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“There is no doubt that shopping in travel hubs is a
secondary function to travelling. That is a primary reason
why retail purchasing is concentrated towards those that
can provide food-to-go items. However, there are few
locations that can boast such high and consistent footfall
and therefore travel hubs provide a great opportunity for
retailers.”

Nick Carroll, Senior Retail Analyst

This report looks at the following areas:
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= MSAs: Variety the spice of life? R EPO RT N OW
< Railway stations — Getting click-and-collect in perspective
= Airport terminals — Will a rise in city breaks affect trading?

VISIT:
In the main consumers who pass through travel hubs do not do so for shopping, they do so to reach an store. minte| .Ccom
onward destination. It is unsurprising therefore that the most used retail stores in travel hubs are ones
that offer products that can aid or enhance this journey, be it through food-to-go or entertainment.
However, few physical locations can offer both the high levels, and crucially, the consistent footfall that CALL
the leading travel hubs can. With increasing rail, motorway and airport use it is no surprise that we are EMEA

seeing real development in both the retail stores within travel hubs and the integration of these stores +44 (0) 20 7606 4533
into the wider multichannel retail network.
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Heathrow Airport
Gatwick Airport
Manchester Airport Group
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Methodology

The Consumer — What You Need to Know

Stations most popular in terms of visitation
Airports show the highest level of retail purchasing

Food the driver of retail purchasing
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Pricing a sticking point
Consumers acknowledge the development of retail within travel hubs, but want more

Carry me home...

Travel Hub Visitation and Reasons for Visiting

Stations most popular
Figure 52: Travel hub visitation, 2015 and 2016

Visitation skews younger
Figure 53: Travel hub visitation, by age, April 2016

Reasons for visiting
Figure 54: Reasons for travel hub visitation, April 2016

Where They Buy in Travel Hubs

Airports show the highest levels of retail purchasing
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Figure 66: Satisfaction with factors relating to purchasing in travel hubs, April 2016
Key driver analysis — Railway station

Figure 67: Key drivers of overall satisfaction with most recently visited railway station, April 2016

Figure 68: Overall satisfaction with most recently visited railway station — Key driver output, April 2016
Key driver analysis — Motorway service area

Figure 69: Key drivers of overall satisfaction with most recently visited motorway service area, April 2016

Figure 70: Overall satisfaction with most recently visited motorway service area — Key driver output, April 2016
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Key driver analysis — Airports
Figure 71: Key drivers of overall satisfaction with most recently visited airport terminal, April 2016

Figure 72: Overall satisfaction with most recently visited airport terminal — Key driver output, April 2016

How the hubs compare
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Satisfaction with other factors in travel hubs
Figure 75: Satisfaction with other factors in travel hubs, by travel hub, April 2016

Attitudes towards Buying in Travel Hubs

Attitudes towards retailers and buying in travel hubs
Figure 76: Attitudes towards retailers within travel hubs, April 2016
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Figure 78: Agreement with the statement ‘Unfamiliar stores are more appealing to me in travel hubs’, by reason for visiting and hub
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Attitudes towards online retailing and home delivery
Figure 79: Attitudes towards online shopping and home delivery in travel hubs, April 2016

Figure 80: Agreement with statements regarding online shopping and travel hubs, by travel hub, April 2016

Time savers in travel hubs
Figure 81: Attitudes towards online shopping and home delivery in travel hubs, April 2016

Appendix — Data Sources, Abbreviations and Supporting Information

Data sources
Financial definitions
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Consumer research
Methodology

Key driver analysis — Airport terminals
Figure 82: Overall satisfaction with most recently visited airport terminal — key driver output, April 2016

Figure 83: Satisfaction with most recently visited airport terminal, April 2016
Key driver analysis — MSAs
Figure 84: Overall satisfaction with most recently visited motorway service area — key driver output, April 2016
Figure 85: Satisfaction with most recently visited motorway service area, April 2016
Key driver analysis — Railway Stations
Figure 86: Overall satisfaction with most recently visited railway station — key driver output, April 2016

Figure 87: Satisfaction with most recently visited motorway service area, April 2016
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