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Market size of Quality-oriented traveller 
segment
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Volume of quality-oriented visitor segment
among leisure visitors in Luxembourg



Travel behaviour of Quality-oriented
visitors in Luxembourg



Holiday types



Key decision criteria for choosing Luxembourg (*)



Key travel motives and emotions



Inspiration sources



Type of accommodation, destination regions



Target segments
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Quality-oriented All visitors
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Booking behaviour

Quality-oriented

All visitors



Places visited during leisure stays



Non-sporting activities undertaken during leisure stays



Sporting activities undertaken during leisure stays



Age groups



Transport (to and in destination)



Travel party, repeat visits and cross-border trips



Expenditure, length of stay and quality vs price orientation



Actions during stay (sustainable and services)



Visitor satisfaction and recommendation

Quality-oriented

All visitors



Trip seasonality
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Growth Potential for
Quality-oriented travellers segment



Share of quality-oriented travellers



Trip organisation and preferences (1) (*)

(**)



Trip organisation and preferences (2) (*)

Also lesser-known sites (to avoid crowds)

Iconic sites (even if crowded)

Generally prefer lesser-known sites



Your contact

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

