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"In most instances the primary reason for visiting travel
hubs is not to visit stores: retailing is an added extra as

part of a journey. The task for retailers in such hubs is to
appeal to consumers in the limited time they spend there

and provide retail formats tailored to the way in which
consumers travel through each of the distinct hubs."

- Nick Carroll, Retail Analyst

This report looks at the following areas:

• Motorway service areas: More encouragement needed to visit
• Rail stations: Diversifying the retail offering
• Airports: Making the most of a captive audience

This is designed to give an overview of the travel retail market within the UK. It includes research on
motorway service area (MSA), railway station and airport terminal retailing. It combines market data,
including drivers in the market and detailed information on the key players, with Mintel’s consumer
research to build a picture of the travel retail market.
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Figure 70: Factors that would improve the shopping experience at travel hubs, March 2015

Figure 71: Factors that would improve the shopping experience, crossed with travel hubs visited, March 2015

Does purpose of visit impact attitudes towards travel retail?
Figure 72: Attitudes towards travel retail of rail station visitors, by purpose of travelling, March 2015

More comfortable seating would improve the experience
Figure 73: Demographic breakdown of consumers that said more comfortable seating would improve the shopping experience at travel
hubs, March 2015
Figure 74: Percentage of visitors to each type of travel hub that said more comfortable seating would improve the shopping experience
at travel hubs, March 2015

Consumers seek variety
Figure 75: Demographic breakdown of consumers that said a greater variety of shops would improve the shopping experience at travel
hubs, March 2015
Figure 76: Demographic breakdown of consumers that said a greater variety of food outlets would improve the shopping experience at
travel hubs, March 2015
Figure 77: Consumer demand for a greater variety of shops and/or foodservice outlets, out of those that have purchased from a shop
and/or food service outlet in the past 12 months, March 2015

Putting healthier food options on the menu
Figure 78: Demographic breakdown of consumers that said more healthy food options would improve the shopping experience at travel
hubs, March 2015

Shoppers would like to see more independents
Figure 79: Demographic breakdown of consumers that said more small independent shops would improve the shopping experience at
travel hubs, March 2015

Parents of under-5s want more children’s entertainment
Figure 80: Percentage of parents that said more children’s entertainment facilities would improve the shopping experience at travel
hubs, March 2015

Data sources

Financial definitions

Abbreviations

Appendix – Data Sources and Abbreviations

Report Price: £2195.00 | $3554.69 | €2788.33

Travel Retail - UK - June 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/716103/
mailto:reports@mintel.com

	Travel Retail - UK - June 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Drivers
	Key Players – What You Need to Know
	Innovations
	Travel Point Operators
	The Consumer – What You Need to Know
	Travel Hubs Visited and Purpose of Visit
	Outlets Purchased from in Travel Hubs
	Frequency of Visiting Outlets in Travel Hubs
	Shopping Behaviour in Travel Hubs
	Attitudes towards Travel Retail
	Appendix – Data Sources and Abbreviations



