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Why is this Topic of Interest to us?
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o Up to 50% of Total Airport Revenues
come from Non-Aviation Activities
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Changing Passenger Profile & Growth in LCC

European low-cost market 2009-2018

Annual seats (millions) and year-on-year growth

2010 2011 2012 2014 2015 2016 2017 2018

Source: OAG Schedules Analyser data



DF Purchase Decision
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At home before a &-h—
leaving for the airport
g P On the way to the airport At the airport
Importance of offering a properly
planned shopping experience digitally

At destination before
leaving for the airport

Moments of decision of duty free purchases. source: mind-set

Importance of making
in-store experience unigue

In the Duty Free shop

After browsing

After buying
another category

1. After getting advice
from sales staff
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DFWC KPIs - Exposure to Touch Points
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DFWC KPIs - Exposure to Touch Points
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Online Search

Search Online / Buy Online

Search Online / Buy In-Store

Search Online and In-Store / Buy In-Store
Search Online and In-Store / Buy Online

79% of today'’s purchasing
methods involve Online Search

Source: Gartner




“Quaternity of Travel Retail”
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Customer Information

£° Airports/Airlines know much

more about passengers than
most retailers do

Digital Devices

Create new transaction and
communication channels

Digitalization

Of the travel journey creates
new touchpoints

Participation

In the international
E-commerce growth

Integrated Advertising

Via Wifi, Smart-Panels and
InfoTerminals offer unique
abilities

Customer Excellence

Attractive digital offers and
services form a unique
customer experience




Duty Free World Council KPIs
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% OF TRAVELLERS WHO AGREE

Part of the
travel
experience

More motivated
to buy "DF
exclusives”

Variety of

products makes [l 0
i 44%

DF a great place
for shopping.

Great place to
buy gifts
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PERCEPTION OF DF SHOPPING

<

(Q4 2018 & trend over last 4 quarters)

% OF TRAVELLERS WHO AGREE GLOBAL TREND

@ 36%

33%

n 31%

Prices are
usually : ,E’\/

cheaper

GLOBAL TREND

Great place
to try new
brands

Truly
different
experience

Exclusive
and unique
products

23%



EXCLUSIVITY — A reason to purchase DF

Which of these expressions related to Duty Free
Exclusivity do you find most appealing and would
encourage you the most to purchase?

i When purchasing a product in airport Duty Free, how
m n,dfsﬂ important is it to you to buy something that can only be
; - found in a travel environment?

Only at the airport

0,
Travel Retail Exclusive - 33/6 7 3 %
9%

Duty Free Exclusive

31%

To what extent do Exclusive items affect your perception d
of the airport as a distinct and different environment m .n. _‘S\et
compared to the high street or online shopping

channels?
fi
60% =

Em
(3)

Extremely important
(5)




How important is the EXPERIENCE?

Only 14% of international fravellers go to
Duty Free / Travel Retail shops because
they enjoy the experience

51% of Duty Free / Travel Retail non-visitors
would be more likely to go to the shops if
they were to find experiential retail

89% of international travellers have noticed
better experiential retail downtown
compared to Duty Free / Travel Retail

76% of international travellers Creative store Unique Appealing Easy testing and Personalised
would like to see improvements design assortment  communication sampling service
regarding experiential retail in
Duty Free / Travel Retail

2018 Experiential Research Study



Duty Free World Council Comments on 2018
KPIs

“We see from the research that experiential retail is among the top reasons for shopping in airports. It's
important to note that a lack of experiential retail is also what is keeping shoppers away.”

« DFWC President Frank O’ Connell

“Our research also indicates that footfall would definitely increase if travellers knew they could find more
unique experiences when shopping in airports. This should be reflected in store design, with greater
focus on sense of place, a more personalised customer service approach and more proactive use of
technology in-store, as well as in the way the stores communicate with shoppers, for example
highlighting testing and sampling opportunities.”

e M1nd-set owner and CEO Peter Mohn



ACIl - Emphasis on the Passenger Experience

TABLE 6 - PASSENGER CATEGORISATION: THE MULTIDIMENSIONAL MODEL

An increase of 1% in passenger traffic leads to growth of non-aeronautical

revenues ranging from 0.7% to 1%.

An increase of 1% in the size of the commercial area leads to growth of non- “
- A ne
aeronautical revenues of 0.2%. Rk Bl P
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Source: Adapted from ACI (2017).



Airport Parking Revenues f P \

_PARKING

20% — 40%
Of Non-Aviation
Revenue




Airport Land Revenue Prospects

15% — 25%
Of Non-Aviation
EERINE

SectorA- New I
Terminal
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Map legend
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P Landimmediately available
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Session Il - Some Key Questions for our Panel

o How important is the digitalization process?

o What is the role of Travel Retail within the new and future
Retail Landscape?

o What is the outlook for Airport Parking Business?

o Are there other revenue sources that need consideration?
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