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ASIA FACES SAME CHANNEL CHALLENGE AS GLOBAL TRAVEL RETAIL

PENETRATION REMAINS Low - TRANSACTION V’ALUE SP;END DECLINES

19%

Average spend

Purchase % Global % | | per traveler declined
P 9% of buyers out from passengers  Asia f and it’S belOW

Average Spend — : - pre-crisis level
45;"5;?‘ Of DF Buyers Asia =
.. s T A

Passengers spend
twice as much
time on their

personal devices
VS. S years ago

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



CONFECTIONERY CATEGORY IS KEY TO BOOST PENETRATION AND SPEND

HALF OF THE WORLD’S NON-BUYERS 7 IN 10 WTR BUYERS
ARE OPEN TO BUYING CONFECTIONERY - 59°% IN APAC REPRESENT OPPORTUNITY - 78% IN ASIA

Open to confectionery Open to confectionery

| |

32% IN 30%
APAC IN APAC

Closedto _ Opento Closedto _ - Opento
Spending Spending Spending Spending

2%

° v %

Closed to confectionery Closed to confectionery

WTR WTR buyers
non-buyers (non confectionary)




IT'S TIME TO COLLECTIVELY RETHINK
WHAT 'VALUE' MEANS FOR TODAY'S TRAVELER.

VALUE IS MADE UP OF TO DRIVE VALUE,
TWO KEY ELEMENTS WE NEED TO SHIFT SHOPPER PERCEPTION

GOOD VALUE
PROPOSITION

EXPERIENCE COST

Experience is Costis
a combination of a combination of
quality, relevance time & price
& reward

POOR VALUE
PROPOSITION
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WHERE THE JOURNEY IS THE REWARD

Inspiring more passengers to shop, in more stores, and spend more — through experiences they remember

GROWTH DRIVERS
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LET'S EMBARK ON THE JOURNEY &
BOOST INDUSTRY
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INNOVATION TO BOOST FAME &
PLANNING FOR AIRPORT CHANNEL!

0%

Figure 7
Gen Zs and millennials surveyed see more relevant content—and feel personally connected
to creators—on social media

Percentage of consumers who agree with the following statements

Social media content is more relevant to me than

I feel a stronger personal connection to social
traditional content, like TV shows or movies

media creators than to TV personalities or actors

Millennials

Boomers

T

n (all US consumers)

Deloitte. | . sitte comfinsights







LOWER ENTRY



INNOVATION
TO DRIVE

#] 1 barrier of duty free shopping:
“l do not want to carry”
Reasons for rarely/never visiting/ purchasing Duty Free

20%

Do

16%
15%
14%
13%
1% 1%
9% 9%
8% 8% 8%
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GIFT BIG
OR MEDIUM

REMEMBER TO
BRING ONE BACK

TOBLERONE



LET'S EMBARK ON THE JOURNEY &
BOOST INDUSTRY
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INNOVATION
T0 DRIVE

Share of occasions by regions — Confectionery 2025
50%
45%

40%
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Own consumtption Gifting Sharing On request

B MEA B Americas B AsPac M Europe







LET'S EMBARK ON THE JOURNEY &
BOOST INDUSTRY
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INNOVATION
T0 DRIVE VALUE!

TASTE T4'%

of consumers say the

ishthe ﬁl- NOVELTY OF FLAVOR AND
purchase driver TEXTURE COMBINATIONS

in confectioner .
y are important when

choosing a treat.

MONDELEZ INTERNATIONAL STATE OF SNACKING: FUTURE TRENDS






TRAVEL EDITION

GRISPY
CARAMEL

N aifif
/Y

NEVER SQUARE

SOON IT IS TIME TO TASTE!

Please note allergen information on the signs.
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PRODUCT REVEAL!
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THE HYPER EXCLUSIVE DRAW!
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IT'S NOT ABOUT COMPETING, IT'S ABOUT GROWING THE TOTAL
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