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Infroduction
Research Background & Objectives

Report Background

Despite being a key sector within the Global Travel Retail channel, the cruise sector is often eclipsed by airport retail, leading to brands offen having a

limited understanding of shopper dynamics & behaviours during the on-board purchasing decision making process. As a result, TFWA identified the
requirement to conduct an in-depth research study in order to provide members with a detailed understanding of the on-board cruise retail channel.

Study Objectives Sample Criteria

The main aim of this report is to provide an in-depth account of the on-board cruise retail This report is based on insights gathered from an online
sector across areas including shopper profiles, categories of interest, purchasing dynamics research study, with a questionnaire length of 10 fo 12
i and purchasing behaviours, with key objectives including: minutes. To take part, all respondents had to fulfil the

« Identify who the on-board cruise buyer is in terms of demographic & traveller profile | following criteria:

Understand key perceptions of on-board retail and key shopper metrics in terms of | ° Allrespondents were recent cruise travellers, who had

categories purchased, spend levels and number of items purchased ' made an on-board Cruise Duty Free purchase within
Evaluate key purchase dynamics & behaviours fhe last 6 months
Understand other retail interactions during the trip e.g. on-land port stores and in- Allrespondents had made a purchase from at least

destination stores one core Duty Free category on their most recent frip

Identify key differences across shopping metrics & behaviours between the cruise & All respondents were aged over 21 years with natfural
airport retail channels fallout of other demographics and traveller profiles.
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Infroduction
Sample Overview & Nationalities Sampled

A

Sample Sizes by Nationality & Region Nationalities Sampled

A total sample of 3,035 interviews were conducted for this study, split

equally across six core nationalities. The nationalities sampled for this

study were selected based on the leading source markefts for cruise
travellers according to the Cruise Lines International Association

(CLIA)
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Section 1

Identifying the Global Cruise Duty Free Buyer
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Identifying the Global Cruise Duty Free Buyer: Buyer Profile

The buyer gender and age profile is broadly consistent, with the Americas a key region for cruises and 1 in every 2 taking a long cruise of 7
to 13 nights
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Identifying the Global Cruise Duty Free Buyer: Profile by Nationality

Differences are apparent by nationality, particularly in cruise length - with British, German and Chinese buyers tending to take longer

cruises, whilst American and Taiwanese buyers general go on shorter cruises

Buyer Profile by Nationality
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Note: Green arrow denotes 5% above global average; Red arrow denotes 5% below global average
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Identifying the Global Cruise Duty Free Buyer: Profile by Category

Differences are apparent by category, with Alcohol and Tobacco buyers tending to be male, whilst Beauty and Fashion — Ready To Wear

buyers tending to be female

Buyer Profile by Category
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Identifying the Global Cruise Duty Free Buyer: Profile by Category

The Watches category buyers tend to be male skewed, whilst Fashion — Accessories and Travel Accessories buyers skewed younger, and

Jewellery buyers skewed older

Buyer Profile by Category
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Note: Green arrow denotes 5% above global average; Red arrow denotes 5% below global average
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Research Behaviour: Future Behaviour

Over 3 in 4 Global Cruise Duty Free buyers plan to take another cruise in the next 12 months, with just under 2 in 5 planning to take their next
cruise in the next 6 months

Future Cruise Planning
Base: Global Cruise Duty Free Buyers (2,100)

38%

39% 18% 4%
Next 6 Next 12 Next 2 Next 5
months months years years

Almost 2 in 5 Duty Free buyers plan to take a cruise lasting 2 nights or more in the next 6 months, over-indexing among

Chinese (53%) American (48%) British (44%) buyers, and those purchasing Fashion — Accessories (46%), Fashion — Ready-to-
Wear (45%) or Watches (45%)

In additfion, a further 2 in 5 plan to take a cruise within the next 12 months, with German (44%) and Tobacco (47%) buyers
over-represented
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Section 2

On-board Duty Free Category Metrics
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Duty Free Category Metrics: Category Path to Purchase

Of all cruise travellers, more than 1 in 2 visit the Duty Free stores on-board, with Alcohol, Souvenir & Toys and Jewellery driving the highest

levels of footfall and conversion

The Cruise Duty Free Buyers Path to Purchase
Base: Random Sample (349)

CATEGORY CATEGORY
VISITORS BUYERS

Alcohol 34% Alcohol 22%

GLOBAL CRUISE DUTY FREE Souv. & Toys [ | 32% Souv.&Toys [ 17%
TRAVELLERS VISITORS ) < g p Q ‘

Jewellery 28% Jewellery 14%

Confec. 27% Confec. 15%
 d ) - g ) - .

!x Beauty 27% Beauty 15%

Fashion Acc || 26% Fashion Acc || 11%

100% 56% Travel Acc 23% Travel Acc 11%

K / \ / Watches 21% Watches 8%

Tobacco 19% Tobacco 10%

FashionRTW || 17% FashionRTW || 8%

-
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Duty Free Category Metrics: Conversion Rates

56% of international travellers visit a Duty Free store whilst on-board a cruise ship, over-indexing among German, Chinese & Taiwanese

travellers. 3 in every 4 Duty Free visitors go on to make a purchase, over-indexing among Taiwanese, Australian and Chinese visitors

Conversion Rates:
Base: Total Random Sample (349) / Total Random Duty Free Visitors (194)

56%
Of International Travellers 51% 56% 88% 45%, 84% 70%

visited Duty Free

73%
Of Duty Free visitors purchased 70% 67% 57% 82% 81% 86%

a Duty Free item

| J

Note: Green border denotes 5% above global average; Red border denotes 5% below global average.
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Duty Free Category Metrics: Categories Purchased On-Board

Alcohol is the leading category purchased, increasing among American, Australian and Chinese buyers. Confectionery is also a key

category, increasing among German, Chinese and American buyers

On-Board Cruise Categories Purchased
Base: Global Cruise Duty Free Buyers (2,100)

Alcohol

TR

o1¢,

Souvenir & Toys

|

J/

”/ 188

Jewellery

Fashion - RTW

American: 53%

American: 45%

American: 38%

American: 50%

American: 39%

American: 33%

American: 32%

British: 49%

British: 37%

British: 47%

British: 29%

British: 29%

British: 31%

British: 27%

German: 45%

German: 48%

German: 34%

German: 39%

German: 31%

German: 32%

German: 23%

Australian: 53%

Australian: 35%

Australian: 30%

Australian: 31%

Australian: 26%

Australian: 33%

Australian: 26%

Chinese: 53%

Chinese: 46%

Chinese: 32%

Chinese: 36%

Chinese: 31%

Chinese: 34%

Chinese: 23%

Taiwanese: 31%

Taiwanese: 32%

Taiwanese: 46%

Taiwanese: 38%

Taiwanese: 30%

Taiwanese: 17%

Taiwanese: 25%

Note: Green border denotes 5% above global average; Red border denotes 5% below global average
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Duty Free Category Metrics: Category Spend

Travel Accessories had the highest average number of items bought, followed by Confectionery then Souvenirs & Toys. Watches had the

highest category spend, on average, followed by Jewellery then Fashion - Accessories

Number of ltems Purchased & Spend
Base: Global Cruise Duty Free Buyers (2,100)

Average items purchased

Average spend (US$)

CATEGORY
|l

TR

W (& |elf | BB A | & & O 3
({00}
LN @' GO E‘.—ﬂ
‘9 O @} : B | ¥ | GO | B
GLOBAL ALCOHOL BEAUTY CONFEC. TOBACCO FASHION -RTW FASHION - ACC. JEWELLERY WATCHES SOUVENIRS TRAVEL ACC.
2.6 2.4 2.9 3.2 1.7 2.5 2.7 1.9 1.8 3.0 3.3
Us$206 | uss169 | uss170 | uss3e | uss105 | uss200 | uss217 | ussaso | usssao | uss193 | uss 199
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Section 3

Duty Free Shopping Behaviour
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Duty Free Shopping Behaviours: Duty Free Visiting Drivers

Whilst on-board, the leading visiting trigger among Duty Free buyers is the desire to self-treat, followed by habitual behaviour, pricing

mechanics and differentiation

Duty Free Visiting Drivers
Base: Global Cruise Duty Free Buyers (2,100)

+ Self-treating is the leading
visiting driver among Duty
Free buyers. Over-indexing
among those purchasing
from the Confectionery

To freat Look for Look for new Cheaper category(51%)

myself promotions items pricing
*  An over-indexed proportion
45% 34% 30% of German buyers (40%)
always browse Duty Free
when they travel

- Australian buyers (40%) over-
index for looking for
promoltions

* Fashion - Accessories buyers
(41%) over-index in looking

Look for Interesting store Look for Pass the for new items

gift display souvenirs exclusives time
« Alcohol buyers (37%) are
28% 28% 27% 25% 24% disproportionately driven by

cheaper pricing
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Duty Free Shopping Behaviour: Store Visitation

Whist on-board the ship, 86% of Cruise Duty Free buyers visit the on-board cruise stores more than once, with 7 in every 10 visiting three times

during their vacation on-board the ship

Number of Store Visits
Base: Global Cruise Duty Free Buyers (2,100)

14% 40% 30% 9% 7%
Visited Visited Visited three Visited four Visited five +
once twice fimes tfimes tfimes

15% of Duty Free Buyers visit the Duty Free store once, over-indexing among Taiwanese (26%) and Chinese (20%) buyers

* 2in 5 buyers visited the store twice, over-indexing among Taiwanese (46%) Chinese (45%) Tobacco (46%) and Jewellery (45%) buyers
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Duty Free Shopping Behaviours: Purchase Planning

2 in every 5 on-board Duty Free buyers plan their purchase. Of these, more than 2 in 5 plan to brand level - 22% plan to the exact brand,

21% plan to the exact item

Purchase Planning
Base: Global Cruise Duty Free Buyers (2,100)

. 72N
2in5
On-board Duty N
Free buyers
plan their
purchase Range of Planned Planned
brands Category Duty Free
19% 15% 12%
+  Of buyers who planned their purchase, 22% planned to the exact brand, over-indexing among Tobacco
buyers (30%)
* 21% planned to the exact item, over-indexing among Australians (27%), and those purchasing Fashion -
Ready-to-wear (29%)
No mYes « Justunder 1 in 5 buyers who planned their purchase chose from a range of brands, over-indexing among
9 ) German (25%) and Chinese (24%) buyers
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Duty Free Shopping Behaviours: Non-Regular Brand Purchasing

2in 3 On-board Cruise Duty Free buyers are open to buying non-regular brands, with Australians more likely to do so, and Chinese less likely

to purchase outside of their regular brand remit
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Non-Regular Brand Purchasing
Base: Main Duty Free Buyers buying for self (1,599)
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36%

Purchased a brand they buy
regularly

Vs
.

~N
J

N
N

487

Purchased a brand they buy
occasionally

Ve
.

N

[

16%

Purchased a brand they have
not purchased before

Vs

J

.

American: 39%

British: 36%

German: 36%

Australian:

Chinese:

Taiwanese: 33%

American:

British: 52%

German:

Australian: 48%

Chinese: 49%

Taiwanese: 51%

American:

British: 12%

German:

Australian:

Chinese:

Taiwanese: 16%

Note: Green highlighting denotes 5% above global average; Red highlighting denotes 5% below global average
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Duty Free Shopping Behaviours: Non-Regular Brand Purchasing

Regular brand purchasing patterns vary by category buyer, with Tobacco buyers over-indexing for regular brand purchasing and

Confectionery under-indexing

Non-Regular Brand Purchasing
Base: Main Duty Free Buyers buying for self (1,599)

: | | g | egen ]
36% 48% 16%

Note: Green highlighting denotes 5% above global average; Red highlighting denotes 5% below global average
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Duty Free Shopping Behaviours: Purchase Reasons

Self-purchasing is by far the leading purchase reason among on-board Duty Free buyers, with a third purchasing to take their purchase

home. A fifth however do purchase for a gift

Purchase Reasons
Base: Global Cruise Duty Free Buyers (2,100)

s

~N

7

(1)
34%

Purchase to use
at home

~\

7

Y
227

Purchase to use
while away

~\

r

19%

Purchase for a
gift

~\

r

£

5%

Purchase for a
request

~\

7

()
13%

Purchase to
share at home

N

r

L

7%

Purchase to share
while away

~\

Total Self:

56%

Total Others:

pL

Total Share:

20%
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Duty Free Shopping Behaviours: Gifting

Partner/spouses were the leading gifting recipients, followed by other family members or friends, with a gift from travels the leading gifting

occasion

Gift Recipients Gifting Occasions
Base: Global Cruise Gift Buyers (501) Base: Global Cruise Gift Buyers (501)
4 N ( )
. THANK
0O O 32% m . YOU
m 5 Partner or spouse
43% 30% 27%
Gift from my For a To say
25% fravels freat thank you
Other family member
¢ » '4 —0N—
~ s *
»
& 25% SV LN \. %
- Friend
18% 15% 12% 7%
97 Birthday or To reconnect with For a special For a public
o anniversary someone occasion celebration
Business associate \ J
4 N
b 9% . . _ o ,
vfoﬁc Child (aged under 18) » A gift from travels is the leading gifting occasion, over-indexing among Tobacco (52%) and Confectionery
(51%) category buyers*
\ J . J

*Note: Low base, n=48 and n=74, respectively
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Duty Free Shopping Behaviours: Purchase Drivers

Quality perceptions are the leading purchase driver among on-board Duty Free buyers, followed by self-treating, pricing mechanics and

differentiation

Purchase Drivers
Base: Global Cruise Duty Free Buyers (2,100)

r

®

,

Good
quality

41%

N\

N\

r

&

Attractive
promotions

247,

N

r

Cheaper
prices

23%

N

r

e

New &
Different

23%

N

Aftractive
display

22%o

2@
aessy

Well-known
brand

21%

The
packaging

19%

Convenient pack
sizes

15%

It's a special
edition

14%

Ve

Good quality is the
leading purchase
driver, over-indexing
among Americans
(46%), and
Confectionery buyers
(46%)

Purchasing for a treat
is the second leading
purchase driver, over-
indexing among
American (38%) and
Australian (36%)
buyers

Cheaper prices over-
indexes among
Australian (34%), and
Tobacco (33%) buyers

~N
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Duty Free Purchase Influencers: Staff Interaction

1 in every 2 on-board Duty Free buyer interacts with staff whilst making their purchase decision, increasing further among Taiwanese buyers,

and those purchasing from the Jewellery, Watches, Travel Accessories, Fashion — Accessories, Souvenirs and Beauty categories

On-board Duty Free Buyer Staff Interaction by Key Groups

Base: Global Cruise Duty Free Buyers (2,100)

© £ ¢ N ¥
Q & I B T ¢ ® T 8
527 52% 48% 39% 52% 50% 73% || 50% 55% || 55% 50% || 61% 43% 52%
Of On-board Duty Free American British German Australian Chinese Taiwanese Male Female Under 40  Over 40 APAC Europe Americas
buyers interact with staff
while making their decision
- :: & by 2 'Q\ _ A
W B 4 B 4 A & € 8 &
48% 44%, 58% 39% 51% 60% 65% 62% 58% 63% 55% 48% 63%
Alcohol Confect. Beauty Tobacco Fashion - RTW  Fashion — Acc. Jewellery Watches Souvenirs Travel Acc. Medium Long Extended

Note: Green highlighting denotes 5% above global average; Red highlighting denotes 5% below global average
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Duty Free Purchase Influencers: Impact of Staff Interaction

Staff play an important role in the purchase decision making process, having a positive impact for 6 in 10 Global Duty Free buyers whilst on-

board - with 1 in 5 of those who interacted with staff only making the purchase due to the support and advice from the store staff

Impact of Staff Interaction by Nationality
Base: Global Cruise Duty Free Buyers interacting with staff (1,100)
L Q -
N
42% 19% 31% 8%

When choosing between Would not have purchased Would have purchased item Bought something different
items without staff assistance without interaction from what staff suggested

American: 39% American: American: 29% American: 8%

British: British: 20% British: 35% British: 10%

German: 45% German: 21% German: 27% German: 7%

Australian: Australian: 19% Australian: Australian: 6%

Chinese: 38% Chinese: Chinese: Chinese: 9%

Taiwanese: Taiwanese: 20% Taiwanese: Taiwanese: 7%

Note: Green highlighting denotes 5% above global average; Red highlighting denotes 5% below global average
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Duty Free Purchase Influencers: Reasons for Staff Interaction

The leading reasons for staff interaction are pricing related; checking prices or asking for advice on promotions. Locating an item is also a

key reason for interaction

Reason for Staff Interaction
Base: Global Cruise Duty Free Buyers interacting with staff (1,100)

Price checking is the
leading reason for staff
intferaction, over-indexing
among Taiwanese buyers
Price Locating an Advice on (51%)

checking item promotions . . .

+ Locating an item is also key,
46% 40% 38% over-indexing among
Chinese buyers (55%), and
those purchasing Tobacco
(54%)

Advice on promotions is
also a leading reason for
interaction, increasing
among Chinese (48%),

. . . Tai 48% d
Advice on a Advice on a Sampling/irying Aa;:;g‘;;sne(g:s%) bounyers and

t t i
new produc product on a produc those purchasing

35% 33% 30% Confectionery (46%)
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Duty Free Barriers: Visiting Barriers

The leading Duty Free visiting barrier is not wanting anything, followed by a lack of interest in shopping and assuming prices would be

uncompetitive

Visiting Barriers

Base: Global Cruise Duty Free non-visitor (328)

1 + The leading visiting barrier was
that the traveller did not want
anything, over-indexing among
German (42%) & Australian
Already shopped (39%) fravellers

before

Did not want Not interested in Assumed prices
anything shopping uncompetitive

247, 19% 19%

* Lack of interest in shopping is
‘| 6% also a leading reason, over-
indexing among Taiwanese
(29%) & Australian (27%)

fravellers
* The third most common visiting
barrier was assuming prices
. were uncompetitive, over-
indexing among Taiwanese
The queues were Didn’t want to carry Did not have Trying to limit fravellers (29%)

too long extra items enough time spending » Having already shopped is in
the top 4 barriers, over-indexing

1 6% 1 5% 1 5% 1 4% among Australian travellers
(23%)
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Duty Free Barriers: Purchase Barriers

The leading reason among Duty Free visitors for not converting is they were just browsing, followed by pricing barriers and range not driving

interest

Category Purchase Barriers

Base: Global Cruise Duty Free visitor non-buyers (594)

« Just browsing is the
leading purchase barrier,
over-indexing among
American (41%)

I was just Prices were too Nothing of Lack of attractive A‘fs_f' alian (41 f%?) and
browsing expensive interest promotions British (36%) visitor non-

29% 17% 17% ouvers

*  American (27%) visitor
non-buyers over-indexed
for finding prices to be
too expensive

« Australian (22%) visitor
non-buyers over-indexed
for not finding anything

of interest
| will purchase at Nothing suitable Desired product Wanted to spend .
another stage for a gift unavailable money elsewhere .+ For Iac:f of ag;, active
promotions Chinese
1 5% 1 4% 1 4% 1 4% (24%) visitor non-buyers
stood out
. J
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Section 4

Opportunities for the Cruise Duty Free Channel
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Opportunities for the Cruise Duty Free Channel: Summary

There are six key opportunities for the Cruise Duty Free Channel — driving purchase intent, increasing footfall, developing the gifting

occasion, developing range differentiation, utilising staff, and overcoming key conversion barriers

Opportunity 1 Opportunity 4

Drive Pre-Trip Purchase Provide & Communicate

Intent Range Differentiation

~
Increase Footfall, Convert [ Oppor’runl’rles fOl' the C""se m Use Staff as a Key Purchase —
First Time Visits & Create [ : DU"'Y Free Channel : gt Influencer & Experience

Reasons to Refurn :‘.;7::... B A SRR T o ety B e Enhancer

! Opportunity 3

Develop the gifting D 8 - = : — | Overcome Key Conversion

Barriers

occasion
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