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Biscuits

Sugar
confectionery

METHODOLOGY

Data collected through mind-set’s B1S
tracking survey

“Confectionery” covers the below subcategories:

= Chocolate

As of 2023, B1S will refer to “Food”
as overall category, including

Chocolate

Sugar Confectionery
Biscuits

Local food specialties
International food brands
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BY CATEGORY

21%
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13% 13%
3 12% 312%
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Perfumes Alcohol Confectionery Tobacco Souvenirs & Gift  Clothing & Skincare
Items Accessories

green [ orange numbers indicate significantly higher / lower compared to pre-covid (2017-2020)

FOOTFALL TRENDS
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Toys
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47% 48%

39%  40%gos

Alcohol

Tobacco Perfumes

Confectionery

green [ orange numbers indicate significantly higher / lower compared to pre-covid (2017-2020)
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CONVERSION TRENDS
BY CATEGORY
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26%
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SALES STAFF INTERACTION &
INFLUENCE BY CATEGORY

m

Trnd

~>§et

RESEARCH BEYOND BORDERS

2017-2020 W 2021-2022
75% 73% 1% 1% 71% 0
5o 5o 66% 6394, 66% 60% 60% 50% | 61%9%
50% 47% 49% 4sH9%
35% 35% 32%
21%
: P
Clothing & Jewellery & Make-up Skincare Toys Electronics Alcohol Souvenirs & Gift | Confectionery Perfumes Media Tobacco
Accessories Watches Items
INTERACTION WITH SALES STAFF
INFLUENCE OF SALES STAFF
(Among those who interacted)
0% 0
? 88% 86% 84% 83% 82% % ; y
797 78% 78% o
72% 71% 0
64%
[)
56% 52% 55% 4o 52% o 489
43 37%
:

Jewellery & Clothing & Make-up Confectionery Skincare Toys Electronics Alcohol Perfumes Tobacco Media Souvenirs & Gift

Watches Accessories Iltems

M 2017 - 2020 N 2021-2022

green [ orange numbers indicate significantly higher / lower compared to pre-covid (2017-2020)

oey
19



DF CONFECTIONERY BUYERS

Q B Females 42%

27% N

0
d ® Males 58% 60% 73% g
2017-Q12020 2021 Hi12022
AGE 20177 2021 H12022
Q12020
A A
Millennials 17% 23% 7 31% 7
A A
Seniors 28% 7% N 4% N
Avg age (y.o.) 46 38 36

green [ orange numbers indicate significantly higher / lower compared to pre-covid (2017-2020)
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as Leisure
66% 68% 7% A 72% 7
i W Business
34% 32% 25% M A
2017-Q12020 2021 H12022 Q32022
CLASS OF TRAVEL
— "14% [N N
W Premium - &
= 78% 26% 86% 7 86% 7
— 4 Standard
2017-Q12020 2021 Hi1 2022 Q3 2022




APPEAL FACTORS TO PURCHASE CONFECTIONERY m'!n"&et

IN DUTY FREE (Q3 2022)

Can only be bought in Duty Free / limited edition I 33%

Wider choice I 0%

Price was lower

Service is better

Time to kill / browsing around

Souvenir from my trip / a local product from my destination
Convenient

Product’s authenticity

Atmosphere in the shop

Appealing promotion

Note: this question is only asked since Q3 2021, so tracking of trends pre-covid is not possible

26%
25%
22%
21%
20%
19%
18%
15%



PURPOSE OF CONFECTIONERY PURCHASE
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PLANNED VS IMPULSE CONFECTIONERY
PURCHASES -TRENDS

56%
51%y\
42%0\
32% 7
22%7
15%
2017 - 2017 —
Q1 2020 Q1 2020
Specific Planners Undecided Planners

71 N indicate significantly higher /lower vs the pre covid-19 2017-2020
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36%7

26%

2017 -
Q1 2020

Impulse Buyers



MOMENT WHEN DF CONFECTIONERY BUYERS START TO
THINK ABOUT THEIR SPECIFIC PURCHASE — TRENDS (Q3 2022)

49%

46%
m N

33%
0% 7
‘\7;.{‘)'& 29%)
21% 5
15% 14%
ON THE WAY TO THE
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13% 7 14%
9V

0 BEFORE LEAVING
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O% Al |N DF STORE LAY

IN THE AIRPORT
6% ;' /_4

2017-Q1 2020 2021 H12022 Q3 2022

71 N indicate significantly higher /lower vs the pre covid-19 2017-2020



MOMENTS OF EXPOSURETO TOUCH POINTS FOR
CONFECTIONERY (Q3 2022)

Amongst those exposed to touch points

Online Offline in In-flight Airport outside Stores at
Home City DF store Destination
........ = oy v
80% 64% 7 52% 39% 28% 7

vs 83% in 2017-2020 vs 52% in 2017-2020 Vs 49% in 2017-2020 vs37% in 2017-2020 vs 6% in 2017-2020

7) M indicate significantly higher /lower vs the pre covid-19 2017-2020

Another
DF store
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Storesin
Home City
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n.a.in 2017-2020



TOP 10 BARRIERS TO CONFECTIONERY PURCHASES (Q3 2022)

Not enough time to
choose

L4
- L

47% 7

vs 4% in H1 2022
Vs 10% in 2017-2020

No motivating
promotions

18%

vs 15% in H1 2022
vs 35% in 2017-2020

Long queue
to pay

37% 7

vs 6% in H1 2022
vs 7% in 2017-2020

Store too busy

X'
R
16% 7

vs 10% in H1 2022
vs 8% in 2017-2020

71 N indicate significantly higher /lower vs the pre covid-19 2017-2020

Unsure about custom
regulations

i

30% 7

vs12% in H1 2022
vs 7% in 2017-2020

Staff not available

=
A4

10% 7

vs16% in H1 2022
Vs 4% in 2017-2020

Higher prices than
home

nl®

o

22%

vs 27% in H1 2022
vs31% in 2017-2020

Staff not
knowledgeable

®
fich

10% 7

vs14% in H1 2022
vs 2% in 2017-2020
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Higher prices than
other airports

N
5
21% 7

vs18% in H1 2022
vs11% in 2017-2020

Too similar products
at home

9% -

vs 5% in H1 2022
vs 14% in 2017-2020



SUSTAINABILITY HAS BECOME A KEY TR e-1n"~>§et
CONFECTIONERY CHOICE FACTOR (2022)

% who mention it as one of the top 3 factors % who mention it as the #1 factor

Price [— 8% (23%)
rand | 5% 0%
Sustainability [ % (14%)
Duty Free Exclusives / Limited Editions [ 41% (23%)
Product Format (e.g. size of product and/or gift pack) [ (0% (12%)
Promotions [N 33% (a%)
Free gifts with the purchase [N 28% (9%)




EXPECTATIONS REGARDING SUSTAINABILITY IN m-_...~>§et
CONFECTIONERY (Q3 2022)

% who consider important to find in Duty Free shops...

76% 75% 68%
Products with reduced Products with eco-friendly Products with eco-friendly
packaging or eco-friendly ingredients production processes
packaging



WHAT MAKES ATR CONFECTIONERY PRODUCT

SUSTAINABLE ? (2022)

INGREDIENTS

Organic / Bio ingredients

Fair trade sourcing of ingredients

Vegan [ vegetarian products

Palm Oil Free

PRODUCTION PROCESS

Energy-efficient & clean manufacturing process

The product's carbon footprint [ carbon neutrality
Product does not contribute to deforestation

Ethical production: protecting workers' rights
Provenance: where the product was made
PACKAGING

Recyclable packaging (i.e. which can be recycled)
Biodegradable and compostable packaging

Flastic-free packaging

Recycled packaging (i.e. made from recycled materials)
Reusable packaging

OTHER

Supporting / giving back to local communities and charitable causes
Certified as sustainable by a trusted label

Attention to gender, race, ability diversity and inclusion

Partnership with an NGO to preserve natural resources

% who mention it as one of the top 3 aspects

41% (17%)
20% (7%)
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% who mention it as the #1 aspect

75% (36%)

1596 (6%)
11% (5%)
72% (32%)
24% (8%)
20% (8%)
16% (5%)
149 (5%)
14% (6%)
72% (28%)

@ 2000 (7%)

19% (6%)
18% (5%)
17% (5%)
17% (5%)

— 500 (4%)

13% (3%)
796 (%)
3% (%)
2% (0%)



PERCEPTION OF CONFECTIONERY BRANDS' SUSTAINABILITY M1!!'l'>§et
EFFORTS AMONGST TRAVELLERS (2022)

CONFECTIONERY BRANDS INTR ARE TAKING
MORE STEPS TOWARDS SUSTAINABILITY IN

THE LAST 2YEARS

B Absolutely

28%
" Quite Top 2 Boxes

E—
Somewhat 0
46%
74%0

m Not very much —

23%
m Not at all

200 |

0%
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AREAS THAT CONFECTIONERY BRANDS NEED TO IMPROVETO
BECOME MORE SUSTAINABLE

0%

The The Fair trade Packaging  Promotional Giving back to
manufacturing ingredients  sourcing of materials used local
process used ingredients in the stores communities /
initiatives

CREDIBILITY OF BRANDS' EFFORTS

M Believable

Undecided

B Unbelievable
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Key take-outs

Covid-19 has affected performance of Confectionery in Travel Retail, mainly due to the
fact that overall impulsive purchases had decreased during the Covid time, as shoppers
were less willing to browse the stores, discover new things.

Despite that, key indicators such as confectionery purchase rate and amount spend have
remained stable over the years. Yet, footfall increased slightly in 2022, while conversion
decreased in 2022.

In the post-Covid, Confectionery shoppers tend indeed to assume a more extreme
behavior and either plan their purchase very specifically (knowing either the brand or the
exact product) or buy purely on impulse, thus creating more positive trends within the
category.
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Key take-outs

Confectionery shoppers have now less concerns around covid-19 infections and feel more
incline to browse the stores and particularly enjoy the wide assortment. These are the
main DF appeal factors for Confectionery buyers.

Another trend brought to life by covid-19, which applies to Confectionery particularly, is the
desire for self-indulgence. Indeed, self-consumption and sharing have been steadily
increasing at the expense of gifting and purchases made on request.

Compelling in-store elements have gained importance again post-covid in driving
Confectionery purchases, as most buyers start thinking about their specific confectionery
purchase either on the way to the airport, or once they are inside the DF store.

Another very important in-store “element” it the sales staff who is nowadays important as
ever in driving and guiding in-store purchases.
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Thank you!
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