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Arrivals & nights in paid accommodation



Nights in paid accommodation Y4
2023 and 2015-2023 Fe

Night 3,485,954
gnts, 3,296,351
paid accommodation, 2023 3,202,737299:2213,233,97%; 173 8573 164 756 T

2,223,776

1,693,382

+6% (vs. 2022)
+10% (vs. 2019)

2015 2016 2017 2018 2019 2020 2021 2022 2023

Source: Statec



Arrivals in paid accommodation Y,
2023 and 2015-2023 Fu

Arrivals, 1,442,035

aid accommodation, 2023 1,325,663
P ! 1,264,3841,283,1731,290,97% 276,749 " |’ 1,313,630

625,171

+10% (vs. 2022)
+9% (vs. 2019)

2015 2016 2017 2018 2019 2020 2021 2022 2023

Source: Statec



Length of stay, paid accommodation Y,
2023 and 2015-2023 ’

Average length of stay,
paid accommodation, 2023 2p3 255 251 249 251 549

2.71 2 66

2015 2016 2017 2018 2019 2020 2021 2022 2023

-0.09 nights (vs. 2022)
+0.03 nights (vs. 2019)

Source: Statec



Nights & arrivals in paid accommodation Y
Countries of origin, 2023 ’ N

vs. 2022 vs. 2019 Nights, paid accommodation, 2023 Vs.2022 vs.2019  Arrivals, paid accommodation, 2023

+5% 987,812 +4%

+13% 522,088 +15% 231,891
-3% 473681 +6% 227,980
+4% 472,821 +1% 183,963

-0% +5% 163,620
+42% +50%

+5% +10%

+2% +10%

+15% +3%

-2% +13%

+2% +8%

+6% +82%

+30% +215%

+30% +37%

-33% +25%

-16% -30%

+57% -3%

+131% M%

+39% -2%

+23% +19%

7% +30%

Source: Statec



Nights & arrivals in paid accommodation W
Type of accommodation, 2023 " A

Nights,
paid accommodation, 2023

@ Hotels
@® Campsites
Other paid

Hotels R LW YA +6% (vs. 2022) +3% (vs. 2019)
Campsites IR{o I RIVAR +8% (vs. 2022) +32% (vs. 2019)
Other paid accomm. pI LW I -2% (vs. 2022) -13% (vs. 2019)

Arrivals,
paid accommodation, 2023

7.7%
@® Hotels
@ Campsites
Other paid

Hotels | o YA WA A +11% (vs. 2022) +5% (vs. 2019)
Campsites pI-y A {-x§ +8% (vs. 2022) +31% (vs. 2019)
Other paid accomm. 1| Vv y I +4% (vs. 2022) -4% (vs. 2019)

Source: Statec




Nights & arrivals in paid accommodation
Regions, 2023

Nights,

paid accommodation, 2023

Lux.-City (excl. camping)

Luxemb.-City
(excl. camping)

Eislek

MPSL

South
Guttland (excl.
camping)
Moselle

Guttland +
Luxembourg-City
(camping)

IR WLyl +9% (vs. 2022) +2% (vs. 2019)

Eislek IO VAN +3% (vs. 2022) +14% (vs. 2019)
MPSL VAW Ly +11% (vs. 2022) +30% (vs. 2019)
South p LY XM -8% (vs. 2022) +11% (vs. 2019)

Guttland (excl. camping) ply R[]l +8% (vs.2022) +5% (vs. 2019)
Moselle AR/ -2% (vs. 2022) -17% (vs. 2019)

Guttland/Lux.-City (camping) 118.593 +9% (vs. 2022) +24% (vs. 2019)

Lux.-City (excl. camping)

Arrivals,

paid accommodation, 2023

@ Luxemb.-City
(excl. camping)

Eislek
MPSL

Guttland (excl.
camping)

South
Moselle

Guttland +
Luxembourg-City
(camping)

(X yB +11% (vs. 2022) +5% (vs. 2019)

Eislek y IR VA +5% (vs.2022) +5% (vs. 2019)
MPSL VAW YA W +10% (vs. 2022)+22% (vs. 2019)
Guttland (excl. camping) X148 +16% (vs. 2022) +18% (vs. 2019)

South I N3y +8% (vs. 2022) +12% (vs. 2019)

VIR +8% (vs. 2022) -4% (vs. 2019)

Moselle

Guttland/Lux.-City (camping) 56.913 RECE\ERr2) Iy S AVERIgL))

Source: Statec



Arrivals in paid accommodation

Type of accommodation & Regions : Trends 2016-2023

200

100

0

2016 = Index 100

2016 2017 2018 2019 2020 2021 2022 2023

150

100

S0

0

2016 2017 2018 2019 2020 2021 2022 2023

Total
Hotels

Campsites
Other paid

National

Lux.-City (excl.

camping)
Eislek

MPSL
Guttland (excl.
camping)
South

Moselle

Guttland/Lux.-
City (camping)

Source: Statec



Arrivals in paid accommodation
Seasonality

Grand Duchy of Luxembourg,
all paid accommodation

— 2023 -~ 2019
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Grand Duchy of Luxembourg,
hotels
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Grand Duchy of Luxembourg,
Campsites & other paid accommodation

- 2023 - 2019
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Luxembourg City,
hotels
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Nights,
Short-term rentals, 2023

+6% (vs. 2022)
+10% (vs. 2019)

Arrivals,
Short-term rentals, 2023

106.778

+6% (vs. 2022)
+10% (vs. 2019)

Source: Eurostat.

Short-term rentals Y
2023 and 2018-2023 N

Average length of stay,
Short-term rentals, 2023

+6% (vs. 2022)
+10% (vs. 2019)

DE
NL
FR
LU
BE
us
ES

BR
PT
UK

Nights,
Short-term rentals, 2018-2023
428,157
322,201
280,879
215,019 I 229,148 I
I 187,396 I
2018 2019 2020 2021 2022 2023
Top source markets, nights,
Short-term rentals, 2023
56,848

e 53 927
e 49,946
e 32499
e 3] 673
I )) 862

I 10,254

Eeesss—— 15 105

EEess—— 14,202

Ee—— 2 546

ee— 12 369



Characteristics of inbound trips



Inbound trips to Luxembourg with overnight (all accommodation) & #
Purpose of visit, 2017-2023 7

I Traditional business [ MICE

~_ VFR [ Holiday

66% 70% 695%

Source: World Travel Monitor/IPK International.



Inbound trips to Luxembourg with overnight (all accommodation) & #
Purpose of visit by country of origin, 2023 ’ R

I Traditional business [0 MICE | VFR [ Holiday
57% |} 54% 53% 44%

61% 60% 69% I 40% @ 57% 50% | 62% J63%§ 62% J§ 60% 5098 62% |§ 68% F56% 50% g 60% @ 55%
50%
REES
L
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Source: World Travel Monitor/IPK International.



Inbound trips to Luxembourg with overnight (all accommodation) & #
Holiday trips by type of holiday, 2017-2023 /N

I Sightseeing - touring - transit | City trips [ Countryside - active |l Other [ Private occasion
I Health [ Event [ Cruise, boat
— I —— s TN $TEEEEEmE S
A 5%
-
% —

0]

32%
33% 34% 35%

2017 2018 2019 2020 2021 2022 2023

Source: World Travel Monitor/IPK International.



Inbound trips to Luxembourg with overnight (all accommodation) %@

MICE trips by type of MICE events, 2017-2023

I Exhibitions, fairs

B Meetings, conferences, seminars [l Congresses, conventions I Incentives

18% 22%

2017 2018 2019 2020 2021 2022 2023

Source: World Travel Monitor/IPK International.



Travel behaviour of inbound leisure
visitors



Key decision criteria for choosing Luxemhourg
Inbound leisure visitors with overnight (*), 2023

Luxembourg is close and easy to reach for me

Curious to discover a country that | knew little
about

Good experience on a previous visit

Recommendation of friends and acquaintances

Because Luxembourg is relatively unknown as a
travel destination

| have seen great pictures, videos or reports

| found interesting experiences

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

Because public transport is free

Fascinated by Luxembourg for a long time

The image and the reputation of the country

Because Luxembourg is an international and
multicultural country

My travel partner wanted to go to Luxembourg

| found a good offer at a decent price JiE4

The quality of accommodation L4

Because Luxembourg is the only Grand Duchy in
the world

Source: LFT/lIres Visitor Survey.
(*) Maximum 3 answers possible.



Key travel motivations

Inbound leisure visitors with overnight, 2023

Getting away from the daily grind, gathering strength, recharging my batteries
Having new experiences and gaining new insights; seeing something
different, experiencing the local atmosphers

Seeing and experiencing a5 much as possible
Finally getting some time for myself and my family/friends 28%

| wanted my travel destination to be safe

Having fun and enjoying myself

| wanted to be able to encounter a variety of different experiences in a small
ares

Indulging and spoiling myself

| wanted to be able to communicate easily at my destination
Subrmerging myself as deeply as possible in the destination: getting to know
the locals, their way of life and their culture

Enjoying good weather and a pleasant climate
Retracing old memories; seeing things again
Travelling as sustainably and ecologically as possible
Exciterment, action and adventure

Getting to know new people

Mone of the above B—1%

37%

45%

45%

Source: LFT/lIres Visitor Survey.



Type of places visited in Luxembourg Y,
Inbound leisure visitors with overnight, 2023 N

Luxembourg City

Churches, religious sites

Other towns & villages

Castles

Museums, art galleries, exhibitions
Contemporary architecture, urban design
Other leisure activities

Military history sites

Leisure/animal /adventure parks

Concerts, festivals, cultural events, traditional local
avents

Industrial heritage sites
Wellness, beauty and health institutions

Sports events

Source: LFT/lIres Visitor Survey.



Visitors to Tourist Infos, Attractions & Cities
2017-2023

Tourist Infos & Attractions,
% year-on-year change and top attractions

I Castles | Tourist Infos

B Museums [ Leisure Sites

. 7% ., 11%
4% 7% 5% 79, 6%2% " °  -a%2% -66%19%42% 3%

2017 2018 2019 2020 2021 2022 2023

I 2019 M 2020 O 2021 M 2022 [ 2023

2896289170
262658

252331
23688

219280 214 2057441886

1454 %9617@8 152223

119233
9962&1808
7216
1958
Parc Merveilleux Vianden Castle Mullerthal Trail MUDAM Casemates

Top cities visited during overnight

and same-day inbound trips (*), 2023

Luxembourg City (**)

Esch-sur-Alzette
Vianden
Echternach
Clervaux
Berdorf
Schengen
Consdorf
Esch-sur-Sare
Beaufort
Larochette
Mersch
Rosport-Mompach
Parc Hosingen
Winseler
Bourscheid
Troisvierges
Differdange
Dudelange

Diekirch

I 52.8%
I 2.4%
I 1.9%
1 1.7%
1 1.7%
I 1.7%
| 1.4%
| 1.4%
I 1.2%
I 1.1%
I 1.1%
I 1.0%
I 1.0%
I 1.0%
| 1.0%

0.9%
0.9%
| 0.8%
0.8%
0.8%

Other
municipalit
ies; 22.8%

Luxembour

g City (**);
52.8%

Top 20
municipalit
ies (excl.
Lux. City
urban
area);
24.4%

Sources: LFT survey, Mobile phone data (Editus/LFT).

(*) In the case of overnight trips : includes city where night is spent. Includes all cities with at least 1 hour of visit.
(**) Urban area, incl. Niederanven, Walferdange, Hesperange, Sandweiler, Leudelange, Mamer, Strassen, Bertrange).



Activities undertaken in Luxembourg Y
Inbound leisure visitors with overnight, 2023 N

Local flair/atmosphere
Observing nature

Mature sites, excursions in the countryside
Trying regional specialities, typical local
restaurants

. e Shopping (excl. daily goods)
Non-sporting activities _

Urban lifestyle / street culture / street art

Buying at the market or directly from producers

Nightlife (e.g. pubs, bars)

Fine dining, starred restaurants

Wine tasting and oenological experiences

Hiking (or Nordic Walking)

Swimming (lake, water park, pool)

Cycling (on paved cycle paths)

Other sports activities

Sporting activities Mountainbiking
Climbing (in-/outdoor)

Water sports (canoeing, kayaking, angling, etc.)
Leisure & adventure sportsf—1%

Golf (not minigolf)

Source: LFT/lIres Visitor Survey.



Transport, travel party, age, repeat visits and cross-border trips % #
Inbound leisure visitors with overnight, 2023 N

Age groups Mode of transport to access Luxembourg

Car (including hire car)
Train

Aeroplane

Motorhome/camper van

16-24 35-44 55- 64 Over 75
25-34 45-54 65-74 Coach

Motorcycle

Bicycle

Travel party

My spouse or partner Visitors spending
Friendz, acguaintances or extended family nlghts n
. . Luxembourg and
Children under 16 First-time abroad during
I ravelled alone visitors same trip

Work/team colleagues or professional contacts 2%

& travel group 1%

Source: LFT/lIres Visitor Survey.



Perceptions of overtourism & sustainability - Y
Tourism Intensity - Tourism Density

% of leisure overnight visitors considering Luxembourg % of leisure overnight visitors considering Luxembourg
to be ,,overcrowded / too many people*’ to be a ,,sustainable destination*!

Tourism Intensity (*)? Tourism Density (**)?
1.45 3.69
1.34 1.33 1.27
: 1.19 306 3.09 302 2.96
0.81 1.99
0.66 I 1.61 I
2017 2018 2019 2020 2021 2022 2023 2017 2018 2019 2020 2021 2022 2023

(*) Number of tourist overnight stays per 100 residents per day.
(**) Number of tourist overnight stays per day per km=. Sources: ! LFT/llres Visitor Survey 2023, 2 based on Statec data.



Visitor satisfaction and recommendation
Inbound leisure visitors, 2023

B Strongly agree [ Tend to agree
B Tend to disagree Not sure/Don't know

Il Strongly disagree

Would recommend Luxembourg as a travel
destinaticn

Luxembourg will stay in my memeory for a long time
Luxembourg excited me as a travel destination
Luxembourg exceeded my expectations

Can see myself coming back to visit Luxembourng

Can see myself coming back to Luxembourg for a
longer stay

Can imagine coming back to Luxembourg during
low season, i.e. outside the summer period

Source: LFT/lIres Visitor Survey.



Online reviews: satisfaction ratings vary by segment 4
Accommodation
Luxembourg
B Europe
Value-for-money perception Sustainability perception

8.4

Attractions

8.5

Average score on a scale of 1-10 of satisfaction ratings
posted on online review sites (Trip Advisor, Google, etc))

9.1

Source: Travelsat/MMGY TCI Research.



Tourism Economy & Infrastructure



Expenditure Y,
Inbound trips to Luxembourg with overnight (all accommodation) 7N

Expenditure of leisure inbound
Average expenditure/pers./day visitors by categories, 2023

I MICE | Business, total |l Total trips [ Holiday VFR Accommodation
Food, drinks

Travel to Luxembourg

shopping

202 €

Cther

Entrances, activities

Tran=sport at destinaticn

2017 2019 2021 2022 2023

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



Occupancy rates, ADR and RevPAR \ Y4
Hotels and short-term rentals

Hotels
I Occupancy rate I ADR I RevPAR

149 €

132 € 133 € 133 €

124 €

2017 2018 2019 2020 2021 2022 2023 2017 2018 2019 2020 2021 2022 2023

Short-term rentals
B Occupancy rate I ADR [ RevPAR

2019 2020 2021 2022 2023 2019 2020 2021 2022 2023 Sources: MKG Hospitality,
Lighthouse.



Economic contribution of tourism )14

Direct contribution to GDP Inbound tourist expenditure, million €

Inbound spend 2019 Inbound spend 2022

3,459 € 3,796 €

Employment in tourism

Employment 2019 Employment 2022

38,984 40,427

2017 2018 2019 2020 2021 2022

Source: Tourism Satellite Accounts Luxembourg/Statec.



Hotel capacities Y .
2015-2024 F R

Number of hotels

Hotel rooms, regional trend (2015 = index 100)

—— Mullerthal —— Ardennes —— Sud —— Ville de Luxembourg
Centre = National = Guttland = Moselle
160
140
120
2015 2017 2019 2021 2023
2016 2018 2020 2022 2024 e
100
Number of hotel rooms
693 7,742 80

o 7295 7:482 7'|

6,663 6,7|88 6,842 6,843 6.9|68 7,02 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

2015 2017 2019 2021 2023
2016 2018 2020 2022 2024

Source: Statec.



Campsites & Youth Hostels capacities \ Y4

2015-2024

Number of campsites and campsite bedspaces
I Establishments [ Bedplaces

3K SEK 38K 38K 38K 3PK 31 : K 33K

69 69 69 69 69 69 69 69 69 69

2015 2017 2019 2021 2023
2016 2018 2020 2022 2024

Number of youth hostels and youth hostel bedspaces

I cEstablishments [ Bedplaces

1,033 1,033 1,033 1,026 1,026 1,041 1,043 1,043

917 911 9 9 9 9 9 9 9 9
8 8

2015 2017 2019 2021 2023
2016 2018 2020 2022 2024

Campsite & youth hostel bedspaces,
trend (2015 = index 100)

—— Youth Hostels  —— Campsites
120
110 B — |
100 \
90
80

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: Statec.



Quality of tourist infrastructure P

Luxembourg’s ranking in WEF Travel Competitiveness Report

20

2
25 23 23

26 26
30 28

35
2012 2014 2016 2018 2020 2022 2024

Quality labels, number of certified accommodation, 2024

Ecolabel Bed & Bike EureWelcome

44 80 53

Sources: World Economic Forum, Oekozenter, LVI, Info-Handicap.



Target segments,
Brand & Growth Potential



Brand Funnel \ ¥ 4

Assessing Luxembourg’'s brand strength as a destination " A

— Average 14 European source markets

— - Highest sympathy for Luxembourg
1.  Belgium 67%)

Unprompted awareness 1,5% (*) 2. Netherlands (63%)
3. Portugal (63%)

——— EE—
Prompted awareness 82% Total future visitor potential (***)

1.  Germany (1.8 M)

. 2. France (8.4 M)
Sympathy 55% 3. UK ((8M)

A Travel Intent (**) 34%

orospective Highest future travel intent (****)

retrOSpeCtiVe :eviouslT (o) -|2 g;(]glkft) rg:za ke I's
v 20% '

° ot d M
visited 3. Perfection Seekers

Sources: LFT Brand & Potential Studies ; Destination Brand/Inspektour.

Markets: DE-BE-NL-FR-UK-CH-AT-IT-ES-PL-IE-DK-SE-PT.

(***) Based on travel intent for next 3 years.

(*) 10 markets (DE-NL-CH-AT-BE-FR-UK-IT-ES-PL) (**) next 3 years (****) Based on relative shares of travel intent for next 3 years.



Tourism is a positive driver to Luxembourg's nation brand )14

80%

55%

45%

27%

Sympathy Future travel intent

B Previously visited ™ Never visited

Sympathy towards Luxembourg and future travel intent are both considerably
higher among respondents having visited Luxembourg in the past.

Sources: Destination Brand/Inspektour, LFT Brand & Potential Studies.



Luxemhourg's Theme Competence (*) Y4

%k
Average 14 European source markets (**) /N
City 37% Growth potential for themes (***)
Resting/ReIaxlgtion —34% « Nature
. Culinary 4% « History & Unesco
Architecture/townscapes —33% . -
Nature 30% « Sustainability
Culture 30% « Events
Castles 30% « Remembrance Tourism
Family —28% . (Culinary)
Luxury 28%
Shopping —26%
i /UH'k'”g —gg% Best-ranked themes in each
istory/Unesco —25%
Fun/entertainment 23% . source market
Nightlife _21% C Clty : DK-FR-DE-IE-IT-PL-CH
Wine —21%  Nature: BE-NL
Wellness —20% * Culinary: AT-SE
CouptryglFie 19% « Castles: ES
Sustainability 19% o
) . « Family: PT
Camping —18% )
Cycling —18% « Architecture/townscapes : UK
Active-sports 18% ' . _ _
Adventure/action  17% (*) Themes for which Luxembourg is considered most suitable as a
Events 16% holiday destination, % of respondents agreeing.
Industrial heritage 16% (**) DE-BE-NL-FR-UK-CH-AT-IT-ES-PL-IE-DK-SE-PT.
MTB —15%
Remembrance 15% (***) Themes for which Luxembourg’s theme suitability is still relatively

low, compared to the overall general theme interest.

Sources: LFT Brand & Potential Studies ; Destination Brand/Inspektour



LET Target Segments Y ¢
Inbound leisure visitors with overnight, 2023 (*) /N

Explorers

Nature-Loving Actives
Relaxation Seekers

Short Breakers

Perfection Seekers

Leisure-Oriented

Source: LFT.
(*) Estimate.



Residents' attitudes towards tourism



Residents' attitudes towards tourism in Luxembourg Y
2023

% residents who ‘support tourism and want it to remain important and even to grow in importance’

% of residents who say that ‘the positive benefits of tourism outweigh the negative effects’

Source: LFT/llres Resident Survey, 2023.



Residents' attitudes towards tourism in Luxembourg Y

2023

Perception of the number of visitors in Luxembourg

30% 56% 5%

B Too few B Justright B Too many

Perception of tourism's impact on the quality of life in Luxembourg

B Positiveimpact M No impact B Negative impact

Source: LFT/llres Resident Survey, 2023.



Your contact

Alain Krier
Head of Insights & Strategy
T.+352 42 82 82 36
alain.krier@LfT.lu

’
VISIT
LUXEMBOURG

Luxembourg for Tourism GIE
6, rue Antoine de Saint-Exupéry
L-1432 Luxembourg-Kirchberg
www.visitluxembourg.com
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