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New Air Traffic Tool

The DDS database is used by all leading airlines and main 

aircraft manufacturers. 

m1nd-set and IATA make it exclusively available for the Travel 

Retail industry.

Traffic: DDS

What does the DDS database contain?

WebLink data
Settlement data for 

direct bookings that 
involve two or more 
airlines (feeder 
flights, code-share, 
disrupted flights, 

etc.)

GDS/BSP data
All travel agencies 
(incl. online) 
bookings

Direct bookings sharing
90% of airlines share their 
direct bookings
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Top Airports in Latin America
(International Departures)
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Top Airports in Latin America
(International Departures)
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Focus on 5 Markets

BRAZIL

ARGENTINA

PERU

URUGUAY

CHILE
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PERU
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CHILE
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BRAZIL
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BRAZIL
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URUGUAY
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ARGENTINA
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Local Touch Seekers

&

Sense of Place 
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Sense of Place

&

Shopper Segments 

1

26%

MIDDLE EAST & 
AFRICA

31%

SOUTH AMERICA

37%

NORTH AMERICA
37%

EUROPE

26%

PACIFIC

32%

ASIA 

Share of Local Touch Seekers 
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IMPORTANCE OF SENSE OF PLACE

1

“Research shows that 

passengers are ranking Sense 

of Place as an important part 

of their overall airport 

experience. When given 

localised and differentiated 

experiences, travellers are 

developing stronger emotional 

connections to the airport –

which puts them in a state of 

mind to shop.”

 Travellers continue to seek memorable and unique experiences, the 

concept has become widespread – and is increasingly a key focus 

for airports, retailers and brands in such areas as designs, openings 

and product ranges. According to a new Business 1ntelligence 

Service (B1S) report from m1nd-set, more than 60% of international 

travellers rank Sense of Place as an important part of their overall 

airport experience.

 Respondents (more than 20,000 face-to-face interviews at airports 

on all continents) said they were broadly seeking a ‘different’, 

‘unique’, ‘local’ and ‘authentic’ shopping experience. But travellers

are not just seeking a different experience compared with other 

airports, they are also looking for a different experience to what 

they can find in other retail channels.

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/
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 The importance of differentiation is highly increasing.

 Passengers want a unique experience at each airport

they fly through, both with the overall airport experience

and in particular the travel retail offer.

 If passengers are given a unique experience via excellent

and innovative localized execution i.e. airport design,

merchandising, retail layout or the product offering –

they have a much stronger emotional connection and

attachment with the airport.

 This positive emotional experience puts them in a state

of mind which make them more prone to shopping and

generates greater customer loyalty

 Important to include F&B in overall airport concept

How should airports reflect on Sense of Place and
what difference does it make to travellers’ travel
and shopping experience?

http://www.m1nd-set.com/
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 CLEAR LOCAL DIFFERENTIATION OFFERINGS IN RETAIL AND F&B

 UNIQUE ATMOSPHERE AND ARCHITECTURE

 COMMUNICATE ON ALL PLATFORMS

 STRONG EMOTIONAL CONNECTION

Best in the World

- Changi Airport -

http://www.m1nd-set.com/
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Prices and Price Perception
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Shopper Journey at Airports

TRAVELLERS BUYERSSHOPPERS
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Travellers: 

Reasons for not Visiting Shops

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/


www.m1nd-set.com 21

28%

23%
21% 21% 20%

Brazil Argentina Chile Peru Uruguay

Reasons for not Visiting

Share of visitors who answered a Price aspect when asking 
about their reasons for not visiting in DF Shop

http://www.m1nd-set.com/
http://www.m1nd-set.com/
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Reasons for not Visiting

25%

21%

Departing Transiting

Share of visitors who answered a Price aspect when asking 
about their reasons for not visiting in DF Shop
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PRICE RELATED ASPECTS 
FOR NOT VISITING

I thought / I knew it is 
more expensive 

compared to shops in 
my home country

I thought / I knew it is 
more expensive 

compared to other 
Duty Free shops 

I thought / I knew it is 
more expensive 

compared to shops in 
my destination

There were no visible 
promotions/sales

that motivated me to 
enter the shops

Duty Free lacks
affordable products

16% 14% 17%

17%

14%

Reasons for not Visiting

http://www.m1nd-set.com/
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Shoppers: 

Reasons for Visiting Shops
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http://www.m1nd-set.com/
http://www.m1nd-set.com/


www.m1nd-set.com 25

DF Visitors

Share of visitors who answered I knew there was a price advantage when asking 
about their reasons for visiting the DF Shop

15%
14%

17%

13%

16%

Brazil Argentina Chile Peru Uruguay
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DF Visitors

Share of visitors who answered I knew there was a price advantage when asking 
about their reasons for visiting the DF Shop

19%

11%

16%

13%

Buyer Non Buyer Departing Transiting

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/


www.m1nd-set.com 27

Reasons for not Buying

PRICE ASPECTS FOR NOT BUYING

The prices were too 
high compared to 
stores in the home 

country

The prices were too 
high compared to 
Duty free shops at 

other airports

The prices were too 
high compared to 

stores at my 
destination

There were no 
promotions/sales 

that motivated me to 
buy

I wanted to compare 
prices at other

locations before 
buying

16% 15% 17%

20% 22%

http://www.m1nd-set.com/
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Buyers: 

Satisfaction

&

Reasons for Buying in Shops

http://www.m1nd-set.com/
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Satisfaction with Aspects of 

DF Shops

62%

55%

53%

51%

51%

48%

47%

45%

44%

44%

42%

39%

34%

Atmosphere/design of the DF shops

Overall satisfaction

The service level in Duty Free

Range of products suitable for gifting

Variety & range of products

Range of luxury products

Clear communication of rules and regulations

Uniqueness of products/services

Local touch, local identity of DF shops

Value for Money

Range of products related to travelling

Range of affordable products

Technology offer (apps, pre-ordering) in Duty Free

Top 2 Boxes : % of respondents who answered 4 or 5 on a 5-points scale

11%

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/
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Value for Money Perception

Share of Buyers who answered 4 or 5 on a 5-points scale to 
rate the Satisfaction with Value for Money in Duty Free

40%
43%

48%
52%

38%

Brazil Argentina Chile Peru Uruguay

http://www.m1nd-set.com/
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Value Perception

ADDITIONAL VALUE CONTRIBUTORS:

UNIQUE PRODUCTS SALES ADVICESHOP ATMOSPHERE

TRUSTSHOPPING EXPERIENCE QUALITY

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/
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Price Comparison 

Share of Visitors (Buyers and Non-Buyers) who compared prices with either other 
DF Shops, downtown shops or online.

68%

59%

67%
60%

43%

Brazil Argentina Chile Peru Uruguay

http://www.m1nd-set.com/
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Price Comparison 

58%

67%
62%

68%

Buyer Non Buyer Departing Transiting

Share of Visitors who compared prices with either other DF Shops, downtown 
shops or online.

http://www.m1nd-set.com/
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DF Buyers – Price driven

Share of buyers who answered There was a clear price advantage vs local market / 
online when asking about their reasons for buying in the DF Shop

32%
34%

30% 30%
33%

Brazil Argentina Chile Peru Uruguay
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DF Buyers – 1st Time Buyer

Share of buyers who purchased at least one product for the first time

42%

37%

49%
46%

35%

Brazil Argentina Chile Peru Uruguay

http://www.m1nd-set.com/
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DF Buyers – Promotion

Share of buyers who purchased at least one product that was on promotion

54%

47%

61%

43% 44%

Brazil Argentina Chile Peru Uruguay
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DF Buyers – DF Exclusives

Share of buyers who purchased at least one product that was a Duty Free Exclusive

38%

33%

41% 41%

36%

Brazil Argentina Chile Peru Uruguay
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Price comparisons between:

Airport Shops 

and 

Domestic Shops

http://www.m1nd-set.com/
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Price Difference Expectations vs. 

Actual Price Difference

EXPECTED MINIMUM PRICE 

DIFFERENCE 15%
OVERALL 

SATISFACTION
VALUE FOR MONEY 

PERCEPTION 

55% 52%

PERU

CHILE

BRAZIL

ARGENTINA

URUGUAY

EXPECTED MINIMUM PRICE 

DIFFERENCE 10%
OVERALL 

SATISFACTION
VALUE FOR MONEY 

PERCEPTION 

55% 48%

EXPECTED MINIMUM PRICE 

DIFFERENCE 15%
OVERALL 

SATISFACTION
VALUE FOR MONEY 

PERCEPTION 

52% 40%

EXPECTED MINIMUM PRICE 

DIFFERENCE 20%
OVERALL 

SATISFACTION
VALUE FOR MONEY 

PERCEPTION 

48% 38%

EXPECTED MINIMUM PRICE 

DIFFERENCE 15%
OVERALL 

SATISFACTION
VALUE FOR MONEY 

PERCEPTION 

57% 43%

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/


www.m1nd-set.com 40

Price Differences Summary : 

Savings vs. Downtown

PERU

EXPECTED 
DIFFERENCE

ACTUAL 
DIFFERENCE

15-20% 16%

15-20% 2%

5-10% 1%

15-20% 4%

5-10% - 21%

10-15% 2%

EXPECTED MINIMUM 
PRICE DIFFERENCE

AVERAGE GOOD VALUE 
FOR MONEY

15% 52%

http://www.m1nd-set.com/
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Price Differences Summary : 

Savings vs. Downtown

CHILE

EXPECTED 
DIFFERENCE

ACTUAL 
DIFFERENCE

15-20% 18%

15-20% 2%

-10%-5% - 37%

10-15% - 7%

0-10% - 8%

10-15% - 2%

EXPECTED MINIMUM 
PRICE DIFFERENCE

AVERAGE GOOD VALUE 
FOR MONEY

10% 48%

http://www.m1nd-set.com/
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Price Differences Summary : 

Savings vs. Downtown

ARGENTINA
EXPECTED 
MINIMUM 

DIFFERENCE

ACTUAL 
DIFFERENCE

10-15% 12%

20-25% 19%

0% -23%

10-15% 1%

% 15-20% 14%

15-20% 16%

EXPECTED MINIMUM 
PRICE DIFFERENCE

AVERAGE GOOD VALUE 
FOR MONEY

15% 43%
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Price Differences Summary : 

Savings vs. Downtown

URUGUAY
EXPECTED 
MINIMUM 

DIFFERENCE

ACTUAL 
DIFFERENCE

45-50% 45%

25-30% 14%

0-5% -8%

20-25% 18%

10-15% 4%

15-20% 13%

EXPECTED MINIMUM 
PRICE DIFFERENCE

AVERAGE GOOD 
VALUE FOR MONEY

20% 38%

http://www.m1nd-set.com/
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Price Differences Summary : 

Savings vs. Downtown

BRAZIL

EXPECTED 
DIFFERENCE

ACTUAL 
DIFFERENCE

5-10% -18%

15-20% 10%

5-10% -8%

5-10% 1%

10-15% 4%

15-20% -2%

EXPECTED 
MINIMUM PRICE 

DIFFERENCE

AVERAGE GOOD 
VALUE FOR 

MONEY

15% 40%

http://www.m1nd-set.com/
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Overall Satisfaction - Buyers

AVERAGE PRICE DIFFERENCE

O
V

ER
A

LL
 S

A
TS

IF
A

C
TI

O
N

Share of Buyers who answered 4 or 5 on a 5-points scale to 
rate the Overall Satisfaction in Duty Free

0%

10%

20%

30%

40%

50%

60%

70%

-20% -15% -10% -5% 0% 5% 10% 15%

http://www.m1nd-set.com/
http://www.m1nd-set.com/
http://www.m1nd-set.com/


www.m1nd-set.com 46

Value for Money Perception - Buyers

Share of Buyers who answered 4 or 5 on a 5-points scale to 
rate the Value for Money in Duty Free

AVERAGE PRICE DIFFERENCE

V
A
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E 
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R
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O

N
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C
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TI
O
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10%

20%

30%

40%

50%

60%

70%

80%
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Conclusions 

& 

Recommendations 
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Conclusions & 

Recommendations 

Today’s consumers are looking for Value, 
Convenience and a Unique Experience.

Retailers who fail to respond to this trend 
will be punished!
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Conclusions & 

Recommendations 

HIGHER PRICES AT DF COMPARED TO DOWNTOWN IS RISKY, AND WILL 
LEAD TO DECREASE IN FOOTFALL AND CONVERSION RATES#1

SIGNIFICANTLY IMPROVE THE VALUE FOR MONEY PERCEPTION#2
INNOVATIVE & CREATIVE ITEMS

TR EXCLUSIVES

TRAVEL RELATED ITEMS

OFFER BETTER CONSULTING/ADVISE IN DF COMPARED TO OTHER CHANNELS

BUILD ON TRUST & QUALITY ASPECT

RETAILTAINMENT: IMPROVE SHOPPING EXPERIENCE & ENTERTAIN 
(SENSE OF PLACE, MUSIC, CLOTHING)#3

DIGITAL REVOLUTION – A EXCITING, APPEALING AND TRAVEL RELATED 
OMNI-CHANNEL COMMUNICATION (BEACONS, PERSONAL…)#4

#1

#2

#3

#4

http://www.m1nd-set.com/
http://www.m1nd-set.com/
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Muito Obrigado!
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