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Methodology & Sample Sizes

= 4.003 Online interviews =~ Translated into the 6 main
- 15-20 minutes relevant languages

= Respondents were recruited using m1lnd-set’s database of international travellers, who

have been recruited at departure gates at various airports around the world

= Available to all TFWA members since

=~ Fieldwork in Q2, 2016 September 2016
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Sample Distribution
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mncest B Profile of Sample

. . b 4
Age Groups § Gender § Income Groups &»

M Far above the average

21-25 years old 8%

[ ]

i 26-35 years old 329% w 56% of Males W Slightly above the average

36-45 years old 26% | ® Around the average

i [ ]

Av. 46-55 years old 20% ? 44% of Females m Slightly below the average

41y.o. 56+ years old 15% B Far below the average
e e
559 Internet Usage = ~ Following the News

University Graduate
Master / PhD

]-—’ Technical education

High school

1 ! i 1
 Middle management MMM 22% mfst  (Last12Mm) ; p Il social Media _ 519
: i -
; _ apusiness | [ 519 [ Newspapers JIE5

At least once a day — 95%

************************************************************ Newspapers
- Class of Travel - Average trips 64% bsite L1

Senior management

Professional i BusinessTri :
hnical = Premium Eco. » m 1 Q Newspapers” Apps
Engineer, technica : . . :
’ ‘ Leisure Trips 3 Radio
Self-employed mEconomy | >r N 37% [ Radio | é

Administration
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Online Shopping
Behavior
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mnd-set | rwa .
| - Frequency of Online Purchases

B Quite frequently ® Very frequently

Total China North America Europe Asia Pacific South America Middle East and
Africa

www.mlnd-set.com 6
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e:.pe:l in lravel markel reseurch

Categories Purchased Online

=@=—"Total ® Europe ® Asia Pacific ® China ® Middle East & Africa ® North America South America
68%

o[z o[eax
(]
£3% 55% ® 629
0,

° 39% 43%
o i o

34%

229 19% ® 17% 22%

e
®|28% 31% al279 26%
28'V 19% 9 15%
31% ) i 0 (22% > 0 5% Q0 19%
24% o [ ] 17%
g | 12% ~ 15%
(1)
18%| 114% o 4
9% (5% ® (5%
Electronics Fashion Books, Accessories &  Skincare Perfumes Make-up  Chocolate &  Fine food Alcohol Tobacco Other
Newspapers & Jewellery Confectionery

T X T D e b b & D A S
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Better prices

Convenience /
Quick purchase

© 2

Home delivery H:-i
Wider Choice ﬂ
Special Deals and @
Promotions

Exclusive
products and brands a

(not found elsewhere)

Guaranteed Q
Authenticity

62%

61%

61%

34%

28%

Key Advantages of Online Purchases

2%

Europe Asia Pacific China il s e o
P & Africa America America
64% 64% 49% 55% 61%
34% 31% 24% 34% 28%
13% 17% 16% 12% 16%
3% 4%

www.mlnd-set.com
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Lt Key Barriers to Online Purchases

#1: Impossibility of trying

the products (49%) #2: Prefer the
#8: No price advantage Q L O 2 experience of going to
(10%) the shop (44%)
() %
: - Key Barriers to
#7:No adwcefff romrq &;, h #3: Credit card / personal
sal(isoz/t)a 22 il details security (33%
()

#6: Cost of dellvery

#5: Difficulty to return

(19%) &3 products (20%) @

#4: Reliability of -
delivery (32%)

www.mlnd-set.com
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Technology Usage when
Travelling

www.mlnd-set.com 10


http://www.m1nd-set.com/
http://www.m1nd-set.com/

m nd~Set » :

experl in lravel markel reseurch

70%
62%
35% 37%
Airline website Travel agency

X [«]

Trip Booking Sources
Total: Business vs Leisure

M Business Trips

——
]

30%

20% 21%

My company’s travel Airline smartphone app
department —

]

M Leisure Trips

7

19%

27%

Generic websites

&

D

14%

14%
10%

= BN

Somebody else does it Airline call centre

for me

2

www.mlnd-set.com
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Business Trips Leisure Trips

= 7

Internet Usage at the Airport

Check or send e-mails, messages and 0
— o o 896
— use social media

@ To read the news, browse websites
Search information about flight/trip
B 234 rancs/product in the irportshops
@ @Q Compare prices in the airport shops k
n (>]) Listen or download music & watch movies k

Qﬁ& Search information about destination

www.mlnd-set.com
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m:nd-set | Reasons for Using Smartphones at
| Airport DF Shops

“Top 2 Boxes”: % of respondent who have answered 4 (Frequently) or 5 (Very frequently) on a scale from 1 (Never) to 5 (Very frequently)

-@—Total ® Europe @ Asia Pacific ® China ® Middle East & Africa ® North America South America
o[55%)
®|46%
a5 o[an

o[ - Em

0-28%
° gf%S% & 22% ]

o[z of5%

o ®21% — St 18%
(1]

]
ofie] ][] ] e
o[

To get more information about  Ask friends / family for advice (calling To compare prices vs online shops To compare prices vs normal Get advice from friends on social
products, read consumer reviews, or messaging them) @ < downtown shopsc media

www.mlnd-set.com 13
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Online Search for Information
about DF Shopping

www.mlnd-set.com 14
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Only asked to those who visit Duty Free
shops when travelling

Europe

Asia Pacific

China

Middle
East & Africa

North America

South America

M (5) Very Frequently m (4) Frequently m (3) Sometimes

8%

6%

12%

17%

19%

Shopping

I (2) Rarely m(1) Never

Online Search for Information on DF

=

Top 2 Boxes
DF Shops Downtown Shops
(comparison)
27% 38%
16% 33%
24% 31%
51% 44%
26% 40%
18% 31%
39% 58%

www.mlnd-set.com
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m ndset | Preferred way to access Information
| about DF Brands & Products

B Total ™ Europe M AsiaPacific B China ® Middle East & Africa ® North America ¥ South America

51%

28% 28%

22% 22%

10%11% g9 10%

7% 6%

DF shop's website Specific mobile/tablet application Email with this information when Paper catalogue at home a few

booking trip weeks before my trip

-- 0 o -

4

www.mlnd-set.com 16
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Brand's official
website

Duty Free retailer websites

Websites specializing in the
product / category

Consumer blogs

Duty Free retailer
smartphone App

Brand's smartphone App

Social media

Websites Used for Online Information
Search about DF Shopping

Total

51%

45%

30%

24%

23%

23%

19%

Europe

46%

38%

25%

22%

17%

16%

10%

Asia Pacific

19%

21%

17%

China

38%

27%

Middle East & Africa

52%
35%
29%
25%
23%

1

North South
America America

56%

23% 21%
15% 16%
17% 16%
10% 22%

www.mlnd-set.com 17
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m:nd-set | Interest in Getting Information
& Before the Trip per DF Category

experl in lravel markel reseurch

. : . SEun | ™ | po—
h & =N\ o
Electronics Perfumes Chocol?te & Fashion Accessories & Skincare Make-up Fine food Alcohol Books & Tobacco
Confectionery Jewellery Newspapers
TOTAL 41% 36% 34% 33% 33% 32% 31% 30% 30% 29% 20%
Europe 28% 28% 18% 19% 20% 19% 16% 19% 22% 20% 18%
Asia Pacific 35% 29% 35% 29% 27% 26% 31% 24% 32% 25% 17%
China 6/7% 61% 3% 61% 63% % 68% 68% % 44% 439
Middle East & Surpey 43% 42% 0% 45% 36% 35% 31% 18% 40% 18%
Africa
':(r:gr‘ica 27% 17% 25% 18% 20% 20% 21% 18% 26% 22% 13%
i°“th. % 0% 43% 8% 3% 0% 37% 31% A% 16%
merica
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Barriers & Motivations for
Online Search about DF
Shopping

www.mlnd-set.com
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m nd:set | Barriers to Search Online Information to
| Plan DF Shopping

B Total M Europe M Asia Pacific ®China B Middle East & Africa B North America ¥ South America

% who never search
information about DF 24% 40% 21% 3% 17% 41% 15%
shopping online

c69,69% 72% 71% 70%
0

51%
47%47% 47% 459,

20%20% 18%

2% 2% 2%

Duty Free shopping is not | am not interested enough to do | didn't know this was possible There are no good offers on the
something | plan in advance this mobile site / apps

www.mlnd-set.com 20
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>

expert in lravel markel reseurch

m nd-set Iv TFW/

Motivators for Searching Information
Online about DF before the Trip

M (5) Would motivate meverymuch ®4 =3 m2 H(1)Wouldnot motivate me at all

Top 2 Boxes
Possibility to dboe\A:Jnslgjd vouchers to 29% 25% 22% 11% 14% 54%
More informat/izzacl): special offers 20% 26% 22% 14% 17% 46%
More information on prices 18% 27% 25% 12% 17% 46%
More user-friendly navigation [EEI}Z3 17% 28% 17% 29% 26%
More visually appealing content BWAZS 13% 26% 21% 33% 20%

www.mlnd-set.com 21
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Motivators for Searching Information
Online about DF before the Trip

-@—Total ® Europe ® Asia Pacific ® China ® Middle East & Africa ® North America South America
® 71%
® 66%
0, ()
549% 59% @ = ®|59%
537(\5”45‘7 53%|® 53%
O,
50% e oo 34
8 43% ® 41% 41%|®|41%
®(34%

26% ® 30%
20%

® 22% 8 23% 21%
0 16%

“Top 2 Boxes”:

Possibility to download More information on  More information on  More information on  More user-friendly More visually appealing
vouchers to be used at special offers / deals prices brands and products navigation content
the DF shop available

www.mlnd-set.com 22
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mnd-set | E Influence of Online Information on
x Duty Free shopping per Category

exper lu\Lr vel markel reseurch

-@—Total ® Europe @ Asia Pacific ® China ® Middle East and Africa ©® N. America S. America
®|84%
i ®|82%
®|78% ®|77%
®|72% ®|72%
° ®|71%|  of69%
© 66% ®|65%
% 54%
O[57% 6% 53%  ° oso 53%  52% 52% =G P
8 54% — Rt A 51% 3% -
0, 0,
®lao%| ©22%  lazy & 51% © @ 49%  _onu% 5o % 45% aa%
O 6 46% O ] 4-.4'% 39(y
®(41% Wi (!
° © 36%|  ®[a0u| —e
®(35% ®(36% ®(36% $ g 35%
o[32%4] e[32 ®|33% 9 ® 34 34%
o 32% 34% 34% 0
“Top 2 Boxes”
Electronics Perfumes Skincare Fashion Accessories & Make-up Chocolate & Fine food Alcohol Books, Tobacco

I PR E @ I BN
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Focus on DF Shopping & Social
Media

www.mlnd-set.com 24
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Interest in Recelving Information on
DF Brands on Social Media

B From the brands B From the Duty Free retailers
65%
55%

45%  46% 48%

1
1
1
1
:
: 42%

o 36%

32% : 30% 31%
1
o,
T 20% 3%
1
1
1
1
1
:
1
Total | Europe Asia Pacific China Middle East & North America South America
: Africa
“Top 2 Boxes”
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m:nd set | Influence of Social Media on
Duty Free Shopping

B Posts on social media by brands & retailers B Posts on social media by friends

74%

66%

54%

50% 51%

45%

38% 38%

349 6%

25%
20%  21% 23%

Total Europe Asia Pacific China Middle East & Africa North America South America
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Usage of DF Shopping
Online and Mobile Offers

www.mlnd-set.com 27
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Special DF Services

B (5) Extremely interested m (4) Very interested = (3) Moderately interested m (2) Only slightly interested ® (1) Not interested at all

Top 2
Visit DF shop and Special Offers pop up Boxes
on the smartphone @ = [ 20% 31% 27% 11% 12% TS
Buy in DF shop and home-delivery . " 5 . .
- P 21% 29% 25% 12% 13% Y%
Buy in DF shop and pick-up on return = 7% 9% 14% 17% ,
1) %
Pre-order online and deliver to aircraft 14% 26% 27% 16% 18% 39%
Silads o
Pre-order online & pick-up in DF shop 10% 26% 30% 17% 18% 36%
P e
==

www.mlnd-set.com 28
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Special DF Services

B Europe M AsiaPacific B China B Middle East & Africa B North America ¥ South America

72% 74%

68%

61%

60%

58%

Visit DF shop and Special  Buy in DF shop & home- Buy in DF shop and pick-up Pre-order online & deliver Pre-order online and pick-
Offers pop up on the delivery on return to seat in the aircraft up in the DF shop
smartphone

il & - @ 7 o et
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m,.ﬂﬁ;%ﬁ? Usage of Apps for Airport Duty Free
. shopping

M (5) Extremely likely B (4) Likely 1 (3) Neither / Nor M (2) Unlikely B (1) Extremely unlikely

A unique app to be used
for all airports

8% 12%

An app for your main /

. 12% 15%
home airport

An app for each airport
you travel to

www.mlnd-set.com
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Conclusions &
Recommendations

www.mlnd-set.com 31


http://www.m1nd-set.com/
http://www.m1nd-set.com/

mnd-set | »

ILOCEE | Conclusions

Traveling shoppers have different expectations when they engage with brands
and retailers online and offline:

= Online: primary needs are convenience, ease of research (compare, read
reviews), and easy access a wide range of products.

@ OFFLINE = Offline: primary needs are to touch and feel the product, enjoy shopping, to

satisfy a specific shopping occasion (gifting, self-indulgence, souvenir).

In order to satisfy these different consumer needs, it is essential to be

omnipresent and consistent throughout all the traveler’s touch points and meet
the different needs.
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mlnd-set recommendations

Online channel part of Travel Retail Develop special approaches for key

strategy to generate awareness and #orf segments such as Chinese and
revenue earning Capab”ities . Mi"ennials, as they have an entirely

different mind-set

Seamless transition between the digital Differentiate from domestic channels
and physical brand experience by relating to travel, destination, region,

throughout the traveler’s journey event, exclusives, unique occasion etc.

Cross-channel uniformity around visual The most important need of the
identity, generating perceptions, traveler: Convenience! Assure easy and
communication of positioning, and 24/7 way for travelers to access, inform,
enhance the customer experience compare and buy
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RESEARCH

For more information, please contact:

www.tfwa.com
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