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Overall International Air Traffic 

Americas
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Overall International Traffic - AMERICAS

Passengers: 

478.87 M

Air Traffic Growth (YoY): 

+5,6%
2018 2018 vs 2017 2019 vs 2018

+3,0%

2016 2017 2018 2019 2020

June 2016
41M

Feb 2016
32M

Nov 2016
33M

July 2017
43M

Nov 2017
35M

July 2018
45M

Sep 2018
37M

July 2019
46M

Nov 2019
37M

Departures + Arrivals INTERNATIONAL AMERICAS



International Traffic by Region

NORTH AMERICA 273 M +6.2% +4.1%

SOUTH AMERICA 83 M +8.2% +1.1%

CENTRAL AMERICA 72 M +4.3% +1.0%
CARRIBEAN 52 M +0.4% +2.4%

Passengers: Air Traffic Growth (YoY): 
2018 2018 vs 2017 2019 vs 2018

Departures + Arrivals INTERNATIONAL AMERICAS



Transit and Premium PAX - Americas

Departures + Arrivals INTERNATIONAL AMERICAS

2018 vs 2017

10%PREMIUM 
PAX

15%TRANSIT 
PAX

Total: Growth (YoY): 
2018

+7.6%

+2.3%

9%PREMIUM 
PAX 7%TRANSIT 

PAX

North America: 
2018

10%PREMIUM 
PAX 8%TRANSIT 

PAX

Central and South America: 
2018



1 United States 159 M +6.2% +1.6%
2 Canada 62 M +8.6% +2.3%
3 Mexico 24 M +4.2% +0.7%
4 Brazil 23 M -1.6% +7.2%
5 Argentina 20 M -7.7% +4.1%
6 United Kingdom 16 M -2.7% +0.4%
7 Colombia 11 M +14.7% +4.1%
8 Chile 10 M +4.6% +2.3%
9 France 10 M -2.1% +1.7%
10 India 8 M -0.5% +3.7%
11 Germany 8 M -6.5% +1.2%
12 China 7 M = +3.8%
13 Japan 7 M -1.5% -0.6%
14 Peru 6 M +4.4% +4.1%
15 South Korea 5 M -2.7% -2.5%

Top 15 Nationalities
Passengers: Air Traffic Growth (YoY): 
2018 2018 vs 2017 2019 vs 2018

Departures + Arrivals INTERNATIONAL AMERICAS



1 JFK – New York 32 M +2.1% +1.7%
2 YYZ - Toronto 28 M +8.5% +2.4%
3 LAX – Los Angeles 23 M -1.9% +1.7%
4 MIA - Miami 18 M +8.3% +2.6%
5 CUN - Cancun 16 M -0.4% +0.7%
6 MEX – Mexico City 14 M +1.3% +0.8%
7 EWR - Newark 13 M +6.7% +1.3%
8 GRU – Sao Paulo- Guarulhos 13 M -0.7% +6.5%
9 SFO – San Francisco 13 M +2.6% +1.6%
10 YVR - Vancouver 12 M +18.4% +2.1%
11 ORD – Chicago-O´Hare 12 M +4.5% +2.1%
12 YUL – Montreal-PET 11 M -0.2% +1.6%
13 SCL - Santiago 10 M +6.7% +2.0%
14 PTY – Panama City 11 M -1.7% +6.5%
15 EZE – Buenos Aires 10 M +8.3% +3.4%

Top 15 Airports

Departures + Arrivals INTERNATIONAL AMERICAS

Passengers: Air Traffic Growth (YoY): 
2018 2018 vs 2017 2019 vs 2018



2
North America



Overall International Traffic – NORTH AMERICA

Departures + Arrivals INTERNATIONAL NORTH AMERICA

Passengers: 

272.69 M

Air Traffic Growth (YoY): 

+6,2%
2018 2018 vs 2017 2019 vs 2018

+4,1%

2016 2017 2018 2019 2020

June 2016
24M

Feb 2016
17M

Feb 2017
18M

July 2017
25M

Feb 2018
19M

July 2018
26M

Feb 2019
20M

July 2019
27M

Nov 2019
21M



Top Nationalities – NORTH AMERICA

Departures + Arrivals INTERNATIONAL NORTH AMERICA

Passengers: Air Traffic Growth (YoY): 
2018 2018 vs 2017

1 United States 111 M +9.2%
2 Canada 52 M +6.6%
3 United Kingdom 11 M +3.3%
4 India 8 M +7.9%
5 Japan 7 M -4.3%
6 China 7 M -0.2%
7 Mexico 6 M +2.0%
8 Germany 6 M -3.5%
9 South Korea 5 M -3.3%
10 France 5 M +9.8%
11 Brazil 4 M +9.8%
12 Philippines 3 M +4.8%
13 Australia 3 M +0.2%
14 Italy 2 M +6.9%
15 Netherlands 2 M +8.7%



3
Central & South 

America



Overall International Traffic – SOUTH & CENTRAL AMERICA

Departures + Arrivals INTERNATIONAL SOUTH & CENTRAL AMERICA

Passengers: 

206.18 M

Air Traffic Growth (YoY): 

+4,8%
2018 2018 vs 2017 2019 vs 2018

+1,4%

2016 2017 2018 2019 2020

Jan 2016
17M

Sep 2016
14M

Jan 2017
18M

Jan 2018
19M

Jan 2019
20M

Sep 2017
14M Sep 2018

15M

Sep 2019
15M



1 United States 47 M +2.9% +3.3%
2 Brazil 19 M +24.8% -0.3%
3 Argentina 18 M -0.6% -17.7%
4 Mexico 17 M +8.9% +6.2%
5 Colombia 10 M +9.4% +16.5%
6 Canada 10 M +3.1% +12.1%
7 Chile 9 M +9.4% +4.8%
8 Peru 5 M +10.4% +5.8%
9 France 5 M +5.6% -4.8%
10 United Kingdom 4 M -1.2% -5.7%
11 Ecuador 4 M +6.0% +10.4%
12 Dominican Republic 4 M -0.6% +1.7%
13 Costa Rica 4 M -0.7% -5.4%
14 Uruguay 3 M -0.8% -11.1%
15 Venezuela 3 M -23.1% +0.8%

Departures + Arrivals INTERNATIONAL

Passengers: Air Traffic Growth (YoY): 
2018 2018 vs 2017

Overall International Traffic – SOUTH & CENTRAL AMERICA

SOUTH & CENTRAL AMERICA



Departures + Arrivals INTERNATIONAL

1 CUN – Cancun 16 M +5.7% -0.4%
2 MEX – Mexico City 14 M +9.8% +1.3%
3 GRU – San Paulo-Guarulhos 13 M +16.1% -0.7%
4 PTY – Panama City 11 M +0.9% -1.7%
5 SCL - Santiago 10 M +9.9% +6.7%
6 EZE – Buenos Aires 10 M +9.3% +8.3%
7 LIM - Lima 10 M +12.2% +1.4%
8 BOG – Bogota 9 M +6.1% +11.0%
9 PUJ – Punta Cana 7 M +9.8% +3.1%
10 SJO – San Jose 5 M +1.6% -0.9%
11 HAV – Havana 5 M -3.7% +3.0%
12 MBJ – Montego Bay 4 M +7.4% +4.7%
13 SDQ – Santo Domingo 4 M -6.5% +4.7%
14 GIG – Rio De Janeiro 4 M +7.9% -11.0%
15 MVD – Montevideo 2 M -1.2% -0.8%

Passengers: Air Traffic Growth (YoY): 
2018 2018 vs 2017 2019 vs 2018

Overall International Traffic – SOUTH & CENTRAL AMERICA

SOUTH & CENTRAL AMERICA



Europe
20%

North 
America

17%

China
16%

Middle East
10%

Southeast 
Asia
10%

South Asia
6%

South America
5%

Northeast Asia
3%

Central 
America

3%

Africa
3%

Oceania
3%

Russia & 
C. Asia

2%
Rest
2%

Long-term Forecast

Europe
23%

North 
America

22%

China
12%

Middle East
8%

Southeast 
Asia
8%

Northeast 
Asia
6%

Central 
America

4%

Oceania
4%

South America
3%

South Asia
3% Africa

3%

Russia & 
C. Asia

2%
Rest
2%
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2017
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Long-term Forecast

Departures + Arrivals INTERNATIONAL AMERICAS

Total International Air Traffic Forecast
(in million passengers)

506 521 537 552

667 696 722 747 771 794 819 843 867 891 915

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034

Traffic Growth CAGR
2020-2034

2018-2037

+4,7%



4
TR/DF Shopper 

Behavior



M1ND-SET’S DATABASE 
FOR ONLINE RESEARCH

Q We at m1nd-set do not buy addresses from address

brokers like other agencies do, but we actually recruit

the international travellers at departure gates at 60

airports around the world, to assure they truly are

international travellers.

Q Our recruiting approach has a proven significant

impact on the quality and the validity of the outcomes.

M1ND-SET HAS A UNIQUE DATABASE, RECRUITED AT

DEPARTURE GATES AROUND THE WORLD THROUGH OUR

AIRLINE SATISFACTION SURVEY AIRS@T.

M1ND-SET’S DATABASE CURRENTLY CONSISTS OF OVER

500.000 INTERNATIONAL TRAVELERS FROM 100+

NATIONALITIES.

Q Airs@t is the world´s leading Customer Satisfaction

Benchmark in partnership with IATA:

Q Professional interviewers distribute an invitation card

to departing passengers at selected gates

Q The card invites people to connect to a dedicated

website soon after their flight and to complete an

online satisfaction survey

Q A majority of the 200,000+ Airs@t participants/ year accept

to be in our panel and participate in travel-related research.



Talking a different language

Millennials
18-35 y.o.

Middle Aged
36-55 y.o.

Seniors
56-70 y.o.

Life-Defining 
Events

9/11 Terrorist Attack
Advent of Social Media
First Smartphone
Raise of e-commerce
Start of Instant Messaging

End of Cold War
Moon Landing
First Personal Computer IBM
First Mobile Phone (Motorola)

Postwar Baby Boom
Korean war
Invention of RAM
First Color Tv

Communication 
media

Instant message/ Emojis / 
Face Time

Emails / SMS Telephone

Years Born 1984-2001 1964-1983 1949-1963

Signature Product Table / Smartphone / 3D 
printing / Driverless cars

Personal Computer Television



Talking a different language

Millennials
18-35 y.o.

Middle Aged
36-55 y.o.

Seniors
56+ y.o.

Iconic Figure Mark Zuckerberg Kurt Cobain John F. Kennedy

Transportation Uber / Lyft Bicycle / Car SUV

Living Situation Shared / Small 
Apartment

House Semi detached house

Deepest Fear Low batteries Paying off student debt What about my 
generation?

Attitude toward 
career

Multitaskers
Pop-up Businesses
Data Oriented

Digital Entrepreneur
- Work “with” organizations

Loyalty to Profession not 
to employer



Footfall, Purchase and Conversation Rates

38%

17%

44%

Footfall

Conversion
Rate

Purchase
Rate

33%

17%

52%

26%

14%

52%

Millennials Middle Aged Seniors



Drivers to Visit the Duty Free Shop

Millennials Middle Aged Seniors

Look for 
Promotions

38%

#1

Browse around

33%

#2

Kill time before 
departure

26%

#3

Look for 
Promotions

31%

#1

Price Advantage

30%

#2

Browse around 

28%

#3

Price advantage

27%

#1

Look for 
Promotions

26%

#2

Look for a Gift for 
someone

23%

#3



Drivers to Purchase in the Duty Free Shop

Millennials Middle Aged Seniors

Product 
unavailable in 
home country

33%

#1

Price Advantage

32%

#2

Good Value for 
Money

32%

#3

Price Advantage

33%

#1

Good Value for 
Money
33%

#2

Product 
unavailable in 
home country 

28%

#3

Good Value for 
Money

32%

#1

Convenience 

30%

#2

Suitable as Gift 

30%

#3



Top Categories Purchased

Confectionery 34%

Perfumes 29%

Alcohol 27%

Souvenirs & Gift 
Items 20%

Millennials

Perfumes 35%

Confectionery 33%

Alcohol 22%

Souvenirs & Gift 
Items 21%

Middle Aged

Confectionery 31%

Perfumes 27%

Alcohol 27%

Souvenirs & Gift 
Items 22%

Seniors

Average N of Categories 
Purchased

1.5
Average N of Categories 

Purchased

1.6
Average N of Categories 

Purchased

1.6



Purpose of DF Purchase

Millennials Middle Aged Seniors

37
%

Buy as 
a gift

47
%

Buy for 
themselves

39
%

Buy as 
a gift

47
%

Buy for 
themselves

Buy as 
a gift

43
%

Buy for 
themselves

42
%

10
%

Buy to share

Buy on request6
%

9
%

Buy to share

Buy on request5
%

10
%

Buy to share

Buy on request5
%



Average Spend and Share of Wallet

Millennials Middle Aged Seniors

Perfumes 
30%

Alcohol
19%Souvenirs & 

Gifts
12%

Fashion & 
Accessories

10%

Confectio
nery
9%

Other
20%

$ 103Average 
Spend $ 130 $ 111

Share of 
Wallet

Perfumes 
32%

Alcohol
13%Souvenirs & 

Gifts
12%

Fashion & 
Accessories

10%

Confection
ery
7%

Other
26%

Perfumes 
23%

Alcohol
19%

Souvenirs & 
Gifts
16%

Fashion & 
Accessories

9%

Confectio
nery
7%

Other
26%



Planning Level of DF Purchases

Plan
73%

Impulse
27%

Plan
75%

Impulse
25%

Plan
78%

Impulse
22%

Millennials Middle Aged Seniors

23% 
plan 

specifically

50%
plan 

generally

23% 
plan 

specifically

51%
plan 

generally

24% 
plan 

specifically

52% 
plan 

generally



Moment of Purchase Decision

Millennials Middle Aged Seniors

Before the trip During the trip

37% 63%
Before the trip During the trip

40% 60%
Before the trip During the trip

43% 57%

On the 
way
5%

In the 
Airport

16%

In the 
DF 

store
42%

On the 
way
5%

In the 
Airport

13%

In the 
DF 

store
42%

On the 
way
3%

In the 
Airport

12%

In the 
DF 

store
42%



Touch Points before Shopping (1/2)

Millennials Middle Aged Seniors

Online
82%

On-board

48%

% of Americas DF Shoppers who notice Touch Points about DF products bought before arriving in the shop

20% 15% 11%
Other 
Offline

43%

Billboards
Posters

38%

Printed 
Media

24%

Online
77%

45%

Other 
Offline

37%

Billboards
Posters

33%

Printed 
Media

27%
Online

71%

49%

Other 
Offline

42%

Billboards
Posters

37%

Printed 
Media

32%

On-board On-board



Touch Points before Shopping (2/2)

Millennials Middle Aged Seniors

Discussions with 
friends/relatives 37%

In-Flight magazine 37%

DF Shop website /app 31%

While booking the trip 30%

Billboards at the airport 30%

Ads Online 21%

In-Flight Magazine 36%

Discussions with 
friends/relatives 29%

DF Shop website /app 26%

Billboards at the airport 28%

While booking the trip 25%

Ads in Magazines 21%

In-Flight Magazine 39%

Billboards at the airport 33%

Discussions with 
friends/relatives 30%

Ads in Magazines 27%

While booking the trip 23%

DF Shop website / app 21%



Internet Usage at the Airport

Millennials Middle Aged Seniors

% of Americas travelers who use electronic devices at the airport

70% 66% 68%
% of Americas travelers who surf in internet in the DF shop

37% 31% 18%Top 2 
Boxes



Price Comparison

Millennials Middle Aged Seniors

54%

% of Americas DF Buyers who compare prices before shopping

48% 42%

Other Airports 21%

Downtown stores 18%

Online 15%

Other Airports 23%

Downtown stores 16%

Online 9%

Other Airports 17%

Downtown stores 19%

Online 5%



Sales Staff Interaction and Influence

Interaction

Influence

Millennials Middle Aged Seniors

49%

48%

53% 54%

46% 48%



How to draw more DF store Footfall and 
boost Conversation rate

Pre-trip Communication is not enough for Millennials: compelling in-store elements / touch
points and experiential retail are a must in order to convert more millennials visitors ( 38%)
into buyers (17%).

Increase pre-trip engagement about what TR has to offer in order to give Middle Aged
and Seniors Americas travelers a reason to visit DF store in the first place (33% and 26%
respectively)

To drive footfall it is therefore crucial to address key drivers to visit the Duty
Free shop, by clearly highlight attractive promotions / prices and offerings
of specific products (e.g. Gifting items)

To make a difference and appeal to increasingly discerning Millennials Americas 
TR Shoppers, it is thus essential to provide attractive and interactive way to 
communicate value-for-money in TR shops and the uniqueness of its products, 
as their purchases are clearly driven not only by price advantages but also by 
exclusivity of Travel Retail assortment compared to home country. 



Adapt pre-trip and in-store Touch Points 
according to the Planning Level

Among DF Americas buyers and across different generations, the large majority
plan their purchase - Seniors especially.

In addition, only a small minority is exposed to touch points about DF shopping /
DF products before the trip - higher for Millennials.

However among them, only a minority do so specifically.

Major opportunities to enhance pre-trip engagement by communicating what the
brand / retailer has to offer and ensuring higher exposure to touch points in order to
increase the share of specific planners hence lock purchase intention and ensure
higher conversion.



Ensure a combination of online, 
personal and POS sources of information

Important to capture all the relevant touchpoints and value building factors, and
communicate them consistently throughout the shopper’s journey. The Travel Retail
industry can therefore adopt a more comprehensive approach to marketing,
connecting the offline and online experiences of travel retail shoppers with an omni-
channel approach.

Currently, for Millennials in particular, most pre-trip information is received online,
especially on DF website / app, while booking the trip and Ads online.

However, all three generations still often seek information from personal
interactions with friends / relatives and notice advertising in-flight and at the
airport.

In addition, the moment of decision to purchase vary across generations: Millennials tend to do so
during the trip, whereas Seniors even before leaving to the airport.



Provide Uniqueness through Experiential 
Retail & Latest Technology

Ensure latest technology offer – use of virtual and augmented reality, artificial
intelligence and interactive touch points to go beyond the traditional shopping
experience and maximize time spend in the shop.

Focus on developing proactivity of sales staff & relevance of interaction to benefit
from high potential impact on decision making

The majority of Americas TR Shoppers, Millennials in particular, use electronic
devices at the airport and the tendency to surf internet while shopping in DF
increases with the younger generations.

Currently, only about half of Americas Shoppers across the three generations
interact with the sales staff. However, among them about half purchase influenced
by the staff – holds especially true for Millennials and Seniors.
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Chinese Travelers



1
AIR TRAFFIC 

by CHINESE TRAVELERS



y

Top World Destinations, outside China

CHINESE

NORTH AMERICA: 7.7% 
Passengers
Last 12 Months

3.15 M

Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

+0.1% -0.5%

AMERICAS 
accounts for 8%

LATIN AMERICA: 0.4% 
Passengers
Last 12 Months

0.15 M

Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

+11.4% -1.0%

INTERNATIONALARRIVALS

MIDDLE EAST: 2.8% 
Passengers
Last 12 Months

1.15 M

Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

-0.1% -1.3%

EUROPE: 10.3% 
Passengers
Last 12 Months

4.21 M

Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

+6.9% +7.7%

ASIA: 77.7% 
Passengers
Last 12 Months

31.78 M

Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

+11.2% +7.3%

AFRICA: 1.1% 
Passengers
Last 12 Months

0.45 M

Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

+11.4% -1.0%

Passengers
Last 12 Months

40.88 M
Air Traffic Growth (YoY)
Last 12 Months         Next 3 Months

+10.2% +6.7%



Chinese Visitors to North America

1 LAX – Los Angeles 616 K -3.9% +0.8%
2 YYZ - Toronto 431 K +8.2% +5.7%
3 YVR – Vancouver 419 K +5.9% -1.9%
4 JFK – New York 327 K -0.8% +4.2%
5 SFO – San Francisco 269 K -5.8% +3.6%
6 ORD – Chicago-O´Hare 126 K +0.2% -8.3%
7 EWR - Newark 123 K -1.4% +0.2%
8 HNL – Honolulu 120 K -8.9% -5.0%
9 SPN – Saipan Island 99 K -10.2% -14.5%
10 SEA – Seattle Tacoma 92 K -3.7% -3.4%
11 BOS – Boston Logan 80 K +7.8% +4.6%
12 IAD – Washington-Dulles 71 K +3.4% +13.9%
13 YUL – Montreal-PET 69 K +13.6% +11.7%
14 SJC – Washington-Dulles 40 K -4.6% -43.6%
15 YYC – Washington-Dulles 36 K +5.3% +6.8%

Passengers: Air Traffic Growth (YoY): 
Last 12 Months Last 12 Months Next 3 Months

CHINESE INTERNATIONALARRIVALS



1 MEX – Mexico City 25 K +29.9% +10.9%
2 GRU – San Paulo-Guarulhos 23 K +8.5% +21.0%
3 EZE – Buenos Aires 17 K +22.5% +51.8%
4 HAV – Havana 14 K +4.1% -60.1%
5 SCL - Santiago 13 K +26.2% +4.0%
6 LIM - Lima 9 K +14.6% -7.6%
7 UIO - 6 K -16.8% -2.9%
8 PTY – Panama City 6 K +56.2% +116.6%
9 TIJ – 6 K +88.1% +77.9%
10 CUN – Cancun 5 K -36.4% -46.2%
11 GIG – Rio De Janeiro 5 K +13.0% +21.3%
12 CCS – 5 K -31.7% -35.3%
13 BOG – Bogota 4 K +5.9% -11.3%
14 GYE – 4 K -11.7% -22.2%
15 SJO – San Jose 2 K +11.1% +40.0%

Chinese Visitors to Latin America
Passengers: Air Traffic Growth (YoY): 

CHINESE INTERNATIONALARRIVALS

Last 12 Months Last 12 Months Next 3 Months



2
SHOPPING BEHAVIOR 
by CHINESE TRAVELERS



Shopping Rates

CHINESE

54%

51%

95%

Footfall

Conversion
Rate

Purchase
Rate

41%

73%

30%

Skincare 28%

Make-up 25%

Perfumes 24%

Perfumes 87%

Skincare 85%

Alcohol / Fashion & Accessories 84%

Skincare 24%

Perfumes 21%

Make-up 19%

55%

52%

96%



Drivers to Visit the Duty Free Shop

Price Advantage
43%

#1

Purchase in Mind
27%

#3

Look for a Gift for 
someone

29%

#2

Promotion 
Outside
25%

#4

Ad seen before 
arriving
21%

#6

Promotional Area
23%

#5

73% Driven by Price 
/ Promotions

67% Planned in 
advance

40% Browsing / 
attracted

75%

68%

CHINESE



Drivers to Purchase in the Duty Free Shop

Clear Price 
Advantage

42%

#1

Product 
unavailable in 
home country

31%

#3

Good Value for 
Money

42%

#2

Suitable as 
Souvenir from trip

28%

#4

Special / Exclusive 
Edition
21%

#6

Special Promotion

25%

#5

86% Value / 
Promotions

64% Experience 
in the store

63% Exclusive / 
Different

88%

65%

CHINESE

65%



Top Categories Purchased

Skincare 46%

Perfumes 41%

Make-up 37%

Fashion & 
Accessories

27%

Tobacco 24%

Souvenirs & 
Gift items

24%

Alcohol 24%

Average N of 
Categories Purchased

2.9

CHINESE

50%

42%

29%

28%

29%

26%

Average Spend

$345

3.0

$361



Purpose of DF Purchase

CHINESE

35
%

Buy as 
a gift48

%

Buy for 
themselves

10
%

Buy to 
share

Buy on 
request6

%

51% 44%

11% 9%



Planning Level of DF Purchases

CHINESE

Plan
90%

Impulse
10%

14% 
plan 

specifically

76% 
plan 

generally

91% 81%

15%



Touch Points before Shopping (1/2)

CHINESE

Online

Billboards 
- posters

94%

57%

On-Board

49%

Other 
Offline

41%

Printed 
Media

38%72%
of Chinese DF 

Shoppers who notice 
Touch Points about 
DF products bought 
before arriving in the 

shop

96%

60%

51%

57%



Touch Points before Shopping (2/2)

CHINESE

44% 43%
39% 38%

34% 33%

While booking
the trip

DF Shop
website/app

Discussions with
friends/relatives

Billboards at the
airport

Official brand's
website/app

In-flight
magazine

45% 34%44% 41% 35%54%



Internet Usage at the Airport

of Chinese 
travelers use 

electronic devices 
at the airport

of Chinese travelers 
surf in internet in the 

DF shop

78%

Top 2 Boxes

CHINESE

Flight Info 61%

Email / social media 56%

Brands/Products in the DF 
stores

55%

Compare Prices of DF 
products 47%

59%
82%

63% 23%



Moment of Purchase Decision

Before the trip During the trip

49% 52%

On the 
way
10%

In the 
Airport

11%

In the 
DF 

store
31%

15%

After looking around 20%

After advice from 
sales staff 7%

After buying in 
another category 3%

25% 22%

4%CHINESE



Price Comparison

Downtown stores 34%

Other Airports 27%

Online 22%

of Chinese DF Buyers compare prices 
before shopping82%

83% 47%

23%

CHINESE



Sales Staff Interaction and Influence

CHINESE

of Chinese DF 
visitors interact 

with the sales staff 
85%

of Chinese DF 
Shoppers who interact 
purchase influenced 

by the sales staff

75%
87%

76%76%



For additional information please contact:

Peter Mohn
pmohn@m1nd-set.com

Anna Marchesini
amarchesini@m1nd-set.com


