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About mlnd -r d s -

mlnd-set is a worldwide leading agency in travel
research, based in Switzerland. Our key sector of
activity istravel research& consulting.

mlnd-set has conducted over 1.000 qualitative and quantitative

research studiesaround the world over the last decade, and has
successfully provided marketing intelligence to various Fortune

500 companies.
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mind setisthe leading With airside accessto  We have conducted more
research agency inthe area  qyer 60 airports than 2 Mio interviews

of travel, providing their clients o 1qwide, mindsetcan  over the last 10 yearawith
with ta!lor-mg de research, easily reach international travelers around the globe.
analysis, acthnable results and air travelers.

recommendations.
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Additionally, m1nd-set runs
the Airs@t survey(in
partnership with IATA) which
Is recognized as theindustry
benchmark of air passengers
satisfaction.




Methodology & Sample

Understand what consum ers want from airport food & beverage

Q N=1600 interviews with international

travellers

Q Online interviews conducted using

Americas
N=400

mind-s et Ss data base o

travelers

Q Fieldwork in May 2019
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Coffee shops and Snacks / Take -aways are the most frequently

visited F&B establishments.

% who visit on every trip / every second trip

45%
33%
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66% on
every trip
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Different types of F&B establishments seem to appeal more to

different profiles of travellers.

@ BUSINESS TRAVELLERS FREQUENT TRAVELLERS MILLENNIALS TRAVELLERS

SNACK/
TAKEAWAY
e 700 : o
Africa & M. East: 89% Ar_nerlcgs. _79/0 M|Ilgnn|als. 09% Business: 61 %
: _ Millennials: 77% Business: 68%
Business: 88% : . 270 Europe: 60%
Frequent Trav: 88% Business: 77% Frequent Trav: 67% - ¢ Tray: 670
' Frequent Trav: 77% AsPac 67% requent trav. °
47% : 33%

Africa & M. East: 61% Africa & M. East: 44%

Business: 58% Business: 53% ) Business: 44%
Frequent Trav: 55% Frequent Trav: 53% Frequent Trav: 43%
AsPac 52% Millennials: 50 %

Millennials: 38%
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Killing time, a wider choice than in  -flight and the access to

comfortable seating / Wi  -Fi are the main advantages of airport F&B

Good way to

Africa & Infrequent
kill time

Middle East  Travellers 36y.0.+

More choice
than 1@’ Africa &
inlight (l'» Z» . Middle East

Comfortable : |
seat or Ellary B . Africa &
Wi-Fi i -« e ®R Middle East




Convenience, the offer / variety and the possibility to try local

flavours are also relevant

Americas

@ Convenient (: '

Likg the offer / Africa & Business
variety (‘E» Middle East Travellers

e
L*.SB&

Try local ('E» Africa &
flavours Middle East




Finally, about 3 in 10 mention the fact that it is more quiet / relaxing than

other places at the airport, better prices vs In -flight and good value for money

More_ quiet / Business Males

relaxing Travellers

Prices better :

than _?US'”I?SS Males 36 vy.0. +
niight ravellers

Good value for Business Males

money Travellers
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The perception that airport F&B Is over  -priced is clearly

perceived as the main disadvantage

Takes too
much
time

Overpriced

Lack of
healthy

Limited options

Service

not good

enough
Nothing

Atmospheré original
/ new
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In addition to prices, other important disadvantages are the
lack of time and the limited choice

@ Overpriced ~ ¥ Jipet Americas Europe  Females

Takes too much
time

Limited | | Frequent
choice (E» | @M . = Travellers Males Millennials
A\- %




Some travellers are dissatisfied with the atmosphere, the

healthy options available and the originality of the offer

Atmosphere
not pleasant /
quiet

Africa &
Middle East

1@‘ ﬁll Millennials

Frequent

Millennials
Travellers

)
Lack of -
@ =wbe
)

Nothing
@ original
/ new




Finally, the lack of local specialties and dissatisfactory service

are also among the disadvantages mentioned

Lack of local
specialties

Service not
good
enough

Business Males
Travellers




A fast service Is clearly the most important aspect of the

airport dining experience

MOST IMPORTANT ASPECTS OF AIRPORT DINING

e Fast e
y

service/’
(+] Bus}r_less

More important at airport than in
home country & destination
Frequent Trav.

eAmerlcas
Millennials

Try local @

flavors /

But less important at airport
than at destination
@ Business

Frequent Trav.
Males

Healthy
/ light
options

F23:

OTHERS

Discovering new /
innovative flavours

Kids menus

Products from well -

known international
brands

Vegetarian / vegan
options

Celebrity chef
restaurants

#Ha

#5

#6

#

#8

@ Business
Frequent Trav.
Males
Millennials
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Visits to F&B establishments are equally frequent across the

different trip stages

Travellers from Africa &
849 (')randr\lWSartl;?elslzll;?nR Mlddle East are Fhe most

e likely to have visited F&B
in all trips stages

HOME AIRPORT

On your way to destination

3

Travellers are
highly likely to

s

at the start of

their trip TRANSIT AIRPORT

On your way back




Visits to F&B establishments are equally frequent across the

different trip stages.

/\
AT

HOME AIRPORT
ON YOUR WAY TO TRANSIT AIRPORT - ON YOUR DESTINATION AIRPORT - ON TRANSIT AIRPORT - ON

DESTINATION WAY TO DESTINATION YOUR WAY BACK HOME YOUR WAY BACK HOME

Coffee shop
Snack / take -away
Fastfood restaurant

- i

Local flavour restaurant Q:Q:

*
*

International chain m
High end fine dining %
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Non -Alcoholic Drinks and Snacks are the most consumed at

airports overall

ool Non -Alcoholic Drinks
%

Snack / meal -bridge ﬂ. !

Full meal

Alcoholic Drinks j'




The type of food & beverage consumed varies according to the

type of establishment

Non -Alcoholic Drinks  Alcoholic Drinks Snack / meal -bridge  Full meal
80%) —

73%

‘48%
oy ‘ m “'i m

LOCAL
FLAVOUR INTL CHAIN

PV
SNACK /

TAKE AWAY FASTFFOOD
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The largest amounts were spent on Full Meals which account for

36% of the total budget.

Spent on entire trip: outbound + inbound
0
Full meal(s) > [36 /0]
Total

St
Non -Alcoholic Drink 24%
on -Alcoholic Drinks | @% h [24%]
Snack(s) / meal -bridge = H [259%0]

a Alcoholic Drinks j' [15%]
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Cleanliness, Service and the Quality of Drinks & Food are the most positively

aspects of the airport F&B experience. On the contrary, the Level of prices and
the Local specialties are the least satisfying.

Ranked in order % of satisfied PAX
R Airport F&B [Waiting time ]

[Quantity ]
Design &
[Originality ] atmosphere
Level of Healthy Seating Quality of _
prices options available drinks [Cleanliness]

| ocal Local Quality of [ Service ]
specialties identity of food
the place
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