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ASIA FACES SAME CHANNEL CHALLENGE AS GLOBAL TRAVEL RETAIL

Source Generation Research, IATA Fact Sheet, Kearny survey and analysis, Mindset B1S

Penetration  remains low

x2
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TRANSACTION VALUE SPEND DECLINES

Average spend 
per traveler declined 

and it’s below 
pre-crisis level

-15%
2016 2025

Purchase %
% of buyers out from passengers

Global 29% 26%

Asia 38% 28%

Average Spend
Of DF Buyers

Global $233 $130

Asia $251 $135
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Half of the world’s Non -Buyers 
are open to buyING confectionery – 59% in APAC

7 In 10 wtr  buyers 
represent opportunity – 78% in Asia

39%
48% 

in APAC

Closed to confectionery

Open to confectionery

4% 4%

30%
30% 

in APAC
21%

Open to
Spending

Closed to
Spending

2%

CONFECTIONERY CATEGORY IS KEY TO BOOST PENETRATION AND SPEND
And in Asia the opportunity is even bigger, more passengers are opened to spend and spend on confectionery

WTR 
non-buyers

WTR buyers 
(non confectionary)

Closed to confectionery
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APAC
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IT’S TIME TO COLLECTIVELY RETHINK
WHAT ’VALUE’ MEANS FOR TODAY’S TRAVELER. 

VALUE IS MADE UP OF 
TWO KEY ELEMENTS

TO DRIVE VALUE, 
WE NEED TO SHIFT SHOPPER PERCEPTION

COST

Cost is 
a combination of

 time & price

EXPERIENCE

Experience is
 a combination of 

quality, relevance 
& reward
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Drive penetration Drive volume Drive value

Drive Consideration Memorable experiences

GROWTH DRIVERS’ 

Before the trip

At the airport / 
on the plane / on cruise

DUTY 
FREE

THE HOW

Emotional trigger

Lower Entry barrier

More usage occasions

x-Category Pairing

Product story telling

Experiential  Activation

boost talkability

Reminder closer to trip

Bundle incentives

Scarcity differentiation

Inspiring more passengers to shop, in more stores, and spend more — through experiences they remember
Reimagine Duty Free Where the Journey Is the Reward
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Innovation to boost fame & 
Planning  for airport channel!

50% GET TO KNOW WHAT MATTERS TO GEN Z
Percentage of consumers who would pay more for 
elements of customer experience

Source: PWC (27)

FUN DESIGN BRAND 
PERSONALITY

60%

52%

59%

50%

32%

19%

of consumers rely on user 
generated content in their 
decision making.

GEN Z GENERAL POPULATION
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Lower Entry barrier



Innovation 
to drive footfall !

#1 1 barrier of duty free shopping:  
“I do not want to carry”
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Innovation 
to drive Volume!

Fulfill 
Multiple 

occasions 
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Own consumtption Gifting Sharing On request

Share of occasions by regions – Confectionery 2025

MEA Americas AsPac Europe
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Product story telling

Drive value



Innovation 
to drive Value!

of consumers say the 
novelty of flavor and 
texture combinations  
are important when 

choosing a treat.

is the #1 
purchase driver 
in confectionery

Taste 74% 

MONDELĒZ INTERNATIONAL STATE OF SNACKING: FUTURE TRENDS





Soon it is Time to taste!
Please note allergen information on the signs.
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insight driven innovation boosts industry growth
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Product reveal!





The Hyper exclusive Draw!



This knowledge is important to all of us!
It’s not about competing, it’s ABOUT growing the total
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