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Arrivals & nights in paid accommodation
in Luxembourg
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Characteristics of Danish & Swedish
inbound trips to Luxembourg



Danish trips to Luxembourg with overnight
(all accommodation) 

n/a



Expenditure



Swedish trips to Luxembourg with overnight
(all accommodation) 

n/a



Expenditure



Brand strength & Growth potential



Brand Funnel 2024



Regional origin 2024



General theme interest (*)

Resting/Relaxation 73%

Culinary 70%

Nature 69%

Family 65%

City 65%

Culture 56%

Events 55%

Luxury 55%

History/Unesco 55%

Shopping 54%

Castles 51%

Sustainability 51%

Wellness 51%

Hiking 51%

Nightlife (**) 50%

Countryside 49%

Wine 47%

Camping 46%

Travelling by train 45%

Active-sports 44%

Industrial heritage 38%

Cycling 33%

MTB 30%

Motorcycling 28%
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Luxembourg’s Brand Value Ratings (*)



Spontaneous associations with Luxembourg
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Spontaneous associations with Luxembourg



Your contact

mailto:alain.krier@lft.lu
http://www.visitluxembourg.com/

