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Tax Free sales trends




Europe after

the Pandemic

in Europe has witnessed an :

inspiring revival, marking a Jan 67.2% 2% L 174% 25.2%
significant milestone on its

path tO recovery. While it Feb -63.9% -30.3% 17.8% 28.7%
remains 16% below pre- Mar 51.1% -17.8% 26.8% 29.1%

pandemic levels, the ;
turnaround from a staggering Apr 53.9% 0% 23.8% 26.8%
39% drop in 2022 has been :

nothing short of remarkable. e e 12 o S
Jun -31.8% -7.6% 33.9% 38.5%
Jul -25.0% -13.6% 31.0% 36.4%
Aug -26.5% -17.2% 27.1% 26.1%
Sep -19.7% -10.5% 34.6% 25.8%
Total -39.4% -16.1% 27.4% 28.3%
% Difference in SiS % Difference in ATV



Europe Tax Free

summary

performer, with an impressive
trajectory in 2023. It's only 2,8% 41,0%
2.8% below its pre-pandemic

level, showcasing a strong

rebound. The turning point

began in 23.5%
May 2023, coinciding with 25,9% 22,5%
the resumption of Chinese -31,5%

group tours. Fast forward to -36,6%
September 2023, and France

has surged ahead, now -454%  .46,3%
exceeding 2019 levels by 3%.

34,7%
27,3%

20,1%

6,9%
4,0%

-62,2%
-1,9%

France Germany Italy Spain France Germany Italy Spain

2023 2022 B 2023 2022



Europe Nationality

summary
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In 2019, Chinese tourists held

the majority share, with over United States
Russian Red i
30% of the market. However, selan Redeon
post-pandemic, the landscape e
. ugen ong Kong

has undergone a significant Thailand
transformation, and by 2023, -
they now occupy the second Saudi Arabia
spot with a 10% market share. Singapers
This shift indicates a gradual United Kingdom
resurgence following the
relaxation of the Zero Covid 2023: 2023: ATV
Policy rules. United States 1

China |

Taiwan |

United Kingdom |
Korea |
UAE |
Saudi Arabia |
Brazil |
Hong Kong |
Singapore |
Thailand I
Japan |
Russian Federation |



European Cities’
Tax Free summary

% of SiS: 22 & 23 (Jan — Sep) vs 2019: Top 10 European Cities: % of SiS vs ATV:

Paris remains the ultimate
hotspot for Tax Free sales,
nearly recouping to just 40A) Paris Milan Barcelona Rome Madrid Serris Florence Venice Leccio-R Vienna
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Italian Cities’
Tax Free summary

SiS vs ATV

% of SiS
Milan, Rome, and Florence
have emerged as Shopping Store City Purchase Store City
powerhouses, consistently wian 2022 - L
commanding over 50% of <
Tax Free sales since 2019, 20 so1o e €59
coupled with an impressive Rome 2022 = [ - e
Average Transaction Value (ATV) B
exceeding €1,000. These iconic 2028 o = = o Ze = =
cities have maintained their e oz sson [ ' ¢33
allure for savvy shoppers. s o .

2022

Venice 2022 -83.4%

i
n
il

ey

2023 -64.8% 28.9% 2029 12 5% 7.0% 8.4% 7.2%
€1,475 £1413
Leccio- 2022 -59.6% €1348
R €1,201
2023 -33.0% 2023 €814
€591
Serravalle 2022 -30.1% -
Scrivia
2023 12 79 27.3% 17.7% 11.8% 10.7% 10.2% 8.4%
. Florenc .
Milan Rome e Venice Leccio-R Serravalle-S

Florenc .
Rome e Venice Leccio-R Serravalle-S 8



Spender Profile




European
International
spender
segmentation

Elite
Spenders

€35,618

Average Spend
Per Customer

1%

of spenders

26%

of spend

Power
Spenders

€3,766

Average Spend
Per Customer

Core
Spenders

€357

Average Spend
Per Customer

v

80%

of spenders

21%

of spend

Key Age Band
Traditionalist
Baby Boomer

Top 3 Categories
Luxury

Department Stores
Watches & Jewellery

Broad Mix

Luxury
Department Stores
Mainstream Apparel

Key Age Band
GenZ
Gen X

Top 3 Categories
Mainstream Apparel
Luxury

Department Stores



Italian
International
spender
segmentation

Elite
Spenders

€16,775

Average Spend
Per Customer

2%

of spenders

20%

of spend

€2,930

Average Spend
Per Customer

Core
Spenders

€501

Average Spend
Per Customer

v

63%

of spenders

19%

of spend

Key Age Band
Traditionalist
Baby Boomer

Top 3 Categories
Luxury

Department Stores
Watches & Jewellery

Broad Mix

Luxury
Department Stores
Mainstream Apparel

Key Age Band
GenZ
Gen X

Top 3 Categories
Mainstream Apparel
Luxury

Department Stores



Rebound: China




*: » CH Tourists
in Italy

In 2023, Chinese tourists

have made a remarkable
recovery, outperforming

2022 and now standing at 80%
below pre-pandemic levels.

% of SiS & ATV vs 2019 in Italy: CH Nationality

2022 -95.8%

2023 -80.2%

% of SiS in Italy: CH Nationality

HEL]

Rome

Florence

Venice

Leccio-Reggello

Serravalle Scrivia

| 2022
W 2023

-87,2%
-70(0%

-94,3%
-73,0%

-94,8%
-78,0%

-99,4%
-87,2%

-98,7%
-82,5%

-95,7%
-59,6%

€1,757

€1,473

SiS vs ATV in Italian Cities: CH Nationality

€1.416
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2019 $ 606 €509

16,8%
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2,6%

€2.192

2022
€707 €572
2,7% 27%
€1.977 €2.035
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*: » CH Tourists
in Italy

% of SiS across Europe % of SiS in Italy by category

ATV across Europe

In 2023’ Chinese tourism in |ta|y Country 2019 2022 2023 Country 2019 2022 2023
. 0 . qn Apparel - Luxury 44.9% €1,163
experlenced a 5/° dev_latlon from France - 34.2% - France €1,386 €1,272 €1,620
2019. Yet, an exhllaratlng Department store 47.4% €1,441
transformation in shopping ItaIy 23.4% 18.0% 17.2% Italy €1,117 €1,606 €1,481
. . o Bags & Luggage 4.7% €429
dynamlcs has unfOIded' A Staggerlng Germany 9.0% 11.8% 10.3% Germany €772 €1,652 €1,268 é
90% of Tax Free sales now gravitate Apparel - Mainstream 12% M €355
towards the opulent World Of quury Spain 7.8% 11.3% 6.5% Spain €469 €707 €507
. . Watches & Jewellery 0.8% €1,315
and department stores, signalling an
exceptional 18% upswing since 2019. Apparel - Luxury  83.2% €1,997
Notably, the average transaction % of SiS & ATV in Italy by Age band Depariment store 229 [ €1.040
value has surged from €1,163 to an
. . N o,
|mpreSS|Ve €1 ,763 2019 2023 § Bags & Luggage 12.4% €1,034
€1,161 €1555 €1,511 Apparel - Mainstream 1.1% €403
€1,493 ’
€1,293 Watches & Jewellery 0.2% [ €398
€1,097
€956 Apparel - Luxury 63.1% €1,762
€940 €905
€808 Department store 29.2% €1,907
Q Bags & Luggage 5.7% €559
o
13
Apparel - Mainstream 0.9% €363
Watches & Jewellery 0.5% €1,112

Baby
Boomers

Gen X GenY Gen Z Traditions Baby
Boomers

GenY

Gen Z Traditions



Rebound: USA
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#i= US Tourists

*
*

— inltaly

* k%

In a spectacular transformation,
US tourists have claimed the
coveted number one spot,
surpassing all other
nationalities since 2022. In
2023, they've surged to a
remarkable 65% above pre-
pandemic levels, each
transaction averaging an
impressive €1,400.

% of SiS & ATV vs 2019 in Italy: US Nationality

2022 52.6%

2023 65.6%

% of SiS in Italy: US Nationality

Milan

Rome

Florence

Venice
Leccio-Reggello

Serravalle Scrivia

2,3%

m 2022
| 2023

€1,417

€1,423

SiS vs ATV in Italian Cities: US Nationality

£1-088 €1.308

€996

€777 €643 €796

2019 9,5% 7.5%

€1.689
€1527 ¢ 4433 €1.488

2022

€1.762
€1.499 ¢ 1.443 €1.570

2023

| SiS

ATV &




#= US Tourists
in Italy

USA tourists have maintained
their stronghold in the Italian
market, securing over 25% of
Tax Free sales since 2019.
What's even more striking is
the surge in their Average
Transaction Value (ATV),
which has climbed by over
40%, now standing at a

remarkable €1,422 in 2023.

% of SiS across Europe

ATV across Europe

Country 2019 2022 2023 Country 2019 2022 2023
Italy 26.1% 26.7% 25.5% Italy €986 €1,420 €1,422
ferma" 3.1% 2.1% 1.9% ?e""a“ €757 €1,121 €1,154
Spain 9.1% 7.5% 6.5% Spain €422 €566 €441
% of SiS & ATV in Italy by Age band
2019 2023
€995 €1,482
€1,676
€1,424
€1,454
€939
€969
€969 €1,034
€i1 I
Baby Gen X GenY Gen Z Traditons  Baby Gen X GenY Gen Z Traditions
Boomers Boomers

% of SiS in Italy by category

Apparel - Luxury  83.9% €1,195
Bags & Luggage 4.3% €546
Watches & 7.1%

o

S Jewellery

N Department store 1.4%
Apparel - Mainstream 2.2%
Hotel & Lodging 0.0% €2,989
Apparel - Luxury  92.0% €1,611
Bags & Luggage 3.4% €737

N

S Watches & Jewellery 0.5% €903

N
Department store 2.0% €1,134
Apparel - Mainstream 1.3% § €395
Apparel - Luxury 90.6% €1,681
Bags & Luggage 4.0% €744

I

o Watches & Jewellery 0.6% €806

N
Department store 2.2% €1,055
Apparel - Mainstream 1.6% § €381
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Our industry survey




Preferred payment
method(s) when

shopping online
(up to three choices)

=

PayPal as well as Credit/ Debit cards are the most widely
used and preferred payment methods online. This trend
is led by Gen X and younger tourists

Credit/Debit card 60,00%
Pre-paid card (e.g. revolut) 31,05%
GooglePay/Applepay 14,67%
Klarna 10,48%

WeChat Pay 2,67%
Ideal 2,10%
Alipay/ Alipay+ | 1,71%

Other, please specify | 0,76%

| don't have a preferred

payment method 0.38p

73%73%

o
66% 68%

60% 61%
58%
54%
39%
33%
30%
27%
18%17%
D 11%119
1% g0, V1%11% »
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3% 29
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18-26 (Gen 2) 27-42 (Millennial Gen or Gen Y) 43-58 (Gen X) 59-77 (Baby Boomers Gen)



Significance of

| prefer to see the

in Shopping

| prefer to know how
much I'll be billed at
checkout

Home Currency ﬂ s e n

Easier to monitor
my spending

I'm clear about the
exchange/
conversion
immediately

No confusion in
calculating the price
of item myself

Yes (Net) mNo (Net) | can potentially pay

1 2 3 4 5 .
less in my home

un = &

When making a 86.4% Shoppers 34.4% Shoppers
purchase online, who shop online who shop online
42.3% said it’s very would like to pay in would like to see
important that they their home the item’s price in
can pay in their currency when their home
preferred currency spending with a currency

debit/credit card

20




What makes a great online i

ShOpplng eXperlence? Online shoppers prioritize factors like payment method acceptance, simple returns,
visibility of shop stocks, and various delivery options which is more than 35%. A
significant portion values local currency pricing and Buy Now, Pay Later options.
Providing a seamless, flexible shopping experience is crucial for e-commerce
success.

Simple exchange or return
My payment method of choice is accepted

Visibility of shop stocks on the website

Offering ad-hoc delivery methods in the same basket
(e.g. Home delivery + in-store collection)

| can see the price in my local currency
Click & Collect
BNPL options are available

Details saved for one-click purchase
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Scopri cosa vogliono i tuoi clienti dalla
loro esperienza di acquisto nel nostro
nuovo

Shopper Sentiment
Report 2023

Scannerizza il QR Code
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