
New figures show Copenhagen Light 
Festival generates revenue in the dark 
The festival boosts winter tourism in Copenhagen – new data shows record hotel 
stays and millions in economic activity in February. 
 When the days are shortest and tourism typically slows down, figures now show that 
Copenhagen Light Festival contributes significantly to activity in the city during the 
first quarter. 

 

 
Copenhagen Light Festival has grown through national and international collaborations. 
Now, hotel stays increase by 9% in February and drop to –3% in March, when the lights are 
turned off, according to Statistics Denmark. Picture: Copenhagen Light Festival. 

According to Statistics Denmark, hotel overnight stays in the Capital Region increased by 
9% in February 2025 compared to the previous year. 
 This corresponds to 93,000 extra guests and an economic impact of more than DKK 232 
million in February alone. 
 In March – after the festival ends – the numbers drop again by 3%, indicating that this new 
growth in Q1 is closely linked to Copenhagen Light Festival. 

“There is no doubt that events generate growth – and Copenhagen Light 
Festival pushes the numbers upward,” 
 says Jan Rafael Møller, board member of KCC – KBH Commerce & Culture 
and Director at Global Blue. 



From 16 artworks to 55 – and a whole 
city in motion 
Copenhagen Light Festival began modestly in 2018 with just 16 light installations – 
compared to 52 in 2025. 
 At that time, many of the largest installations were inside Tivoli, which ran Winter in Tivoli 
during late January and February. 
 Today, Tivoli is part of the festival’s board and helps illuminate the entire city – benefiting 
Tivoli Corner, Nimb, and urban life around it. It takes a whole city to lift the numbers. 

“For the entire tourism value chain in Copenhagen, Copenhagen Light Festival 
is of great value. 
 Dansk Erhverv has long argued for public engagement in the festival. 
 Copenhagen has held a strong position in the events sector for years, and 
especially in the colder months — when tourist numbers are lowest — the 
potential is greatest. 
 Greater occupancy, stable prices, and a need for more guests help level out the 
seasonal fluctuations.” 
 says Lars Ramme Nielsen, Industry Director at Dansk Erhverv. 

The festival has expanded with nationwide and international collaborations and installations 
presented by Refshaleøens Ejendomsselskab, Ofelia Plads, Christiansborg, DAC/BLOX, 
and Højbro Plads, supported by leading foundations. 

“Copenhagen Light Festival shows how light can foster collaboration across 
culture, tourism, and business — creating a bigger pie for everyone,” 
 says Jan Rafael Møller. 

 

Light in the dark – economically too 
The average tourist in Copenhagen spends around DKK 1,200 per day, and with an average 
hotel price of DKK 1,300, this equals around DKK 2,500 per visitor per 24 hours. 
 The extra growth in February generates approximately DKK 121 million for hotels and 
DKK 111 million in additional spending — cafés, restaurants, culture, and shopping. 

To this comes Airbnb guests, plus the approx. 60,000 international expats and 4,300 
international students in Copenhagen, who often receive visits from family and friends — 
especially during winter break. 

“For the first time, we were fully sold out already on opening day in 2025 and 
had to add extra boats,” 
 says Mads Vestergaard, CEO of Stromma Denmark, which offers canal tours 
among the artworks with festival-trained guides. 



 Stromma is part of the festival board and contributes significantly to installations 
along the canals. 

“It’s a strong indication of how much the festival strengthens city life and the 
service industry. 
 We see great potential in light as a winter attraction,” he adds. 

 

Copenhagen Light Festival became a 
global news story during COVID-19 
When COVID-19 hit Denmark on 20 February 2020, Copenhagen Light Festival was one of 
the only major events that did not shut down — in Denmark, Europe, the USA, or most of 
the world. 

The festival’s lights in the winter darkness became a world news story. 
 Through its own video production — distributed internationally — Copenhagen appeared on 
CNN, BBC, Euronews, CCTV, and more than 500 other media outlets. 

Since then, the festival has continued its international growth and visibility: 
 In 2025, it recorded over 50 million mentions on social media and 600 million global TV 
viewers, strengthening Copenhagen’s international profile during the winter season (Kantar / 
Critical Mention / SimilarWeb). 

The unique combination of art, darkness, cold, urban life, and accessibility has made the 
festival one of Northern Europe’s strongest winter attractions — and a model for light 
festivals in other cities. 

 

From minus to plus in the first quarter 
In 2019, Copenhagen saw a record year with 6–7% tourism growth. 
 But monthly figures from Statistics Denmark showed that January, February, and March 
were nearly unchanged — despite Winter Jazz, Fashion Week, Dining Week, and winter 
holidays. 

After COVID-19, the picture flipped: 
 Numbers rise in January and February, when Copenhagen Light Festival takes place — 
and fall again in March, when the lights turn off. 

The only new major winter events in this period are Copenhagen Light Festival and 
Copenhagen Gaming Week, which had 23,000 visitors in 2025. 



 By comparison, the light festival attracted around 400,000 visitors — more than ten times 
as many and with far broader inclusion. 

“Ideally, the festival could start earlier in January and continue into March, as it 
appeals to everyone and is unique compared to other cities’ winter festivals,” 
 says Jan Rafael Møller. 

“It is positive to see that the government, through Minister Morten Dahlin, and 
the City of Copenhagen seek to invest further in winter-season culture and the 
experience economy — benefitting shops, cafés, hotels, and citizens.” 

 

More artworks in the city centre in 2026 
The festival secretariat is working in 2025 on new routes and partnerships in the city centre. 
 This year, the festival has appointed a dedicated curator to develop a cohesive route in the 
inner city in collaboration with Stromma, the Metro, and local partners. 

“We install artworks along the harbour — from Refshaleøen and Ofelia Plads to 
Christiansborg, BLOX, and Højbro Plads — but also in entirely new locations,” 
 says Jesper Kongshaug, Chair of the Curatorial Committee. 

The festival also places artworks in neighbourhoods where people actually live — by design: 
the aim is to get people out into the city, moving, and discovering places they wouldn’t 
normally visit in winter. 

“It takes two to three evenings to see everything — and that’s exactly how we 
want it. 
 The light should encourage people to explore both the city centre and the new 
districts.” 

 

Festival period 
The festival begins in mid-January and officially opens on Friday 30 January at 17:00, 
when the green laser is lit over the city. 
 It shines every evening and early morning until Sunday 22 February at 22:00 — and is free 
for everyone. 

Guided tours can already be booked on the website; registration for the Light-Run and new 
artworks will be announced soon. 

 



Facts 
● Hotel overnight stays in February 2025: 1,114,900 

 
● Increase: +9% compared to 2024 

 
● Economic impact: approx. DKK 232 million 

 
● Festival visitors: approx. 400,000 

 
● Number of artworks: 55 

 
● Period: 30 January – 22 February 

 
● Main partners: City of Copenhagen, Tivoli, Stromma, plus several individuals, 

foundations, companies, and organisations 
 

 
Please find photo & video here 

https://copenhagenlightfestival.org/presse-medier/ 
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