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Growth is coming from our key nationalities in the region
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Growth -
2020 vs 2016
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Who is the Middle Eastern shopper?
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What are their shopping preferencese
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Purchase Drivers
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However, growth is also occuring among some of
travel retail’s most important shoppers... g
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Saudi Arabia e 45% 26%

Qatar
India
Israel

USA ;

Kuwait Growth

UK 2016 vs 2020 26%

Oman

' Pakistan
CiR @i

South Korean Chinese

Russian

Source: CiR Business Lounge, Unless otherwise stated all data based upon scheduled departing international passengers for the period Nov 16-Oct 17.
AN NPD GROUP COMPANY Nationality based upon residency of where ticket purchased.
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Middle Eastern
Benchmark

Likelihood to spend in the airport
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Russian

ME SURNARE

0012 345k 7890

NR FIRSTNA

< PLASTIBANK

Chinese
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Who
they are

What

How they
can be
influenced

- However,
to take

. advantage
of this

opportunity

our strategies
need to be
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Who they are
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Who they are

Middle East
Benchmark Chinese Russian S. Korean
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73% 53%
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Freq. Travellers % A A Z
4+ frips/year 377 267 287 1 77



Middle Eastern
Benchmark

Russian

Thai

S. Korean

Chinese
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What they buy

Planned purchasing

__ Middle East Benchmark 57%
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Why they buy
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Plan fo an exact item level ame How they can
be influenced

There is

@ @ @ @ increased
opportunity

to influence
- - . — . shoppers
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|




. 8
s 888 0‘
Purchase a non-regular brand eeeea How they can
be influenced

There is
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Middle Eastern
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Purchase a more expensive brand aeﬁae How they can
be influenced

There is
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N Promotional
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Calls to action
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