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“The ongoing investment into some of the UK’s largest
travel hubs is changing the face of travel retail and
presenting retailers with new opportunities to enter the
market.”

— Samantha Dover, Retail Analyst

This report looks at the following areas:

BUY THIS
e Airport terminals - Restoring trust in duty-free RE PO RT NOW

e MSAs - Consumers want value for money
e Railway stations — A need to better capture travellers

VISIT:
The UK travel retail market continues to be driven by necessity purchasing, with shopping largely Sto re.m | nte| .COom
secondary to travelling. Consistently high footfall benefits the market and consumer research shows
that there has been a substantial rise in the number of people visiting travel hubs in the last 12
months. However, research also shows that both operators and retailers can do more to encourage CALL:
more frequent and higher-value spending within travel hubs. EMEA
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Ongoing investment is likely to resonate amongst frequent visitors and the ever-expanding brand and
product assortment available will only help capture more consumers and drive growth. However,
consumer perceptions of retail prices within travel hubs are resoundingly negative and may impact Brazil

growth in future. As such, addressing this issue should be a priority for companies operating in the 0800 095 9094
travel retail sector going forward.
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Concentrated motorway service network
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Figure 32: Revenues of the leading MSA operators, 2012-16
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Figure 34: Moto: breakdown of non-fuel revenues, 2016
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Leading train operating companies
Figure 35: Stations operated by train operating companies in the UK, 2015/16
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Network Rail income flat in 2016
Figure 36: Network Rail financial performance, 2012-16

Retail sales growth remains strong at Network Rail

Figure 37: Like-for-like retail sales performance at Network Rail-managed stations vs British Retail Consortium high street figures,
2012/13-2015/16

Travel Point Operators - Airport Terminals

The UK's top five airports account for 65% of passengers
Figure 38: The UK’s five largest airports, by passenger numbers, 2016

Financial performance of leading airport operators
Figure 39: Leading airport operators’ revenues, 2012-16
Figure 40: Leading airport groups’ operating profits, 2012-16
Breakdown of revenues

Figure 41: Leading airport groups’ breakdown of revenues, 2015/16

Heathrow - Ongoing investment in luxury
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Gatwick — Catering outperforming retail
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Manchester Airports Group — Redevelopment boosts revenues

Edinburgh Airport — Completes retail expansion

The Consumer — What You Need to Know

Railways most visited travel hubs...

...but consumers least likely to shop in train stations
Non-food purchasing highest in airport terminals

MSAs suffer from perceptions of being over-priced

Railway retailers could benefit from extended opening hours

Trust in duty-free pricing is low

Travel Hub Usage and Frequency

Rising travel hub visitation
Figure 44: Travel hub visitation, 2016 and 2017

Usage driven by 16-24s
Figure 45: Travel hub visitation, by age, April 2017

Almost half visit a train station monthly
Figure 46: Frequency of travel hub visitation, April 2017

What Consumers Buy in Travel Hubs

Airport visitors most active buyers
Figure 47: Percentage of consumers shopping in travel hubs, April 2017

Food and drink drives purchasing
Figure 48: What consumers buy in travel hubs, April 2017

Young people most likely to shop
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Figure 49: Percentage of consumers shopping in travel hubs, by age, April 2017

Consumers most likely to buy multiple products in airports
Figure 50: Repertoire analysis of what consumers buy in travel hubs, April 2017

Reasons for Buying and Not Buying in Travel Hubs

Three quarters buy food for the journey
Figure 51: Reasons for buying in travel hubs, April 2017

Impulse purchasing peaks amongst 25-34s
Figure 52: Reasons for buying in travel hubs, by age, April 2017

Special offers encourage fashion purchases
Figure 53: Reasons for buying in travel hubs, by product purchased, April 2017

Consumers still shop in airports to take advantage of duty-free
Figure 54: Reasons for buying in travel hubs, by travel hub visited, April 2017

Price a major reason for not purchasing
Figure 55: Reasons for not buying in travel hubs, April 2017

Motorway services perceived as over-priced
Figure 56: Reasons for not buying in travel hubs, April 2017

Encouraging People to Shop in Travel Hubs

Consumers want more chain stores
Figure 57: Factors that would encourage consumers to shop in a travel hub, April 2017

Better gift ranges attract young shoppers
Figure 58: Factors that would encourage consumers to shop in a travel hub, by age, April 2017

Extended opening hours appeal to railway users
Figure 59: Factors that would encourage consumers to shop in a travel hub, by travel hub visited, April 2017

Attitudes Towards Shopping in Travel Hubs

Almost half don't trust duty-free pricing
Figure 60: Attitudes towards shopping in travel hubs, April 2017

Seasonal pop-ups appeal to young
Figure 61: Percentage of consumers in agreement with attitudes towards shopping in travel hubs, by age, April 2017

Opportunity for motorway services to improve food offer
Figure 62: Percentage of consumers in agreement with attitudes towards shopping in travel hubs, by travel hub visited, April 2017
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