








Shopping & Arrivals
Growth Summary - Y TD

Top b Destination Markets

-1%

Total Sales

Tax Free Vouchers/ Avg. Transaction Arrival

Sales Turnover Transaction Values (ATV) Numbers

France +3% -2% +5% +4%

United Kingdom -10% -N% +1% +3%

Italy +7% +3% +4% +6%

Spain -8% -5% -3% +2%

Germany 4% -9% +6% -1%
Top 5 Source Markets

Tax Free Vouchers/ Avg. Transaction Arrival

Sales Turnover Transaction Values (ATV) Numbers

China +6% -5% +1% +3%

USA +12% +3% +8% +7%

Russia -18% -15% -3% -8%

Taiwan +10% 5% +16% +5%

Hong Kong -N% 7% -5% +5%
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http://www.xinhuanet.com/english/2018-02/21/c_136989431.htm
http://www.hurun.net/EN/Article/Details?num=A405F6502C2D

A look back at Tax Free
Shopping in 2018

Trends from Europe’s premier shopping destinations

There were mixed fortunes at a city level in 2018, with four of In contrast, Frankfurt, Viennaand Florence all posted strong
the top ten Tax Free shopping cities posting an overall decline growth figures for the second year in arow, with growths

in sales. However, gains will have been harder to achieve of 6%, 12% and 15%, respectively. Paris and Rome also
inyear-on-year terms following the significant growth witnessed success in the form of modest gains that built on
registered across all major European cities in 2017. the growth experienced in 2017.

The impact of the Barcelona terror attack in August 2017 and
the Catalan referendum in October 2017 continued to be felt
in Spain’s major cities in 2018, reversing the gains seenin
sales during the previous year. Despite London witnessing
four terrorattacksin 2017, it was 2018 which saw 8% declines,
perhapsinfluenced by the continued political instability.

Year-on-Year Sales (%) 2017(+) W 2018(+)
2017(-) 2018(-)
Florence T +15%+]7%
Vienna I +12% 4
Frankfurt b +10%
Paris s +5%
Rome . 1% +20%
Milan - 1% 122%
Munich 4% +12%
London 8% +6%
Barcelona -8% 122%
Madrid -9% 2%
-20% -10% 0 +10% +20% +30%
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A look back at Tax Free

Shopping in 2018

International shoppers’ favourite shopping streets

With the conversation about the decline of the high street
continuing, London’s Regent Street, Oxford Street and
New Bond Street were revealed as the fastest declining
streets of Europe’s top ten most popular shopping streets
in 2018. Posting declines of 13%, 11% and 8% respectively,
these figuresreflect London’s broader 8% decrease in Tax
Free shopping sales.

However, it was a more positive story on the other side of the
Channelin Paris, which recorded 2% growth and is home to
four of the top ten Tax Free shopping streetsin Europe.

Despite this, the city’s growth was impacted by two of
these streets, as Avenue Montaigne and Avenue des
Champs Elysées - showed growth equal to or less than
the total city's performance.

Unsurprisingly, Milan, a centre of fashion and design, also
has two of Europe’s top ten streets located withinin it,
cementing the reputation of 'Quadrilatero della Moda"as one
of, if not the most, important fashion districts in the world.
Of these, Via Montenapoleone registered a substantial 6%
growthin 2018.

Year-on-Year Sales (%)

Rue Royale, Paris

Rue Saint Honore, Paris
Via Montenapoleone, Milan
Avenue Montaigne, Paris

. , . -3%
Via Sant'Andrea, Milan +3%

Av'des Champs Elysees, Paris 4%
Old Bond Street, London 1%

New Bond Street, London -8%
Oxford Street, London 1%

Regent Street, London -13%

-20% -10% 0
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2017(+) W 2018(+)
2017(-) 2018(-)

+14%

+28%

+41%

+7%

+14%

+17%

+26%

+71%

+28%

+30%
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+10% +20% +40%

+50%




A look back at Tax Free

Shopping in 2018

A strong dollar drives US Shoppers to Europe

Global Tax Free sales to shoppers from the US saw one of the
largest rates of growth in 2018. However the 12% year-on-
year growth in sales mirrors the percentage increase in 2017
-proving that the USis fast becoming one of Europe’s most
seasoned shopping nations. Performance peaked towards the
end of the year, when US shoppers flocked to the continent
during the Thanksgiving, Christmas and the New Year periods.

Much of this growth can be attributed to a strong dollar.
Both sterling and the euro have fallen since April; it was
at this time that growth in Tax Free shopping sales to US
shoppers started torise sharply. The pound-to-dollar

rate has been knocked by rising uncertainty regarding the
outcome of the Brexit negotiations, whilst the euro-to-dollar
rate was hit by the slowing pace of Eurozone economic
growth, which waned from a slow 0.7% towards the end of
2017toanevenslower 0.4% for QTand 02 in 2018.

Conversely, data from the US have suggested economic
strength and arise in consumer confidence, translating
to strengthin the value of the US dollar and an increased
willingness for US tourists to part with it abroad.®

SReuters - US consumer confidence at 18-year high; house price gains slow

US Tax Free Shopping Sales vs Currency

——— TaxFree Sales-US GBP:USD — — EUR:USD

+40% 1.43
+30% 1.38
+20% 133
+10% 1.28

0% 1.23
-10% 118
-20% 113

Jan Feb Mar Apr May Jun

December Report 2018

Jul Aug Sep Oct Nov Dec

< 8>

| .-il .er ] am’ilr

IHI (S

S ovsmeo | ¢

.“,‘
K G



https://www.reuters.com/article/us-usa-economy-confidence/u-s-consumer-confidence-at-18-year-high-house-price-gains-slow-idUSKCN1N420P

A look back at Tax Free Shopping in 2018

Middle East continues to slump in 2018

Forthe secondyearinarow, Tax Free sales to shoppers from the
Middle East region have shown disappointing results, posting a
decline of 4% in 2018, which follows a 3% decline in 2017.

Sales to the Gulf Cooperation Council (GCC)nations remained
challenged due to anumber of factors, despite a number of
these nations’ currencies being pegged to the US dollar. With
the exception of shoppers coming from Qatar, the main Arab
Gulf nationalities including Kuwait, Saudi Arabia and the UAE
allregistered adecline in salesin 2018, as Qatar rebounded
following the blockade by its neighbours in June 2017.

The economies of the Middle East continue to recover after
many difficult years of alow oil price environment, austerity
measures and geopolitical risk. With changes being introduced
inthisregiontoreduce the dependency on oil production, such
as the introduction of VAT, aboost to the economy is expected
inthe short-to-medium term. This has already beenreflected in
Tax Free sales to shoppers from these nations, which showed
signs of recovery towards the end of 2018.

Year-on-Year Sales:
Gulf Co-operation Council (%)

2017(+) W 2018(+)

2017(-) 2018(-)
UAE » +6%
KWT . g
SAU R
OAT " E—
GCC B
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Year-on-Year Sales: BRIC (%) 2017(+) EE 2018(+)
2017(-) 2018(-)

BRA -22%

RUS -18% o

IND - +18%

CHN R— +20%

BRIC's o 8%

BRIC falters following strong gains in 2017

Salesto shoppers from Brazil, Russia, India and China(BRIC)
witnessed exceptionally strong gains in 2017. However, 2018
proved a challenge as double-digit Tax Free shopping growth
slipped from 18% in the previous year to being broadly flat in 2018.

2018 was also a domestically difficult year for BRIC countries.
Brazil suffered from significant fiscal deficitsand a
weakening labour market as well as the increased political
uncertainty brought about by the October elections. Sales

to Russian shoppers were adversely impacted by areturn to
adepreciationin the value of the ruble, as aresult of a fresh
diplomatic crisis with the UK and renewed sanctions imposed
by the US and European Union.

Evensalesto Chinese shoppers were restrained by currency
fluctuations and a narrowing of price differentialsin the
year. Also, despite a growing Indian economy, sales to Indian
shoppers posted a broadly flat performance, as the value of
the Indian rupee saw falls attributable to a strengthening
US dollar, as did a number of emerging economies with
dollar-denominated debt.
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Sales Performance
- December 2018

By Destination
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-3.5%

+0.7%

+11.6%

+7.6%

+4.6%

-2.7%

-11%

-17.0%

+12.6%

+46.1%

By Source Market
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+5.8%

+23.7%

-14.4%

+5.1%

-29.8%

+8.4%

+11.5%

+12.0%

+1.5%

+7.6%
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El HNG

3 Month Arrivals == RUS CHN
Outlook - Germany -41% | -5.6% | +4.5% | +11.2% 1.3% |+96.5%
| uanis-MarRs | | UAN19-MAR19
E= USA KOR
-25% | +2.6% +4.3% | -8.9%
BRA (@] JPN
-8.7% | +1.9% -4.9% | +10.3%
= KUW Bl TWN
+10.3% | -5.1% +1.7% | +6.8%
SAU R | QAT = UAE e IND = THA = MYS
-5.9% | -3.2% +2.4% | -22.8% -11% | -10.2% +5.4% | +2.1% +9.1% |+46.2% +12.7% | +1.2%
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3 Month Arrivals == RUS CHN
Outlook - Austria +2.5% | -12.56% -8.0% | +47.7% +20.7% | +0.9%
| uanis-MarRs | | UAN19-MAR19
E= USA KOR
+0.6% | +13.6% -0.9% | +1.7%
BRA (@] JPN
+16.4% | -13.1% -0.5% | -18.9%
= KUW Bl TWN
+13.9% | -11.4% +1.8% | +72.8%
R | QAT = UAE = IND = THA = MYS
-55% | +5.2% -2.6% | -20.5% -4.0% | -10.1% -5.4% | +18.7% +155.5% | +89.9% -8.6% | +27.4%
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3 Month Arrivals = RUS CHN B3 HNG
OUUOOK - leand +18.6% |-26.5% +8.0% | +13.6% +24.6% | +10.6%
| uanis-MarRs | | UAN19-MAR19
E= USA KOR
+6.8% | +15.7% +8.8% | +0.6%
BRA (@] JPN
+24.1% | -16.3% 12.3% | -7.8%
= KUW Bl TWN
75% | +18.9% +51.5% | -24.0%
SAU [ oAT = UAE == IND — THA = MYS
-6.5%  -9.1% +11.1% | -27.5% -27.3% | -8.5% +37.5% | -3.1% -2.9% | +18.7% +115.2% | -13.5%
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3 Month Arrivals = RUS CHN B3 HNG
Outlook - Po rtugal +13.6% |-33.9% | | +13.0% | +15.2% | | +3.7% |+65.8%
| uanis-MarRs | | UAN19-MAR19
E= USA KOR
+13.4% -30.9% +86.9%
BRA (@] JPN
+13.8% | +9.4% +23.1% | +4.5%
= KUw Bl TWN
+15.1% | +29.8% +71.6% | +28.7%
R | QAT = UAE e IND = THA = MYS
+33.6% | -29.0% -21.8% | -2.5% +0.7% | -13.0% +48.0% | -16.1% +32.4% | +17.9% +26.7%  -34.6%
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3 Month Arrivals = RUS
Qutlook - Ireland -5.8% |+39.3% 1.2% | +7.7% 12.3% | +25.0%
| uanis-MarRs | | UAN19-MAR19
E= USA KOR
+1.8% | +12.8% 1.0% | +10.3%
BRA (@] JPN
+8.6% | +15.3% -5.0% | +5.8%
= KUw Bl TWN
+3.3% | -18.1% +25.3% | -24.5%
[ oAT = UAE = IND = THA = MYS
-3.4% | -0.8% 21.5%  -1.3% +17.8% | -.7%

+2.2% | -4.9%

-26.0% +84.3% | -9.4%
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3 Month Arrivals = RUS CHN B3 HNG
Outlook - Czech Rep. -45% | -3.5% +4.7% | #17.2% | | +73% | +4.4%
| uanis-MarRs | | UAN19-MAR19
E= USA KOR
+8.9% | +37.9% +1.8% | +9.9%
BRA (@] JPN
+16.2% | -2.7% +19.6% | +4.2%
= KUw Bl TWN
+33.3% | -1.5% -28.6% | -2.4%
SAU R | QAT = UAE e IND = THA = MYS
-4.2% @ -6.6% +90.7% | -32.4% +3.0% | -4.7% +17.0% | +3.8% +9.7% | +2.4% +21.9% @ -9.8%
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Planet International Calendar

Planning for international shoppers
throughout the year

The following heat map has beendesigned  Key Tax Free shopping months include July,
in order to show the important travelling which is the busiest Tax Free shopping month
times of key Tax Free shopping nations. of the year, coinciding with summer holidgys,
Used in conjunction with the major as wellas US Independence Day. Octoberis

int i | calendar dates that also a major month for international shoppers,
International calendar dates that are which sees asharpincrease in tourists seeking

provided on the following page, you will to enjoy Chinese National Golden week. August
be able to plan for the major international also sees a significant amount of spend, as
shopping periods throughout 2019. many Middle Easterninhabitants travelin order

to celebrate the Eid al-Adha Festival.
Normal traffic Medium traffic . High traffic
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‘planet

Planet is headquartered in Galway, Ireland
Email: intelligence@planetpayment.com | Web: planetpayment.com

If you would like to know more about Planet intelligence
please get in touch with your Planet representative.

This publication is intended as a general overview of the subjects dealt with.

Planet will accept no responsibility for any actions taken on the basis of this publication.
Prior results do not guarantee a similar outcome.

Copyright © 2018 Planet Payment UK Limited. All rights reserved.
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