
Brand & Potential Study



Sources, methodology and scope of the survey
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Brand Funnel



Destination Luxembourg - Brand Funnel 2024



Destination Luxembourg - Brand Funnel 2024
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Destination Luxembourg - Ranking Sympathy – Travel Intent – Past Visits



Destination Luxembourg - Ratios Awareness - Sympathy – Travel Intent, 2024
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Destination Luxembourg - Brand Funnel 2024



Destination Luxembourg - Brand Funnel 2019-2024

▪

▪

▪



Destination Luxembourg - Brand Funnel 2024



Regional origin 2024



Destination Luxembourg - Brand funnel 2024



Destination Luxembourg - Ratios Awareness - Sympathy – Travel Intent, 2024
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Reasons for not choosing Luxembourg as a next destination



Reasons for not choosing Luxembourg as a next destination –
Ranking by Source Markets



Potential preference of length of stay in Luxembourg
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Potential preference for cross-border travel when visiting Luxembourg
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Potential preference of length of stay and for cross-border travel when visiting Luxembourg
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Spontaneous

brand associations



Spontaneous brand associations



3a
General Theme Interest



General Theme Interest

(*)



General Theme Interest – Ranking by Source Markets



General Theme Interest 



Correlation between themes



3b
Luxembourg‘s Theme

Suitability



Luxembourg‘s Theme Suitability



Luxembourg’s Theme Suitability – Ranking by Source Markets



Ranking General Theme Interest vs. Luxembourg‘s Theme Suitability



Ranking General Theme Interest vs. Luxembourg‘s Theme Suitability



Ranking General Theme Interest vs. Luxembourg‘s Theme Suitability
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Brand Values



Luxembourg‘s Brand Value Ratings



Luxembourg‘s Brand Value Ratings – Ranking by Source Markets



Ranking Luxembourg‘s Brand Value Ratings
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Travel inspiration



Preferred sources of travel inspiration



Preferred sources of travel inspiration - Ranking by Source Markets



Preferred sources of travel inspiration



Preferred type of content for travel inspiration



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



Preferred type of content for travel inspiration



Preferred format of content for travel inspiration



Preferred type of format for travel inspiration – Source Markets
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Travel party



Travel party during most recent outbound holiday trip



Travel party during most recent outbound holiday trip
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Quality orientation – Mode of organisation –

Destination type



Quality orientation – Mode of organisation – Destination type
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Quality orientation – Mode of organisation – Destination type
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Decision steps



Decision steps



Decision steps
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Sustainability



Preference for iconic sites vs. lesser-known sites

Also lesser-known sites (to avoid crowds)

Iconic sites (even if crowded)

Generally prefer lesser-known sites



Sustainability aspects



Sustainability aspects – Source Markets



Sustainability aspects



Sustainability aspects
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Luxembourg for Tourism GIE


