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In 2023, International traffic will have practically recovered to pre-pandemic levels in all
regions except Asia-Pacific.

RECOVERY BY REGIONS: 2023 DEPARTURES IN % OF 2019 DEPARTURES
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In 2023, Europe will be the most important region in terms of international departures,
gaining importance vs pre-covid, whilst AsPac will have lost importance vs 2019.

INTERNATIONAL DEPARTURES: WEIGHT OF REGIONS
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The recovery in Central & Eastern Europe has been strongly impacted by the Ukraine
war and therefore is slower compared to Europe overall.

International Departures - in million PAX

Focus on Central & Eastern Europe
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Top 10 nationalities in Central & Eastern Europe - 2023

International Departures - In million PAX
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Top 10 airports in Central & Eastern Europe - 2023

International Departures - In million PAX

BUD - Budapest, HU |
OTP - Bucharest, RO | s
wAw - warsaw, PL |, ¢
PRG - Prague, CZ [N, -
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DME - Moscow-Domodedovo, CF, RU | G :
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Shopping Behavior in Central & Eastern

Europe — Past 6 months
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Slightly less than half of travellers in CEE visited Duty Free stores, among which half purchased at least one item.

Among all PAX, this results in a purchase rate of over 1 out of 4. DF buyers spent an average of $100. Conversion
rate and the average amount spent decreased compared to pre-covid.

SUMMARY OF SHOPPING KPIS (Past 6 months)

FOOTFALL CONVERSION PURCHASE RATE

(% of DF visitors out of total PAX) (% of DF buyers out of DF visitors)
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The category most purchased amongst travellers in CEE is Perfumes, followed by Alcohol and

Chocolate & Confectionery. Tobacco increased in importance compared to pre-covid at the expense of
other categories such as Chocolate, Souvenirs, Clothing and Make-up.

CATEGORIES PURCHASED AMONG DF BUYERS (Past 6 months)
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Over half of travellers in CEE bought in Duty Free shops for their own consumption and approximately
one quarter made purchases with a gifting purpose. Sharing represents around 1 out of 6 purchases and
only few travellers buy on request.

PURPOSE OF PURCHASE (Past 6 months)
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Convenience is the main purchase driver, followed by value for money and brand loyalty.

TOP 10 DRIVERS OF PURCHASES (Past 6 months)

Convenience Value for money Loyalty to brand Enough time to
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3 out of 4 Duty Free buyers in CEE plan their purchases in advance. Compared to pre-covid, they have
become more likely to plan their purchases specifically (i.e. knowing the brand / product wanted).

PLANNED VS IMPULSE PURCHASES (Past 6 months)

W Specific Planners
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There is a clear interest for discovering new products in Duty Free, as well as for Unique & Exclusive
products — on the rise vs pre-covid. Moreover, purchases on promotion are also frequent.

PURCHASES OF PROMOTIONS, FIRST TIME BUYERS & DF EXCLUSIVES (Past 6 months)
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Over half of DF visitors in CEE interacted with the sales staff. Among them, slightly more than 3 out of 4 were
influenced by this interaction, demonstrating the high impact of the store personnel in the decision-making
process of DF shoppers. Both indicators have increased significantly vs pre-covid.

INTERACTION WITH THE SALES STAFF & IMPACT (Past 6 months)
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2 out of 5 travellers are exposed to touch points during their DF shopping experience, with Online

being the most important source of information. Interestingly, offline touch points in home city
become more relevant vs pre-covid.

EXPOSURE TO TOUCHPOINTS (Past 6 months)
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The Duty Free retailer’s website is the most important online touch point, followed by seeing online
advertisement and searching information on brand’s official websites.

MOST IMPORTANT ONLINE TOUCHPOINTS (Past 6 months)
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Less than one in ten DF buyers have used an online pre-ordering service in the past and awareness is
quite low overall. However, more than half would be willing to use these services, especially with
home delivery.

DF PRE-ORDERING: USAGE & AWARENESS (Past 6 months)

ORDER ONLINE & PICK-UP AT AIRPORT DF STORE
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