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GLOBAL RANKING: Q3 2019 INDEX
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China 1 482 1  € 733 2.9 6.0 -1.7 1.3

USA 2 201 2  € 552 1.7 2.0 1.1 4.3

Russia 3 (1) 132 3  € 441 4.3 0.9 1.0 4.1

Thailand 4 (2) 121 10  € 836 0.6 2.3 4.0 7.2

Hong Kong 5 (-2) 120 6  € 812 3.3 -2.9 1.3 4.4

UAE 6 (2) 118 9  € 689 -2.1 2.2 1.0 4.1

Vietnam 7 (3) 117 21  € 808 2.2 7.3 1.3 4.4

Taiwan 8 (-3) 112 8  € 543 0.4 2.9 0.9 4.1

Saudi Arabia 9 (3) 112 4  € 512 -1.0 0.5 1.1 4.2

South Korea 10 (-3) 110 5  € 460 0.1 2.0 -1.2 1.8

Indonesia 11 (-2) 110 17  € 718 3.4 5.1 2.0 5.2

Kuwait 12 (4) 108 7  € 516 1.4 0.4 1.1 4.2

Philippines 13 103 24  € 665 1.7 6.2 1.5 4.6

Japan 14 (1) 98 11  € 562 0.3 1.0 3.5 6.7

Singapore 15 (-4) 92 16  € 616 0.5 0.1 0.2 3.3

Malaysia 16 (-2) 91 19  € 449 1.3 4.9 0.7 3.8

India 17 89 12  € 343 3.5 5.0 -0.1 3.0

Canada 18 86 13  € 433 1.9 1.6 2.4 5.6

Australia 19 (-2) 84 15  € 436 1.7 1.4 -1.0 2.1

Brazil 20 (1) 83 14  € 434 3.2 1.0 -0.3 2.8

Mexico 21 (1) 77 20  € 468 3.3 -0.4 -0.5 2.6

Israel 22 (2) 75 18  € 260 0.5 3.2 3.1 6.3

Morocco 23 (-3) 72 23  € 316 0.5 2.5 1.0 4.1

Turkey 24 (-1) 67 25  € 473 13.6 -1.5 4.6 7.8

Argentina 25 50 22  € 217 53.8 0.6 -11.2 -8.5

International shopper activity in Europe reaches  
two-year high in third quarter.

OVERVIEW

International shopper activity across Europe has 
strengthened for the second quarter in a row, as currency 
gains for many of the Planet Shopper Index’s component 
markets saw purchasing power grow and international  
spend follow suit.

The median score of the index reached 103 in the third quarter 
of 2019 – the highest score for two years. Twenty-four of 
the 25 component market currencies appreciated against 
the pound, with 19 doing the same against the euro. These 
gains will have left international shoppers with more foreign 
currency to spend when abroad, with European retailers being 
the main beneficiaries.

MIDDLE EASTERN 
SHOPPERS SPEND 
BIG IN Q3

Shoppers from the traditionally big-spending 
Gulf Co-operation Council (GCC) nations were 
some of the stand-out performers in the latest 
index, with each of Kuwait, Saudi Arabia and the 
United Arab Emirates (UAE) seeing their index 
score and rank jump significantly. Kuwait was the 
second-highest climber, jumping four places in 
the league of big-spending nations, to 12th.

CHINA AND 
TERRITORIES  
LOSE GROUND

China and its territories China Taiwan and China 
Hong Kong all saw their index score fall, as a 
combination of ongoing trade uncertainty and 
domestic unrest coincided with a decrease in 
overseas spending by shoppers from these markets.

RUSSIAN LUXURY 
SHOPPERS SHOW 
SIGNS OF RECOVERY

After a challenging few years of currency depreciation 
and a consequent tightening of international shopper 
purse strings, Russian visitors are showing signs of 
recovery as the country of 144 million climbed to third 
place in the latest index. A combination of steadily 
improving oil prices and a resultant boost to the ruble 
have been significant contributors to the resource-
rich nation’s resurgence.
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MARKETS IN FOCUS

BIGGEST CLIMBER: 
UNITED STATES

2019 has proven to be the year of the US shopper across 
Europe. Fiscal expansion, a strong labour market and 
low unemployment have seen the dollar strengthen 
significantly over the last 18 months. The result has been 
a sustained spate of outbound travel and increased 
spending by American shoppers.

US shoppers’ average transaction value (ATV) ranked the 
tenth-highest in the index – a three-place improvement on 
last quarter. Despite this middling ATV, a high volume of 
arrivals and total value of spend saw the US comfortably 
occupy second place in the table. 

BIGGEST FALL:  
CHINA HONG KONG

Ongoing political unrest in China Hong Kong appears 
to have had an impact on its residents’ typically robust 
propensity to travel and spend abroad. China Hong 
Kong’s 22-point decrease represents the second-lowest 
quarter-on-quarter fall since the inception of the Planet 
Shopper Index. This coincides with record-low domestic 
retail sales and the slowest economic growth since the 
financial crisis1.

Despite these economic and political headwinds, 
shoppers from China Hong Kong registered the second-
highest ATV in this issue of the index, while its currency 
and inflation remained steady. This suggests that the 
decreased index score is a symptom of trepidation and 
caution rather than a fundamental shift in appetite for 
international spending.

IN FOCUS: VIETNAM

In the latest issue of the index, Vietnam has climbed three 
places to seventh, registering the third-highest ATV of all  
25 component markets. It has held or bettered its position 
in all but one issue of the Shopper Index published to date, 
driven by a continually expanding economy, growing middle 
class and fast-expanding young – and affluent – population. 

World Bank figures suggest that 60% of the Vietnamese 
population will be under the age of 35 by 2035, making it  
the youngest population in Asia2. 

The country’s aviation authority is expecting the growing 
population to embark on a greater volume of international 
travel. Outbound flights are forecast to increase by 16% 
to 131 million in 20203. Such is the growth, a sixth major 
commercial airline is now launching international flights, 
which will mean even greater numbers of high-spending 
shoppers hitting the retail centres of Europe’s major 
destinations.

Such consistently positive spend and economic data 
suggest that, far from a flash in the pan, Vietnam will be  
one of the key emerging markets for European retailers  
to focus on as we enter the 2020s.

INDEX PERFORMANCE 
BY MARKET TYPE Developed market

Emerging market

Frontier market

6.0

4.0

-4

-2

0

2018 Q4

Quarter-on-quarter percentage change in average index score

2019 Q1

P
er

ce
nt

ag
e 

ch
an

ge

2019 Q2 2019 Q3

2.0

8.0

10.0

2.7

-0.2

-1.2

8.9

0.1

-0.1
-0.3

0.9

0.2

-2.5

-2.5

1.0

1  https://www.ft.com/content/0dd8e27e-0ae0-11ea-bb52-34c8d9dc6d84
2  https://www.businessoffashion.com/articles/global-currents/vietnams-luxury-market-is-ready-to-boom
3  https://www.export.gov/article?id=Vietnam-Aviation
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NORTH AMERICA
Average index score  
change on last quarter

7.6%

CENTRAL & 
SOUTH AMERICA
Average index score  
change on last quarter

9.9%

MENA
Average index score  
change on last quarter

2.6%

EUROPE
Average index score  
change on last quarter

-0.7%

ASIA 
PACIFIC
Average index score  
change on last quarter

-2.9%

Quarter-on-quarter change in average index score

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. 

REGIONAL 
COMPARISON:

With over 1,500 experts across 60+ markets, Planet creates better 
international payments and service experiences for 400,000 
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

• Inflation

• GDP growth

•  Currency strength in relation  
to both the Euro and Great  
British Pound 

PLANET SHOPPER INDEX 6PLANET SHOPPER INDEX5



planetpayment.com
This publication is intended as a general overview about the subjects dealt with. 

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


