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TOTAL INTERNATIONAL PAX DEPARTURES

October — December 2024 & % of October — December 2019
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TOP 10

NATIONALITIES

October — December 2024
International Departures

TOP 10 AIRPORTS

United States

EL2 | UnitedKingd
i United Kingdom

. Germany

DXB - Dubai, AE

LHR - London, GB

SIN - Singapore, SG

ICN - Seoul, KR ' France
A

AMS - Amsterdam, NL ® | India
-wr

CDG - Paris-De Gaulle, FR @ China

FRA - Frankfurt, DE Spain
A 4

HKG - Hong Kong, HK

‘ ' ltaly
Yo't
>

South Korea

o Turkey

DF\/VC mind Set

DLITY FREEWORLD COUNCIL -----
RESEARCH BEYOND BORDERS

IST - Istanbul, TR

BKK - Bangkok, TH




DRIVERS TO PURCHASE Q4 2024
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27% 17%

(vs 25% in Q3 2024) > (vs 16% in Q3 2024)
L
GOOD VALUE ( }3‘? |
vs 19% in 202
FOR MONEY hinTazos
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D

15%

(vs 15% in Q3 2024)

2

13%

(vs 12% in Q3 2024)

TO INDULGE
MYSELF

®

12%

(vs 11% in Q3 2024)
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DRIVERS TO PURCHASE Q4 2024

AS PRICE ADVANTAGE LOSES IMPORTANCE, EXPERIENCE IN-STORE BECOMES #1 DRIVER TO PURCHASE

NET DRIVERS INDIVIDUAL VALUE DRIVERS

Experience in- store m 1% 32%
Value [ promotions m —e—"Price advantage
Suitability for specific _ 3%
purpose' ' —8—Special
oiterentioon I 30% promotions
convenience - 22% Good value for

mone
Brand - 21% !

25%

. "‘ 13%
Recommendations - 19%
8%
staff [ 8% —9
2019 2021 2022 2023 2024
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17% 15%

(vs 18% in Q3 2024)
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HIGHER PRICES 0
15%

THAN HOME (vs 14% in Q3 2024)
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(vs 14% in Q3 2024)

BARRIERS TO PURCHASE Q4 2024
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(vs 16% in Q3 2024)
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(vs 10% in Q3 2024)
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PURPOSE OF PURCHASE Q42024 Q4 2024 PLANNING LEVELS

H Planned to buy a
Q ® FOR MYSELF specific product SPECIFIC
PLANNERS
(vs 29%in Q3
(vs 53% in Q3 2024) Planned to buy a 2024)
- specific brand
AS A GIFT
® Planned with some
idea in mind UNDECIDED
PLANNERS
® TO SHARE op (vs 42% in Q3
(vs 24% in Q3 2024) 2024)
Planned without 4
any specific idea
( (vs 17% in Q3 2024) IMPULSE
y ON REQUEST B Impulse purchase BUYERS
(vs 6% in Q3 2024) (vs 29% in Q3
2024)
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PRE-TRIP ENGAGEMENT Q4 2024

% OF DF SHOPPERS EXPOSED
TO PRE-SHOPPING
INFORMATION:

(vs 34%in Q3 2024)

TOPTOUCH POINTS (% out of those who notice touch points)

Saw ads/
billboards

11% é@@o 11%

. (vs 12% in Q3 2024)
(vs 13% in Q3 2024)

Brands'
offic_ial Saw special
websites promotion

18%
(vs 16% in Q3 2024)

10%
(vs12%in Q3 2024)

DUTY FREE WORLD COUNCIL
Seaving dury froe and tavel retal vier dvide

Searched content
on social media

11%
(vs 11% in Q3 2024)

Searched info on
the DF retailer
website

10%
(vs 10% in Q3 2024)
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STAFF INTERACTION Q4 2024 Q4 2024 STAFF INFLUENCE

~

]

c°s
45%

(vs 49% in Q3
2024)

72%

(vs 76%in Q3
2024)

of shoppers interacted with of shoppers who interacted with
the sales staff during their the sales staff were positively
last visit to the Duty Free influenced by their advice
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