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GLOBAL RANKING: Q2 2019 INDEX
Market Rank Index  
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China 1 484 1  € 839 2.6 6.2 -0.1 0.2

USA 2 185 2  € 548 1.8 3.2 1.0 1.4

Hong Kong 3 (2) 142 6  € 965 3.0 0.5 1.1 1.5

Russia 4 (-1) 133 3  € 517 5.0 0.5 3.1 3.5

Taiwan 5 (-1) 132 4  € 687 0.8 1.7 0.1 0.4

Thailand 6 126 7  € 755 1.1 2.8 1.1 1.5

South Korea 7 120 5  € 511 0.7 1.8 -2.5 -2.2

UAE 8 (1) 113 8  € 771 -1.6 2.2 1.1 1.3

Indonesia 9 (1) 111 9  € 714 3.1 5.1 0.2 0.5

Vietnam 10 (-2) 111 22  € 888 2.7 6.8 0.6 0.9

Singapore 11 (5) 101 10  € 639 0.8 1.3 0.4 0.7

Saudi Arabia 12 100 14  € 666 -1.6 1.7 1.1 1.4

Philippines 13 (2) 98 19  € 659 3.0 5.5 1.8 2.2

Malaysia 14 (-1) 96 13  € 518 0.6 4.5 -0.3 0.0

Japan 15 (-4) 95 11  € 578 0.8 0.9 1.3 1.6

Kuwait 16 (-2) 93 15  € 534 0.9 2.6 0.9 1.2

India 17 (3) 87 12  € 343 3.1 5.8 2.4 2.7

Canada 18 (-1) 81 17  € 437 2.1 1.3 0.4 0.7

Brazil 19 (2) 80 16  € 422 4.3 0.5 -2.8 -2.5

Morocco 20 (-2) 79 24  € 464 0.2 2.8 0.1 0.6

Australia 21 79 20  € 444 1.6 1.8 -0.7 -0.4

Mexico 22 75 21  € 480 4.2 -0.7 1.5 1.8

Turkey 23 (1) 74 23  € 568 18.0 -2.6 -7.5 -7.2

Israel 24 (-1) 73 18  € 272 1.2 3.2 2.4 2.7

Argentina 25 41 25  € 228 56.3 -5.8 -10.4 -10.0

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

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

INDEXPREFACE

In this latest edition of the Planet Shopper Index, we can 
see a slowdown in emerging market shopper activity.

This is driven in part by the consequent 
effects of ongoing trade disputes and 
consequences of currency volatility.  
But while this may seem at face value  
to be a cause for concern, a closer  
look at the numbers paints a more 
optimistic story.

The incumbent international shopping 
heavyweights of China and the US still 
sit at the top of our ranking of the 25 top-
performing visiting markets to Europe’s 
retailers. However, the positions 
immediately below these are occupied by 
an increasingly diverse group of nations.

This is reason for celebration, as the 
persistent economic development  
and growth in spending power of emerging 
markets sees them repeatedly knocking 
at the door of the more traditional luxury 
spenders in our league table.

Locations such as India, Vietnam, 
Thailand and Indonesia are providing 
Europe’s retailers with growing  
numbers of potential buyers of their 
products, and many retailers are  
reaping the benefits.

As the profile of shoppers to European 
brands evolves, merchants must be 
aware of the nuances of each different 
nationality, they should demonstrate 
understanding of how each shopper 
wants to be served, as they will demand 
service and experience levels that are 
the same as the goods that they are 
purchasing. The shopper experience  
must be as high as possible, regardless 
of whether a domestic or international 
shopper. 

The average international shopper 
in Europe spends almost four times 
as much as their local counterparts, 
international spend accounts for up 
to 60% of total sales for some major 
retailers. The retail sector is evolving, 
and becoming a market that for some 
brands derives almost as much value and 
revenue from international visitors as it 
does domestic.

We hope that this report shines a light on 
the potential that international shoppers 
represent for Europe’s retailers. But we 
also hope that it will inspire brands to 
explore the diversity of their customers 
and evolve their offerings to ensure that 
Europe maintains its position as the  
home of luxury shopping.
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US SHOPPERS DRIVE UPTICK 
IN EUROPE’S INTERNATIONAL 
SHOPPER MARKET DESPITE 
EMERGING MARKET 
SLOWDOWN

IN FOCUS: 
INDIA

International shopper activity across 
Europe accelerated in the second 
quarter of the year, driven largely 
by buoyant US shopper activity and 
a bounce back of visiting nations’ 
currencies against the pound and  
euro. The median index score of the  
25 biggest-spending visitor nations  
in Europe grew by three points, to 98.

The increase in overall shopper 
activity was led by developed market 
visitors – a sharp contrast to last 
quarter’s data, which saw emerging 
market nations outperform all other 
groupings. The latest data saw 
markets including the US, Singapore 
and Canada post some of the biggest 
increases in index scores.

And while a strengthened dollar may 
see European retailers enjoy a windfall 
of sales to American shoppers, the 
strength of the greenback may be 
forcing emerging market economies 
to slow down on spending.

According to the Institute for 
International Finance, the first quarter 
of 2019 saw a greater volume of dollar-
denominated debt issued by emerging 
markets than ever before.  
A continued ascent of the dollar versus 
the issuers’ currencies may lead to 
an economic slowdown if real-terms 
repayments increase as a result.

Widely seen as the world’s international shopping 
powerhouses, China and the US typically 
outperform most other source markets in the 
European retail space. But as purchasing power in 
emerging markets catch up with the incumbents, 
retailers are increasingly having to keep their eye 
on the next big opportunity.

The latest index data show India to be one of these 
future big hitters, with the world’s fastest-growing 
economy as the second-highest climber in the 
second quarter, by both index score and rank. Far 
from a brief entry, India’s presence in Europe’s Tax 
Free shopping market has been steadily rising, as a 
growing middle class and booming services sector 
are giving rise to a generation of eager travelers.

While the consistent increase in index score over 
the last few quarters proves that India’s growth 
is a sustained component of the Tax Free market, 
its strong performance in the last quarter was 
enhanced by a spike in travel to the UK, with many 
attending the Cricket World Cup, which took 
place in June. The British High Commission to 
India estimated the event would attract 80,000 
additional Indian tourists to the country, and Tax 
Free sales reflected this, with sales to Indian 
visitors growing by 18% year on year in June.

The last three quarters of data have seen India 
climb from the 19th to the 12th biggest Tax Free 
spenders, at a time when average transaction value 
has remained largely the same. This increase in 
overall volume of travelers and sales highlights the 
wide potential for Indian shoppers and their ability 
to have an increasingly positive impact on the 
European retail sector.
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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 locations:  
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.

HIGHEST CLIMBER: 
UNITED STATES

At a time when warnings of an impending 
US recession are appearing in many 
financial and business media, US citizens 
are continuing to reap the benefits of the 
buoyant domestic economy that has seen 
Europe’s retailers enjoy a windfall in sales 
to shoppers from across the Atlantic.

Europewide Tax Free sales to US shoppers 
have grown at a double-digit rate every 
month of 2019 so far. More than this, the 
year-on-year performance of the dollar 
versus the euro and pound has improved 
compared with the previous quarter’s  

data, suggesting that the heightened 
shopping activity will continue.

While the US retained its position as 
the second-placed nation in the index, 
it registered the biggest increase in its 
overall index score. 

The continued strength of the US dollar and 
favourable domestic economic conditions 
that the country is enjoying, will have 
contributed to its impressive performance 
in the second quarter of 2019.

US GDP grew by 3.2% in the second quarter, 
compared with the same period in 2018. At 
a time when the many of the component 
nations in the index are going through 
periods of sluggish economic growth.

America’s latest inflation rate of 1.8% is 
further evidence of its economic stability, 
with the rate sitting marginally below 
the Federal Reserve’s target of 2%. 
The combination of domestic stability 
and international currency growth will 
only strengthen America’s international 
purchasing power further.

BIGGEST FALL: RUSSIA

After a brief spell of improvement in 
the first quarter of the year, Russia’s 
performance in the last three months  
of available data has seen it emerge  
as the worst performing market in the  
latest index.

Three years of sanctions, low oil prices and 
consequent austerity measures have taken 
their toll on the usually prolific international 
luxury shoppers. The latest data show that 
inflation has almost doubled since the last 
volume of the index was published. This will 
have forced many Russians to prioritise 

funding now-costlier domestic purchases 
ahead of international spending - this is 
likely to change in the months ahead as the 
Russian ruble has actually gained strength 
against the pound and euro.

A recent survey by a state-sponsored 
pollster found that a majority of Russians 
believe that conditions in their country 
make it hard to plan for the long-term 
future. This is reflected in data showing 
that consumer lending rose by 25% in the  
12 months up to July this year.

Despite this, Russians were still the third 
highest Tax Free spenders in Europe in 
the second quarter. The country’s GDP 
growth is in positive territory, and inflation-
adjusted wages have grown by 3.5% so far 
this year. Retailers will do well to remember 
that this is a market that still plays a key 
role in the luxury shopping sector.
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REGIONAL 
SNAPSHOT

The MENA region saw a slight slowdown in the 
second quarter, despite the Islamic Eid celebration 
falling in this period – a holiday typically marked  
with travel abroad and high levels of spending.  
The UAE and Saudi Arabia’s dollar pegs meant that 
their economies and spending power were relatively 
unaffected by the dollar rally, with both markets’ 
retaining their respective spots in the index of 
eighth and 12th.

Despite China’s index score falling marginally in 
the second quarter, strong performances from 
economies including Singapore and India meant 
that Asia-Pacific (APAC) was the only other region 
to see an average score increase in the latest data.

The Central and South America region’s average 
score fell by almost 2% between the first and 
second quarters of the year, as economic 
uncertainty in Argentina combined with a slowdown 
in Brazilian shopper activity pulled the region as a 
whole into negative growth. 

Europe’s regional performance was in line with the 
significant index score decrease experienced by 
Russia, where a challenging domestic economy is 
leaving Russians with little discretionary income.

North America was the highest 
performing region in the second quarter, 
driven by the impressive increase in 
activity among US shoppers. The dollar 
appreciated by 1% against the euro 
and against the pound by 1.4%, as the 
greenback’s rally continued to leave 
American visitors in a position to  
spend more.

NORTH AMERICA
Average index score  
change on last quarter

8.5%

CENTRAL & SOUTH AMERICA
Average index score  
change on last quarter

-1.8%

MENA
Average index score  
change on last quarter

-0.8%

EUROPE
Average index score  
change on last quarter

-9.5%

ASIA PACIFIC
Average index score  
change on last quarter

1.1%
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METHODOLOGY

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

With over 1,500 experts across 60 locations, 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 market’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 
market 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. 


