1% 9%
6%1 5%

Total FTI (*)
v
1% 19%H
21%1
10%H 5%

8%l 5%

k‘IVA
2N

Total FTI (*)
9% 5%
20%1l 2%l
16% 14%

7%0 5%|

7%1 9%



— Average 7 European source markets* by theme interest / further demand indicators

Decision steps

Total | City Culture Hiking Cycling MTB Nature Countrys.
The destination country / region / city s 4l 2 Al e 3 S o
The type of holiday (e.g. city trip, culture, nature etc.)  19% [l : 22% 0 23% 21%H 22% 2500 19%H 22%
The destination landscape type (e.g, beach, mountair 18%l  [17%M 18% M 20% M 2% 2%l 0%l 23%
The accommodation 10%1 : 9% 9%l 9%l 9%H 10%H 10%1 10%
The transportation 8%l | 8%l 8%l 8%l 11%H0 11%N 7% 8%
|
Total : Interest Interest Cross-
| Longer stays border stays
The destination country / region / city 45.0% NN | 47.60% I 45.9%
The type of holiday (e.g. city trip, culture, nature etc.) 19.0% N : 19.0% NN 18.6% N
The destination landscape type (e.g, beach, mountains etc.)  18.2% N | 18.5% 18.3% I
The accommodation 9.7% | 5% 7.6% 0
The transportation 8.1% : 6.4%H 6.6%H
I

* DE-FR-BE-NL-UK-CH-AT

Camping Culinary Wine

Immers. Industr. Remembr. Luxury Wellness Sustain.

el Ao 39% 44% %M BN 37 o 3%
2%  19%M 22% 20% 2% 2% 2% 22 2%
2%  18%M 21% 18% 2% 2% 2%l s 2%,
10%M 9%l 10% 9% 10%M %l 1% 1% 10%0
1% 7%] 9% 8% 9% 8%l 9% 8%l 0%
Quality- Organised Visited new
oriented myself destination
46.2% I 4705 D 44.3% I
19.5% 17.9% 20.8% N
17.8% 16.8% 19.45 —
0.5% Il 9.8% I 8.4%
7.0%H 8.4% 7.1%H



9

Sustainahility

(not yet available for source markets ES-IT-PL)



Preference for iconic sites vs. lesser-known sites \ Y 4
Bl — Average 7 European source markets* P

| would also visit lesser-known places and less iconic sites, in 46%

order to avoid crowds.

| prefer to see the famous landmarks, iconic sites and
highlights, even if they may be crowded.

| generally prefer to visit lesser-known places and less iconic
sites, rather than the tourist hotspots.

Indicates the share of respondents who prefer visiting either
more iconic or lesser-known sites (also taking into account
visitor crowding levels). Results refer to travel preferencesin
general, regardless of a specific trip or destination.

Percentages by source markets, past visitors, new potential
visitors, LFT target segments, theme interest groups and
further demand indicators are presented on the following

pages.

* DE-FR-BE-NL-UK-CH-AT



Preference for iconic sites vs. lesser-known sites
Source markets — past and future visitors — LFT target segments

- 101 11 = O Ei
I [
Also lesser-known sites (o avoid crowds)  47.0% [N 49.7%MENNEEEE SO0 MENNEEE 470 NN 47NN 6. I
Iconic sites (even if crowded)  31.3% | 29.6% INEGN 28.4% 1N 30.4% N 35.8% INNEG_ 32.7% 1N
Generally prefer lesser-known sites  21.7% |l 20.7% 1 20.8% 1 22.0% 1N 22.5% 1N 21.2% N
Total :PastVisitors Travel intent (*): EXP NLA RS SB

Also lesser-known sites (to avoid crowds)

I
| 34.5% I

Iconic sites (even if crowded)  32.4% NN _ |34.8% NN 27 4% 29.6% N 320% 1N
| I
Generally prefer lesser-known sites  21.2% [l | 21.0% I 18.8% 119.0% 26.1% 22.6% N 21.7%
| |

(*) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.

N 7
2] [N

42.1%
38.5% I
19.5%

PS

46.4% I | 445 I A7 — :46-3%_ 46.5% N 79 oI O

36.5% I
20.4%

Average
Europe

46.4%
32.4%
21.2%

LO
46.1%
2.7

21.2%



Preference for iconic sites vs. lesser-known sites
Source markets — total and future visitors

— il 1l == -_— k3
Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*)
Also lesser-known sites (to avoid crowds)  47% [ 29% 0 0% 0N SR 00 4% G 2GR A2 6% 7 2GR 34
lconic sites (evenif crowded) 3%l  35% N 0% M 6% 4% G 3% G ¢ W A %G 46
Generally prefer lesser-known sites 7% I 16% M 21% 11 2% 21% 1 18% 2% 20% 2% 19% 8 21% 1l 19% 8 19% 20%18

Y/
AN

(*) FTI = future travel intent to Luxembourg



Preference for iconic sites vs. lesser-known sites \ ¥ 4
— Average 7 European source markets* by theme interest / further demand indicators " A

Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.

Total : City Culture Hiking Cycling MTB Nature Countrys.
Also lesser-known sites (to avoid crowds) 46 Il : Il s A Al Al Il I ol ol 45% 45% NP 0% %N A% 2%
lconic sites (even if crowded) 32 | 42NN 40NN 0% 34%MM coxMEM  2exEM 4% S5%EE %M 36% 33% M A% A 0% 8%
Generally prefer lesser-known sites ~ 21% [l : 15%H 17% 0 23% 22% 20% M 21l 21%H 20% 22% 15%0 17% 18% M 19% 19%

I Interest Interest Cross- Quality- Organised Visited new
Total | . o e
Longer stays border stays oriented myself destination

I
Also lesser-known sites (to avoid crowds)  46.4% [ | 45.2% I 47 5% N A5.0% I  475% I 45.6% e

Iconic sites (even if crowded)  32.4% | N : 34.5% NG 31.3% 35.2% 30.8% 35.3%
Generally prefer lesser-known sites  21.2% | | 20.3% p— 20.9% 19.9% N . [ 19.1% N
I

* DE-FR-BE-NL-UK-CH-AT



Sustainability aspects s
Bl — Average 7 European source markets* " A

Better prices of sustainable offers
Destination choice

Sustainable offers that are more compatible with my holiday wishes

Accommodation choice
Better and easier to find information on sustainable offers

If benefits and advantages of sustainable offers were more

Transportation choice recognisable

Higher quality sustainable offers and experiences
Activities at the destination

Better convenience to organise / book sustainable offers

Restaurants, self-catering at the destination ) ) ]
| am generally not interested in sustainable travel

Left chart:indicates the shares of respondents claiming that sustainability considerations were important with regard to the indicated trip
components during their most recent outbound holiday trip.

Right chart : indicates the shares of respondents claiming which aspects could convince them to pay more heed to sustainability when
travelling in the future.

d * DE-FR-BE-NL-UK-CH-AT
Percentages by source markets, past visitors, new potential visitors, LFT target segments, theme interest groups and further demand
indicators are presented on the following pages.



Destination choice
Accommodation choice
Transportation choice
Activities at the destination

Restaurants, self-catering at the destination

Better prices of sustainable offers

Sustainable offers that are more compatible with my holiday wishes

Better and easier to find information on sustainable offers

If benefits and advantages of sustainable offers were more
recognisable

Higher quality sustainable offers and experiences

Better convenience to organise / book sustainable offers

| am generally not interested in sustainable travel

Sustainability aspects - Source Markets

53.0%
57.9% I
48.4% 1N
46.8% N
[53.4°] —

50.5%

35.9%
35.0% I
32.9%
30.2%

29.9% I
8.1%[

57.1% I
53.1%
46.0% I
40.7%
33.4%

32.5%
27.1%
27.0%
25.5%

26.5%
104%l

[4.7°] n—
64.1% I
52.1%
52.0% N
34.4% 0

56.1% NG

33 5% I
275%
26.7%
30.9%

29.5%
9.2

60.17% I

[61.75] n—
47.0% I
47.7% -

[50.2°]

—
501

37.0%
37.0% -
35.1% I
359%

31.2%
6.9% 1

47.8%
45.9%
43.0% I
40.4%

30.3%

50.1°%

35.2%
29.3%
30.1%
238%
2424l
11.6%1

58.4% I
57.7% I

45.1% N
44.1% N
43.6% I

7.2 -

30.37 .
34.6%
35.2% I

37.2

33.1%
7050

N L7
21N

59.1%
56.6% I

47.8% 1N
38.2% I
37.4%

k‘IVA
21N

54.6% I
33
37.0%
3.4
30.5%
277%

9.2% N

Average
Europe

58.5%
56.7%
47.1%
44.3%
40.4%

Average
Europe

91.8%
35.5%
32.5%
31.6%
30.7%
28.9%

8.9%



Sustainability aspects \ ¥ 4

— Average 7 European source markets* past and future visitors — LFT target segments " A

Total Fastvisitors Travel intent (*‘P EXP NLA RS SB PS LO
Destination choice 58.5% Gz : 63.3% N o3.0% :50.3%_ 57.8% 0 s 0% 25 o7 550
Accommodation choice 56.7% N | 0% oo SAS  S36% I 2 1% S0 5o soc
Transportation choice 47.1% - : 51.5% 0 51.6% :46.0%- 00 % 9% 65 48.2% 1N

Activities at the destination 44.3% : sl oI SO 7 376 443% 41.3%

Restaurants, self-catering at the destination  40.4% [N : 41.0% 43.7% D :3?.7%- 36.9% 00 44.3% 37.5% I 45.0% I 39.3%
|

Better prices of sustainae offers 51.8%-: 503% I [57.7% ism%- 5% s %l Sl 575
Sustainable offers that are more compativte with my hotiday wishes 35S [ :39.8%- 35.3% ld,o.?_%- gy veocpmm  vo il 5 0
Better ang sasier o find information on sustainabie ofrers 32, 5% [ i sS40 s ise.a%- sy 20 2l 34 2
ITbenefits and acvantages of sustamnaple ofters e veane. 31.6% : il 2%l :33.0%- s 288 GREY R R |
Higher quality sustainable offers and experiences  3() 7% [l i- sl GO v w5l sl & 2440

|
Better convenience to organise / book sustainable offers Qg_g%- | 30.8%- 325%- :312%- les%- 253%- 28.8%- 347% 28.2%-
8.2% 5.5%] : 6.3%]l 8.2% 11.8% 1 103% 15%1 9.8%

I

I

I

I am generally not interested in sustainable travel 8 g%l

*DE-FR-BE-NL-UK-CH-AT

(**) Travel intent LUX = respondents willing to travel to Luxembourg within the next 3 years and without previous visiting experience.



Sustainability aspects
— Average 7 European source markets, total and future visitors

— il i == — E3 s
I I Z 1N
Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*) Total FTI (*)
Destination choice 53 SoNEE S5+ 54 7o N v N oo:EEN 7N x4l oM oM 5NN 67l
Accommodation choice se% 63N S 54N oo N 7 o 7N Bl 4B s 57% o4
Transportation choice 48% 1IN 46% 1N 49% N 52% 1N 60 47 [ 43% N 39% 0 45% 1R 47% 1 48% 1N 56% N
Activities at the destination 7% S0l 4% 4% SN oo sl sl soxEE 3% 440 Bl x4l
Restaurants, self-catering at the destination  53% Il 60% I 33% I 35% 34% N 39% 50% 51% 30% 10 32% 44% 1R 371N 40% 1
= 11 11 = = m ==
I I Z 1N
Total FTI(*) Total FTI(*) Total FTI(*) Total FTI(*) Total FTI (¥) Total FTI (¥) Total FTI (*)
setter prices of sustamavie orrers STH[ll  54%l  56¢% N soxl ol ol sl sox 7% [57% sso 2ol
Sustainable offers that are more compativte witn my nonoay wisnes SO0%[ll  31%H 3% 0 29% 0 4%HE 4% 7*EE  9xH  %EE 3+l 3 x4+l 8%l
Better and easier to find informationon sustamable orrers 30X 3%l 27%H 3% 0 2% |34% 7% Bl 2%l [37% 5%l 35+ 3+l 2%l
Ifbenefits and agvantages of sustainable offers were more 339 I 28% |l 7% 28%H 7%  26% 5%l | 41% 0% 6%l 5%l 3% Il 37l
Higher quality sustainabie offers and experiences S0%[JI 0% 26%  [33% 1% 3% %l |42% 24%0 28% sl 35X I [41%
Better convenience to organise / book sustamnavie orrers 30%[Jl|  [35% %l 2% 9% [37% 31% 2% 9% 3 % 2% 3%
I am generally not interested in sustainable travel  8%]] 4%)| 10%f 6%| 9%l 4%| 7% 4% 12%0 7%l 7%l 6%] 9% 8%l

(*) FTI = future travel intent to Luxembourg



Sustainability aspects \ ¥ 4

— Average 7 European source markets* by theme interest " A
Total : City Culture Hiking Cycling MTB Nature Countrys. Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.
Destination choice e |63 6o 61 4 7: 1% 5 SN 2% 66% 64% 7% 67BN 8% ee%m  72%pm
Accommodation choice 57% 1R It’:‘l % N 60% 58% N 60% 58% 59% N 61% IR 58% 2%l 61% 60% 59% 59% N 66% N e4% 64%
Transportation choice 47% |50%- S1% Ml S0xEE 5% 4B 51:EE 0 5'%HE  S0%EE  S0%El 5% 50% sl 51%MM S0%EE 52% 54%Im
Activities at the destination 44% 10 | 53% Il 55% Il 52% 56% 62% Il 19% Il 55% 0 55% 48% 0 52% 53% GEE 58% 00 55% 000 56% 100 58% 0
Restaurants, self-catering at the destination ~ 41% [l :45%- 45%  43%IE  46%I 47%I 4% 48%Hl 43I 49%El 5% 47% S0%MM 49%EM  S1%EM  S53%EM  52%IM
I
I
I
Total : City Culture Hiking Cycling MTB Nature Countrys. Camping Culinary Wine Immers. Industr. Remembr. Luxury Wellness Sustain.
I
I

7 R D B ORRG B B B B TR T
Sustaapie ffers tht arsmore compatle witamy iy wines 35% [ : g0 NMED B D B B B D B BEOOEERTEED B R L B
g ED G BRG EEG BEG G RGBT R T B R

il BEE] BEED BRG] B B B B B BRI EEE BE B B B
7 B B MED BT B B B B B EED D EOET NEATEDT

] B B | (el KA BN WEST B B Ml [36
A I 1 %) L L . 7% 6%| 7w 7% :

Better prices of sustainable offers  §]% -

Better and easier to find information on sustainable offers  32% .

I benefits and advantages of sustainable offers were more
recognisable 32% .

Higher quality sustainable offers and experiences  31% .

Better convenience to organise / book sustainable offers 29% .

I am generally not interested in sustainable travel 1 U%I

* DE-FR-BE-NL-UK-CH-AT



Destination choice
Accommeodation choice
Transportation choice

Activities at the destination

Restaurants, self-catering at the destination

Better prices of sustainable offers

Sustainable offers that are more compatible with my holiday wishes

Better and easier to find information on sustainable offers

If benefits and advantages of susiainable offers were more

recognisable

Higher guality sustainable offers and experiences

Better convenience to organise / book sustainable offers

I am generally not interested in sustainable travel

* DE-FR-BE-NL-UK-CH-AT

Sustainability aspects
— Average 7 European source markets* by further demand indicators

Total

58.3% I |
56.5% NG |

46.9% NN
44.3% I
40.5% I

Total

51.2% I

35.2% I

32.4% I

31.7%

30.6%

29.0%
9.6%

Interest
Longer stays

| 50.9% I
47.0% I
45.1% I

Interest
Longer stays

I
| 52.1°% I

: 41.4%
: 35.4% I
| 36.7% I

(o —

: 31.6% D
| 6.3%
|
|
|
|

64.8% NG
63.8% I

Interest Cross-
border stays

64.5% NN
63.0% I
49.1%
46.9% I
43.8%

Interest Cross-
border stays

S4.4% I
38.5% I

35.1% I

34.5% —
34.6%

33.0%
5.4% W

Quality-
oriented

62.4% NG
62.9°% NG

46.8% NG
47.0%

43.9% I

Quality-
oriented

47.9% I

38.4% I

34.4% I

33.1% I

37.5%

31.0% I
79%

Visit iconic
sites only

63.4%
50.3% I
48.2% I
51.5%] —
42 5%

Visit iconic
sites only
50.9% I
38.1% I
5%
31.2%
36.1%
4%
7.0%m

Visit mostly
lesser-known
sites

55.5% NG
54.8% NG
48.3% I
37.5%
40.8%

Visit mostly
lesser-known
sites

49.4% I
32.6% I

30.9% I

30.8% I

26.0% I
25.8%
13.7%
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