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The aim of Luxembourg’s nation branding process is to make the 
Grand Duchy better known and to enhance its economic, cultural, 
tourist and political reputation. To do so and to render it more attractive 
to talents, to tourists, for trade, to investors and businesses, it must 
convey an image that is authentic, credible and convincing, based on 
the country’s strengths and its actions.

Therefore the challenge of the nation branding process was to identify 
& agree upon the country’s authentic profile and values. Subsequently, 
the Grand Duchy’s profile and values needed to be translated into 
a visual identity and a community of ambassadors needed to be 
developed that carry out the design with its messages to the world. 

Thanks to a genuine and unique participatory approach - including 
the general public. Based on these results, we formed the roots of 
the Grand Duchy’s new visual identity. This collaborative process led 
to a common denominator to which both public- and private-sector 
stakeholders adhered to. Its centrepiece is Luxembourg’s Signature, 
which is a visual confirmation, stating and promising “That’s what 
we stand for”. Luxembourg’s Signature is made up of the lettering 
Luxembourg, where the letter x is replaced by the symbol X and the 
invitation “Let’s make it happen”. 

The Symbol X illustrates what makes Luxembourg unique: on the 
one hand there is openness and the ability to bring people and things 
together, letting reliable connections and new ideas grow within this 
dynamic. On the other hand, it represents a diversity of possibilities, 
which the country grants all its inhabitants, visitors and partners in a 
very stable environment. The symbol X is made of four red and blue 
arrows whose double orientation underlines the mutual exchange. 

Luxembourg’s Signature lives through its applications. On the launch 
in October 2016, the new visual identity was introduced for people 
in Luxembourg but also abroad on strategic points and items: official 
stamps, the aircrafts of the national airline, stations, airport, etc. A 
newspaper supplement was distributed on national level, but also 
to visitors arriving via rail or air. Luxembourg House, the POS for 
merchandising, was rebranded and had a range of different items 
available like cups, mugs, scarfs, ball pens, buttons, bags etc.

 A presentation video was distributed as well on the internet platform 
and mobile platform and of the main TV channel and via other internet 
platforms and channels. The new communication platform provides 
also introduces the “Luxembourg stories” which present the multiple 
often unknown features and facets of the country. 

At the unveiling of Luxembourg’s Signature, an appeal was made to all 
interested partners to become ambassadors and to unite around the 
brand in order to transpose the country’s messages to the world and 
an increasing demand to use, adopt or integrate the Signature was 
recorded 

Today, the look & feel of the Signature can be found in the official 
promotion (economy and tourism), at international fairs and cultural 
exhibitions and on the official jerseys of national sport federations. 
Most importantly, the public engages in the promotion of Luxembourg 
thanks to the variety of items that have been developed incorporating 
the design of the Signature. 
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