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Convenience and attractive prices 

against the domestic market remain 

among the key drivers of duty free 

spend among Mainland Chinese 

travellers. That’s according to a study 

into Chinese shopper purchasing habits 

conducted in early 2015 by research 

specialist m1nd-set, which will be 

revealed in detail at next week’s TFWA-

organised China Conference in Shanghai. 

The survey is drawn from a sample of 

over 2,000 Chinese nationals and 

residents who visited or bought at 

Shanghai, Beijing, Guangzhou and 

second-tier city airports, as well as 

overseas. 

Among respondents, cosmetics was 

the leading category by share of spend 

(21%), followed by fragrances (17%), 

fashion accessories (16%), liquor (12%) 

and tobacco (11%). 

The proportion of planned versus 

impulse purchases also makes 

fascinating reading, with a high 65% of 

travellers saying they planned to buy in 

duty free before leaving home. That 

figure rose to 76% for liquor, 75% for 

cosmetics and 71% for fragrances and 

tobacco, but was as low as 45% for 

confectionery, reflecting the impulse 

nature of spend in that category. 

As noted above, key reasons for 

purchase were convenience (the 

number one factor, cited by 43% of 

those surveyed), followed by (in order 

of importance) price against the local 

market, the drive to find a souvenir of 

the trip, the need to purchase a 

favourite brand, attractive packaging, 

indulgence, display and (down the 

rankings) price comparison with other 

duty free shops. 

For many retailers the key findings in 

such surveys lie in the reasons 

travellers cite for not purchasing – 

offering potential opportunities to 

market to them more effectively. In 

the m1nd-set China study the number 

one reason given by travellers was the 

lack of attractive prices or promotions. 

This was followed by factors including 

the desire to purchase at another time 

during the trip, the lack of difference in 

the ranges, unsuitable gifting options 

and uncertainty about Customs 

regulations and airline allowances. 

Around three-quarters of travellers 

admitted that they were ill-informed 

about what their allowances were, and 

said that this sometimes meant they 

refrained from purchasing at all. 

In a recent report on European 

travellers, m1nd-set found that fewer 

than 10% use the Internet to compare 

prices at airports or to find information 

on the shopping opportunities 

available. The figures are far higher 

among Chinese consumers, with 60% 

saying they have researched duty free 

prices online – 50% saying they had 

done so on their smart phones. 

Consumers are well informed about 

choice, product availability and price. 

Yet for retailers there are big 

opportunities to tap into Chinese 

travelling spend: by promoting the 

offer better, creating true points of 

difference with other channels, and 

making the airport store an integral 

part of the journey. e
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Highlights of the m1nd-set survey 

will be revealed at next week’s 

China’s  Centur y Conference 

organised by TFWA in association 

with APTRA (10–12 March). The full 

report is available exclusively for 

APTRA members.


