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Global passenger traffic continues to grow...
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With Chinese travellers at the forefront
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And this growth is causing
significant increases in Chinese ‘ >
passengers in the MEA region " ““‘
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And in some of our key
destination countries in the

jast year.. ﬂ,}} “g“"
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A significant opportunity
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A significant opportunity
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PAX  147M | 123M Q4M
visit | 23% 40% | 39%
Purchase = 15% 30% # 21%
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Two key MEA opportunities

Take advantage | Drive increased
of the current Chinese traveller
Chinese shopper visiting & purchasing




Two key MEA opporiunities
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Take advantage
of the current

Chinese shopper




We must know the Chinese shopper l |I

Gender Age | 4 Travel ltems

Party bought
under
O 35 i
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We must know the Chinese shopper

Gender Age “ Travel Purchase |
Party reason
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The Chinese shopper is interested in a different product mix




The Chinese shopper is interacting with the channel
in a different way to our current shopper

Planned
store visit
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Impulse
store visit

To browse
Needed a gift

Travel parther wanted
to visit

Remembered |
needed something

Had more time than

expected



The Chinese shopper has a different purchasing dynamic
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Experimenters | Like What | Know Here & Now
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Quality Seekers Value Conscious Easily Influenced
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Two key MEA opporiunities

Drive increased

Chinese traveller
visiting & purchasing
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The Chinese traveller offers a significant additional
footfall & purchasing opportunity
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Clear footfall barriers exist

Could not carry
any more
19% | B
Chose to do
something else
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Did not need to
buy anything
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the time
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Clear footfall barriers exist
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Clear conversion barriers exist

Just browsing Nothing suitable
for gifting

38% ® | 19% -4
Nothing of 2 ltem wanted was | Lack of attractive
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Clear barriers exist




Which can be overcome through
focusing on our key strengths

Gift solutions " Product sampling
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Brand
ambassadors

Best sellers displays

Clear promotional Product
activity personalisation




Summary
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The Chinese
traveller presents
a significant
opportunity

Know who they
are, what they
want and how
they shop

Attract a greater
proportion of
travellers to the
duty free store
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