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GLOBAL RANKING: Q1 2019 INDEX
Country Rank Index  

score
rank

Sales
rank

Average  
transaction  

value

Inflation 
%

GDP  
growth 

%

Currency  
vs EUR - 

quarterly % 
change

Currency  
vs GBP - 

quarterly % 
change

China 1 494 1  € 868 1.8 6.8 3.0 1.3

USA 2 161 3  € 647 2.1 2.5 0.5 -1.2

Russia 3 (1) 147 2  € 526 2.6 0.9 1.4 -0.3

Taiwan 4 (1) 145 5  € 741 0.4 3.4 0.5 -1.2

Hong Kong 5 (-2) 141 4  € 1,015 1.6 3.4 0.3 -1.4

Thailand 6 (1) 120 7  € 784 0.9 4.0 4.3 2.5

South Korea 7 (-1) 119 6  € 458 1.5 2.8 0.7 -1.1

Vietnam 8 116 20  € 986 2.6 7.7 1.1 -0.7

UAE 9 (1) 115 8  € 785 2.2 0.8 0.4 -1.3

Indonesia 10 (1) 108 10  € 702 3.5 5.1 5.2 3.4

Japan 11 (5) 101 12  € 576 0.6 2.0 2.9 1.1

Saudi Arabia 12 (-3) 98 14  € 587 -1.4 -1.2 0.5 -1.3

Malaysia 13 (1) 95 11  € 483 3.5 5.9 2.5 0.7

Kuwait 14 (1) 95 9  € 427 1.3 -2.5 0.5 -1.2

Philippines 15 (-3) 94 24  € 664 3.1 6.5 21.7 19.7

Singapore 16 (-3) 93 16  € 576 0.5 4.6 2.0 0.2

Brazil 17 (-1) 86 13  € 447 2.8 2.1 1.6 -0.1

Morocco 18 (-1) 80 18  € 404 1.3 3.9 -0.9 -2.7

Canada 19 (-2) 79 22  € 487 1.8 3.0 -0.2 -1.9

India 20 (-1) 78 15  € 354 3.7 7.0 2.8 1.0

Australia 21 (1) 78 19  € 436 1.9 2.4 -0.2 -2.0

Mexico 22 (1) 76 25  € 490 6.6 1.5 3.8 2.0

Israel 23 (1) 75 17  € 259 0.3 3.4 22.0 19.9

Turkey 24 (-2) 73 21  € 540 12.3 7.3 2.8 1.0

Argentina 25 39 23  € 229 23.4 3.9 -4.2 -6.3

Index scores that are above 100 indicate countries where tourists 
have stronger spending power in relation to other countries.

Index scores below 100 indicate countries where tourists have 
weaker spending power.

PREFACE INDEX

The latest World Economic Outlook 
report from the International 
Monetary Fund warns of three major 
global risks in the coming year: rising 
inequality; weak investment; and, 
crucially, the rise of protectionism.

The potential global downsides of the 
latter are difficult to overstate, but are 

often misunderstood. 

Protectionism evokes images of shipping 
containers, heavy industry, or currency 
wars. But another consequence is a 
reduced desire to travel abroad and 
visit other nations. Protectionism alters 
outlooks on the world, and subdues our 
natural inclination to explore, learn, and 
experience other cultures.

Sector-wise there are few areas where the 
effect of this would be felt more acutely 
than in retail. Retail is, in many nations, the 
single biggest private sector employer. 
And it is a sector that is undergoing rapid 
transformation. Increasingly, international 
visitors are accounting for a significant 
share of retailers’ revenue, and this trend  
is only accelerating.

It is for this reason that every effort must 
be made by policymakers to ensure that 
the ability of international travellers to 
visit their nation is as frictionless and 
encouraged as possible. A world of mutual 
exchange – be it cultural or commercial – 
is better for everyone.

At Planet, we have helped businesses 
exceed the expectations of their 
international customers for over  
30 years. To help retailers capitalise  
on the vast opportunity that international 
shoppers represent, this Planet Shopper 
Index combines our own Tax Free sales 
data with key economic measures 
including inflation, GDP growth and 
currency movement, to produce a  
robust score for each market, illustrating 
its position in the global league of 
shopping nations.
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INTERNATIONAL 
SHOPPER ACTIVITY 
ACROSS EUROPE 
SLOWS IN FIRST 
QUARTER OF THE YEAR

RUSSIAN SHOPPER 
IMPACT GROWS AFTER 
CHALLENGING YEAR

International shopper activity across Europe’s retail 
destinations fell slightly in the first quarter of the year, 
as a short burst of gains for the British pound weakened 
the international purchasing power of more than half of 
Europe’s top 25 visitor nations.

The median score of the latest Planet Shopper Index – 
which uses a number of sales and economic indicators to 
illustrate the strength of international shopper activity 
– fell from 97 in the final quarter of 2018 to 95 in the first 
three months of this year.

As one of the foremost destinations in Europe, the 
recent rebound in the value of the United Kingdom’s 
pound sterling will have impacted the purchasing power 
of many visiting nations. While France, Spain and Italy 
each welcome a greater number of visitors per year, 
the pound’s rebound combined with the volume of 
international spend in the UK may have been enough 
to nudge the median index score for Europe as a whole 
downward.

China – the luxury shopping powerhouse of the world – 
retained its position at the top of the table, though the 
gap between it and other nations narrowed. Its index 
score fell from 498 in Q4 2018 to 494 in 2019. Despite this, 
the average value per transaction (ATV) among Chinese 
shoppers grew from €801 to €868; likely driven by the 
Chinese New Year festivities of the first quarter.

2018’s rapid growth in the strength of the US dollar 
continued to diminish throughout the first quarter of the 
year, resulting in the USA’s score falling by more than any 
other nation. This currency pressure also impacted major 
shopping nations among the Gulf Co-operation Council, 
whose currencies are pegged to the greenback. 

Despite this, the US remained the second most lucrative 
source nation for Europe’s retailers, also experiencing a 
significant boost to its ATV, from €547 in Q4 2018 to €647 
in the latest index.

Traditionally one of the world’s most prolific luxury 
shopping nations, Russia’s international spending 
power has come under sustained pressure in 
the last few years, as sanctions and a fall in oil 
prices heavily affected the oil-producing nation’s 
domestic economy.

However, the latest quarter of data paints a brighter 
picture for the nation of 145 million. Inflation has 
fallen from a Q4 2018 average of 3.9% to a more 
manageable 2.6% – comfortably below the Central 
Bank of Russia’s target ceiling of 4%. As a result, 
Russians now have a greater volume of expendable 
income.

Additionally, the ruble has grown in strength versus 
the euro by more than triple the rate it did in the 
last quarter of 2018, boosting the international 
purchasing power of Russians spending abroad. 

This is reflected by the fact that ATV among 
Russian shoppers in Europe has crept up to €526 
from €519 in the last index. Overall sales volumes 
among Russian shoppers have also seen an 
increase, leapfrogging that of the US to take  
Russia into second place by this measure.

Oil prices have been a major driver of the economic 
improvement in Russia, with the price of Brent 
crude increasing from $55 a barrel at the beginning 
of the year to over $70 at the end of March. 

The promising data will come as a relief to Russian 
shoppers – and the European retailers who are used 
to welcoming them – following a tough 12 months 
that saw Russia’s overall index score fall from a 
2017 average of 160 to a 2018 low of 131.
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Japan was the latest quarter’s highest climber in the 
index, leaping five places to 11th in the table. Low 
inflation, healthy GDP growth and currency gains 
against the euro and pound were the biggest drivers of 
this improvement.

Japan is the third-largest consumer market in the 
world after the US and China1, the second-largest 
luxury market globally, and is one of the biggest 
consumers of fashion in the world. And combined 
with the country’s recent loosening of fiscal 
conservativism, accelerating growth, and a boost in 
consumer spending, it has crept up the Planet Shopper 
Index, almost reaching the top 10.

Japanese luxury consumers – especially Millennials 
and Gen-Zers – are overwhelmingly optimistic about 
their own economic prospects leading up to 2020. 
Eighteen per cent of consumers under 30 expressed 
confidence in 2017 – a figure that grew to 29% in 20182.

While the Philippines and Singapore also fell by three 
places in the latest index, Saudi Arabia’s fall from 9th to 
12th place followed an index score that either remained 
static or fell for each of the last three quarters.

Saudi Arabia’s GDP fell by 1.2% in the latest quarter 
of data – the second biggest fall of the 25 countries 
measured. The contraction comes at a time when the 
IMF has projected that the country’s budget deficit will 
hit 7% of GDP by the end of the year, indicating that 
economic growth is not keeping up with spending.

In addition, the Saudi Arabian riyal’s peg to the US 
dollar means that the recent depreciation of the 
greenback versus the pound and euro has diminished 
the purchasing power of Saudi international shoppers. 

And while the latest negative inflation figure of - 1.4% 
may suggest a deeper underlying weakness of the 
domestic economy, the four months of consecutive 
deflationary data are likely a levelling out of prices after 
the introduction of a 5% value-added tax rather than a 
symptom of any fundamental instability.

Despite slipping down the table in the latest quarter of 
data, Saudi Arabia and other Gulf Cooperation Council 
nations could well make a big impact in the European 
retail sector in Q2, when the Islamic holiday of Eid al-Fitr 
begins. The holiday is often marked with holidays 
abroad, and significant retail spending.

HIGHEST CLIMBER: 
JAPAN

BIGGEST FALL:  
SAUDI ARABIA

INDEX PERFORMANCE 
BY MARKET TYPE

Developed markets Emerging markets Frontier markets

Australia
Austria
Belgium
Canada
Finland
France
Germany
Hong Kong
Ireland
Italy
Japan
Netherlands
New Zealand
Norway
Portugal
Singapore
Spain
Sweden
Switzerland
United Kingdom
United States

Brazil
Chile
China
Colombia
Czech Republic
Egypt
Greece
Hungary
India
Indonesia
Korea
Malaysia
Mexico
Pakistan
Peru
Philippines
Poland
Qatar
Russia
South Africa
Taiwan
Thailand
Turkey
UAE

Argentina
Bahrain
Bangladesh
Croatia
Estonia
Jordan
Kazakhstan
Kenya
Kuwait
Lebanon
Lithuania
Mauritius
Morocco
Nigeria
Oman
Romania
Serbia
Slovenia
Sri Lanka
Tunisia
Vietnam
WAEMU*
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*The West African Economic and Monetary Union (WAEMU) consists of the following countries:  
Benin, Burkina Faso, Ivory Coast, Guinea-Bissau, Mali, Niger, Senegal and Togo. Currently the MSCI 
WAEMU Indexes include securities classified in Senegal, Ivory Coast and Burkina Faso.

  https://data.worldbank.org/indicator/NE.CON.PRVT.CD?most_recent_value_desc=true&year_high_desc=true
  https://www.mckinsey.com/industries/retail/our-insights/changing-channels-landscape-to-satisfy-japanese-luxury-consumers-appetite-for-novelty

1
2
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REGIONAL 
SNAPSHOT

The MENA region continued to see a slowdown in 
European shopping activity, with most of the region’s 
currencies being pegged to the dollar and therefore 
losing purchasing power in line with the United 
States. But with the Eid al-Fitr holiday set to begin 
at the end of May, European retailers could well see 
a high volume of MENA-based shoppers coming 
through their doors in Q2.

The Asia-Pacific (APAC) region enjoyed another 
quarter-on-quarter increase in its index score, 
following a quarter in which all APAC entrants in  
the table saw their currencies strengthen against  
the euro. 

Japan’s significant gains in the latest index were a 
big driver of the region’s overall increase, with Taiwan 
– the fifth-biggest spenders in Europe in Q1 – also 
contributing to the region’s impact on the European 
retail sector.

The Central and South America region bounced 
back from a challenging end to 2018, with the region’s 
overall performance improving by 2.4% compared 
with the previous quarter. The improvement was 
driven predominantly by the easing of Argentina’s 
economic woes, with Q4 2018’s astronomical 47% 
inflation halving to 23.4% in Q1 2019.

Russia’s significant improvement in the latest 
index – in particular its climb to second-place by 
sales volume – has seen the Europe region post an 
8.5% increase in its index score, compared with the 
previous quarter.

North America continues to lose 
momentum in the index, with ongoing 
weakening of the dollar impacting the 
region’s international purchasing power. 
However, the fall may be short-lived, as 
the dollar gains were largely fuelled by 
the Trump administration’s fiscal stimulus 
measures, and the recent fall-back could 
be a return to pre-stimulus rates. 

NORTH AMERICA
Average index score  
change on last quarter

-5.5%

CENTRAL & SOUTH AMERICA
Average index score  
change on last quarter

2.4%

MENA
Average index score  
change on last quarter

-1.9%

EUROPE
Average index score  
change on last quarter

8.5%

ASIA PACIFIC
Average index score  
change on last quarter

0.9%

PLANET SHOPPER INDEX 8PLANET SHOPPER INDEX7



METHODOLOGY

The Planet Shopper Index follows the top 25 
countries in terms of Tax Free spend, tracking 
over time the spending power of its tourists. 

With over 1,500 experts across 57 countries, Planet 
creates better international payments and service 
experiences for 300,000 merchants and over 100 partner 
banks in five continents.  Planet is also part of the 
Eurazeo portfolio of growth companies.

Find out more here: www.planetpayment.com

Contact:
Somerset House
47-49 London Road
Redhill
Surrey
RH1 1LU
T +44 203 530 4105

Planet is an international  
payments provider that helps 
businesses exceed the needs of 
their international customers. 

ABOUT 

This is achieved by combining metrics 
of actual tourist shopping behaviour, 
with metrics that directly affect 
the decision-making process of 
prospective tourists.

Tax Free sales is one of the most 
important of these measures and gives 
an insight into the overall significance 
that a country’s tourists could have on  
a store or retailers performance. 

Average Transaction Value is also 
crucial as it provides customer context; 
showing the actual spending habits of 
individual tourists. Inflation has been 
included within the index as inflation 
affects domestic spending power and, 
in turn, the ability for tourists to travel. 

GDP growth is very much a way of 
capturing the overall state of an 
economy; and a great way to understand 
the prospective outlook of tourists. 

The intention of the Index is to be a 
balanced, forward-looking measure 
that anticipates the spending trends  
of international shoppers. 

Finally, currency strength captures 
the quarterly movement of a country’s 
currency, demonstrating the direction 
of the international spending power of 
a country’s tourists in relation to other 
countries (Tourists in countries with an 
increase in currency strength are able 
to purchase more abroad compared to 
the previous quarter).

In order to calculate the Planet Shopper 
Index, first scores are calculated for each 
country within each metric. This allows us 
to see the highest and lowest performers, 
as well as the relativity between each of 
the countries for each metric. 

These scores are then combined using 
a weighted algorithm. This weighted 
algorithm places importance first to 
Tax Free sales and Average Transaction 
Value, as the effects of these two metrics 
are most felt directly at the point of 
purchase. These are followed by currency 
strength, Inflation and GDP growth. 

It incorporates both internal  
and external data, combining  
the quarterly movements of  
five key metrics:

• Tax Free sales

• Average Transaction Value (ATV)

• Inflation

• GDP growth

•  Currency strength in relation  
to both the Euro and Great  
British Pound 
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planetpayment.com
This publication is intended as a general overview about 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. 


