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Disclaimer

This report was commissioned by Heathrow Airport Limited (HAL) as part of a commercial benchmarking exercise.

Any observations, analyses, comments, conclusions and recommendations are those of the authors, and are made in good faith 

based on information reported to us and the information we had access to. We cannot, however, give any warranties or 

guarantees as to the accuracy or appropriateness of the content thereof, and the information in this report.

Any strategic, operational, financial, investment or other decisions that HAL or other third parties may make as a consequence 

of having access to this information are made entirely at the risk of those individuals or organisations making those decisions, 

and Pragma Consulting Limited cannot be held liable for any losses, costs, expenses or damages, direct or indirect, that may be 

sustained in the course of making, or as a result of making, such decisions.

This report is strictly confidential.
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Glossary

GLOSSARY

Abbreviation Definition

ATV Average transaction value

bn Billion

CAA Civil Aviation Authority

CAGR Compound annual growth rate

CTN Confectionery, tobacco and news / travel essentials

Depax Departing passengers

F&B Food & beverage

FX Foreign exchange

GDP Gross domestic product

GOAD Experian's retail database of UK commercial space

H8 CAA review of regulatory arrangements

HAL Heathrow Airport Ltd 

HEX Heathrow Express

HS1 High Speed One

IPTP Income per total passenger

KPI Key performance indicator

Abbreviation Definition

LHR London Heathrow Airport

m Million

MAG Manchester Airport Group

MPPA Million total passenger per annum

O&D Origin & destination passengers

ONS Office of National Statistics

Pax Passenger 

Q7 Current CAA regulatory period

SPTP Sales per total passengers

SPDP Sales per departing passenger

SWOT Strengths, Weaknesses, Opportunities and Threats

Topax Total passengers

WDF World Duty Free

YTD Year to date

FY Financial Year

CY Calendar Year
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Introduction to the study

BACKGROUND

Ä &=9L@JGO AJHGJL *AEAL=< Ӧ& *ӧ AK ;MJJ=FLDQ AF L@= HJG;=KK G> <=N=DGHAF? ALK :MKAF=KK HD9F >GJ ALK F=PL J=?MD9LGJQ H=JAG< ӏ&ҖӐӅwith the new period 

starting in 2027.  As part of this business plan, they are seeking to review how well their non-aeronautical income and particularly the retail 

income, has been performing over the last 5 years, benchmarked versus other commercial environments. As well as understanding retail and 

other commercial trends to inform their forecasting

Ä A similar exercise was commissioned in 2019. The purpose of this study is to review the recent historical performance of Heathrow, compare it to 

other leading airports globally, and also to evaluate the performance in the context of other comparable non-airport environments, including key 

high-street metrics, shopping centres and travel hubs. 

Ä .J9?E9 OADD =N9DM9L= &=9L@JGOӐK J=;=FL @AKLGJA; H=J>GJE9F;= 9F< A<=FLA>Q GHHGJLMFALA=K :Q KM:-category

Source: Pragma

Non-Aeronautical  Income

Retail

Duty free

Specialist Shops

Travel Essentials

F&B

Bureaux de change

Advertising / Media

Premium / VIP Services

Surface Access

HEX RailCar Parking

Long Stay

Short Stay

Valet / Meet & Greet

Car RentalProperty

Rental revenues

Paid for lounges
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2@= K;GH= G> OGJC AK KLJM;LMJ=< LG MLADAK= N9JAGMK <9L9 KGMJ;=K ;GE:AF=< OAL@ .J9?E9ӐK AF<MKLJQ =PH=JLAK= 9F<

experience to deliver a focussed programme of analysis, performance benchmarking, and relevant strategic 

commercial insights, helping to identify commercial trends and opportunities for Heathrow

SCOPE AND METHODOLOGY

Publicly available information: Data analysis Pragma specific data In-depth interviews

Å Annual reports of key peer group 
airports and non-airport assets and 
brands including those released in 
2025 at time of report creation

Å Market report publications 
Å Government / statistical macro 

information

Å Heathrow trading data up to 2024
Å Heathrow Profiler data up to 2024 Å Pragma Pulse Global Consumer 

Survey
Å Pragma white papers and thought 

leadership on consumer, retail, F&B, 
travel

Å Legacy experience of working on over 
95 airports in over 45 countries, as 
well as downtown retail and high-
street assets

Heathrow stakeholder interviews:
Å 16 interviews in total
Å 14 interviews with internal 

stakeholders
Å 02 interviews with Heathrow 

business partners
Wider expert interviews:
Å 10 interviews in total
Å 03 interviews with airport operators
Å 03 interviews with airport and 

travel retail operators
Å 04 interviews with wider retail 

market asset managers and brands

1. Review of Heathrow 
current passenger and 

commercial offer

2. Review of 
macro-

economic 
factors and 

impact

3. Benchmarking: 
Heathrow 

performance vs. 
comparable 

airports

4. Review of 
wider 

commercial 
environment

5. 
Identification 
of key risks to 
commercial 
performance 

6. 
Identification 

of key 
opportunities 
and potential 

revenue 
streams

.J9?E9ӐK K;GH= 9<<J=KK=< L@= >GDDGOAF? 9J=9Kӆ

To cover the scope, Pragma used the following methodologies and data sources
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ҏӧ &=9L@JGOӐK FGF-aeronautical income is split between retail, surface access, property, rail and services. This 

report focusses on how performance has changed and evolved over the last 10 years, with a view to identifying the 

key trends and drivers of recent performance, and the risks and opportunities for future performance at Heathrow

HEATHROW COMMERCIAL PERFORMANCE VS. CAA | INCOME BREAKDOWN

Source: HAL data

74.0

(8%)

111.9

(12%)

146.2

(15%)

211.5

(22%)

409.3

(43%)

2024 income

Services

Rail

Property (excl. Telecoms)

Surface access

Retail (excl. Bureaux)

952.9

Heathrow non-aeronautical income split 2024 (£m)

Includes duty free, luxury, 
specialist shops, pharmacy, 
F&B, advertising and other 
retail

Includes bureaux de change 
and VIP and fast track 

Includes car parking and car 
rental

Includes HEX and Picadilly 
Line

Heathrow non-aeronautical income per total passenger split 2024 (£m)

0.88

1.33

1.74

2.52

4.88

2024 income per total passenger

Services

Rail

Property (excl. Telecoms)

Surface access

Retail (excl. Bureaux)

11.36

Includes rental revenue and 
lounge revenue
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2) Total non-aeronautical income and income per passenger achieved by Heathrow often surpassed the CAA 

forecast from 2014 to 2018, but recently has been below the forecast in 2022, 2023 and 2024.  Whilst actual income 

increased by a CAGR of +14% to £953m in 2024, income per passenger decreased by a CAGR of -2% to £11.36

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | CAA FORECAST VS ACTUAL | INCOME

Source: H7 forecast; HAL data; Pragma analysis Notes: Total income figures include services, rail, property (excl. telecoms), 

surface access and retail (excl. bureau) only   

0

500

1,000

1,500

£m

2014 2015 2016 2017 2018

446 456
626 641 656 677 698 759 733 816

+16%

Forecast vs actual passenger numbers

Year 2014 2015 2016 2017 2018 2022 2023 2024

CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL

Pax 
(m)

70.8 73.4 73.4 75.0 72.7 75.7 73.4 78.0 74.2 80.1 61.6 61.6 73.0 79.2 78.9 83.9

Total income forecast vs actual (2014-2018, 2022-2024)

0

500

1,000

1,500

£m

2022 2023 2024

763 733
915 912

1,014 953

+14%

Total income per passenger forecast vs actual (2014-2018, 2022-2024)

6.30

8.53 9.02 9.51 9.88

6.21

8.55 8.94 9.73 10.19

0

5

10

15

£

2014 2015 2016 2017 2018

+13%
12.39 12.54 12.85

11.89 11.52 11.36

0

5

10

15

£

2022 2023 2024

-2%

CAA forecast Actual
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3) Whilst all categories have delivered total income growth from 2022 to 2024, driven predominantly by higher post-

pandemic passenger volumes, retail and services are the only categories to achieve growth in IPTP, services growth 

driven by positive trends in VIP/premium services. Retail income has the largest deviation in IPTP from CAA forecast

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | CAA FORECAST VS ACTUAL | INCOME 

Source: H7 forecast; HAL data; Pragma analysis

Category

2022 2024 2024 vs. 2022

Actual 
£m

Forecast
IPTP £

Actual
IPTP£

Actual 
£m

Forecast
IPTP £

Actual
IPTP£

Actual 
2024 
vs. 

2022

Actual 
vs. 

forecast 
IPTP

Actual 
2024 vs. 

2022 
IPTP

Commentary

Retail 298 5.56 4.83 409 6.23 4.88 38% -22% 1%

Å Retail performance significantly challenged relative to the CAA 
forecast by speciality retail, particularly luxury and duty free, due to 
the combination of the removal of tax free shopping and declining 
Chinese passenger spend

Surface 
access

168 2.34 2.72 211 2.39 2.52 26% 5% -7%

Å Whilst the longer-term trend was relatively flat leading up to 2019, 
recent higher performance in IPTP was driven by Covid disruption. 
Following a post-Covid decline, actual IPTP has declined, partly due to 
car parking reaching capacity at peak times, with limited growth 
opportunity without incremental capacity

Property 122 2.13 1.99 146 1.79 1.74 20% -2% -12%
Å Stable overall performance, but declining IPTP due to relatively fixed 

space and the guide price system

Rail 94 1.51 1.53 112 1.58 1.33 19% -16% -13%

Å Recent total income for rail was driven by a large increase in income 
from the track access charge (£19m in 2024 vs. £2.5m in 2022). IPTP 
from HEX declined significantly due to the opening of the Elizabeth 
Line

Services 51 0.85 0.82 74 0.85 0.88 46% 3% 7%
Å Services have been impacted by a continued reduction in income 

from bureau, due to ongoing trend of reduced consumer demand, but 
mitigated by positive trends in VIP and Fast Track

Total 733 12.39 11.89 953 12.85 11.36 30% -12% -5%
Å Reduced IPTP performance of retail and services is having the 

largest negative impact on performance vs. CAA forecast
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4) With space constrained terminals and no opportunity for material increases in commercial space to support 

rising passenger numbers, HAL retail performance has been further penalised as the highest income density 

categories of luxury and VAT refund have been severely impacted by the removal of VAT free shopping

HAL CORE CATEGORY SUMMARY | RETAIL | INCOME PER TOTAL PASSENGERS BY CATEGORY AND SUB-CATEGORY 

Source: HAL data; Pragma analysis Notes: Services income per passenger includes bureau, VAT refund, vending and 

VIP/fast track/premium services. *Services income density includes bureau and 

vending only

2.1

(31%)

0.8

(11%)

1.3

(19%)

0.6

(10%)

2018

1.7

(32%)

1.5

(27%)

1.0

(18%)

Advertising

6.7

5.5

2024

5.7

1.7

(30%)

1.5

(26%)

1.1

(19%)

0.9

(15%)

0.6

(10%)
Services

F&B

Speciality retail

Duty free

2023

0.5

(9%)

0.8

(14%)

1.9

(29%)

0.6

0.3 0.3

0.4

0.5 0.6

0.2

2018

0.0

2023

Other

VIP/fast track/

premium services

Bureau

1.3

0.8

2024

0.9

0.0

Income per total passengers 2018 vs 2023 and 2024, by category, £m

1.5

0.6

(37.9%)

0.4

(25.4%)

0.1

(8.4%)

0.2

(10.3%)

0.3

(18.0%)

0.3

(15.6%) 0.2

(7.3%)

0.2

(10.1%)0.3

(13.7%)

1.1

(53.3%)

0.3

(19.8%)
0.1

(8.9%)

0.1

(8.6%)
0.4

(24.2%)

0.6

(38.5%)

2023

Other

Pharmacy and

 healthcare

2024

Affordable luxury

CTN

Luxury

2.1

1.5

2018

Income per total passengers 2018 vs 2023 and 2024, by services sub-category, £m

% 
Change 

IPTP 
(2018-
2024)

2024 
income 
density 
(£/m²)

A -9% -

S -31% 19,381*

F&B 39% 4,015

SR -29% 5,979

DF -11% 11,660

% 
Change 
(2018-
2024)

2024 
income 
density 
(£/m²)

-100% 4,756

48% -

-56% 19,530

% 
Change 
(2018-
2024)

2024 
income 
density 
(£/m²)

-18% 4,234

0% 6,401

-41% 5,361

32% 6,899

-50% 6,751

Income per total passengers 2018 vs 2023 and 2024, by speciality retail sub-category, 
£m

F&B is the only category to have achieved an increase in IPTP, 
with its proportional contribution increasing from 11% to 
19%, but it has the lowest income density (income per m²). 

Services IPTP has declined due to removal of VAT refund 
income and the declining bureau income as a result of market 
changes, as opposed to changes in space strategy
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5) The longer-term historic period from 2013 to 2019 delivered stable robust growth in income per passenger 

across all categories. Since 2019 however, there has been significant volatility, and all categories apart from F&B, 

have seen a reduction in performance in 2024 compared to 2019, particularly speciality retail

HAL CORE CATEGORY SUMMARY | RETAIL | INCOME PER TOTAL PASSENGER GROWTH BY CATEGORY

Source: HAL data; Pragma analysis

0.0

0.5

1.0

1.5

2.0

2.5

3.0

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Duty free

Speciality retail

Food & beverage

Services

Advertising

Income per total passenger growth, indexed 2013 by category

The period up to 2019 generally delivered strong 
growth in IPP, supported by strong consumer 
demand, continuous improvement in the retail 
offer, and a less constrained retail space provision

Post-Covid, Heathrow performance 
has been severely challenged by the 
removal of VAT free shopping, 
changes in passenger spend 
behaviours, and an increasingly 
constrained space provision
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6) The quantum of commercial space provision at Heathrow is low relative to industry standards. In most 

instances, where other airports have increased commercial revenue, it has been driven by a material increase in the 

;GEE=J;A9D KH9;=Ӆ J=>D=;LAF? L@= ;@9DD=F?=K AF <JANAF? J=N=FM= H=J H9KK=F?=J ?AN=F &=9L@JGOӐK KH9;= ;GFKLJ9AFLK

EXECUTIVE SUMMARY | HAL CORE CATEGORY SUMMARY | RETAIL | SPACE PER MILLION

Source: HAL data; Published sources; Pragma analysis Note: ¹Commercial space is predominantly composed of duty free, speciality retail, and F&B 

(excludes lounges and wider property); Data not available for Tokyo

2,999

1,429

1,243

1,178

872

870

845

712

641

566

482

315

0 500 1,000 1,500 2,000 2,500 3,000

Vancouver

Changi

Munich

Istanbul

Doha

Sydney

Rome

Heathrow

MAG

Gatwick

Athens

LAX

Commercial space¹ (m²) per million passengers, latest year available

The high level of commercial space at Vancouver Airport is a 
result of the airport diversifying its revenue streams, with the 
development of the McArthur Glen Designer Outlet on the 
landside airport property

Both Sydney Airport and Rome Airport 
significantly increased the commercial space 
provision over recent years, with terminal 
redevelopment projects, helping to drive 
enhanced revenues

New commercial space at Rome Fiumicino Luxury quarter at Sydney Airport

McArthur Glen Designer Outlet, Vancouver Airport
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7) As passenger numbers continue to grow and challenges of adding new space remain, the quantum of space per 

million passengers will continue to decrease. Addition of NGS has taken additional space and will take more upon 

completion, creating further challenges, with the ROI on space interventions also being challenged by rising CAPEX

EXECUTIVE SUMMARY | HAL CORE CATEGORY SUMMARY | RETAIL | SPACE PER MILLION FORECAST

Source: HAL data; Pragma analysis

Future projection of commercial space¹ (m²) per million passengers at HAL

Actual SPM Forecast SPM

Space constraints could cause issues with fire regulations in the 
longer term, yet adding additional space is challenging in terms 
G> >AF<AF? 9HHJGHJA9L= KH9;= AF 9DJ=9<Q ӏ>MDD LG ;9H9;ALQӐ
terminals. Increasing CAPEX costs are impacting the ROI of 
space interventions, along with the challenge of project 
execution times, and the difficulties of using temporary space 
due to the limited willingness of brands to engage on pop-ups

In addition to the total quantum of space being 
challenged on an annualised passenger ratio; 
the day-part trading  profile is also being 
impacted by space constraints, with data from 
HAL showing that SPTP and IPTP declines during 
peak day part periods as for instance, F&B 
GMLD=LK 9J= ӏ>MDDӐ
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Space per million (m²) Passenger forecast (millions)

2023 2024 2025F 2026F 2027F 2028F 2029F 2030F

657 645

Passenger forecast

Terminal Space (m²)

Terminal 2 12,961

Terminal 3 11,234

Terminal 4 8,884

Terminal 5 18,768

Total 56,232
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8) In relation to the space provision by terminal, all terminals are already operating below the preferable space ratios of other 

leading hub airports, with Terminals 3 and 5 the most severely space constrained. With continued forecast passenger growth on a 

fixed asset base, this becomes progressively worse, negatively impacting both revenue generation and customer satisfaction

EXECUTIVE SUMMARY | HAL CORE CATEGORY SUMMARY | RETAIL | SPACE PER MILLION FORECAST | TERMINAL

Source: HAL data; Pragma analysis
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Space ratio for leading global hub terminals
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9) Speciality retail, the second largest retail category after duty free, has experienced a large recent reduction in 

income per topax since 2019, along with vending and bureau, [Redacted]. Only F&B, advertising and VIP/premium 

services have driven IPTP growth

EXECUTIVE SUMMARY | HAL CORE CATEGORY SUMMARY | RETAIL | KEY METRICS BY CATEGORY

Source: HAL data; Pragma analysis

Category
2024 

income
(£m)

2024 
IPTP (£)

2024 % 
share

2024 space 
(m²)

2024 
income 
density 
(£/m²)

Recent IPTP 
trend (2019 

to 2024  
CAGR)

Long term 
IPTP trend 
(2013 to 

2024 CAGR)

Recent performance trends & key drivers

Future growth 
outlook

Near-term H8

[Redacted]

Speciality 
Retail

123.2 1.5 26% 20,599 5,979 -8% -2%

Å Substantial challenge to performance, driven by reduced 
luxury sales from lack of VAT-free shopping and a 
changing market, with less Chinese consumption and a 
trend for less visibly ostentatious consumption by Chinese 
consumers

Low 
-ve

Low 
-ve

F&B 88.7 1.1 19% 22,082 4,015 6% 6%
Å Robust performance driven by strong consumer demand, 

but upside constrained by fixed space
Medium 

+ve
Low 
+ve

Advertising 49.1 0.6 10% - - -2% 3%

Å Moderate performance in the context of substantial recent 
challenges of Covid and ageing assets, but advertising is 
becoming constrained by corporations becoming cautious 
of advertising within airports due to CSR consequences

Low 
+ve

Low 
+ve

Bureau 23.0 0.3 5% 1,176 19,530 -11% -8%
Å Continued reduction to due to long term trend of 

declining consumer demand for FX cash
Medium 

-ve
Medium

 -ve

VIP/fast track/
premium

50.6 0.6 11% - - 1% 11%
Å Growth constrained by space, but performance enhancing 

through continued product innovation
Low 
+ve

Low 
+ve

Vending 0.05 0.001 0.01% 12 4,756 -40% -26%
Å Marginal contribution to income, with declining returns of 

fixed asset base and rising pax volumes
Low -ve Low -ve

VAT refund - - - - - - -
Å Complete loss of category income due to removal of VAT 

reclaim legislation
No income No income
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10) Of the wider non-aero categories, Picadilly Line experienced the largest reduction in income per passenger of -

71% from 2018 to 2023, followed by HEX at -35%. Car parking had a large increase of +41% to £2.21 driven by short 

term car parks with the highest growth and contribution, followed by car rental at +24% to £0.33

EXECUTIVE SUMMARY | HAL CORE CATEGORY SUMMARY | SURFACE ACCESS, PROPERTY AND CAR RENTAL | IPTP | CATEGORY 

Source: HAL data; Pragma analysis

1.72
1.28 1.13

1.57
2.14

2.21

1.82
1.90 1.87

0.26
0.34

0.330.06

0.34

0.22

0.03 0.05

0.19
Picadilly Line

Track access charges

Car rental

Property

Car parking

HEX

202420232018

5.62

6.03
5.81

Income per total passenger 2018 vs 2023 and 2024, by category, £m

0.89

1.25 1.33

0.26

0.36
0.34

0.23

0.27
0.26

0.19

0.26
0.28

2018 2023 2024

Valet/Meet & Greet

Business/Mid stay car parks

Long Term Car Parks

Short Term Car Parks

1.57

2.14
2.21

Income per total passenger 2018 vs 2023 and 2024, by car parking sub-category, £m

% 
Change 
(2018-
2024)

V 49%

B/M 14%

LT 31%

ST 49%

% 
Change 
(2018-
2024)

PL -71%

TA 279%

CR 24%

P 3%

CP 41%

H -35%
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11) The outlook across the wider non-aero categories is relatively stable, albeit with only a few categories 

presenting the prospect of incremental revenue growth, and the scale of upside is constrained by space constraints 

in property and car parking, and the guide price system on rental rates

EXECUTIVE SUMMARY | HAL CORE CATEGORY SUMMARY | SURFACE ACCESS, PROPERTY AND CAR RENTAL | SUMMARY

Source: HAL data; Pragma analysis Notes: Property income data only available from 2017-2023. * Track access 

charges CAGR  data based on is May 2018-March 2019, annualised for the full 

year

Category
2024 income

(£m)
2024 

IPTP (£)
2024 

% share

Recent IPTP 
trend (2019 

to 2024 
CAGR)

Long term 
IPTP trend 

(2013 to 2023 
CAGR)

Recent performance trends & key drivers

Future growth 
outlook

Near-term H8

Car parking 185.4 2.21 38% 7% 5%

Å Strong CAGR growth in the recent period underpinned 
by growth across all parking products, and 
enhancement of yield management, space optimisation 
and product innovation, with future outlook stable

Flat Flat

Property 156.7 1.87 32% 1% -

Å Low but stable growth underpinned by consistent rents, 
development of lounge proposition and campus 
development, but constrained by relatively fixed asset 
base and guide price regulation

Low +ve Low +ve

HEX 94.6 1.13 19% -5% -4%

Å Following a period of growth post-Covid, the opening of 
the Elizabeth Line led to a -12% reduction in IPTP from 
2023 to 2024. With ridership now considered more 
stable, the outlook is relatively flat

Flat Low -ve

Picadilly Line 4.6 0.05 1% -38% -9%
Å Continued use of Elizabeth line and HEX as well as 

linkages between HEX and HS2 train stations could 
provide a negative impact

Low -ve Low -ve

Track access 
charges

18.6 0.22 4% 25%* -
Å Uncertainties around of new track agreement in 2028 

and the introduction of HS2 could have some potential 
negative impacts

Low +ve Low -ve

Car rental 27.3 0.33 6% 4% 3%

Å Strong growth, elevated by Covid and a desire to use 
personal transport and rising prices from operators, 
which has now diminished slightly, but the outlook is 
positive supported by rising North American traffic and 
operational improvements

Low +ve Low +ve
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12) From a macro-perspective, whilst the recovery and growth of top-line passenger volumes has driven total 

income growth across all revenue streams, negative trends in passenger spending patterns, the reduction in spend 

per total passenger for key segments, and unfavourable mix share movements present a challenging outlook

EXECUTIVE SUMMARY | SUMMARY OF KEY CONSUMER, MARKET, AND MACRO TRENDS

Source: H7 forecast; HAL data; Pragma analysis

Component Recent Impact Commentary Outlook

Passenger 
Volumes

Huge loss during Covid, 
followed by strong growth

Å Covid led to the severe global macro shock and subsequent loss of traffic, with volumes at Heathrow declining 
-76% from 81m in 2019 to 19m in 2021. Overall, actual passenger numbers achieved by Heathrow have 
typically consistently surpassed the CAA forecasts from 2014 to 2024, with 2024 achieving the highest volume 
on record, at 84m, surpassing the previous peak of 81m in 2019. Whilst the long-term CAGR growth rate from 
2014 to 2024 has been 1.3%, the recent year-on-year growth was +6% in 2024, demonstrating the strong re-
bound post-Covid

Medium +ve
Benefitting total 

income growth, but 
with risks of 

increased capacity 
constraints at HAL

General 
Passenger 
Spending 
Patterns

Medium +ve for F&B
Flat for Duty Free

Medium ςve for Retail
Overall negative impact 
due to reduction in high 

spending categories

Å Total retail penetration at Heathrow has remained largely consistent from 2015 to 2024 at 75%. However, 
more recently, from 2018 there has been a substantial drop of 6ppts in the proportion of passengers visiting 
speciality retail from 45% to 39%, F&B has declined slightly by 2ppts to 50%, [Redacted]. This demonstrates 
the general consumer shift towards the experience economy, as consumers increasingly prioritise spending 
on experiences over physical products, the impact of declining luxury spend due to the removal of VAT and 
changing Chinese passenger spend, and F&B space at Heathrow being constrained

Å In analysing passenger spend by category from Heathrow Profiler survey data, the overall commercial SPTP 
showed modest growth of +4% from 2019 to 2023 but declined -5% from 2023 to 2024.  Duty free, the largest 
contributor has decreased -3% from 2019 to 2024, with speciality retail and travel essentials decreasing -7%, 
and F&B delivering the highest growth of +27%

Low -ve
Upward pressure on 
F&B, but downward 
pressure on high ATV 
duty free and luxury 

retail

Pax Spend 
by 
Destination

Medium +ve Africa
Low +ve EU & USA
Medium ςve China

Overall negative impact 
due to reduction in the 
highest spending routes

Å All of the top four destinations that historically had the highest SPTP in 2019, experienced declines in their 
SPTP to 2024, most notably Emerging East Asia, Developed East Asia and the CIS, declining by -39%, -26%, 
and -45% respectively. Whilst a number of destinations have grown over the period, many had lower than 
average SPTP, such that overall average SPTP declined -1% from 2019 to 2023

Flat on balance
Low upward pressure 
in some markets, and 
continued downward 

in others

Pax Mix 
Share

Reduction in mix share of 
highest spending regions

Å Between 2019 and 2024, the proportional mix share of the two highest spending destinations, decreased 
substantially, with Emerging East Asia reducing from 4% to 3.4% and Developed East Asia reducing from 5.3% to 
4.2%. Whilst a number of destinations with lower-than-average SPTP, increased their mix share, such as North 
America increasing from 23.3% to 24.6%, and Latin America increasing from 1.7% to 2.6%

Low ςve 
If lower spending 

destinations continue 
to grow mix share
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13) All of the top four destinations that historically had the highest SPTP in 2019, experienced declines in their SPTP 

to 2024, Emerging East Asia, Developed Asia, and the CIS, declining by -39%, -26%, and -45% respectively. Other 

Europe, Latin America and UK & CI have shown strong increases in SPTP vs 2019 and 2023

HEATHROW COMMERCIAL PERFORMANCE | TOTAL COMMERCIAL SALES DRIVERS

Source: HAL Profilers 2015-2024
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-39%

-26%
-45%

Average SPTP by destination (2019-2024)

-39% -26% -6% -45% -17% 6% 36% 7% 45% 39% 68% 9% -2%

Change in SPTP (2024 vs. 2019)

2019 2023 2024

ӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒӏҏҗӏҐҒ

4.0% 3.4% 5.3% 4.2% 9.6% 10.2% 0.1% 0.1% 0.8% 1.0% 3.6% 4.4% 3.5% 3.0% 23.3%24.6% 1.7% 2.6% 6.0% 6.0% 2.5% 2.3% 38.5%37.5% 1.1% 0.8%

% of Pax Volume (2024 vs. 2019)

EXECUTIVE SUMMARY 21 | 286



14) The government policy of removing VAT-free shopping has had a significant negative impact on luxury sales at 

Heathrow, which will continue to present a challenging environment and reduced competitiveness, the impact of 

which has been further compounded by the general decline in Chinese passenger spend, and pressure from online

EXECUTIVE SUMMARY | SUMMARY OF KEY CONSUMER, MARKET, AND MACRO TRENDS

Source: H7 forecast; HAL data; Pragma analysis

Component Recent Impact Commentary Outlook

VAT 
Removal

Strong -ve impact on 
retail income

Å The removal of VAT-free shopping has led to significant declines in international tourist spending in the UK, with 
many high-spending visitors favouring tax-friendly destinations in Europe. This policy change has negatively 
impacted luxury retailers and the wider economy, contributing to reduced profits and competitiveness

Å The impact at Heathrow has been profound, with the SPTP of luxury declining -56% from £6.13 in 2019 to £2.72 in 
2024, a CAGR of -15%, which is a complete reversal of the robust CAGR growth of  +12% from 2013 to 2018

Medium ςve

The appetite to 
spend on luxury at 

Heathrow will 
continue to be 

suppressed

Chinese 
Passengers

Medium -ve

Å China is the most significant luxury goods market globally, with the highest forecast revenue and forecast growth, 
however the historically high levels of luxury spend have been under pressure from economic circumstances both 
domestically with slowing GDP growth in China, and UK policies

Å 2@= 3)ӐK J=EGN9D G> L@= 4 2 J=>MF< K;@=E= @9K ?AN=F !@AF9 9 ;GEH=LALAN= =<?= <M= LG ALK 9N9AD9:ADALQ G> L9P
refunds, making it currently a more attractive market for luxury consumers

Å The significant increase in duty free sales value at Hainan Island from 2020-2023 is attributed to the pandemic 
forcing Chinese consumers to shop domestically, which coincides with the increase in annual duty free shopping 
quota, and new destinations on the island, posing a significant threat to HAL and other global duty free operators; 
other global airports such as Dubai, have also seen strong decreases in Chinese average spend

Low ςve

The pre-Covid highs 
are unlikely to return 

to similar levels, 
particularly for the 

UK

Rise of 
Online 
Retailing

Low -ve

Å UK internet sales as a share of total retail sales were growing steadily prior to Covid-19, then experienced a rapid 
increase in share during lockdown to a high of 38% in January 2021. This subsequently reduced to 24% in August 
2022, but for 2024 has remained above pre-Covid levels, averaging c.27%. The recent average year-on-year monthly 
growth rate for 2024 has been c.2%, illustrating a maturity and stabilisation of sales across physical and online

Å Overall, there will be continue to be pressure on the sales potential of physical stores on the high street and airport 
retail environments, as online purchases count for an increasingly larger share of retail spend, but airports are still 
predominantly environments for physical shopping

Å Leading airports, including Heathrow have been investing substantially in digital platforms to create attractive 
omnichannel propositions for customers, but the uptake and contribution of digital sales vs. physical in-store sales 
in airports still remains very low, demonstrating the challenge of growing online sales in airports

Flat

Continued 
opportunity for 
growth of digital 

within airports, but 
low overall impact on 
revenue contribution
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15) Further reduction in demand for FX cash is set to continue the decline of income from bureau, whilst the impact 

of exchange rate fluctuations and next-generation security are considered to be more benign.  From a supply-side 

perspective, terminal space constraints will continue to limit incremental revenue gains from rising traffic volumes

EXECUTIVE SUMMARY | SUMMARY OF KEY CONSUMER, MARKET, AND MACRO TRENDS

Source: H7 forecast; HAL data; Pragma analysis

Component Recent Impact Commentary Outlook

Foreign 
Exchange 
Purchasing

Medium -ve

Å Services SPTP experienced significant decline from 2013 to 2018 at a CAGR of -8.1%, largely driven by the decline in 
bureau sales due to increased digitised payments. More recently, incomer per passenger for bureau declined at a 
CAGR rate of -11% from 2019 to 2024, and whilst cash will continue to be required by certain groups, bureau continues 
to be a declining market

Medium -ve

Exchange 
Rates

Low +ve USA
Low ςve EU & 

China

Å Following the announcement of the EU referendum, the strength of the GBP depreciated against the major global 
currencies and then experienced volatility during Covid. Since 2020, the GBP has appreciated against the Euro and is 
on an upward trend against from the Yuan, reducing the affordability of EU and Chinese passengers shopping at 
Heathrow, but the exchange has remained on a largely downward trend against the USD, increasing the spending 
power of US visitors to the UK

Limited overall 
impact given balance 

of exchange rates 
moving in different 

directions

Next 
Generation 
Security

Low -ve

Å The implementation of the next-generation security screening is considered to have had a limited impact on 
commercial performance to date from a passenger purchase behaviour perspective, with a £4.1m loss on retail 
income in 2024. It has however, required a larger area, which has negatively impacted F&B space in some areas of the 
terminals (e.g. T5), with a knock-on impact on revenue. Going forwards, the general view is that it may have a positive 
impact on dwell times, and hence departure lounge spend, and is unlikely to have a major negative impact on sales of 
water / other liquids, given continued uncertainty of regulations amongst global travellers, and the already existing 
opportunity to re-fill personal water bottles

Limited overall 
impact, given upward 

benefit of higher 
dwell times, but 

downward impact on 
water sales

Space 
Constraints

Medium -ve

Å The quantum of commercial space provision at Heathrow is very low relative to industry standards in other leading 
global hub airports. In most instances, where other airports have increased commercial revenue recently, it has been 
driven by an increase in the quantum of commercial space, reflecting the challenges for Heathrow in driving 
incremental revenue per passenger growth with a fixed asset base.  In addition to the aggregate rise in passenger 
volumes, the rise of proportional share of leisure passengers is placing further pressures on peak time terminal 
volumes, with the shortage of F&B capacity and retail capacity leading to lost revenue opportunities, diminishing 
marginal returns, and negative impacts on passenger satisfaction

Medium -ve
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ҏҔӧ 2@= 9AJHGJL AF;GE= :=F;@E9JCAF? =P=J;AK= @9K :==F KHDAL :=LO==F ӏFGF-9=JGF9MLA;9DӐ 9F< ӏ;GEE=J;A9DӐ AF;GE=

AF ;9K=K O@=J= L@= 9AJHGJL 9FFM9D J=HGJLK HJGNA<= L@= ?J9FMD9J <=L9ADӅ O@=J= ӏFGF-9=JGF9MLA;9DӐ AF;DM<=K ;9L=?GJA=K

AF;DM<AF? ;9J H9JCAF?Ӆ HJGH=JLQӅ 9F< GH=J9LAGF9D AF;GE=Ӆ O@ADKL L@=K= 9J= =P;DM<=< >JGE ӏ;GEE=J;A9DӐ AF;GE=

BENCHMARKING | INCOME BAND DEFINITIONS

Source: Pragma analysis ; Company/airport accounts

Income 
band

Definition Heathrow example categories Other benchmark example categories

Non-
Aeronaut
ical

Income that has been reported from all non-airline 
sources and these include commercial income, 
investments, dividends, etc.

0=L9ADӅ <MLQ >J==Ӆ $ҍ Ӆ ӏGL@=J J=L9ADӐӅ ӏGL@=J K=JNA;=KӐӅ
;9J H9JCAF?Ӆ 9F< ӏGL@=JӐ AF;GE= AF;DM<AF? &#6Ӆ
property, operational facilities and utilities 

Manchester Airports Group: retail, car parking, 
property, ӏGL@=JӐ
Rome: retail, advertising, car parking, property, 
ӏGL@=JӐ
Aena: retail, duty free, F&B, car rental, car parking, 
VIP services, advertising, property

Commerc
ial:

Income that has been reported from commercial 
including duty free, retail, F&B, advertising, and 
ancillary services, etc.

0=L9ADӅ <MLQ >J==Ӆ $ҍ Ӆ ӏGL@=J K=JNA;=KӐ
Manchester Airports Group: J=L9AD 9F< ӏGL@=JӐ
Rome: J=L9ADӅ 9<N=JLAKAF?Ӆ ӏGL@=JӐ
Aena: retail, duty free, F&B, advertising

Airport income benchmarking bands and their definitions

Note: it is important to note that there is inconsistency in the ways in which different airports report their financial statements and revenue reporting lines.  
The exact definitions of each non-aeronautical revenue category differs between airports, hence there are inconsistencies when comparing across airports.

Green represents categories common is both Non-Aeronautical and Commercial
Red represents categories in Non-Aeronautical but not within Commercial
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17) From 2013 to 2019, non-aeronautical revenue remained relatively stable for most European and APAC airports, 

with significant volatility in 2020 and 2021 due to Covid, returning to a more settled position in 2023. Heathrow 

followed a similar path, with an upwards spike, returning in 2023 to a level similar to 2018, slightly higher than 2019

EXECUTIVE SUMMARY | BENCHMARKING | NON-AERONAUTICAL REVENUE | AVERAGE OF EUROPEAN AND APAC AIRPORTS VS HEATHROW
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Europe average

APAC average

Heathrow

Source: Pragma analysis ; Company/airport accounts

Annual non-aeronautical revenue per passenger, indexed from 2013

Heathrow 1.00 1.02 1.06 1.06 1.13 1.16 1.07 1.92 2.71 1.18 1.16 
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18) Heathrow achieved the highest non-aeronautical revenue per passenger in 2023 of the benchmark set. Whilst 

&=9L@JGOӐK '.. ?J=O Җổ >JGE ҐҎҏҗ LG ẽҏғӄґҎ AF ҐҎҐґӅ L@AK O9K 9 DGO=J L@9F L@= E=<A9F ?JGOL@ >GJ L@= H=JAG< ӦҏґổӧӅ

9F< &=9L@JGOӐK ҏổ ! %0 KAF;= ҐҎҏґ O9K 9DKG DGO=J L@9F L@= E=<A9F >GJ L@= DGF? L=JE ӦҐổӧ

Source: Company/airport accounts; Pragma analysis ,GL=Kȹ +MFA;@ <9L9 =P;DM<=K ɂGL@=JɃ O@A;@ AF;DM<=K ?DG:9D E9F9?=E=FLȸ

consulting and training services for the aviation industry, as well as utility 

services and fuel

Annual non-aeronautical revenue per passenger (2019 vs 2023)

1% -1% -1% -1% -6% 7% 3% 7% 6% 4% 6% 4% 4% 1% 1% 3% 1% 2% 2% -2% 6% -2% 1% 2%
Median

2%

CAGR, full period (up to 10 years)

BENCHMARKING | NON-AERONAUTICAL REVENUE 

8% -30% -8% -14% -19% 44% 4% 22% 50% 27% 44% 27% 20% 14% 3% -31% 5% 12% 6% 23% 23% 21% 4% 45%
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13%

Growth Rate (2019 vs 2023) 

14.2

13.3 12.8 12.9
11.6

9.5

7.5

8.9 8.5
7.3 7.1

6.6
7.2

6.1

7.6

5.1 4.7 4.4
3.8 3.7 3.4

2.7
1.8

15.3

9.3

11.8
11.1

9.4

14.4

9.8
9.1

13.4

10.8 10.5

9.1
7.9 8.2

6.3
5.3 5.3 5.3

4.6 4.6 4.5 4.2

2.8 2.6

0

2

4

6

8

10

12

14

16

£

H
e
a

th
ro

w

C
h

a
n
g

i

M
u

n
ic

h

H
o

n
g

 K
o

n
g

A
D

P

L
A

X

S
yd

n
e
y

T
o

ky
o

 H
a

n
e

d
a

M
A

G

M
a

n
ch

e
st

e
r

E
d

in
b

u
rg

h

G
a

tw
ic

k

T
o

ro
n

to

Z
u

ri
ch

C
o

p
e

n
h

a
g

e
n

B
e

iji
n
g

V
a

n
co

u
ve

r

R
o

m
e

V
e

n
ic

e

S
ch

ip
h

o
l

A
e
n
a

A
th

e
n
s

K
u

a
la

 L
u

m
p

u
r

F
ra

p
o

rt

10.0

2019 2023

AIRPORT INDUSTRY COMMERCIAL 
PERFORMANCE BENCHMARKING 26 | 286



19) Hub airports like Heathrow lead in non-aeronautical revenue per passenger, though growth rates vary, with 

many of the largest hubs experiencing both recent and longer-term decline. In contrast, selected regional airports 

like Manchester and Edinburgh exhibit stronger growth, supported by investment and transformation projects
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Annual non-aeronautical revenue per passenger ӛ hub airports vs other airports (2019 vs 2023)
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7%
50% 27% 44% 27% 6% 21%
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27%

Growth Rate (2019 vs 2023) 

CAGR, full period (up to 10 years)

1% -1% -1% -1% -6% 7% 3% 7% 3% 1% 4% 1% 1% 2% -2% 6% 1% 2%
Median

1%
6% 4% 6% 4% 2% -2%

Median
4%

Hub Airports Other Airports
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ҐҎӧ &=9L@JGOӐK FGF-aeronautical IPP showed no growth in 2024 from 2023 levels, a result of increased passenger 

numbers. Schiphol saw the highest growth in IPP from 2023 to 2024 of 30%, driven by increases in concessions 

revenue because of a renewed retail offer and increases in car parking revenue

Source: Company/airport accounts; Pragma analysis ,GL=Kȹ +MFA;@ <9L9 =P;DM<=K ɂGL@=JɃ O@A;@ AF;DM<=K ?DG:9D E9F9?=E=FLȸ

consulting and training services for the aviation industry, as well as utility 

services and fuel

Annual non-aeronautical revenue per passenger (2019 vs 2023 and 2024)

1% -6% 4% 5% 1% 1% 1% 1% 3% 1% 5% 1% 3%
Median

1%

CAGR, full period (up to 10 years)

BENCHMARKING | NON-AERONAUTICAL REVENUE 
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1;@AH@GD AJHGJLӐK AF;J=9K= AF FGF-aeronautical 
revenue is driven by a significant increase in 
concessions revenue, resulting from a renewed 
retail offer, as well as an increase in car parking 
revenue as a result of increased passenger numbers

2@= J=<M;LAGF AF  =ABAF?ӐK FGF-
aeronautical IPP is reflective of 
an increase in passenger 
numbers significantly in excess 
of non-aeronautical income
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21) An overview of the drivers of non-aeronautical revenues across hub and other airports demonstrates that key 

factors supporting growth include: higher passenger traffic, retail and F&B space expansions, enhanced parking 

services, and substantial capital investments in terminal and commercial development projects

EXECUTIVE SUMMARY | BENCHMARKING | NON-AERONAUTICAL REVENUE 

Hub Airports Other Airports

Ä LAXӆ 'F $7 ҐҎҐґӅ * 6ӐK FGF-aeronautical revenue grew due to higher passenger traffic, 

commercial activity, and a significant uplift in terminal-use fee adjustments. A $2.3 

billion upgrade in 2022-2023 added 74,300 sqm to Terminals 2 and 3, including a new 

check-in lobby, security, baggage claim, and Delta Sky Club. The 13,600 sqm MSC 

South Concourse, set to open in 2025, will further expand capacity

Ä Tokyo Haneda: The growth is driven by recovering passenger volumes, yen 

depreciation, and increased revenue from duty-free sales, F&B, and services. The 2023 

opening of Haneda Airport Garden, a 100,000 sqm space with 80 shops, restaurants, 

and two hotels, also significantly boosted revenue

Ä Toronto : The airport enhanced passenger experience through expanded retail and 

dining options, improved parking facilities, and ground transportation services. 

Hosting events and new concessions, along with growth in specialty retail, travel 

essentials, and currency exchange services, boosted revenue 

Ä Zurich: Revenue increased due to recovering passenger traffic reaching 28.9 million, 

real estate expansion with developments like The Circle (CHF 1 billion investment, 

180,000 sqm) contributions from international operations like Natal and Noida 

Airports, and higher passenger spending on retail and services

Ä Beijing: The increase in non-aeronautical revenue at Beijing Capital International 

Airport was driven by a surge in passenger traffic (316.3%), boosting retail, food & 

beverage, advertising, VIP services, and parking revenues. Higher international 

spending and the removal of fee waivers further contributed to the growth

Ä MAG: The increase in non-aeronautical revenue at Manchester Airports 

Group was driven by higher passenger traffic surpassing pre-pandemic 

levels, strong retail growth in duty-free, F&B, and lounges, and increased car 

parking revenue, particularly from pre-booked services

Ä Edinburgh: The increase in non-aeronautical revenue at Edinburgh Airport 

was driven by higher passenger traffic, expanded retail and F&B offerings, 

and operational efficiencies from outsourcing passenger services 

Ä Gatwick: The increase in non-aeronautical revenue at Gatwick Airport was 

driven by higher passenger traffic, expanded retail and F&B offerings, and 

enhanced car parking services, particularly in the pre-booked market. In 

2019, Gatwick launched a £1.11 billion five-year investment plan to expand 

North and South Terminal lounges and enhance retail options

Ä Manchester: Terminal 2 has been significantly expanded, doubling its size in 

2021 as part of a £1.3 billion transformation program, which has contributed 

to a notable increase in passenger numbers and revenues, surpassing pre-

pandemic levels, driven by the recovery of short and long-haul route 

networks, including new links to key destinations in the Middle East and US

Source: Pragma analysis; 

Company/airport accounts; LAWA.orgEXECUTIVE SUMMARY 29 | 286



22) Four out of the top 5 airports for commercial revenue per passenger in 2019 experienced declines in their 

H=J>GJE9F;= LG ҐҎҐґӅ OAL@ &=9L@JGOӐK <=;DAF= G>-10% (to £6.70) similar to that of Hong Kong and the median of 

+9% for the period. Manchester Airport Group has achieved amongst the highest growth from 2019 to 2023

EXECUTIVE SUMMARY | BENCHMARKING | TOTAL COMMERCIAL1

Total commercial revenue per passenger (2019 vs 2023)

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out separately in annual reports). 

Additional items may include advertising, car rentals and other miscellaneous items. There may be variations between the exact revenue 

recognised by airports within these however, they will largely be composed of retail and F&B and therefore relatively comparable

Source: Pragma analysis; 

Company/airport accounts
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Median 

9%

CAGR, full period (up to 10 years)

-2% 2% 1% 1% -7% 1% 6% 2% 2% 3% 1% 4% -3% 3% 2% 0% -1% 5% 1%
Median 

1%

Growth Rate (2019 vs 2023) 

The global hub airports such as Hong Kong, Heathrow, Beijing, 
ADP, and Vancouver, that historically benefited from the high-
spending luxury Chinese consumer, have seen a significant 
reduction in commercial revenue since 2019, due to the 
significant reduction in Chinese consumer spend

AIRPORT INDUSTRY COMMERCIAL 
PERFORMANCE BENCHMARKING

MAG achieved high growth as a 
result of its large-scale terminal 
transformation programme

Gatwick has benefitted from 
an enhanced F&B offer 
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23) Hub airports like Hong Kong and Heathrow continue to achieve highest revenue per passenger, albeit -10% 

declines between 2019-2023, significantly less than Beijing and Vancouver. Regional airports MAG Group, Gatwick, 

and Athens have delivered robust growth, driven by terminal space development and enhancement projects

EXECUTIVE SUMMARY | BENCHMARKING | TOTAL COMMERCIAL1

Total commercial revenue per passenger ӛ hub airports vs other airports (2019 vs 2023)

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out separately in annual reports). 

Additional items may include advertising, car rentals and other miscellaneous items. There may be variations between the exact revenue 

recognised by airports within these however, they will largely be composed of retail and F&B and therefore relatively comparable

Source: Pragma analysis; 

Company/airport accounts
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ҐҒӧ &=9L@JGOӐK ;GEE=J;A9D '.. ;GFLAFM=< LG <=;DAF= >JGE ҐҎҐґ LG ҐҎҐҒӇ 9-4% decline to £6.40, below the median 

for 2023-2024 of +1%, but still the highest of benchmark airports that have released their latest figures. Schiphol 

achieved the highest growth of 52% from 2023, followed by Gatwick, driven by their renewed retail offers

EXECUTIVE SUMMARY | BENCHMARKING | TOTAL COMMERCIAL1

Total commercial revenue per passenger (2019 vs 2023 and 2024)

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out separately in annual reports). 

Additional items may include advertising, car rentals and other miscellaneous items. There may be variations between the exact revenue 

recognised by airports within these however, they will largely be composed of retail and F&B and therefore relatively comparable

Source: Pragma analysis; 

Company/airport accounts
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2.4

2019 2023 2024

-4% -12% 1% -3% 10% -4% 3% 0% 5% 7% 52% -1% 2% Median 1%

CAGR, full period (up to 10 years)

-1% 0% 7% -1% -4% 0% -4% 3% -3% 0% -3% -4% -1% Median -1%

Growth Rate (2023 vs 2024) 

1;@AH@GD AJHGJLӐK ;GF;=KKAGFK J=N=FM= @9K
benefitted from acquisition of Kappe, an airport 
retailer specialising in perfumes, cosmetics, and 
sunglasses, allowing Schiphol to consolidate and 
expand its retail offerings 

%9LOA;C AJHGJLӐK ;GF;=KKAGFK J=N=FM=
has benefitted from the improved retail 
offering following the refurbishment of 
the North Terminal
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25) Future opportunities and risks at Heathrow for [Redacted] speciality retail

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RISKS & OPPORTUNITIES (1)

Source: HAL stakeholder interviews; Pragma analysis

Å Economic and regulatory - VAT-free shopping removal and rising costs create financial pressures for retail 

Å Contract renewal risk ӛ <M= LG <=;DAFAF? DMPMJQ K9D=KӅ L@=J= AK 9 JAKC L@9L C=Q :J9F<K <GFӐL DGGC LG J=F=O L@=AJ ;GFLJ9;LK 9L & *Ӆ 9F< KLGH
bidding for stores, creating a significant challenge for HAL in maintaining income density and concession margin on new tenants

Å Passenger shifts - reduced interest in traditional shopping in favour of dining and experiences limits retail growth

Å Operational disruptions - renovations and reallocation efforts may temporarily impact revenue and passenger satisfaction

Å Retail space optimisation - reallocate underperforming areas to high-yield categories like luxury and duty-free

Å Flagship expansion - focus on premium stores and blended retail models for higher returns

Å Infrastructure integration - align retail upgrades with terminal projects to improve passenger flow

Å Sustainability - introduce eco-friendly retail concepts to meet passenger expectations
Speciality 

Retail

Opportunity

Risk
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26) Future opportunities and risks at Heathrow for food & beverage and premium services

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RISKS & OPPORTUNITIES (2)

Source: HAL stakeholder interviews; Pragma analysis

Å Space constraints ӛ the main risk to growing sales, with constrained capacity not being able to accommodate rising pax volumes

Å Economic impact - rising inflation and operational costs may reduce passenger spending and operator profitability

Å Underserved demographics - limited halal and kosher options restrict appeal to certain passengers

Å Premium dining underperformance ӛ price sensitivity and lower passenger resonance with chef-led premium dining concepts

Å Digital integration - expand digital ordering kiosk options to improve operational throughput and increase ATVs, as these typically drive 
around 10-20% higher ATV for faster format F&B units

Å Space optimisation - reallocate space from declining categories to invest in F&B growth areas and maximise productivity

Å New formats - introduce more premium quick serve formats, and modular market halls to enhance experiences and increase choice

Å Service disruption - renovations and temporary setups may impact customer satisfaction

Å Premium appeal - overuse of fast track by economy passengers risks diluting exclusivity

Å Brand reputation ӛ poor service experiences e.g. delays risk negative PR

Å Economic pressures ӛ inflation and reduced discretionary spending may impact demand

Å Regulatory delays - NGS project timelines or regulatory changes could disrupt service

Å Drive overall awareness ӛ enhanced marketing to increase passenger awareness of expanded product offer

Å Digital and B2C expansion ӛ launch of digital ticketing for fast track will simplify access and improve uptake

Å Infrastructure growth - Windsor Suite expansion and communal lounges to attract diverse clients

Å Targeted marketing - partnerships with luxury brands and agencies targeting HNWIs in the U.S., India, and China can increase visibility 
and drive higher revenues

Å Commercialise bespoke support to airlines ӛ develop new opportunities to support, charge, and commercialise specific airline VIP 
services (e.g. flights for sports teams) 

Food & 
Beverage

VIP/ Fast 
Track / 

Premium 
Services

Opportunity

Risk

Opportunity

Risk
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27) Future opportunities and risks at Heathrow for advertising and property

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RISKS & OPPORTUNITIES (3)

Source: HAL stakeholder interviews; Pragma analysis

Å Market dependency ӛ reliance on JCDecaux (contract expires in 2026) and HSBC (contract expires in 2026) and luxury brand advertisers 
limits diversification

Å Delayed investments and space constrained terminals ӛ ageing estate risks revenue loss if digital updates are not undertaken, with risk 
of diminishing returns as all the main high-value sites have been developed, and space constrained terminals limit new site opportunities

Å Behavioural shifts ӛ focus on ROI, short-term bookings, challenges in luxury, and declining business passenger profiles may impact 
advertising demand; along with continued pressure on OOH advertising spend from pure play online digital

Å In-store advertising ӛ advertising delivered within stores (e.g. WDF / InMotion) benefits the retail tenant, but is not captured by the 
Heathrow contract

Å Digital growth - expand digital screens (currently 30% of assets) for higher yields and flexibility, and data capture

Å Yield management ӛ optimise occupancy rates and pricing strategies to maximise revenue

Å Experiential campaigns - capitalise on experiential advertising demand despite space constraints 

Å Contract restructuring ӛ explore splitting advertising rights by terminal or diversifying partners to increase competitiveness

Å Space constraints ӛ demand is far outstripping available supply for lounges, risking declining passenger satisfaction, whist demand for 
landside assets such as office accommodation, hotels, and light industrial is curtailed by lack of available space

Å Market dependency - dependency on aviation demand, vulnerable to global disruptions

Å Business rates - regulatory shifts in business rates could raise costs

Å Lounge expansion - premium lounges to meet excess demand, and grow independent lounge space

Å Property development - new industrial park (Heathrow Logistics East), densifying car parks for logistics use 

Å New business lines - flexible office models, terminal sleep pods, and hotels with demand for c.5,000 rooms

Å Guide price reform - link rents to passenger yield or adopt open-market pricing for new developments, and adjust airline rental rates for 
airline lounges to better capture value of space

Advertising

Property

Opportunity

Risk

Opportunity

Risk
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28) Future opportunities and risks at Heathrow for car parking

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RISKS & OPPORTUNITIES (4)

Source: HAL stakeholder interviews; Pragma analysis

Å Pricing sensitivity - overpricing risks pushing customers to third-party operators or public transport

Å Economic pressures - inflation and evolving passenger preferences could impact premium service demand, and cost pressures limit ROI 
of parking block expansion

Å Competitor threats ӛ off-site parking operators with lower overheads offering cheaper alternatives and taxi services such as Uber 
reducing reliance on airport parking

Å Regulatory constraints ӛ airline governance requirements may delay parking expansion or transition projects, as well as continued 
sustainability pressures

Å Capacity expansion ӛ up to 4,000 additional spaces could unlock new revenue during peak demand (spaces can be increased to 42,000 
within the T5 planning application)

Å Digital transformation ӛ upgrade to ticketless systems and app-based payments, bundle parking with HEX tickets for seamless travel, 
personalised offers to drive bookings 

Å Premium products ӛ introduce valet services, rapid EV charging, and enhanced meet-and-greet options to cater to high-value customers, 
and enhance overall marketing

Å Sustainability integration ӛ establish EV charging hubs and incentivise environmentally friendly parking solutions

Å Block parking and yield management ӛ strategy to maximise occupancy in the context of parking capacity constraints and continuously 
optimise yield

Å North & south solution ӛ longer term opportunity to create a northern and southern car parking solution to better serve customers and 
mitigate risk of single to CTA

Car Parking

Opportunity

Risk
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29) Future opportunities and risks at Heathrow for car rental and rail

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RISKS & OPPORTUNITIES (5)

Source: HAL stakeholder interviews; Pragma analysis

Å Economic pressures ӛ inflation and changes in passenger spending could affect demand for premium services such as car rentals 

Å Competition ӛ private hire operators such as Uber pose challenges to short term car rental 

Å Digital transformation ӛ a key focus, with emphasis on enhancing the customer journey and streamlining processes

Å Consolidation for efficiency ӛ movement towards consolidating car rental operations into a centralised base station to optimise space 
usage and improve operational efficiency 

Å Collaborations ӛ being explored with private higher operators such as Uber and Bolt to align with sustainability goals, while maintaining 
revenue streams from car rentals

Å Sustainability ӛ focus on aligning car rental services with sustainability goals including integration of EV charging infrastructure  Car Rental

Opportunity

Risk

Å Intensifying competition - #DAR9:=L@ *AF= HJA;AF? 9F< 3:=J K=JNA;=K L@J=9L=F &#6ӐK E9JC=L K@9J=

Å Infrastructure and operational challenges - &1Ґ 9F< F=O LJ9;C 9?J==E=FLK E9Q <AKJMHL &#6ӐK KH==< 9<N9FL9?=

Å Economic Pressures - JAKAF? ;GKLK 9F< HJA;= K=FKALANALQ ;GMD< @AF<=J &#6ӐK ;GEH=LALAN=F=KK

Å Technological Risks - delay in upgrading physical and digital sales channels

Å Strategic partnerships - expand B2B with airlines, bundled offerings, and fast track services

Å Digital growth - strengthen the app and introduce dynamic pricing and promotions

Å Sustainability initiatives - D=N=J9?= &#6ӐK =D=;LJA>A=< J9ADO9Q LG 9LLJ9;L =;G-conscious travellers

Å New revenue streams - ancillary services like onward rail ticketing and advertising on media assets

Rail

Opportunity

Risk
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A) Overall retail space has marginally decreased from 2018, as has penetration by -1ppt. Whilst speciality retail 

space has increased slightly, penetration has dropped significantly by 6ppts to 39%, delivering a -26% in income. 

Duty free has also seen a drop in space, penetration and income, with F&B the only category to increase income

HAL CORE CATEGORY SUMMARY | RETAIL | COMMERCIAL SPACE BY SUB-CATEGORY

Source: HAL data

Penetration (%) Income (£m)Space (m²)

25

45

52

77

24

39

50

75

Duty free

Speciality retail

Food & beverage

Total

Duty free

Speciality retail

Food & beverage

156

144

166

123

61

89

Total
452

379

-7%

-26%

+46%

2018 2024

13,927

19,705

22,428

56,060

12,363

20,599

22,082

55,044

Duty free

Speciality retail

Food & beverage

Total

New Generation Security caused a loss of £4.1m 
retail income on 2024 revenue, which is predicted 
to increase further as its implementation continues 
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B) Total retail penetration at Heathrow has remained largely consistent from 2015 to 2024 at 75%. However, more 

recently, from 2018 there has been a substantial drop of 6ppts in the proportion of passengers visiting speciality 

retail from 45% to 39%, while F&B declined 2ppts to 50% and [Redacted]

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RETAIL SALES DRIVERS | PENETRATION

Source: HAL Profilers 2013-2024; Changing Retail Spend at UK Airports Survey 
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Speciality 

retail

F&B

As passenger awareness of changes to VAT rules 
increases, this risks a decrease in penetration of 
duty free and speciality retail. Insight from the 
Changing Retail Spend at UK Airports Survey 
shows that in July 2024, 31% of pax were aware of 
the changes vs 16% in November 2021, and 48% 
stated that they would be less likely to shop at the 
airport once aware

The long term CAGR trend for F&B has been relatively flat at 0%; 
whilstspeciality retail is on downward trend of -2%; demonstrating 
the challenge of delivering material incremental growth in this 
categories with a fixed volume of commercial space in the terminals 
at Heathrow
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D) After robust growth, speciality retail experienced a dramatic decrease in SPTP, declining at a CAGR of -9.3% from 

£10.40 in 2019 to £6.39 in 2024, largely due to a -54% decline in luxury SPTP, reflective of the VAT removal policy 

and changing consumer spend. CTN is the only category that has positively contributed to spend since 2019

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SPTP

Source: HAL data ,GL=Kȹ Ʉ-L@=JɅ ;GFKAKLK G> ɂ#FL=JL9AFE=FL 9F< K=JNA;=KɃȸ ɂ&A?@ 1LJ==LɃȸ 9F< L@=

ɂ*=>L DM??9?=Ƀ KM:-categories 
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E) Across core retail, F&B occupies the largest share of commercial space at 39% (and is under significant space 

constraints), but generates the lowest income density. Specialty retail is the next highest at 37%, but has seen a 

significant reduction in income density of -29%, due to the reduced performance of luxury

HAL CORE CATEGORY SUMMARY | RETAIL | SALES DENSITIES BY CATEGORY

Source: HAL data Notes: Services includes bureau, VAT refund and vending

39%

20% 21%

37%

36% 29%

22%

30%
34%

15% 17%
2%

% share of space % share of sales % share of income

Services

Duty free

Speciality retail

Food & beverage

Share of space and sales by category 2018

35,391 38,367

10,409

36,095

26,007

13,820

0

20,000

340,000

£/m²

Duty free Speciality retail Food & beverage Services

334,131

184,867

Sales density 2018 vs 2024

3%

24%

34%

39%

% share of space

27%

24%

37%

11%

% share of sales

15%

34%

37%

13%

% share of income

Services

Duty free

Speciality retail

Food & beverage

Share of space and sales by category 2024

Sales density 2018 Sales density 2024

Income density 2018 vs 2024

11,169
8,428

2,717

11,660

5,979
4,015

0

5,000

10,000

65,000

£/m²

Duty free Speciality retail Food & beverage Services

61,340

19,381
-29%

Income density 2018 Income density 2024

EXECUTIVE SUMMARY 43 | 286



F) Through research and analysis of the annual reports of the benchmark airports, the following key factors are 

cited as driving positive and negative trends in non-aeronautical revenue across the different categories

EXECUTIVE SUMMARY | BENCHMARKING | TREND DRIVERS

Non-
aeronautical 

revenue

Commercial 
(retail and 
catering)

+ Expansion of commercial spaces with new opening of shops and F&B 

+ Increase revenue with higher pax spending

+ Improved passenger experience (e.g. digital innovations)

Toronto Airport

Rome Airport

 Munich Airport

- Reduced disposable income shifts shopping behaviour

- Uncertain macroeconomic and geopolitical situation

- Volatility in global demand and revenues (e.g. consumer demand recovery)

Manchester Airports Group 

Edinburgh Airport

Heathrow Airport

Car parking

+ Increased demand with higher pax volumes

+ Increased space (additional parking spaces)

+ Diverse parking options (e.g. budget friendly JetParks, valet services)

Munich Airport

Athens Airport

Manchester Airport Group

- Competitive pressure from alternative transport forms (e.g. Uber) Aena Airports

Property

+  Additional Space Development or Acquisition and significant increase in 
property rental charge rates:

1)Internal Space: Expansion of office areas or lounges within the terminals

2)External Space: Development or acquisition of external spaces like hotels or 
conference centres

LAX

- Impacted by rising inflation and key interest rates

- Adjustment in Land Reserves Valuation
ADP Airport Group

Drivers & Detractors of 

Recent Performance Example airports

Source: Pragma analysis ; Company/airport accounts
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G) Compared to other international hub airports, Heathrow has a significantly higher number of airline-operated 

lounges and a high number of common-use lounges, demonstrating the large share of space and operating 

infrastructure that lounges accommodate within the terminal buildings

EXECUTIVE SUMMARY | BENCHMARKING | AIRLINE AND COMMON-USE LOUNGES

Source: Pragma desk research; Pragma analysis

Airport Terminal
Airline-operated 

lounges
Common-use 

lounges

Doha Hamad International Airport
Main 
Terminal

2 2

Tokyo Haneda Airport

Terminal 1 1 3

Terminal 2 1 4

Terminal 3 4 3

Total 6 10

Dubai International Airport

Terminal 1 3 2

Terminal 2 2 1

Terminal 3 2 11

Total 7 14

Hong Kong International Airport

Terminal 1 7 7

Midfield 
Concourse

1

Total 8 7

Paris Charles de Gaulle Airport

Terminal 1 4 2

Terminal 2 6 2

Total 10 4

Singapore Changi Airport

Terminal 1 4 1

Terminal 2 3 2

Terminal 3 3 1

Terminal 4 2 1

Total 12 5

Airport Terminal
Airline-operated 

lounges
Common-use 

lounges

Frankfurt Airport

Terminal 1 9 1

Terminal 2 4 2

Total 13 3

Los Angeles International Airport

Terminal 2 3

Terminal 3 2

TBIT 5 4

Terminal 4 2

Terminal 7 1

Total 13 4

John F. Kennedy Airport

Terminal 1 5 2

Terminal 4 6

Terminal 7 3

Terminal 8 2

Total 16 2

London Heathrow Airport

Terminal 2 5 2

Terminal 3 7 2

Terminal 4 4 1

Terminal 5 6 2

Total 22 7
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H) Heathrow also has a higher total number of lounges per million passengers vs. other airports, which is a 

reflection of the large number of individual airline-operated lounges

EXECUTIVE SUMMARY | BENCHMARKING | AIRLINE AND COMMON-USE LOUNGES

Source: Desk research; Pragma analysis

14

7
10

4 4 5
2 3 2

7

7 22

6

13
10

12
16 13

2

8

Dubai 

International 

Airport

London 

Heathrow 

Airport

Tokyo Haneda 

Airport

Los Angeles 

International 

Airport

Paris Charles de 

Gaulle Airport

Singapore 

Changi Airport

Frankfurt 

Airport

Doha Hamad 

International 

Airport

Hong Kong 

International 

Airport

21

29

16
17

14

17
16

4

15

John F. 

Kennedy 

International 

Airport

18

Total airline-operated lounges and common-use lounges at Heathrow vs benchmarks

Airline-operated lounges Common-use lounges

Passengers 
2023 (m)

87 79 78 71 67 63 63 59 52 45

Lounges per 
million 

passenger
0.24 0.37 0.20 0.24 0.21 0.27 0.29 0.27 0.08 0.33
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&=9L@JGOӐK FGF-aeronautical income is split between retail, surface access, property, rail and services. This report 

focusses on how performance has changed and evolved over the last 10 years, with a view to identifying the key 

trends and drivers of recent performance, and the risks and opportunities for future performance at Heathrow

HEATHROW COMMERCIAL PERFORMANCE VS. CAA | INCOME BREAKDOWN

Source: HAL data; H7 forecast

74.0

(8%)

111.9

(12%)

146.2

(15%)

211.5

(22%)

409.3

(43%)

2024 income

Services

Rail

Property (excl. Telecoms)

Surface access

Retail (excl. Bureaux)

952.9

Heathrow non-aeronautical income split 2024 (£m)

Includes duty free, luxury, 
specialist shops, pharmacy, 
F&B, advertising and other 
retail

Includes bureaux de change 
and VIP and fast track 

Includes car parking and car 
rental

Includes HEX and Picadilly 
Line

Heathrow non-aeronautical income per total passenger split 2024 (£m)

0.88

1.33

1.74

2.52

4.88

2024 income per total passenger

Services

Rail

Property (excl. Telecoms)

Surface access

Retail (excl. Bureaux)

11.36

Includes rental revenue and 
lounge revenue
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Recent passenger numbers are growing above the forecast CAA volumes, with actual passengers in 2024 +6% 

above the CAA forecast, with 6% growth from 2023. However, total income for 2024 of £953m is -6% lower than the 

CAA forecast and retail income per passenger at £11.36, is -12% lower than the CAA forecast and -1% below 2023 

HEATHROW COMMERCIAL PERFORMANCE VS. CAA | FORECAST VS ACTUAL

Source: H7 forecast; HAL data; Pragma analysis

0
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90

m

2022 2023 2024

62 62

73

79 79
84

+17%

+6% +6%

CAA passenger forecast

Actual passenger numbers

Passenger numbers, 2022-2024, CAA forecast vs. actual numbers

Income, 2022-2024, CAA forecast vs. actual numbers

IPTP, 2022-2024, CAA forecast vs. actual numbers

Income £m
2022 2023 2024

Forecast Actual Forecast Actual Forecast Actual

Retail 342 298 439 381 492 409

Surface access 144 168 173 196 189 211

Property 131 122 138 142 141 146

Rail 93 94 102 131 125 112

Services 53 51 63 62 67 74

Total 763 733 915 912 1,014 953

Income £m
2022 2023 2024

Forecast Actual Forecast Actual Forecast Actual

Retail 5.56 4.83 6.02 4.81 6.23 4.88

Surface access 2.34 2.72 2.37 2.48 2.39 2.52

Property 2.13 1.99 1.89 1.79 1.79 1.74

Rail 1.51 1.53 1.40 1.65 1.58 1.33

Services 0.85 0.82 0.86 0.78 0.85 0.88

Total 12.39 11.89 12.54 11.52 12.85 11.36

OVERALL HEATHROW NON-
AERONAUTICAL PERFORMANCE 50 | 286



Actual passenger numbers achieved by Heathrow have typically consistently surpassed the CAA forecasts from 

2014 to 2024, with 2024 achieving the highest volume on record, at 84m, surpassing the previous peak of 81m in 

2019. Whilst the long-term CAGR growth rate has been 1.3%, the recent year on year growth was +6% in 2024

HEATHROW COMMERCIAL PERFORMANCE VS. CAA | FORECAST VS ACTUAL | PASSENGERS

Source: H7 forecast; HAL data; Pragma analysis Notes: Forecast missing from H7 forecast for 2019-2021

0

10
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60
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90

2016 2017 2018 2019 2020 2021 2022 2023 2024

73

m

2014

71
73 75

73
76

73

2015

74

80 81

22
19

78

62

73

79 79

84

62

+1.3%
+6.0%

CAA passenger forecast Actual passenger numbers

Passenger numbers, 2014-2024, CAA forecast vs. actual numbers
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Total non-aeronautical income and income per passenger achieved by Heathrow often surpassed the CAA forecast 

from 2014 to 2018, but recently has been below the CAA forecast in 2022, 2023 and 2024. Whilst total income 

increased by a CAGR of +14% to £953m in 2024, income per passenger decreased by a CAGR of -2% to £11.36

HEATHROW COMMERCIAL PERFORMANCE VS. CAA | FORECAST VS ACTUAL | INCOME

Source: H7 forecast; HAL data; Pragma analysis

0

500

1,000

1,500

£m

2014 2015 2016 2017 2018

446 456
626 641 656 677 698 759 733 816

+16%

Forecast vs actual passenger numbers

Year 2014 2015 2016 2017 2018 2022 2023 2024

CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL CAA HAL

Pax 
(m)

70.8 73.4 73.4 75.0 72.7 75.7 73.4 78.0 74.2 80.1 61.6 61.6 73.0 79.2 78.9 83.9

Total income forecast vs actual (2014-2018, 2022-2024)

0

500

1,000

1,500

£m

2022 2023 2024

763 733
915 912

1,014 953

+14%

Total income per passenger forecast vs actual (2014-2018, 2022-2024)

6.30
8.53 9.02 9.51 9.88

6.21
8.55 8.94 9.73 10.19

0

5

10

15

£

2014 2015 2016 2017 2018

+13%
12.39 12.54 12.8511.89 11.52 11.36

0

5

10

15

£

2022 2023 2024

-4% -8%

-2%

-12%

CAA forecast Actual
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All categories delivered total income growth from 2022 to 2023 and from 2022 to 2024. In 2023 rail was the only 

category to achieve growth in IPTP, whilst this was reversed in 2024, with retail and services achieving growth. 

Retail income has the largest deviation in IPTP from the CAA forecast in both 2023 and 2024

HEATHROW COMMERCIAL PERFORMANCE VS. CAA | FORECAST VS ACTUAL | INCOME 

Source: H7 forecast; Pragma analysis Notes: ¹Recent total income for rail was driven by a large increase in income from the track access 

charge (£27m in 2023 vs. £2.5m in 2022), whilst IPTP from HEX declined due to the Elizabeth Line

Income £m

2022 2023 2023 vs. 2022 2024 2024 vs. 2022

Forecast Actual Forecast Actual
Actual vs. 
forecast

Actual 
2023 vs. 

2022
Forecast Actual

Actual vs 
forecast

Actual 
2024 vs. 

2022

Retail 342 298 439 381 -13% 28% 492 409 -17% 38%

Surface access 144 168 173 196 13% 17% 189 211 12% 26%

Property 131 122 138 142 3% 16% 141 146 4% 20%

Rail 93 94 102 131 28% 39% 125 112 -10% 19%

Services 53 51 63 62 -2% 22% 67 74 10% 46%

Total 763 733 915 912 -0.3% 24.4% 1,014 953 -6% 30%

Income per 
topax £m

2022 2023 2023 vs. 2022 2024 2024 vs. 2022

Forecast Actual Forecast Actual
Actual vs. 
forecast

Actual 
2023 vs. 

2022
Forecast Actual

Actual vs 
forecast

Actual 
2024 vs. 

2022

Retail 5.56 4.83 6.02 4.81 -20% -0.4% 6.23 4.88 -22% 1%

Surface access 2.34 2.72 2.37 2.48 5% -8.8% 2.39 2.52 5% -7%

Property 2.13 1.99 1.89 1.79 -5% -10.1% 1.79 1.74 -2% -12%

Rail¹ 1.51 1.53 1.40 1.65 18% 7.8% 1.58 1.33 -16% -13%

Services 0.85 0.82 0.86 0.78 -9% -4.9% 0.85 0.88 3% 7%

Total 12.39 11.89 12.54 11.52 -8.1% -3.1% 12.85 11.36 -12% -5%

Income forecast vs actual (2022-2024)

Income per total passenger forecast vs actual (2022-2024)
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performance data is undertaken in relation to three core categories of retail, surface access and property, which are 

broken down into further sub-categories 

HAL CORE CATEGORY SUMMARY | CAA AND HEATHROW PERFORMANCE CATEGORIES

Source: H7 forecast; Pragma analysis 

CAA category Definition

Retail
Includes duty free, luxury, specialist 
shops, pharmacy, F&B, advertising 
and other retail 

Surface access Includes car parking and car rental

Property
Includes rental revenue and lounge 
revenue

Rail Includes HEX and Picadilly Line

Services
Includes bureau and VIP and fast 
track

Heathrow 
performance 

category

Heathrow 
performance sub-

category
Definition

Retail

Duty free

Speciality retail

Food & beverage

Advertising

Services
Includes bureau, VAT refund, 
vending and VIP/fast 
track/premium services

Surface access

Hex Rail

Car parking
Includes long stay, short stay and 
valet/meet & greet

Property
Rental revenues

Paid for lounges

Car rental Car rental only
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Overall retail space quantum in 2024  has marginally decreased from 2018, as has penetration by -2ppts. Whilst speciality retail 

space has increased slightly, penetration has dropped significantly by -6ppts to 39%, delivering a -26% reduction in income. 

[Redacted], with F&B the only category to increase income

HAL CORE CATEGORY SUMMARY | RETAIL | COMMERCIAL SPACE BY SUB-CATEGORY

Source: HAL data

Penetration (%) Income (£m)Space (m²)

25

45

52

77

24

39

50

75

Duty free

Speciality retail

Food & beverage

Total

Duty free

Speciality retail

Food & beverage

Total

156

144

166

123

61

89

452

379

-7%

-26%

+46%

2018 2024

13,927

19,705

22,428

56,060

12,363

20,599

22,082

55,044

Duty free

Speciality retail

Food & beverage

Total

New Generation Security caused a loss of £4.1m 
retail income on 2024 revenue, which is predicted 
to increase further as its implementation continues 
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Retail income has decreased in 2024 from 2018 due to significant reductions in speciality retail income with luxury down 47% , as 

well as other services -100% and bureau -54%. F&B, CTN, pharmacy, and premium services are the only categories that have seen a 

growth in income over the period, with F&B increasing +46%, CTN +38%, pharmacy +5%, and premium services +55% in 2024

HAL CORE CATEGORY SUMMARY | RETAIL | INCOME 2018 VS 2023 AND 2024 BY CATEGORY AND SUB-CATEGORY 

Source: HAL data; Pragma analysis Notes: Services includes bureau, VAT refund, vending and VIP/fast 

track/premium services

2023

144.1

123.2

88.7

73.6

49.1

2024

155.5

Speciality retail

F&B

Services

Advertising

166.1

60.9

102.3

51.3

2018

138.0

115.7

79.8

62.6

38.7

536.1

434.8

478.7

Duty free

19.5

32.6

50.2

2018

0.7

36.2

25.7

2023

Other

VIP/fast track/

premium services

Bureau

102.3

62.6

2024

73.6

23.0

50.6

0.1

Income 2018 vs 2023 and 2024, by category, £m

166.1

115.7

23.0

123.2

46.7

31.2 10.4

12.7

22.2

26.0

12.1

16.8

22.7

88.5

2018

10.2
10.0

28.0

44.5

20242023

Other

Pharmacy and

 healthcare

Affordable luxury

CTN

Luxury

Income 2018 vs 2023 and 2024, by services sub-category, £m

% 
Change 
(2018-
2024)

A -4%

S -28%

F&B 46%

SR -26%

DF -7%

% 
Change 
(2018-
2024)

-100%

55%

-54%

% 
Change 
(2018-
2024)

-15%

5%

-38%

38%

-47%

ӏ-L@=JӐ AF;DM<=K N=F<AF? 9F< 4 2 J=>MF<Ӆ
therefore the income has been significantly 
affected by the VAT removal

Income 2018 vs 2023 and 2024, by speciality retail sub-category, £m
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With space constrained terminals and no opportunity for material increases in commercial space to support rising 

passenger numbers, HAL retail performance has been further penalised as the highest income density categories of 

luxury and VAT refund have been severely impacted by the removal of VAT free shopping

HAL CORE CATEGORY SUMMARY | RETAIL | INCOME PER TOTAL PASSENGERS BY CATEGORY AND SUB-CATEGORY 

Source: HAL data; Pragma analysis Notes: Services income per passenger includes bureau, VAT refund, vending and 

VIP/fast track/premium services. *Services income density includes bureau and 

vending only

2.1

(31%)

0.8

(11%)

1.3

(19%)

0.6

(10%)

2018

1.7

(32%)

1.5

(27%)

1.0

(18%)

Advertising

6.7

5.5

2024

5.7

1.7

(30%)

1.5

(26%)

1.1

(19%)

0.9

(15%)

0.6

(10%)
Services

F&B

Speciality retail

Duty free

2023

0.5

(9%)

0.8

(14%)

1.9

(29%)

0.6

0.3 0.3

0.4

0.5 0.6

0.2

2018

0.0

2023

Other

VIP/fast track/

premium services

Bureau

1.3

0.8

2024

0.9

0.0

Income per total passengers 2018 vs 2023 and 2024, by category, £m

1.5

0.6

(37.9%)

0.4

(25.4%)

0.1

(8.4%)

0.2

(10.3%)

0.3

(18.0%)

0.3

(15.6%) 0.2

(7.3%)

0.2

(10.1%)0.3

(13.7%)

1.1

(53.3%)

0.3

(19.8%)
0.1

(8.9%)

0.1

(8.6%)
0.4

(24.2%)

0.6

(38.5%)

2023

Other

Pharmacy and

 healthcare

2024

Affordable luxury

CTN

Luxury

2.1

1.5

2018

Income per total passengers 2018 vs 2023 and 2024, by services sub-category, £m

% 
Change 

IPTP 
(2018-
2024)

2024 
income 
density 
(£/m²)

A -9% -

S -31% 19,381*

F&B 39% 4,015

SR -29% 5,979

DF -11% 11,660

% 
Change 
(2018-
2024)

2024 
income 
density 
(£/m²)

-100% 4,756

48% -

-56% 19,530

% 
Change 
(2018-
2024)

2024 
income 
density 
(£/m²)

-18% 4,234

0% 6,401

-41% 5,361

32% 6,899

-50% 6,751

Income per total passengers 2018 vs 2023 and 2024, by speciality retail sub-category, 
£m

F&B is the only category to have achieved an increase in IPTP, 
with its proportional contribution increasing from 11% to 
19%, but it has the lowest income density (income per m²). 

Services IPTP has declined due to removal of VAT refund 
income and the declining bureau income as a result of market 
changes, as opposed to changes in space strategy
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The ratio of income to sales in the form of effective margin, has variations over the period. Advertising has 

increased substantially by 11ppts to 91% in 2024, services has reduced -3ppts to 10%, F&B has increased 3ppts to 

29%, speciality retail has increased 1ppt to 23%, and duty free has remained at 32%

HAL CORE CATEGORY SUMMARY | RETAIL | SALES VS INCOME BY CATEGORY

Source: HAL data Notes: Services includes bureau, VAT refund and vending. *The 91% effective 

margin for advertising includes the MAG 

492.9

(23%)

756.0

(36%)

233.5

(11%)

557.1

(26%)

63.8

(3%)

2018 sales

155.5

(29%)

166.1

(31%)

60.9

(11%)

102.3

(19%)

51.3

(10%)

2018 income

Duty free

Speciality retail

F&B

Services

Advertising

2,103.3 536.1

446.2

(29%)

535.7

(34%)

305.2

(20%)

219.7

(14%)

54.0

(3%)

2024 sales

144.1

(34%)

123.2

(29%)

88.7

(21%)

23.0

(5%)

49.1

(11%)

2024 income

Duty free

Speciality retail

F&B

Services

Advertising

1,560.8 428.1

2018 sales vs income, £m 2024 sales vs income, £m

Effective 
Margin

A 80%

S 13%

F&B 26%

SR 22%

DF 32%

Effective 
Margin

A 91%*

S 10%

F&B 29%

SR 23%

DF 32%
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Across core retail, F&B occupies the largest share of commercial space at 39% (and is under significant space 

constraints), but generates the lowest income density. Specialty retail is the next highest at 37%, but has seen a 

significant reduction in income density of -29%, due to the reduced performance of luxury

HAL CORE CATEGORY SUMMARY | RETAIL | SALES DENSITIES BY CATEGORY

Source: HAL data Notes: Services includes bureau, VAT refund and vending

39%

20% 21%

37%

36% 29%

22%

30%
34%

15% 17%
2%

% share of space % share of sales % share of income
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Duty free

Speciality retail

Food & beverage

Share of space and sales by category 2018

35,391 38,367

10,409

36,095

26,007

13,820

0

20,000

340,000

£/m²

Duty free Speciality retail Food & beverage Services

334,131

184,867

Sales density 2018 vs 2024
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24%

34%
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% share of space

27%

24%

37%

11%

% share of sales

15%

34%

37%

13%

% share of income

Services

Duty free

Speciality retail

Food & beverage

Share of space and sales by category 2024

Sales density 2018 Sales density 2024

Income density 2018 vs 2024

11,169
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11,660
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4,015
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Duty free Speciality retail Food & beverage Services
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19,381
-29%

Income density 2018 Income density 2024
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The longer-term historic period from 2013 to 2019 delivered stable robust growth in income per passenger across 

all categories. Since 2019 however, there has been significant volatility, and all categories apart from F&B, have 

seen a reduction in performance in 2024 compared to 2019, particularly speciality retail

HAL CORE CATEGORY SUMMARY | RETAIL | INCOME PER TOTAL PASSENGER GROWTH BY CATEGORY

Source: HAL data; Pragma analysis
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Speciality retail

Food & beverage

Services

Advertising

Income per total passenger growth, indexed 2013 by category

The period up to 2019 generally delivered strong 
growth in IPP, supported by strong consumer 
demand, continuous improvement in the retail 
offer, and a less constrained retail space provision

Post-Covid, Heathrow performance 
has been severely challenged by the 
removal of VAT free shopping, 
changes in passenger spend 
behaviours, and an increasingly 
constrained space provision
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Surface access income has increased from 2018, driven by a +47% increase in car parking income. All car parking 

categories have increased income, but with the highest growth in short term car parks and valet/meet & greet, both 

at +56%. Car rental has shown a +30% increase in income from 2018, whilst property has shown slower growth

HAL CORE CATEGORY SUMMARY | SURFACE ACCESS, PROPERTY AND CAR RENTAL | INCOME | CATEGORY 

Source: HAL data; Pragma analysis Notes: *Track access charges data for 2018 is May 2018-March 2019, annualised 

for the full year

27.3

4.6

2024

HEX

Car parking

15.0

Car rental

138.2

Track access charges

Picadilly Line

125.8

Property 145.8

21.0
4.7

2018

101.3

169.6

150.1

26.7

27.3
2.1

2023

18.6

94.6

185.4

450.4

477.1 487.2

156.7

Income 2018 vs 2023 and 2024, by category, £m

15.3

18.3

20.7

71.6

2018

20.7

21.5

28.1

99.3

2023

23.8

21.8

28.5

111.3

2024

Valet/Meet & Greet

Business/Mid stay car parks

Long Term Car Parks

Short Term Car Parks

125.8

169.6

185.4

Income 2018 vs 2023 and 2024, by car parking sub-category, £m

% 
Change 
(2018-
2024)

PL -69%

TA* 297%

CR 30%

P 8%

CP 47%

H -32%

% 
Change 
(2018-
2024)

V 56%

B/M 20%

LT 38%

ST 56%
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Of the wider non-aero categories, Picadilly Line experienced the largest reduction in income per passenger of -71% 

from 2018 to 2023, followed by HEX at -35%. Car parking had a large increase of +41% to £2.21 driven by short term 

car parks with the highest growth and contribution, followed by car rental at +24% to £0.33

HAL CORE CATEGORY SUMMARY | SURFACE ACCESS, PROPERTY AND CAR RENTAL | IPTP | CATEGORY 

Source: HAL data; Pragma analysis

1.72
1.28 1.13

1.57
2.14

2.21

1.82
1.90 1.87

0.26
0.34

0.330.06

0.34

0.22

0.03 0.05

0.19
Picadilly Line

Track access charges

Car rental

Property

Car parking

HEX

202420232018

5.62

6.03
5.81

Income per total passenger 2018 vs 2023 and 2024, by category, £m

0.89

1.25 1.33

0.26

0.36
0.34

0.23

0.27
0.26

0.19

0.26
0.28

2018 2023 2024

Valet/Meet & Greet

Business/Mid stay car parks

Long Term Car Parks

Short Term Car Parks

1.57

2.14
2.21

Income per total passenger 2018 vs 2023 and 2024, by car parking sub-category, £m

% 
Change 
(2018-
2024)

V 49%

B/M 14%

LT 31%

ST 49%

% 
Change 
(2018-
2024)

PL -71%

TA 279%

CR 24%

P 3%

CP 41%

H -35%
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The most important driver of commercial income in airports is the increasing passenger traffic, followed by the 

creation of new commercial space to drive revenue. Passenger profile composition, as well as changing consumer 

spend habits are also important and the impact has been significant on airports and retail globally

HEATHROW COMMERCIAL PERFORMANCE | OVERVIEW OF COMMERCIAL INCOME DRIVERS

Source: Global Airport Retailing 2018-2028 report
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Increasing passenger traffic
Global air passenger volumes saw a sharp rise in 2022-2023 and have been steadily increasing, driving airport retail 
sales globally. Global air traffic reached 8.6bn in 2023 and is expected to increase at a CAGR of 6.6% from 2023-2028 to 
reach 11.8bn passengers

New commercial space
Airports globally are working to expand terminals and build new airports to effectively cater to rising passenger 
numbers, providing new markets for airport retailers to expand and additional space to drive retail sales and income.  
In addition, demand for space intensive, but lower productivity categories, such as F&B, is putting additional upwards 
pressure on space demands and the ability to serve peak departure times

Passenger profile composition
With changes to passenger profile composition, including changes to nationality and destinations of passengers, 
airports must adapt the retail offer in line with trends to remain relevant to the most prominent markets.  There is a 
significant variance in average spend by destination in airport terminals, such that commercial revenue performance 
is very sensitive to changes in spend by destination and traffic mix share (e.g. the significant negative impact to 
premium global airport retailing resulting from the changing spend and mix share of Chinese passengers recently)

Consumer spend habits
With increasing volumes of Gen Z passengers in airports with lower disposable income, airports are seeking ways to 
increase perceived value of the commercial offer at airports, while also catering for older passengers with higher 
spending power seeking more premium and luxury experiences.  With a general shift towards spending on 
experiences, categories like F&B have shown strong recent growth, whereas fashion retail has suffered
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Factors that inhibit commercial income performance include challenges of consumer uncertainty and spending 

power, increased competition from online retail eroding price advantage and changing consumer spending 

patterns, government VAT legislation, and geopolitics impacting certain destinations and passenger spend

HEATHROW COMMERCIAL PERFORMANCE | OVERVIEW OF COMMERCIAL INCOME INHIBITORS

Source: Global Airport Retailing 2018-2028 report

Economic uncertainty and inflation
Many airport retailers rely on sales of luxury and premium goods at airport stores. High levels of inflation and 
economic uncertainty seen across the globe have reduced purchasing power of shoppers and made them more 
cautious of making high-price purchases

Online retail and downtown stores
Airport retailers are increasingly facing competition from online retailers and downtown stores, with most products 
offered at airports available through other channels at cheaper prices, making purchasing at the airport less desirable 
than previously, with a growing share of overall retail spend being undertaken online rather than in-store

Sales legislation
Legislations in certain geographies, in particular, the removal of VAT-free shopping in the UK, has had a substantial 
and profoundly negative impact on the sales and performance of luxury retail and duty free. Regional policies, such as 
L@= !@AF=K= ?GN=JFE=FLӐK 9AE LG ӏGF-K@GJ=Ӑ !@AF=K= ;GFKME=J KH=F<Ӆ H9JLA;MD9JDQ OAL@AF &9AF9F 'KD9F<Ӆ AK 9DKG
impacting spending patterns

Geopolitical tension
Tourism in Europe and the Middle East has been impacted by the Russia-Ukraine war and conflict between Israel and 
Palestine, resulting in lower passenger numbers in some markets in 2023 vs. 2019, which is impacting the pace of 
recovery of sales lost during the pandemic 
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Total retail penetration at Heathrow has remained largely consistent from 2015 to 2024 at 75%. However, more 

recently, from 2018 there has been a substantial drop of 6ppts in the proportion of passengers visiting speciality 

retail from 45% to 39%, while F&B declined 2ppts to 50% and [Redacted]

EXECUTIVE SUMMARY | HEATHROW COMMERCIAL PERFORMANCE | RETAIL SALES DRIVERS | PENETRATION

Source: HAL Profilers 2013-2024; Changing Retail Spend at UK Airports Survey 
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retail
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As passenger awareness of changes to VAT rules 
increases, this risks a decrease in penetration of 
duty free and speciality retail. Insight from the 
Changing Retail Spend at UK Airports Survey 
shows that in July 2024, 31% of pax were aware of 
the changes vs 16% in November 2021, and 48% 
stated that they would be less likely to shop at the 
airport once aware

The long term CAGR trend for F&B has been relatively flat at 0%; 
whilstspeciality retail is on downward trend of -2%; demonstrating 
the challenge of delivering material incremental growth in this 
categories with a fixed volume of commercial space in the terminals 
at Heathrow
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In analysing passenger spend by category from Heathrow Profiler survey data, the overall commercial SPTP has 

shown a slight decline of -1% from 2019 to 2024. [Redacted], with speciality retail and travel essentials declining -

7%, and F&B delivering the highest growth of +27%

HEATHROW COMMERCIAL PERFORMANCE | OVERALL SALES DRIVERS

Source: HAL Profilers 2015-2024
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Note: the Heathrow Profiler survey data, is based on face-to-face 
intercept surveys undertaken with passengers at the departure gates 
across the terminals at Heathrow.  The actual financial / trading data 
metrics will vary from the reported consumer survey statistics
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Whilst historically a very strong promoter, growth has continued to slow for Emerging East Asia which changed to a detractor of 

1.2. ?JGOL@ AF ҐҎҐҒӄ ,GJL@ >JA;9ӐK H=J>GJE9F;= @9K 9DKG <=;J=9K=< KA?FA>A;9FLDQ AF ҐҎҐҒӅ 9DKG FGO 9 <=LJ9;LGJӄ 1GML@ KA9Ӆ ,orth 

America, and the Middle East continue to be promoters, with the UK and Latin America changing to promoters in 2024

HEATHROW COMMERCIAL PERFORMANCE | TOTAL COMMERCIAL SALES DRIVERS

Source: HAL Profilers 2015-2024 Notes: source is HAL profiler data analysis (tab SPTP destination analysis)
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All of the top four destinations that historically had the highest SPTP in 2019, experienced declines in their SPTP to 

2024, Emerging East Asia, Developed Asia, and the CIS, declining by -39%, -26%, and -45% respectively. Other 

Europe, Latin America and UK & CI have shown strong increases in SPTP vs 2019 and 2023

HEATHROW COMMERCIAL PERFORMANCE | TOTAL COMMERCIAL SALES DRIVERS

Source: HAL Profilers 2015-2024
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North Africa, South Asia, and the Middle East have been primary promotors of recent historical SPTP growth for retail and travel 

essentials. Other Europe has shown a significant increase from 2023, now the primary promoter, and UK&CI also saw a significant 

AF;J=9K= AF ?JGOL@Ӆ FGO 9 HJGEGL=Jӄ MKLJ9D9KA9ӐK ?JGOL@ AF ҐҎҐґ >=DD AF ҐҎҐҒӅ FGO 9 <=LJ9;LGJӅ 9K O=DD 9K #E=J?AF? #9KL KA9

HEATHROW COMMERCIAL PERFORMANCE | RETAIL AND TRAVEL ESSENTIALS SALES DRIVERS

Source: HAL Profilers 2015-2024

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

4.0

4.5

5.0

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Total index

Middle East

North Africa

Sub Sahara

North America

South Asia

Other Europe

UK & CI

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

4.0

4.5

5.0

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Total index

EEA

Emerging East Asia

CIS

Latin America

Developed East Asia

Australasia

Promotors of SPTP growth (destinations driving growth, indexed) Detractors of SPTP growth (destinations reducing growth, indexed)

KEY CONSUMER, MARKET, AND 
MACROECONOMIC TRENDS 72 | 286



The historically highest spenders of Emerging East Asia, Middle East, Developed Asia, and CIS, all experienced 

significant declines in retail and travel essentials SPTP since 2019. A few regions have seen increases in spend over 

the period, such as Sub-Sahara, the UK, Other Europe, and Latin America

HEATHROW COMMERCIAL PERFORMANCE | RETAIL AND TRAVEL ESSENTIALS SALES DRIVERS

Source: HAL Profilers 2015-2024
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The fluctuations in SPTP by destination for F&B remain much less acute than retail and duty free and the total index has continued 

to rise in 2024 - illustrating the category is generally less volatile than retail, with the total index seeing a substantial rise over the 

past two years. South Asia and UK&CI remain primary promoters, whilst CIS has changed to a detractor in 2024

HEATHROW COMMERCIAL PERFORMANCE | F&B SALES DRIVERS

Source: HAL Profilers 2015-2024
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All destinations have shown strong SPTP growth in F&B since 2019, ranging from 7% for Emerging East Asia, up to 

44% for Other Europe. This will have been influenced by a combination of rising customer demand for F&B and 

price inflation.  The average spend for 2024 however has remained the same as 2023

HEATHROW COMMERCIAL PERFORMANCE | F&B SALES DRIVERS

Source: HAL Profilers 2015-2024
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Increased leisure passenger volumes, shift in passenger demographics towards Gen Z and Millennials and 

macroeconomic factors negatively influencing passenger spending habits, are all impacting the configuration and 

performance of airport retail, with increased emphasis on F&B and experience challenging conventional retail sales

KEY MARKET TRENDS | CATEGORY TRENDS FROM EXPERT INTERVIEWS | PASSENGER TRENDS

Source: Pragma expert interviews

Ʉ*GO ;GKL ;9JJA=J H9KK=F?=JK 9J= FGL F=;=KK9JADQ DGO ;GKL
consumers. Whilst they pay less on plane tickets, they 
9J= KH=F<AF? GF J=L9ADɅ

Expert interview ӛ Global Airport Retail Operator

Passenger profile

Å Leisure travel has outpaced business travel, 
which leads to issues with space constraints at 
peak seasonal times, as well as price sensitivity 

Å Motivating leisure passengers to dwell and 
spend on retail is more challenging, with F&B 
generally more popular for this group

Å Globally, all premium hub airports have been 
suffering from the reduction in volumes of high-
spending Chinese passengers

Å Chinese travellers are spending significantly less 
per head than pre-Covid times

Shift in demographics

Å Millennials and Gen Z are now becoming more 
significant spenders in travel retail

Å They demand experiential stores including 
digital integration, as well as smaller, trending 
brands 

Å Higher interest in sustainable brands and 
second-hand fashion

Å The general shift towards experience economy 
in terms of spending on experiences over 
physical products has enhanced F&B, but 
challenged retail

ɄMillennials and Gen Z are now at the forefront of 
spending and their familiarity with digital platforms and 
multi-channel retailing is shaping their spending habitsɅ

Expert interview ӛ UK Retail Asset Manager

Ʉ2@= ?JGOL@ AF LGMJAKE AK 9 ;@9DD=F?= 9F< GN=JLGMJAKE AK
a particular challenge. When benchmarked against 
other airports, our tourism is increasing which is leading 
LG KH9;= ;GFKLJ9AFLKɅ

Expert interview ӛ European Hub Airport

Spending habits

Å Generally, consumers are softening spend on 
material retail products and shifting more to 
experience

Å Smart-phones and the ability to self-entertain 
are also making it more challenging to capture 
retail footfall

Å Increases in leisure travel has coincided with 
increases in low cost carrier passengers, but in 
some cases these passengers are more inclined 
to spend on retail, but also seeking more mid-
market brands rather than luxury

Å Cost of living pressures have led to reduced 
passenger spending in some instances
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F&B outlets are the highest priority facilities when in the departure lounge prior to boarding.  Shopping has a lower 

overall priority but generates stronger interest among travellers from the GCC and India

WIDER RETAIL MARKET | PRIORITY BEHAVIOURS

Source: Pragma Pulse Global Survey
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Pragma Pulse data shows that immediate collection (28%) and convenience (25%) are the primary motivations for 

shopping in physical airport stores, alongside the appeal of a price advantage (28%). This highlights the significant 

challenge posed to UK airport retail by the removal of VAT-free shopping, diminishing a key incentive to spend

WIDER RETAIL MARKET | PRIORITY BEHAVIOUR

Source: Pragma Pulse Global Survey Notes: Pragma Pulse Survey 2024 is a general global consumer behaviour 

survey with a  sample size of 1,500 respondents across the UK, USA, GCC (Saudi 

and UAE, China, and India
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What are your motivations for shopping in a physical store at the airport?

Price advantage was historically the top 
motivation for purchase, but the combination 
of declining benefit and clarity of the duty/tax 
free proposition, along with accessibility of 
perfect information through smartphones for 
price comparison is eroding the advantage of 
price in airport airports

The UK Government policy of removing tax free 
shopping has further eroded the price 
advantage
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A diverse F&B offer, including both local and global brands, is a major driver of customer experience and purchase 

motivation. Additionally, the demand for local and authentic retail products is significant, particularly in the GCC 

and India, while sustainable products are increasingly influencing purchasing decisions

WIDER RETAIL MARKET | PRIORITY BEHAVIOUR

Source: Pragma Pulse Global Survey Notes: Pragma Pulse Survey 2024 is a general global consumer behaviour 

survey with a  sample size of 1,500 respondents across the UK, USA, GCC (Saudi 

and UAE, China, and India

Airports are moving away from 
being mere transit points and 
embracing a more personalised and 
culturally enriching experience, 
with local brands and produce in 
retail and F&B being key 
motivations for purchase, and 
important in creating a sense of 
place
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There is a growing emphasis on delivering unique and engaging experiences within airports, as stakeholders look 

beyond traditional retail to capture evolving consumer preferences for enhanced F&B, services, and lounges. 

Travellers have a positive outlook on their future spending patterns, with F&B considered to the top category

WIDER RETAIL MARKET | FUTURE SPEND AND GROWTH TRENDS

Ä Passengers are expected to increase their net spend across various commercial 

categories, with F&B showing the highest net increase, followed by duty-free and 

travel essentials

Ä Fashion has the lowest net increase among retail categories, whilst passengers 

also demonstrate a positive net increase in spending on lounge access

Ä Airport stakeholders agree with consumers that F&B presents the greatest 

opportunity for sales growth over the next 10 years, followed by experiential 

services and lounges

Ä However, these categories typically generate much lower sales and income per 

square metre compared to duty-free and speciality retail, posing a challenge to 

driving incremental revenue in a space-constrained environment

Source: Pragma Pulse Survey
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Airport Stakeholders: Which categories have the largest opportunity for commercial 
growth over the next 10 years? 

Consumers: As airport terminals continue to improve, to what extent will your spend 
on the following categories change?

Net change in spend 
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% Ranking 1st or 2nd

Notes: Pragma Pulse Survey 2024 is a general global consumer behaviour survey with a  sample size of 1,500 respondents across the UK, 

USA, GCC (Saudi and UAE, China, and India; Stakeholder survey includes a sample of 60 airport retail executives globally
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UK internet sales as a percentage of total retail sales were growing steadily prior to Covid-19, then experienced a 

rapid increase in market share during the months of lockdown to a high of 38% in January 2021. This subsequently 

reduced to 24% in August 2022, but for 2024 has remained above pre-Covid levels, averaging c.27%

MACROECONOMIC INDICATORS | UK INTERNET SALES AS A SHARE OF TOTAL RETAIL SALES

Source: Pragma analysis, ONS 

Monthly Internet sales as a percentage of total retail sales (ratio) (%),  2007-2024
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Ǐ There has been some 
stabilisation in the internet sales 
post-Covid with a monthly sales 
% figure of around 23-25% 
across the year and peaking 
during November (Black Friday) 
and the December Christmas 
period

Ǐ Certainly, greater emphasis and 
investment has been put into 
ecommerce strategies by most 
retailers, and ecommerce 
purchasing across consumers of 
all demographics and age 
groups has risen

Ǐ Overall, there will be continue to 
be pressure on the sales 
potential of physical stores on 
the high street and airport retail 
environments, as online 
purchases count for an 
increasingly larger share of retail 
spend, but airports are still 
predominantly environments for 
physical shopping
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The year-on-year monthly growth of internet sales as a share of total UK retail sales has slowed down considerably 

after significant growth during post-Covid times, and a much higher growth rate pre-Covid, suggesting that the 

growth in internet purchasing has now stabilised to a more consistent level and share of overall retail sales

MACROECONOMIC INDICATORS | UK INTERNET SALES AS A SHARE OF TOTAL RETAIL SALES LIKE FOR LIKE GROWTH

Source: Pragma analysis, ONS 

UK internet sales as a percentage of total retail sales,  2010 to 2024 ӛ Like-for-like growth by month
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The long-term average year-on-year monthly 
growth rate between 2010 and 2019 was c.12%

The recent average year-on-
year monthly growth rate for 

2024 has been c.2%, 
illustrating a maturity and 
stabilisation of sales across 

physical and online
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Retail sales per passenger at Heathrow grew in the 2015-2019 period despite the rapid growth of online as a 

proportion of total retail sales in UK, demonstrating the resilience of airport retail to online shopping. Since Covid, 

growth in online sales share has flattened and UK offline retail sales have grown, whilst Heathrow spend declined

MACROECONOMIC INDICATORS | RESILIENCE OF AIRPORT RETAIL TO ONLINE GROWTH

Source: Source: Pragma analysis; Heathrow airport annual report; ONS Notes: Spend per passenger Ɏ Heathrow Airport is speciality retail spend per 

total passengers
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Å In the context of rising online sales in the 2015-2019 period, retail spend per passenger at Heathrow Airport was showing resilience, growing c. 45% over the period

Å Since 2020, the online sales % has flattened while the volume of non-food retail sales have returned above pre Covid levels, this shows the robustness of offline retail

Å Despite this context, retail sales at Heathrow have fallen in the 2020-2023 period, showcasing the effect VAT free shopping has had on the retail SPTP at the airport

Commentary

Retail spend (speciality retail only) per passenger at Heathrow [2015-2023] vs. historical UK online sales as a % of total retail sales
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The UK has consistently experienced the lowest rate of real GDP growth relative to the USA and China, and also 

experienced the largest contraction in 2020.  Whilst growth is recovering in the UK, the medium-term outlook to 

2029 is relatively benign, with GDP growth set to slow across all three key geographies

MACROECONOMIC INDICATORS | GDP GROWTH RATE UK, USA, CHINA

Source: Pragma analysis; Statista, IMF; Congressional Budget Office

UK real gross domestic product (GDP) growth rate from 2016 to 2029
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EU 
referendum 

Dual effect from Covid-19 restrictions 
and the UK leaving the EU

Relatively low UK GDP growth rates 
will temper UK retail demand

UK GDP Growth United States GDP Growth Rate China GDP growth rate
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decreasing sharply due to the pandemic, and then rebounding in 2021, but currently still below pre-pandemic levels.  

However, quarterly UK consumer spending for Q3 2024 had grown by 1.22% above the prior high of Q2 2019

MACROECONOMIC INDICATORS | UK CONSUMER CONFIDENCE AND CONSUMER SPENDING

Source: Pragma analysis;  Tradingeconomics.com; Office for National Statistics
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Continuing low levels of UK consumer 

confidence and spending create challenging 
retail conditions

UK consumer confidence UK consumer spending

Quarterly UK consumer spending has demonstrated 
recovery since the challenge of Covid, but is recently only 
marginally above the levels achieved in 2019, illustrating 

the relative weakness of the consumer market
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Following the announcement of the EU referendum, the strength of the GBP depreciated against the major global 

currencies.  Since 2020, the GBP has appreciated against the Euro and is on an upward trend against from the Yuan, 

but remained on a largely downward trend against the USD, increasing the spending power of US visitors to the UK

MACROECONOMIC INDICATORS | IMPACT OF EXCHANGE RATES ӛ GBP

Source: Pragma analysis, OFX, Poundf 
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Ǐ Having depreciated significantly in 2016, the 
USD has become stronger compared to 
Sterling 

Ǐ The overall forecast until the end of 2026 
shows Sterling depreciating against the 
dollar, remaining low by historic standards, 
increasing the attractiveness of spending in 
the UK for travellers from the USA

Ǐ The CNY has shown less volatility in 
exchange rate against the GPB, and since 
2022 has been steadily depreciating against 
Sterling, which might present a more 
challenging retail environment for Chinese 
travellers to increase their spending within 
the UK

Ǐ Sterling depreciated significantly in 2016, 
and then has shown growth against the Euro 
from 2020 onwards, supported by a 
stabilising of the situation following Brexit 
and the Russia-Ukraine war

Ǐ The stronger performance of Sterling will be 
impacting the affordability for EU 
passengers spending at Heathrow
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Global airport retail sales are expected to see strong growth in 2024 of 13%, albeit at a slower rate than achieved in 

2023. Growth is expected to continue up to 2028 at a steadier pace. The market value is forecast to surpass the 

previous pre-Covid high of $45bn in 2019, by 2026, reaching $49bn

BENCHMARKING | TOTAL COMMERCIAL | RETAIL | GLOBAL AIRPORT RETAIL MARKET

Source: Global Airport Retailing 2018-2028 Report

42
45

19
24

30
35

40
44

49
53

56

8 7

27 26

18

12
9 8

6

-60

-50

-40

-30

-20

-10

0

10

20

30

40

50

60

0

5

10

15

20

25

30

35

40

45

50

55

60

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

-53

13

%$bn

Growth rate Value

Global airport retail market value ($bn) 2018-2028 and annual growth (%)

KEY CONSUMER, MARKET, AND 
MACROECONOMIC TRENDS 87 | 286



In relation to the overall composition of global airport retail sales, beauty is to retain its leading market share 

position in global airport retail, followed by alcohol, although CAGR growth is forecast be highest in confectionary & 

fine foods at a CAGR of 13.8% from 2022-2028, leading to an increase in market share from 9% to 11%

BENCHMARKING | TOTAL COMMERCIAL | RETAIL | GLOBAL AIRPORT RETAIL MARKET

Source: Global Airport Retailing 2018-2028 Report
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European airport retail sales are expected to be more impacted by weaker macroeconomic drivers, leading to a 

lower near-term forecast growth rate of sales compared to the global forecast, but with steady growth up to 2028

BENCHMARKING | TOTAL COMMERCIAL | RETAIL | EUROPE AIRPORT RETAIL MARKET

Source: Global Airport Retailing 2018-2028 Report
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Beauty is also forecast to be the leading category in European airports, forecast to reach $6.4bn by 2028, with 

confectionary & fine foods to experience the highest growth at a CAGR of 13.1%, and a 3ppt increase in its market 

share from 12% to 15% in 2028, such that is nearly equals the market share of alcohol at 17%

BENCHMARKING | TOTAL COMMERCIAL | RETAIL | EUROPE AIRPORT RETAIL MARKET

Source: Global Airport Retailing 2018-2028 Report
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The global luxury market is forecast to continue to grow at a robust CAGR of 4% from 2018-2029 and is relatively 

resilient to online sales, with the share of online accounting for 12% in 2023, and forecast to increase by 4ppts to 

16% in 2029, demonstrating the high emphasis on physical sales, and the suitability of luxury retail to airports

KEY MARKET TRENDS | LUXURY MARKET AND CHINA AND INDIA | WORLDWIDE LUXURY GOODS REVENUE FORECAST

Source: Statista Notes: 2018 to 2023 are actuals, 2024-2029 are forecast
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The global growth in luxury is forecast to be driven 
predominantly by growth in China and North America, 
with European countries having a more limited impact
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Expert interview insights from luxury retailers highlights the importance of the Middle Eastern market for UK luxury 

going forward, with physical stores likely to remain resilient against online. Brands creating highly personalised 

experiences and ensuring strong brand storytelling will be key to remaining competitive 

KEY MARKET TRENDS | UK WIDER LUXURY MARKET TRENDS FROM EXPERT INTERVIEWS

Source: Pragma expert interviews

Key markets

Å UK nationals ӛ are the primary contributors of sales, with consistent 
footfall and conversion

Å Middle Eastern - clients are highest spenders on luxury goods

Å Indian clients ӛ emerging as a significant group, especially for staple 
items such as leather goods, but less involved in high-end fashion 

Å Russian clients still present - despite political tensions 

Future markets

Å Middle Eastern - clients will continue to be a dominant force in luxury 
spending in UK, not just driven by shopping but also by business interests 
in the UK

Å Currency exchange ӛ impact is minimal as clients prefer to pay in their 
own currency ӛ some stores have adjusted by offering favourable 
exchange rates or facilitating easier conversion through apps like Monzo

Impact of online

Å Companies integrating online shopping with in -store experiences seeing 
the most success

Å Relevance of stores - online is less of a threat to the luxury market as 
customers often prefer to see high-value items in person before purchasing, 
even if they then purchase online

Å Instalment payments ӛ rise of services such as Klarna and Clearpay is 
facilitating customers purchasing luxury items online, boosting online 
conversion

Luxury consumer trends

Å Personalised services ӛ brands offering invitations to special events, personalised 
offers, and exclusive in-store experience

Å Tailored services ӛ including car parking, hotel accommodations and drivers for 
high-spending clients

Å Sustainability ӛ customers becoming more educated and brands are adapting to 
increase transparency, ethical sourcing, etc. 

Å Private and personal shopping ӛ embracing digital transformation such as by 
offering 24/7 service and integrating technology into physical stores. AI expected to 
play a role 

Å Collaborations ӛ leveraging celebrity and influencer partnerships to promote 
exclusive products and increase visibility

Risks

Å Margin compromise - aaggressive markdowns can erode margins, leading to 
profitability issues

Å Supply chain issues ӛ political instability and inflation are influencing supply chain 
issues 

Opportunities

Å Digital transformation ӛ integration of technology into space to create personalized 
services

Å Strong brand values and storytelling ӛ brands emphasising values, tradition and 
storytelling will perform better, in an increasingly competitive market
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China is the most significant luxury goods market globally, with the highest forecast revenue and forecast growth, 

however revenue per capita is the lowest of the key markets. The UK has amongst the lowest growth forecast in 

luxury revenue and revenue per capita, highlighting the issue of driving luxury spend from UK passengers at HAL

KEY MARKET TRENDS | LUXURY MARKET AND CHINA AND INDIA | LUXURY GOODS REVENUE FORECAST

Source: Statista Source: 2023 are actual figures and 2029 is forecast
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Europe is forecast to experience strong growth in tourism, which in turn will contribute towards luxury sales, 

however the UK is hindered by this due to the removal of VAT-free shopping, making other cities more attractive for 

luxury spenders, with locations such as Italy and France benefitting in both tourist traffic and luxury spend

KEY MARKET TRENDS | LUXURY MARKET AND CHINA AND INDIA | INTERNATIONAL TOURIST ARRIVALS FORECAST

Source: Statista; Desk research
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The UK is expected to lose around 2 million tourists per 
year and around £10bn in spend due to the removal of 
tax-free shopping. 

France has benefitted from the policy, increasing its 
share of tax-free shopping spend from 30% in 2020 to 
46% in 2023. Italy has also benefitted, increasing its 
tax-free share from 13% in 2020 to 19% in 2023
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refunds, making it currently a more attractive market for luxury consumers. However, if the UK were to 

reimplement the VAT refund, it would help to reduce the competitive advantage

Source: Pragma desk research
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Mulberry - Soft 
Small Amberley 

Satchel

China (inc. VAT) 26% -1%

UK (inc. VAT) 33% -6%

China (excl. VAT) 26% 0%

UK (excl. VAT) 33% -6%

KEY MARKET TRENDS | LUXURY MARKET AND CHINA AND UK | PRICE COMPARISON FROM SELECTED LUXURY PRODUCTS

!@AF9ӐK =Pӄ 4 2 HJA;= G> 9 K=D=;L=< !@9F=D HJG<M;L AK
now 8% cheaper than the UK inc. VAT price, reducing 
3) ;GEH=LALAN=F=KKӄ 2@= 3)ӐK HJA;= 9<N9FL9?= GN=J
China would be re-instated, if VAT free shopping was 
re-introduced
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The removal of VAT-free shopping has led to significant declines in international tourist spending in the UK, with 

many high-spending visitors favouring tax-friendly destinations in Europe. This policy change has negatively 

impacted luxury retailers and the wider economy, contributing to reduced profits and competitiveness 

KEY MARKET TRENDS | REMOVAL OF VAT | VAT IMPACT ON UK

The termination of VAT-free shopping in 2021 has made the UK less appealing to high-spending international tourists, who now favour EU destinations such as Paris and 
Milan, where VAT refunds remain available. France experienced a 153% rise in tourist spending in 2022 compared to 2019, with Italy and Spain seeing increases of 141% 
and 122%, respectively, in part due to this policy change

Impact on sales

Watches of Switzerland reported a 40% 

drop in profits, linking the decline to the 

end of VAT-free shopping, which has 

made the UK less competitive compared 

to European markets

Selfridges experienced a notable decline 

in operating profits, with the policy 

change deterring international shoppers 

and impacting retail and hospitality

Mulberry reported an 8.4% drop in sales, 

attributing it to reduced tourist spending 

following the removal of VAT-free 

shopping

Economic impact

Ä The removal of tax-free shopping is estimated to result in a £10.7 billion loss in GDP and deter around two million tourists each 

year

Ä 2@= 3)ӐK DMPMJQ K=;LGJ @9K =PHJ=KK=< ;GF;=JFK 9:GML DGKAF? ALK ;GEH=LALAN= =<?= LG GL@=J #MJGH=9F ;GMFLJA=K L@9L ;GFLAFM= LG

offer VAT refunds, potentially causing a long-L=JE <=;DAF= AF L@= 3)ӐK KL9LMK 9K 9 D=9<AF? DMPMJQ K@GHHAF? <=KLAF9LAGF

Ä Around 34,000 tourists have shifted their tax->J== K@GHHAF? 9O9Q >JGE  JAL9AFӅ AF;J=9KAF? L@=AJ 9N=J9?= KH=F< >JGE ỀҐӅҗҎҎ AF ҐҎҏ9 

LG ỀґӅҖҎҎ AF ҐҎҐґ

Source: Pragma desk research; CEBR report 2023; Global blue 2021

Ʉ2@= 4 2 HGDA;Q ;@9F?= @9K F=?9LAN=DQ
impacted the UK, with many high-
spending customers preferring 
European markets like Paris and Milan. 
The most significant impact is on mid-
range spenders, whilst high spenders 
9J= D=KK 9>>=;L=<Ʌ

Expert Interview ӛ UK Department 
Store Retail Manager
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China is far ahead of any other Asia-Pacific market in terms of its contribution to luxury. Whilst India is growing at a 

significant rate, driven by growth in ultra-high-net-OGJL@ AF<ANA<M9DKӅ AL AK KLADD 9 DGF? O9Q :=@AF< !@AF9ӐK K;9D=Ӆ 9F<

the growing passenger numbers and luxury spenders do not have the same spend impact as Chinese passengers 

KEY MARKET TRENDS | REMOVAL OF VAT | GLOBAL LUXURY GOODS MARKET

Source: Statista
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Chinese outbound travel recovery is hindered by rising costs, visa delays, and a growing domestic tourism market. 

Strategic Chinese government policies such as downtown duty-free shopping and increased allowances for 

regional travel are driving luxury consumption back to domestic and regional markets

KEY MARKET TRENDS | CHINESE PASSENGER MARKET

Chinese passenger traffic post pandemic Chinese government policies on duty free spend

1GMJ;=ȹ +GG<A= "9NALL J=HGJLȸ Ʉ!@AF=K= 9ML@GJALA=K 9FFGMF;= KO==HAF? F=O HGDA;Q >GJ )GJ=9F-style pre-departure downtown duty-

>J== K@GHKɅȸ "=DGALL=ȹ ȹ ɄȑȏȑȒ !"$% +=E:=JK@AH 5@AL=H9H=JɅȸ "=KC J=K=9J;@

Chinese outbound travel has been slower to recover post-pandemic due to several 
factors:

Å Increased costs: The Chinese yuan has depreciated by over 2% against the U.S. 
dollar since the beginning of the year, making international travel more expensive 
for Chinese tourists

Å Visa challenges: Many passengers face difficulties and delays in obtaining visas for 
destinations like Europe, leading to cancellations and a preference for domestic 
travel

Å Shift to domestic tourism: There has been a significant increase in domestic 
travel, with a record 295 million trips during the five-day May Day holiday, 
surpassing 2019 levels by more than 20%

Encouragement of domestic high-end consumption: 
Å Chinese government policies are strategically designed to redirect luxury spending 

back to domestic markets. This includes relaxed duty-free regulations and 
increased support for domestic outlets, significantly boosting local consumption. 
These efforts are expected to reduce the outflow of Chinese consumer spending to 
international markets

Expansion of pre-departure Downtown Duty -Free: 
Å From October 2024, passengers in China can purchase duty-free goods in 

designated downtown locations up to 60 days before international departure. 
These items can be collected at airports or seaports upon departure. This policy 
EAJJGJK 1GML@ )GJ=9ӐK KM;;=KK>MD EG<=D 9F< =F@9F;=K ;GFKME=J ;GFN=FA=F;=Ӆ
further driving domestic duty-free sales

Å Increased Duty-Free allowances for regional passengers:
Policies under consideration aim to increase the duty-free shopping allowance for 
Mainland Chinese tourists visiting Hong Kong. This move is likely to further 
stimulate regional spending, consolidating Greater China's position as a central 
duty-free destination while reducing international spending
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The significant increase in duty free sales value at Hainan Island from 2020-2023 is attributed to the pandemic 

forcing Chinese consumers to shop domestically, which coincides with the increase in annual duty free shopping 

quota, and new destinations on the island, posing a significant threat to HAL and other global duty free operators

KEY MARKET TRENDS | REMOVAL OF VAT | ANNUAL OFFSHORE DUTY FREE SALES IN HAINAN ISLAND

Source: Statista
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'F<A9ӐK LJ9N=D E9JC=L AK OALF=KKAF? J9HA< ?JGOL@Ӆ >M=DD=< :Q AF;J=9KAF? AFL=JF9LAGF9D LJAHKӅ @A?@ KH=F<AF? HGO=JӅ 9F<

a preference for luxury and premium experiences. This creates an opportunity to tap into the growing number of 

passengers by providing services and offerings tailored to this demographic

1GMJ;=ȹ +;)AFK=Q ɕȑȏȑȒɖȺ "=DGALL=ȹ "=;G<AF? 'F<A9ɃK ;GJHGJ9L= LJ9N=D K=;LGJ

(2024); Forbes (2023); Pragma desk research

Ä 'F<A9ӐK EA<<D= ;D9KK AK J9HA<DQ

expanding, with over 20 million 

middle-income earners

Ä Currently at 31%, the middle class is 

projected to grow to 38% by 2031 

and 60% by 2047, reaching 1 billion 

by mid-century

Ä India's outbound tourism is growing 

rapidly, with trips increasing from 13 

million in 2022 to a projected 80 

million by 2040

Ä 'F<A9ӐK ;GJHGJ9L= LJ9N=D E9JC=LӅ

valued at $10.6 billion in 2023, is 

expected to grow at a compound 

annual growth rate (CAGR) of 10%, 

reaching $20.8 billion by 2030

Ä The average Indian tourist also 

spends a significant amount when 

travelling internationallyӜ

approximately $5,252 per trip ӛ albeit 

this is less than the higher-spending 

Chinese travellers

Ä It is projected that travel spending by 

Indians will rise from $150 billion in 

2019 to $410 billion by 2030

Ä Indian travellers primarily spend on 

luxury goods (over 30%), electronics 

(25%), perfumes and cosmetics (15ӛ

20%), and fashion accessories like 

handbags and sunglasses (around 

20%) during international trips

Ä Whilst growing, the luxury market in 

India is still less developed and 

smaller than key markets

The Indian market is experiencing significant growth, driven by an expanding middle class and rising incomes. With 92.6 million valid passports and 13.7 million issued in 
2023, reflecting a sharp rise in outbound travellers. This growth, driven by rising incomes and an expanding middle class, highlA?@LK 'F<A9ӐK AF;J=9KAF? AF>DM=F;= AF ?DG:9D
tourism

'F<A9ӐK ;MJJ=FL LJ9N=D D9F<K;9H=

Potential impact on Heathrow : Capitalising on the growing number of Indian travellers by promoting luxury brands and products that align with their preferences, 
particularly in terminals catering to Indian carriers. The high demand for premium services, such as fast-track immigration and exclusive lounges, also presents an 
opportunity to enhance the passenger experience and boost spending

KEY MARKET TRENDS | INDIAN PASSENGER MARKET 
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Airline-airport partnerships drive higher retail, lounge, and duty-free spending, while dedicated hubs like Terminal 

3 at DXB and Terminal 2 at Munich maximize landing fees, parking, and leasing income through optimized 

operations and premium services

KEY MARKET TRENDS | AIRLINE AND AIRPORT PARTNERSHIPS

Source: Pragma desk research

Munich Airport and Lufthansa 

Partnership

Ä Increased Airport Revenue: The 

Lufthansa-Munich Airport 

partnership in jointly operating 

Terminal 2 has attracted more 

airlines and routes, boosting landing 

fees and operational revenues

Ä Stronger Hub Status: The efficient 

handling of connecting flights has 

strengthened Munich Airport as a 

key European hub, increasing 

passenger traffic and commercial 

revenue from retail, dining, and 

lounges

Partnership Changi Airport and 

Singapore Airlines

Ä Marketing & Premium Services: 

Collaborative campaigns attract 

more travellers, increasing transit 

traffic, ticket sales, and spending, 

while premium lounge investments 

generate leasing and service income

Ä Revenue from exclusive Airline 

Services: The partnership allows 

Singapore Airlines to operate 

premium lounges and exclusive 

check-in areas at Changi, generating 

leasing revenue and service fees for 

the airport

Dubai International Airport and Emirates

Ä 2=JEAF9D ґӐK 0=N=FM= 'EH9;Lӆ

&9F<DAF? GN=J ҔҎổ G> "6 ӐK

passenger traffic, Emirates-exclusive 

Terminal 3 generates significant 

revenue from luxury shopping, 

lounges, and dining

Ä Dubai Duty-Free Sales Boost :Dubai 

Duty-Free earned $2.16 billion in 

ҐҎҐґӅ <JAN=F D9J?=DQ :Q #EAJ9L=KӐ

high-spending long-haul transit 

passengers, making it one of the 

OGJD<ӐK LGH 9AJHGJL J=L9AD GH=J9LAGFK

Lufthansa Business Lounge at Munich 
airport

Singapore airline lounge at Changi 
airport

Emirates-exclusive Terminal 3 at Dubai 
Airport

Airline and airport partnerships
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Airports are shifting to e-commerce platforms to enhance passenger convenience and optimise limited retail 

space. Enabling pre-orders, online shopping, and in-terminal delivery, they provide additional touch points for 

customer engagement and sales, and present opportunity to expand the product range beyond the physical stores

KEY MARKET TRENDS | THE SHIFT TO E-COMMERCE IN AIRPORTS

The Mall, Auckland airport DXB&more, Dubai Airport Lotte Duty Free, Incheon airport shopMYairports, Malaysia airports

Ä Allows travellers to pre-order 

products for airport pickup or 

home delivery

Ä Expands retailer reach beyond 

physical stores, boosting sales 

and reducing congestion

Ä Enables passengers to order 

food, retail, and duty-free 

items for delivery anywhere in 

the airport

Ä Enhances convenience by 

reducing reliance on physical 

stores, optimizing space and 

boosting revenue

Ä Provides member-only 

discounts and personalized 

recommendations based on 

travel history

Ä Allows travellers to pre-order 

online and pick up at airport 

counters for a smooth 

experience

Ä Offers duty-free and travel-

exclusive products online with 

options for airport pickup or 

home delivery

Ä Reduces reliance on extensive 

in-terminal retail areas, 

enabling sales growth without 

needing more space

The shift to E-commerce in airports

Airports are integrating e-commerce platforms to enhance passenger convenience, allowing pre-orders and seamless pick-up or delivery services. These solutions help 
overcome space constraints by reducing reliance on physical retail, maximising sales without requiring additional store space

Source: Pragma desk researchKEY CONSUMER, MARKET, AND 
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Challenges and constraints

Å Space limitations - retail space expansion constrained for the next 10 years

Å Economic pressures - rising costs and VAT-related challenges reduce the 
competitiveness of luxury and speciality retail

Å Passenger behaviour - post-COVID, passengers prioritise dining and seating

Å Supply chain delays - high costs and delays in implementing capital projects 
limit timely retail upgrades

The highest spend, income, and margin category of luxury retail that has historically been the key driver of 

speciality retail sales, has been exposed to fundamental downward pressures from the removal of VAT-free 

shopping and changing consumer behaviour. Key opportunities include reallocating spaces to higher density sales

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Risks

Å Economic and regulatory - VAT-free shopping removal and rising costs create financial pressures for retail 

Å Contract renewal risk ӛ <M= LG <=;DAFAF? DMPMJQ K9D=KӅ L@=J= AK 9 JAKC L@9L C=Q :J9F<K <GFӐL DGGC LG J=F=O L@=AJ ;GFLJ9;LK 9L & *Ӆ 9F< KLGH
bidding for stores, creating a significant challenge for HAL in maintaining income density and concession margin on new tenants

Å Passenger shifts - reduced interest in traditional shopping in favour of dining and experiences limits retail growth

Å Operational disruptions - renovations and reallocation efforts may temporarily impact revenue and passenger satisfaction

Opportunities

Å Retail space optimisation - reallocate underperforming areas to high-yield categories like luxury and duty-free

Å Flagship expansion - focus on premium stores and blended retail models for higher returns

Å Infrastructure integration - align retail upgrades with terminal projects to improve passenger flow

Å Sustainability - introduce eco-friendly retail concepts to meet passenger expectations

Key strategy

Driving retail revenue by prioritizing high-margin categories, aligning with infrastructure upgrades, and widening the offer to reach a broader mix of customer segments

Key revenue drivers

Å Luxury retail - flagship stores like Louis Vuitton continue to drive high income 
and margins, despite the significant negative impact of VAT-free shopping

Å Specialty retail ӛ the category is generally under pressure from online 
competition and lower margins, with constrained terminal space

Å CTN ӛ travel essentials has been the only category to achieve incremental SPTP 
growth between 2019 and 2023
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In the wider market, luxury is also a key driver of speciality retail sales, with strong performance in jewellery & 

watches, sunglasses and accessories. Whilst risks lie in space constraints, margin pressure and the China market, 

opportunities lie in hybrid store formats, localism and convenience retail, with focus on enhancing perceived value

KEY MARKET TRENDS | CATEGORY TRENDS FROM EXPERT INTERVIEWS | SPECIALITY RETAIL

Source: Pragma expert interviews 

Key performance drivers

Å Luxury performing strong ӛ particularly the 
most premium brands e.g. Louis Vuitton and 
Hermès, as well as in jewellery & watches 

Å Accessories and sunglasses thriving ӛ due to 
compact size and profitability 

Å Sportswear is thriving ӛ brands such as JD 
Sports and Nike 

Å Local products perform well ӛ people are 
increasingly seeking authenticity

Ʉ AJHGJLK 9J= AF;J=9KAF?DQ ;GEH=LALAN= OAL@ ;ALQ KLGJ=K
due to better store refurbishments and tax-free 
benefits. Luxury brands have invested in airport-
specific staffing, enhancing the customer experience 
9F< :GGKLAF? K9D=KɅ

Expert interview ӛ European Hub Airport Operator

Challenges

Å Premium brands struggling ӛ e.g. Longchamp, 
Hugo Boss due to low margins and limited space

Å Fashion is struggling ӛ space constraints and 
profitability are key issues 

Å Airport online retail uptake ӛ sales remain low 
for retail and duty free 

Opportunities

Å Hybrid stores ӛ combining categories of 
duty free, travel essentials and F&B in 
airports is gaining traction, catering to 
convenience and experience

Å Localism ӛ increasing focus on creating 
sense of place with regional aesthetics and 
product offerings  

Å Convenience ӛ increased demand for fresh, 
value-driven convenience formats 

Å Customer experience ӛ enhancing this 
through tailored offers, customer service and 
premium services

Å Loyalty programs and rewards ӛ becoming 
increasingly important, with customers 
seeking integrated rewards across airlines 
and retailers

Risks

Å Space constraints ӛ retailers face significant 
space limitations across Europe 

Å Margin pressures ӛ consumer demand for value 
makes it challenging for airports and concession 
operators to balance profitability  

Å Contractual limitations ӛ make it challenging 
to implement hybrid stores

Å Over-reliance on luxury ӛ leaves profits 
vulnerable to market volatility

Å China market ӛ Chinese passengers spending 
more money on luxury domestically and less 
globally

Ʉ5AL@ KH9;= ;GFKLJ9AFLK DAEALAF? KL9F<9DGF= G>>=JAF?Kȸ
multi-;9L=?GJQ KLGJ=K 9J= G>L=F EGJ= NA9:D=Ʌ

Expert interview ӛ Global Airport Retail Operator
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With younger, lower affluence passengers driving passenger growth, adaptation of brands and categories is 

important, however, this comes at risk of lower productivity and income. Digital strategies are key to drive 

passenger engagement, however this does not materially drive income growth 

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | TRENDS

Source: Global Airport Retailing 2018-2028 Report

Shift in demographics towards younger, less 
affluent travellers 

Younger, lower affluence travellers are fuelling 
passenger growth in emerging markets, 

meaning airport retailers must adjust their 
strategies to encourage sales

Adaptation of product mix
Å Growing demand for affordable and 

practical products ӛ brands offering value 
and convenience will thrive 

Shift away from luxury focus
Å Younger, less affluent travellers prioritise 

affordability over luxury goods ӛ demand for 
more accessible and mid-range products

Expansion to leisure facilities
Å Integration of leisure facilities is a solution 

to attract younger consumers

Implications for HAL
Å Lower appetite for luxury means it is more 

challenging for HAL to drive revenue, with 
weaker sales densities for mid-market and 
premium brands

Å Leisure occupiers can lead to low 
productivity and income, meaning a balance 
is key 

Enhanced in-store personalised marketing

Retailers are increasingly integrating 
technology into the retail experience to 

enhance consumer engagement 

AI powered signage
Å Display targeted adverts based on 

demographics and client behaviour 
Mobile apps with beacon technology 
Å Send personalised notifications and offers 

to travellers as they navigate through the 
airport

Virtual assistance and chatbots
Å Integrated within digital platforms provide 

real-time assistance and offer personalised 
recommendations 

AR and VR in airport retailing
Å Enhance navigation of product information 

in airport retail settings, helping to simplify 
the process of locating outlets and detailing 
product information

Implications for HAL
Å These strategies can boost engagement of 

passengers, but do not materially help to 
drive significant income growth, and 
therefore should not be priority 

AI-powered pricing optimisation and 
inventory management

AI is becoming harnessed by airports to 
optimise their pricing and inventory 

Dynamic pricing 
Å AI algorithms analyse vast amounts of data, 

including sales, passenger flow, and 
external factors e.g. weather/events, 
enabling the system to adjust prices to 
reflect market conditions 

Inventory optimisation
Å Demand forecasting and seasonality trends 

can be analysed by AI-powered systems to 
predict passenger preferences, product 
demand and buying patterns, enabling 
retailers to optimise stock 

Implications for HAL
Å These strategies can increase efficiency of 

operations, but as with other digital 
strategies, do not materially help to drive 
significant income growth 
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After robust growth, speciality retail experienced a dramatic decrease in SPTP, declining at a CAGR of -9.3% from 

£10.40 in 2019 to £6.39 in 2024, largely due to a -56% decline in luxury SPTP, reflective of the VAT removal policy 

and changing consumer spend. CTN is the only category that has had a positive contribution to spend since 2019

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SPTP

Source: HAL data ,GL=Kȹ Ʉ-L@=JɅ ;GFKAKLK G> ɂ#FL=JL9AFE=FL 9F< K=JNA;=KɃȸ ɂ&A?@ 1LJ==LɃȸ 9F< L@=

ɂ*=>L DM??9?=Ƀ KM:-categories 
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In general, the trends for speciality retail have been challenging across all categories, with prior period growth only 

driven by luxury and pharmacy. The decline in SPTP since 2019 has been significant across nearly all categories, but 

most acute in luxury and technology. CTN and retail gifting have shown more recent growth from 2021

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SPTP INDEXED

Source: HAL data
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Of the highest contributing categories to SPTP, luxury remains the largest contributor but decreased dramatically 

from the high in 2020. CTN and high street have been the only growing contributors, while other categories have 

been experiencing decline over the last 11 years, demonstrating the overall challenge of driving SPTP growth

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SPTP BY SUB-CATEGORY

Source: HAL data
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Sales per total passenger in speciality retail have decreased at all terminals, with a CAGR of -10% for T3 and T5 

between 2019 and 2024, and a CAGR of -12% in T4 and -4% in T2, demonstrating the challenging environment 

across the full spectrum of passenger profiles and speciality retail categories

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SPTP BY TERMINAL

Source: HAL data
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The strong performance of luxury is translated into the highest average sales densities, particularly in T2 and T3, 

and T4 where the category also has the largest space provision; demonstrating the sensitivity of all the terminals to 

changes in luxury spending. CTN typically has the next highest space ratio, strong spend, and sales densities

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SUBCATEGORY & TERMINAL

Source: HAL data Notes: Space data limited to 2016-2018 so space has been kept constant at 2018 
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The total quantum of speciality retail space and category share has stayed largely constant between 2019 and 

2024. However, there has been a fundamental shift in the sales and income contribution, with luxury declining 

substantially from 56% to 38% of income, whilst CTN has risen from 13% to 25% of income

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | SUBCATEGORY SPACE, SALES AND INCOME CONTRIBUTION

Source: HAL data
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The Heathrow Boutique digital platform offers a diverse product mix, including luxury fashion, beauty, technology, 

and confectionery, catering to the varied needs of travellers. With convenient features such as Reserve & Collect 

and a complimentary Personal Shopper service, it ensures a seamless and personalised shopping experience

Heathrow Boutique offers a convenient 
Reserve & Collect service, allowing travellers 
to pre-order their favourite brands online and 
pick them up at the airport. Additionally, 
customers can enjoy a complimentary 
Personal Shopper service for tailored advice 
and exclusive shopping experiences

The website provides an extensive brand list, showcasing 
renowned names across fashion, beauty, and technology. 
Customers can easily check the availability of their 
preferred brands by terminal, ensuring a smooth and 
efficient shopping experience tailored to their journey

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | HEATHROW BOUTIQUE OVERVIEW

Source: Pragma desk research; Heathrow Boutique websiteHEATHROW COMMERCIAL 
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World Duty Free products are the leading category for Heathrow Boutique by a significant amount, and have grown 

significantly from 2022-2024. Luxury fashion started strong in 2022-2023, but sales values have dropped 

significantly in 2024, in line with the overall decline in the contribution of the luxury category at Heathrow

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | HEATHROW BOUTIQUE SALES VALUE

Source: HAL data
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There is a growing trend of online retail propositions in airports as a response to evolving passenger expectations 

for convenience and personalisation. Despite the potential to enhance customer experience and generate 

additional revenue streams, adoption remains limited due to low passenger awareness, uptake, and conversion

Source: Bain & Company (2022), Airport retail: Brace for disruption; Pragma desk 

research

It is a comprehensive e-commerce 
platform offering duty-free shopping with 
pre-order services and frequent discounts 
to enhance convenience and value for 
travellers

iShopChangi- Changi airportLondon Gatwick airport

The website offers an online duty-free 
shopping platform allowing passengers to 
pre-order items and collect them at the 
airport for added convenience

Offers a Reserve & Collect service through 
World Duty Free, allowing passengers to 
browse and reserve duty-free items 
online from

Manchester airport 

Doha's Hamad International Airport offers 
Qatar Duty-Free's online platform, 
enabling passengers to pre-order luxury 
goods and duty-free items

Hamad international airport 

Ä Low uptake and penetration - many travellers are unaware of available online duty-free and pre-order services, resulting in low adoption rates

Ä Integration issues - aligning digital platforms with in-store systems can cause inventory discrepancies and delays

Ä Minimal contribution to sales - digital sales contribute minimally to total airport retail revenue, partly due to underused loyalty programmes that fail to maximise 

passenger engagement and sales; but also due to the motivations to purchase airport retail still being driven by physical retail and impulse purchasing

Challenges for digital retail adoption in airports

Airports with online retail proposition

HEATHROW COMMERCIAL PERFORMANCE | SPECIALITY RETAIL | ONLINE RETAIL PROPOSITIONS OF AIRPORTS
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F&B has been a consistently strong performer over the recent trading period, supported by strong consumer 

demand. Heathrow focuses on optimising space and enhancing F&B growth, whilst addressing the challenges of 

space constraints, and leveraging digital solutions and innovative formats to increase passenger engagement

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å F&B ӛ robust performance across all categories driven by rising consumer 
demand and appetite to spend on F&B, and increasing share of leisure 
passengers

Å Speed and volume ӛ Grab & go concepts have seen the strongest recent growth, 
supported by speed of service and convenience

Å Popular F&B formats - coffee, casual dining, and pub concepts with strong 
branding and perceived value resonate well with passengers, consistently driving 
revenues

Risks

Å Space constraints ӛ the main risk to growing sales, with constrained capacity not being able to accommodate rising pax volumes

Å Economic impact - rising inflation and operational costs may reduce passenger spending and operator profitability

Å Underserved demographics - limited halal and kosher options restrict appeal to certain passengers

Å Premium dining underperformance ӛ price sensitivity and lower passenger resonance with chef-led premium dining concepts

Opportunities

Å Digital integration - expand digital ordering kiosk options to improve operational throughput and increase ATVs, as these typically drive around 
10-20% higher ATV for faster format F&B units

Å Space optimisation - reallocate space from declining categories to invest in F&B growth areas and maximise productivity

Å New formats - introduce more premium quick serve formats, and modular market halls to enhance experiences and increase choice

Key strategy

Å Driving growth through F&B optimising offerings by addressing space constraints, increasing productivity, and introducing new brands, quick-serve and digital-first models, 
and reallocating resources to high-demand, value-driven concepts

Challenges and constraints

Å Space limitations - F&B in Terminals 3 and 5 is under-spaced by 30ӛ40%, leading 
to missed revenue opportunities and reduced passenger satisfaction

Å Economic pressures - inflation and rising costs (e.g. supply chain, wages, 
utilities) reduce margins

Å Duplication - overlap between WHSmith and Boots affects efficiency

Å  Airline behaviour - changes to check-in times and passenger habits could 
impact dwell times and sales
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In the wider market, F&B is being driven by fast service categories such as grab & go, quick-serve and fast-casual 

dining. Challenges exist with more traditional formats, space constraints, and price sensitivity, but opportunities lie 

in online fulfilment and focus on quick service, efficiency and enhancing perceived value for money  

KEY MARKET TRENDS | CATEGORY TRENDS FROM EXPERT INTERVIEWS | FOOD & BEVERAGE

Source: Pragma expert interviews 

Key performance drivers

Å Grab & go and quick-serve ӛ key growth 
areas, catering to price-conscious 
passengers. Quick-serve outperforms table 
service in profitability 

Å Food hall concepts ӛ showing significant 
growth in the market 

Å Growth in fast casual dining ӛ increasing 
demand from young families seeking 
informal, easy options and business 
travellers who seek solo-friendly options

Å Cafes ӛ work well operationally during 
breakfast/snack periods but struggle to 
perform well across the day

Ʉ$J9F;@AK=< :J9F<K L@9L 9J= KM;;=KK>MD GF L@= @A?@
street often struggle in an airport environment, 
with difficulty translating the relaxed atmosphere, 
higher costs leading to limited menus, and 
misalignment between customer perceptions and 
L@= :J9F<ɃK >MDD G>>=JAF?Ʌ

Expert interview ӛ Global Airport Retail Operator 

Challenges

Å Casual dining ӛ traditional sit-down restaurants face 
operational challenges due to staffing and productivity 
issues

Å Space constraints ӛ as passenger volumes increase, 
demand for F&B space increases 

Å Premium dining ӛ struggles due to misalignment with 
passenger needs 

Å Local vs global ӛ international brands are in demand for 
credibility but have low margins, whilst local brands often 
have better profitability

Å Franchised brands ӛ difficult to replicate the atmosphere, 
cost and full brand experience

Opportunities

Å Innovative fulfilment concepts ӛ dark 
kitchens and app integration are gaining 
traction, catering to diverse segments 
whilst reducing space requirements 

Å Emerging brands ӛ notable brands such 
as Eataly and premium burger concepts 
are emerging in the market to diversify 
offerings

Å Efficiency ӛ focus on fast service options 
for peak hours 

Å Breakfast growth ӛ breakfast is a key 
growth area, with brands like Pizza Express 
and Brewdog exploring breakfast menus 

Å Bar/pub offers ӛ bars are shifting to 
volume-driven deals e.g. 2 for 1 to increase 
perceived value and improve passenger 
experience 

Risks

Å Price sensitivity ӛ passengers are increasingly comparing 
prices to downtown 

Å Online fulfilment ӛ operationally challenging to implement 

Å Uptake of online F&B ӛ uptake of pre-ordering and 
collection of F&B is currently low in airports that offer it, 
promotion is key  

Å Inflationary pressures ӛ increased labour, energy and rent 
costs risk further price issues 

Ʉ.=J;=AN=< N9DM= >GJ EGF=Q AK C=Q >GJ $Ȏ 9;JGKK 9DD
generations Ɏ quick service, friendliness and 
J=DA9:ADALQ AK AEHGJL9FLɅ

Expert interview ӛ Global Airport Retail Operator
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F&B is the only core retail category to have driven significant growth in SPTP over the recent period, with a CAGR of 

+5.1% since 2019, outperforming the previous historic CAGR of +2.8% from 2013 to 2018. Pubs & bars, grab & go, 

and cafés have been the main contributors to growth, helping to increase SPTP from £2.84 in 2019 to £3.64 in 2024

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | SPTP

Source: HAL data
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Grab & go has achieved the highest CAGR of +13% between 2019 and 2024, whilst pubs / bars have also shown 

significant growth of +9% CAGR, following a declining CAGR in the prior period. Having driven strong CAGR growth 

of +7% between 2013 and 2018, restaurants have delivered the lowest growth in the recent period of just 1% CAGR

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | SPTP INDEXED

Source: HAL data
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Of the highest contributing categories to SPTP, restaurants remain the largest contributor, with growth at a 4% 

CAGR over the last 11 years. Grab & go is a growing contributor, with a CAGR of 6% from 2013-2024, but stronger 

recent growth of 13% from 2019-2024. Pubs / bars have also shown stronger recent growth, increasing their share

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | SPTP BY SUB-CATEGORY

Source: HAL data
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Compared to duty free and retail, F&B SPTP is much more consistent across terminals, demonstrating that it is less 

impacted by the volatility relating to macroeconomic policies and passenger spend by destination. All terminals 

have experienced growth since 2019, with the less space constrained terminals delivering the strongest growth

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | SPTP BY TERMINAL

Source: HAL data
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Restaurants drive amongst the highest spend per total passenger, particularly in T2 and T5, but they also occupy a 

large space, which leads to lower sales densities ӛ a challenge in a space constrained environment. Grab and go, 

selected edible gifting, and convenience, trade at the highest densities, particularly T5

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | SUBCATEGORY & TERMINAL

Source: HAL data
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F&B is the category most under pressure in terms of space restrictions, with airside F&B space per million departing 

passengers sitting within the bottom 25% of benchmarks. These capacity issues can have further impact, including 

slower service speed and longer queues, which hinders passengers from spending on other areas

HEATHROW COMMERCIAL PERFORMANCE | FOOD & BEVERAGE | F&B SPACE CONSTRAINTS

Source: HAL data; Pragma analysis
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Services SPTP experienced significant decline from 2013 to 2018 at a CAGR of -8.1%, largely driven by the decline in 

bureau sales due to increased digitised payments. Whilst bureau is a declining market, cash will continue to be 

required by certain groups. The removal of VAT refund has also impacted sales and income from 2021 to 2023 

HEATHROW COMMERCIAL PERFORMANCE | SERVICES | SPTP

Source: HAL data Notes: 2019-2023 does not include VAT refund data
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Expert interview ӛ European Hub Airport Operator
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The services category has demonstrated continuing decline from 2013 across all terminals from 2013. Whilst the 

rate of decline was more significant from 2013-2018, sales have continued to decline from 2019, reflecting the 

decreasing relevance of foreign exchange and the impact of VAT removal 

HEATHROW COMMERCIAL PERFORMANCE | SERVICES | SPTP BY TERMINAL

Source: HAL data Notes: 2019-2023 does not include VAT refund data
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SPTP and sales density for services is highest for T3, whilst T4 has the highest space allocation but a lower SPTP 

and sales density. In general, the space allocations by terminal are relatively consistent, given the limited amount 

of space required to deliver the offer

HEATHROW COMMERCIAL PERFORMANCE | SERVICES | TERMINAL

Source: HAL data
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Heathrow aims to grow premium services revenue through VIP and Fast Track expansions, digital ticketing, and 

targeted marketing, addressing capacity constraints, while leveraging infrastructure upgrades and partnerships to 

capitalise on growing consumer demand and desire to trade-up to premium services across the airport value chain

HEATHROW COMMERCIAL PERFORMANCE | SERVICES | VIP/FAST TRACK/PREMIUM SERVICES | PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å Heathrow VIP - generates approximately £31m annually, driven by private clients, 
diplomats, and heads of state

Å Fast track services ӛ airlines and passenger fees contribute £5m and B2C 
channels such as online bookings generate an additional £2m

Å Independent lounges - generates light-touch revenue from website bookings

Å Emerging streams - new services like Fast Track Passport Control and Bag 
Porters expected to generate additional income

Risks

Å Service disruption - renovations and temporary setups may impact customer satisfaction

Å Premium appeal - overuse of fast track by economy passengers risks diluting exclusivity

Å Brand reputation ӛ poor service experiences e.g. delays risk negative PR

Å Economic pressures ӛ inflation and reduced discretionary spending may impact demand

Å Regulatory delays - NGS project timelines or regulatory changes could disrupt service

Challenges and constraints

Å Capacity issues - VIP services face peak-season constraints and fast track 
services need operational adjustments to handle growing demand 

Å NGS delays - upgrades to premium lanes lag standard lanes, reducing perceived 
value

Å Geopolitical risks - over-reliance on Middle Eastern clients (40% of VIP use) 
exposes revenue to regional instability

Å Market limitations - slow recovery of Chinese pax reduces revenue diversity

Key strategy

Å Drive revenue growth from £50 million in 2024 to £95 million by 2029, focusing on expanding Heathrow VIP and Fast Track B2C offerings

Opportunities

Å Drive overall awareness ӛ enhanced marketing to increase passenger awareness of expanded product offer

Å Digital and B2C expansion ӛ launch of digital ticketing for fast track will simplify access and improve uptake

Å Infrastructure growth - Windsor Suite expansion and communal lounges to attract diverse clients

Å Targeted marketing - partnerships with luxury brands and agencies targeting HNWIs in the U.S., India, and China can increase visibility and drive higher revenues

Å Commercialise bespoke support to airlines ӛ develop new opportunities to support, charge, and commercialise specific airline VIP services (e.g. flights for sports teams) 

Å Benchmarking and innovation ӛ learning from competitors like Private Suite in US to implement communal lounge models and enhance service flexibility
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VIP/fast track/premium services experienced significant IPP growth of +7% CAGR over the recent period from 2019 

to 2024, reaching an income per passenger of £0.60 in 2024, a 32% increase from 2023, with planned further digital 

and physical expansion likely to support future growth of the product offer and revenue potential

HEATHROW COMMERCIAL PERFORMANCE | RETAIL | VIP/FAST TRACK/PREMIUM SERVICES | INCOME

Source: HAL data
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exclusive terminals in self-contained spaces away from their main terminals, providing luxury services typically 

associated with private air travel. Manchester Airport has recently introduced this concept as a UK example

PREMIUM SERVICES | BENCHMARKING | AETHER, MANCHESTER AIRPORT

Source: Desk research

Aether ӛ Manchester Airport

Manchester Airport has opened a new private terminal, Aether, designed to offer an exclusive and seamless travel experience to all passengers, regardless of their ticket class. 
Located in a self-contained space away from the main terminals, the terminal reimagines the airport journey, providing services typically associated with private air-travel, 
including private check-in and security, luxury lounge access, gourmet dining and chauffeur service 
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Beyond the UK, PS (The Private Suite) in the US has recently expanded its services from Los Angeles International 

Airport to Jackson Atlanta International Airport, further emphasising the opportunity and growth in the 

VIP/premium services sector

PREMIUM SERVICES | BENCHMARKING | THE PRIVATE SUITE, USA

Source: Desk research

PS (The Private Suite) ӛ US airports

The Private Suite, present in Los Angeles International Airport and Hartsfield-
Jackson Atlanta International Airport, offers exclusive private terminal services 
designed to provide a seamless, luxury airport experience for commercial 
passengers, offering services including:

- Private terminal access

- Personalised suites

- Security and customs 

- Chauffeured transport

- Gourmet dining and amenities

PS offers both annual membership and per-use offers 
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Advertising revenue is largely driven by media concession fees from JCDecaux, along with sponsorship from HSBC. 

While aging infrastructure and reliance on a single contractor pose challenges, opportunities lie in expanding 

digital assets, yield management, and restructuring contracts to gain greater flexibility and revenue potential

HEATHROW COMMERCIAL PERFORMANCE | ADVERTISING | PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å Concession fees ӛ achieves 79% share of advertising revenue from JCDecaux

Å Premium digital assets ӛ high performing assets such as T5 Towers generate 
£6-7m annually with 99% occupancy

Å Experiential advertising ӛ luxury brand partnerships and pop-ups, though low 
incremental revenue, cater to premium brands

Å Sponsorship deals ӛ air bridge branding achieves c.£8m annually from HSBC

Risks

Å Market dependency ӛ reliance on JCDecaux (contract expires in 2026) and HSBC (contract expires in 2026) and luxury brand advertisers limits diversification

Å Delayed investments and space constrained terminals ӛ ageing estate risks revenue loss if digital updates are not undertaken, with risk of diminishing returns as 
all the main high-value sites have been developed, and space constrained terminals limit new site opportunities

Å Behavioural shifts ӛ focus on ROI, short-term bookings, challenges in luxury, and declining business passenger profiles may impact advertising demand; along with 
continued pressure on OOH advertising spend from pure play online digital

Å In-store advertising ӛ advertising delivered within stores (e.g. WDF / InMotion) benefits the retail tenant, but is not captured by the Heathrow contract

Opportunities

Å Digital growth - expand digital screens (currently 30% of assets) for higher yields and flexibility, and data capture

Å Yield management ӛ optimise occupancy rates and pricing strategies to maximise revenue

Å Experiential campaigns - capitalise on experiential advertising demand despite space constraints 

Å Contract restructuring ӛ explore splitting advertising rights by terminal or diversifying partners to increase competitiveness

Key strategy

Å Drive revenue through increased digitisation, enhanced contract negotiations, and leveraging premium digital formats, while addressing infrastructure 
upgrades and evolving market trends

Challenges and constraints

Å Ageing infrastructure ӛ digital screens require urgent refurbishment

Å Occupancy variability ӛ selected landside static assets underperform with 10-
15% occupancy compared to digital assets

Å Environmental and political pressure ӛ brands are cautious about 
greenwashing and shifting passenger profiles towards leisure over business

Å JCDecaux market dominance ӛ KAF?D= ;GFLJ9;LGJ DAEALK &=9L@JGOӐK D=N=J9?=
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The most significant trend in the advertising market globally has been the shift towards digitisation of formats from 

traditional static displays, where airports have been benefiting from growing demand for prime advertising space 

for key global brands, although there is some risk around negative brand associations related to sustainability 

HEATHROW COMMERCIAL PERFORMANCE | ADVERTISING | WIDER MARKET PERFORMANCE OVERVIEW

Source: Desk research

Out of house advertising market overview 

Å Globally, the most significant trend in OOH advertising has been the shift to digitisation  ӛ media owners 
invested in building new digital inventory and converting existing assets to digital 

Å Digital assets generally outperform static assets commercially, commanding higher prices and 
delivering higher returns

Å Of the total, revenue from digital OOH units is around 25% on average, although in certain markets the 
figure is considerably more.  In the UK it is now approximately 65% with Australia around 55%

Å Digital formats are set to generate the majority of advertising growth whilst static units remain flat 

Å Sustainability  ӛ negative associations with the environmental impact of aviation is reducing demand for 
sites from selected brands

Ʉ-MJ 9<N=JLAKAF? 9K :==F H=J>GJEAF? N=JQ O=DD HGKL-Covid, 
with the airport being in high-demand from global brands 
like Uber, Sixt, and AMEX. Key to our growth has been 
transitioning our estate from static to digital formats, 
where we now have a balance of c.30% static and 70% 
digital. It is still important to maintain static sites for 
;=JL9AF :J9F<K O@G O9FL Ȑȏȏ˜ =PHGKMJ=ȷɅ

Expert interview ӛ European Hub Airport

Ʉ5= @9N= @9< L@= KLJGF?=KL Q=9J =N=J GF 9<N=JLAKAF?
performance, driven by large brand activations and fewer 
brands spending heavily on more prime space and joined 
up campaigns.  We have seen lots of demand for 
advertising linked up to seasonal events, such as 
Wimbledon, or Christmas.  Brands are also getting smarter 
about understanding the customer, day part and booking 
micro slots, with programmatic booking allowing more 
L9J?=L :GGCAF? 9F< 9M<A=F;= ;9EH9A?FKȷɅ

Expert interview ӛ UK Rail Station Asset Manager

Key Opportunities

Å Globally, the most significant trend in OOH advertising has been the shift to digitisation  ӛ media owners 
invested in building new digital inventory and converting existing assets to digital 

Å Progammatic advertising ӛ 9 K@A>L LG ӏBMKL-in-LAE=Ӑ :MQAF? G> KAL=K 9F< ;GEHJ=@=FKAN= EMDLA-format 
campaigns that link to events / particular target audiences 

Å Large brand activations ӛ increased demand for high-impact premium sites with a combination of both 
screen and floor-standing physical activations

Å Pop-up space ӛ demand for pop-up space in high volume travel hubs is very strong, with brands keen on 
testing the locations and audience up-take, and with less retail brands looking for long term typical line 
store space, brands are showing demand for lower capex, shorter contract and lower commitment spaces

Å Enhanced audience analytics ӛ asset managers that can share enhanced data points on their audience 
profile and generating higher value for their assets
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Advertising income grew at a CAGR of 11% up to 2018 but experienced a sharp decline of -6% CAGR from 2019-2023 

as a result of the reduced passenger volumes following Covid. Income in 2024 remains below 2019 levels, but 

showed a strong increase of 20% from 2023, demonstrating continued potential for recovery

HEATHROW COMMERCIAL PERFORMANCE | ADVERTISING | SPTP AND IPTP INDEXED

Source: HAL data
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Advertising SPTP and IPTP grew at a consistent stable rate up to 2018, but dropped -1.6% from 2019-2024, albeit 

2024 figures have shown growth from 2023

HEATHROW COMMERCIAL PERFORMANCE | ADVERTISING | SPTP AND IPTP 

Source: HAL data
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Non-aero property revenue is driven by property rentals and commercial telecoms, with the primary focus on 

optimising space and increasing yield within a constrained environment. While challenges such space limitations 

and the guide price system pose risks, opportunities lie in strategic development and guide price reform

HEATHROW COMMERCIAL PERFORMANCE | PROPERTY PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å Property estate contributes approximately £150m annually in non-aero revenue

Å Property rentals - revenue from all types of property account for 90% of 
revenue, lounges account for 50% of revenue, with independent lounges e.g. 
Aspire generating higher yields than airline lounges

Å Commercial telecoms - generate around £10m annually, steady growth from 
B2B and network licences

Risks

Å Space constraints ӛ demand is far outstripping available supply for lounges, risking declining passenger satisfaction, whist demand for 
landside assets such as office accommodation, hotels, and light industrial is curtailed by lack of available space

Å Market dependency - dependency on aviation demand, vulnerable to global disruptions

Å Business rates - regulatory shifts in business rates could raise costs

Opportunities

Å Lounge expansion - premium lounges to meet excess demand, and grow independent lounge space

Å Property development - new industrial park (Heathrow Logistics East), densifying car parks for logistics use 

Å New business lines - flexible office models, terminal sleep pods, and hotels with demand for c.5,000 rooms

Å Guide price reform - link rents to passenger yield or adopt open-market pricing for new developments, and adjust airline rental rates 
for airline lounges to better capture value of space

Key strategy

Å Focus on space optimisation and yield growth within constraints 

Challenges and constraints

Å Space & terminal limitations ӛ high demand for lounges, offices, industrial 
spaces and outdated infrastructure limits supply

Å Guide price system ӛ outdated model caps rental yields, despite demand 

Å External competition ӛ developers like Prologis outpace speed of Heathrow 

Å Macro-economic risks ӛ business rates changes, office market trends, 
geopolitical volatility
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Total property income has increased £10m from 2019 to reach £157m in 2024, with income per passenger growing 

at a CAGR of 1% over the period from £1.81 to £1.87. The relatively flat growth profile of property IPP since 2017 

illustrates the challenges posed by space constraints and the guide price system in limiting rental yields

HEATHROW COMMERCIAL PERFORMANCE | PROPERTY INCOME | OVERVIEW

Source: HAL data Notes: Property revenue includes rental income and other income including 

turnover rent, track access charges and R&D credits. Data only available from 
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The overall mode of transport to Heathrow has been relatively consistent since 2019, with the most significant 

change being the c.8ppt increase in use of the Underground TFL Rail Services to 29%, with the use of Heathrow 

Express decreasing 3.8ppts from 8.7% to 4.9%, reflective of the impact of the Elizabeth Line

HEATHROW COMMERCIAL PERFORMANCE | MODE OF TRANSPORT

Source: HAL Profilers 2015-2024

29.0% 27.3% 25.3% 25.4% 25.2% 29.0% 31.6%
26.7% 24.7% 23.7%

27.3% 29.0% 29.7% 31.4% 31.0%
31.5%

33.9%

32.6%
29.5% 28.9%

18.9% 19.5% 20.2% 20.0% 21.1%
19.5%

16.7%

19.4% 26.0% 28.8%

9.3% 8.8% 9.4% 8.8% 8.7%
7.0%

7.2%
8.5% 6.8% 4.9%

8.7% 8.5% 8.4% 8.0% 8.1% 7.4% 5.3% 6.8% 7.3% 7.8%

3.6%

2.4% 2.5% 2.5% 2.2% 2.0% 2.0% 1.7% 2.0% 1.9% 1.8%

2018

4.0%

2019

3.6%

2020

4.4% 4.0%

2015 2022

3.8%4.4%

2023

Private car

Taxi

Underground and TFL rail service

Heathrow Express

Coach

2016

Bus / hotel shuttle

4.5%
Rental car

2017 2024

4.1%4.0%

2021

Mode of transport to Heathrow (2015-2024)

Total 
passengers (m)

75.0 75.7 78.0 80.1 80.9 22.1 19.4 61.6 79.2 83.9

HEATHROW COMMERCIAL 
PERFORMANCE BY SUB-CATEGORY 158 | 286



Parking revenue is driven by various parking products, the terminal drop-off charges, car rentals and public transport, with 

increasing focus on public transport while managing private vehicle revenues. Balancing pricing, capacity constraints, and 

sustainability goals presents challenges, while digital transformation and premium services offer opportunities

HEATHROW COMMERCIAL PERFORMANCE | CAR PARKING PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å Car parking spaces ӛ c. 38,000 spaces with c.£170m revenue in 2023 

Å Demand shifts ӛ increased leisure travel has driven peak occupancy 
rates 

Å Meet and greet constraints ӛ high demand but limited by 
operational resources

Å Optimised pricing ӛ revenue boosted by yield management and shift 
to direct bookings

Risks

Å Pricing sensitivity - overpricing risks pushing customers to third-party operators or public transport

Å Economic pressures - inflation and evolving passenger preferences could impact premium service demand, and cost pressures limit ROI of parking block expansion

Å Competitor threats ӛ off-site parking operators with lower overheads offering cheaper alternatives and taxi services such as Uber reducing reliance on airport parking

Å Regulatory constraints ӛ airline governance requirements may delay parking expansion or transition projects, as well as continued sustainability pressures

Opportunities

Å Capacity expansion ӛ up to 4,000 additional spaces could unlock new revenue during peak demand (spaces can be increased to 42,000 within the T5 planning application)

Å Digital transformation ӛ upgrade to ticketless systems and app-based payments, bundle parking with HEX tickets for seamless travel, personalised offers to drive bookings 

Å Premium products ӛ introduce valet services, rapid EV charging, and enhanced meet-and-greet options to cater to high-value customers, and enhance overall marketing

Å Sustainability integration ӛ establish EV charging hubs and incentivise environmentally friendly parking solutions

Å Block parking and yield management ӛ strategy to maximise occupancy in the context of parking capacity constraints and continuously optimise yield

Å North & south solution ӛ longer term opportunity to create a northern and southern car parking solution to better serve customers and mitigate risk of single to CTA

Key strategy

Å Focus balancing maximisation of surface access revenue and supporting sustainability goals by shifting mode share towards public transport

Challenges and constraints

Å Capacity limitations ӛ meet-and-greet constrained by operational resources rather than 
space availability; and peak occupancy is close to full

Å Infrastructure gaps ӛ outdated on-site parking systems rely on physical tickets and manual 
processes, reducing efficiency and customer satisfaction

Å Digital transition ӛ modernisation of infrastructure is needed to streamline operations and 
enhance the user experience

Å North & south solution ӛ longer term opportunity to create a northern and southern car 
parking solution, but this is not within H8, but within an expanded Heathrow scenario
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Car parking income has increased from £125m in 2019 to £185m in 2024, growing at a robust CAGR of +8%. This has 

led to strong growth in IPP, growing at a 7% CAGR over the period largely a result of growth in short term car parks. 

However, IPP reduced in 2024 from 2022 and 2023, impacted by a lower share of business pax and Elizabeth Line

HEATHROW COMMERCIAL PERFORMANCE | SURFACE ACCESS | CAR PARKING | INCOME

Source: HAL data; HAL stakeholder interviews Notes: Valet/Meet & Greet data only available from 2017 onwards 
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The share of income by car park type has remained fairly consistent from 2019 to 2024, with short term accounting 

for the majority share at 60%, albeit with a slight decrease in business/mid stay car parks. Growth in IPTP from 2019 

is highest for long term and short term car parks, with slower growth in business/mid stay car parks

HEATHROW COMMERCIAL PERFORMANCE | SURFACE ACCESS | CAR PARKING INCOME BY TYPE

Source: HAL data Notes: Valet/Meet & Greet data only available from 2017 onwards 
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Heathrow Express drives revenue through speed, reliability, and digital channels but faces competition from the 

Elizabeth Line and infrastructure challenges. Opportunities include partnerships, digital growth, and sustainability, 

while economic pressures and outdated technology pose key risks

HEATHROW COMMERCIAL PERFORMANCE | SURFACE ACCESS | RAIL | PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å Speed and reliability - unique point-to-point 15-minute service

Å Business and leisure mix -over-indexes on business travellers (37%)

Å Digital channels -26% of revenue via HEX app and website

Å B2B partnerships -18% of revenue from corporate accounts and travel agents

Å Turn-up-and-go sales - on-the-day sales account for 57% of revenue

Risks

Å Intensifying competition - #DAR9:=L@ *AF= HJA;AF? 9F< 3:=J K=JNA;=K L@J=9L=F &#6ӐK E9JC=L K@9J=

Å Infrastructure and operational challenges - &1Ґ 9F< F=O LJ9;C 9?J==E=FLK E9Q <AKJMHL &#6ӐK KH==< 9<N9FL9?=

Å Economic Pressures - JAKAF? ;GKLK 9F< HJA;= K=FKALANALQ ;GMD< @AF<=J &#6ӐK ;GEH=LALAN=F=KK

Å Technological Risks - delay in upgrading physical and digital sales channels

Opportunities

Å Strategic partnerships - expand B2B with airlines, bundled offerings, and fast track services

Å Digital growth - strengthen the app and introduce dynamic pricing and promotions

Å Sustainability initiatives - D=N=J9?= &#6ӐK =D=;LJA>A=< J9ADO9Q LG 9LLJ9;L =;G-conscious travellers

Å New revenue streams - ancillary services like onward rail ticketing and advertising on media assets

Key strategy

Å +9AFL9AF &#6ӐK HGKALAGF 9K 9 HJ=EAME J9AD DAFC :Q =EH@9KAKAF? KH==<Ӆ ;GE>GJL 9F< J=DA9:ADALQ O@AD= ;GFLJA:MLAF? LG KMKL9AF9:Alit y goals by reducing car users

Challenges and constraints

Å Elizabeth line competition - revenue reduced by 30ӛ35%

Å Infrastructure dependencies - reliance on track agreements expiring in 2028

Å Price sensitivity - rising costs and passenger price pressures

Å Technological gaps - outdated physical sales systems reduce convenience
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Following modest growth up to 2018, total income from rail travel decreased by £22m from £117m in 2019 to £95m 

in 2023, representing a -4% CAGR over the period. Whilst the performance improved slightly post-Covid, IPP 

reduced by -13% from 2022 to 2024, reflective of the impact of the Elizabeth Line opening

HEATHROW COMMERCIAL PERFORMANCE | SURFACE ACCESS | RAIL | INCOME

Source: HAL data Notes: Rail income incudes HEX only, excluding Picadilly line income. Heathrow 
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The pricing of Heathrow Express tickets is at the higher end of the benchmark set of express train systems globally, 

above the average of £17, but consistent with other leading airports, demonstrating the balance of effective yield 

management and a premium service proposition

HEATHROW COMMERCIAL PERFORMANCE | SURFACE ACCESS | RAIL | TICKET PRICE BENCHMARKING

Source: Desk research
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Car rental income has increased since pre-Covid, due to supply shortages increasing ATV but also greater 

operational efficiency. Challenges include space constraints and competition from off-site operators and private 

hire such as Uber, but opportunities lie in digital transformation, increased efficiency and collaborations

HEATHROW COMMERCIAL PERFORMANCE | CAR RENTAL| PERFORMANCE OVERVIEW

Source: HAL stakeholder interviews

Key revenue drivers

Å Revenue increase - car rental revenues have increased to approximately £27m in 
concessions, up from £21.8m pre-Covid, driven by higher ATVs due to pricing 
adjustments and shortages in supply of vehicles

Å Coordination with operators ӛ improved coordination with car rental operators 
to secure airport advantages, which has contributed to growth in sales

Risks

Å Economic pressures ӛ inflation and changes in passenger spending could affect demand for 
premium services such as car rentals 

Å Competition ӛ private hire operators such as Uber pose challenges to short term car rental 

Challenges and constraints

Å Capacity issues ӛ car rental space is limited and operators are seeking ways to 
optimise space use due to fragmented operations 

Å Competition from off -site operators ӛ competition from rogue and established 
third party operators which impacts revenue 

Opportunities

Å Digital transformation ӛ a key focus, with emphasis on enhancing the customer journey and streamlining processes

Å Consolidation for efficiency ӛ movement towards consolidating car rental operations into a centralised base station to optimise space usage and improve operational 
efficiency 

Å Collaborations ӛ being explored with private higher operators such as Uber and Bolt to align with sustainability goals, while maintaining revenue streams from car rentals

Å Sustainability ӛ focus on aligning car rental services with sustainability goals including integration of EV charging infrastructure  
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Car rental income has experienced strong IPP growth at a CAGR of 4% from 2019 to reach £0.33 in 2024, above the 

+3% CAGR of 2013 to 2018. Recent growth has been supported by an increase in passengers from North America 

O@G @9N= 9 @A?@=J HJGH=FKALQ LG MK= ;9J @AJ=Ӆ 9DGF? OAL@ AF;J=9K=< 24ӐK 9F< HJA;=K >JGE GH=J9LGJK

HEATHROW COMMERCIAL PERFORMANCE | CAR RENTAL | OVERVIEW

Source: HAL data
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Public data, sourced from published annual reports across a variety of leading hub and O&D airports in Europe and 

around the world, has been analysed to benchmark Heathrow's non-aeronautical performance

BENCHMARKING | METHODOLOGY1

Source: Pragma analysis ; Company/airport 

accounts

Notes: 1) Reporting periods used per airport may differ based upon the individual category data available 2) Changi and 

Kuala Lumpur only provide top-line non-aeronautical revenue information which shown later, and has been included due 

to their global airport status and comparability to Heathrow 3) Includes Rome Fiumicino and Ciampino

Airport Region Pax (2023) Currency Reporting period used
Category benchmark set

Commercial Property Car parking

Heathrow Europe 79m GBP 2013-23 ἡ ἡ ἡ

Aena (group, inc. Madrid) Europe 314m EUR 2013-23 ἡ ἡ ἡ

ADP (group, inc. Paris CDG) Europe 336m EUR 2013-23 ἡ ἡ ἡ

Athens Europe 28m EUR 2013-23 ἡ ἡ

Beijing Asia-Pacific 53m RMB 2013-23 ἡ ἡ ἡ

Changi2 Asia-Pacific 63m SGD 2013-23

Copenhagen Europe 27m DKK 2013-23 ἡ ἡ ἡ

Edinburgh Europe 14m GBP 2014-23 ἡ ἡ

Fraport (group, inc. Frankfurt) Europe 168m EUR 2013-23 ἡ ἡ ἡ

Gatwick Europe 41m GBP 2013-23 ἡ ἡ ἡ

Hong Kong Asia-Pacific 45m HKD 2013-23 ἡ ἡ

Kuala Lumpur Asia-Pacific 120m MYR 2013-23 ἡ

LAX North America 71m USD 2013-23 ἡ ἡ

Manchester Airports Group Europe 61m GBP 2013-23 ἡ ἡ ἡ

Munich Europe 37m EUR 2013-23 ἡ ἡ ἡ

Aeroporti di Roma (Rome)3 Europe 44m EUR 2013-23 ἡ ἡ ἡ

Amsterdam Schiphol Europe 71m EUR 2013-23 ἡ ἡ ἡ

Sydney Asia-Pacific 39m AUD 2013-23 ἡ ἡ ἡ

Tokyo Haneda Asia-Pacific 78m JPY 2013-23 ἡ ἡ

Toronto North America 45m CAD 2013-23 ἡ

Vancouver North America 25m CAD 2013-23 ἡ ἡ ἡ

Venice Europe 11m EUR 2013-23 ἡ ἡ ἡ

Zurich Europe 28m CHF 2013-23 ἡ ἡ

Airports used in 2019 study New airports used in this study
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Whilst Heathrow aeronautical and non-aeronautical revenues are regulated under a single till structure, the 

majority of the global airport benchmarks analysed in this study fall under a dual till system

BENCHMARKING | OWNERSHIP AND REGULATION 

Airport Regulation Structure Ownership Structure

Heathrow Single Till Private (majority owned by Ferrovial and Qatar Investment Authority)

Aena (Group, incl. Madrid) Dual Till Public (majority state-owned, with some private investment)

ADP (Group, incl. Paris CdG) Dual Till Public (majority state-owned, with private shareholders)

Athens Dual Till Public-Private Partnership (PPP)

Beijing Single Till Public (state-owned)

Changi Single Till Public (owned by the Government of Singapore)

Copenhagen Dual Till Public-Private Partnership (PPP)

Edinburgh Dual Till Private

Fraport (Group, incl. Frankfurt) Dual Till Public-Private Partnership (PPP)

Gatwick Dual Till Private

Hong Kong Single Till Public (wholly owned by the Government of Hong Kong)

Kuala Lumpur Single Till Public (owned by Malaysia Airports Holdings Berhad, a government-linked company)

LAX Single Till Public (owned and operated by Los Angeles World Airports, a department of the City of Los Angeles)

Manchester Airports Group Single Till Public (majority owned by the 10 metropolitan borough councils of Greater Manchester)

Munich Dual Till Public-Private Partnership (PPP)

Aeroporti di Roma (Rome) Dual Till Private

Amsterdam Schiphol Dual Till Public-Private Partnership (PPP)

Sydney Dual Till Private

Tokyo Haneda Single Till Public (owned by Japan Airport Terminal Co., Ltd., with government and private shareholders)

Toronto Single Till Public (operated by Greater Toronto Airports Authority, a non-profit corporation)

Vancouver Single Till Public (operated by Vancouver Airport Authority, a non-profit organization)

Venice Dual Till Private

Zurich Dual Till Public-Private Partnership (PPP)

Source: Pragma analysis ; Company/airport accounts

Regulation Structures:
ÅSingle Till: Both aeronautical and non-aeronautical revenues are considered 
when setting airport charges
ÅDual Till: Only aeronautical revenues are considered for setting airport charges, 
separating them from non-aeronautical revenues

Ownership Structures:
ÅPublic: Fully owned by government entities
ÅPrivate:  Fully owned by private investors or corporations
ÅPublic-Private Partnership (PPP): Joint ownership between government entities and 
private investors
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;9K=K O@=J= L@= 9AJHGJL 9FFM9D J=HGJLK HJGNA<= L@= ?J9FMD9J <=L9ADӅ O@=J=:Q ӏFGF-9=JGF9MLA;9DӐ AF;DM<=K ;9L=?GJA=K

AF;DM<AF? ;9J H9JCAF?Ӆ HJGH=JLQӅ 9F< GH=J9LAGF9D AF;GE=Ӆ O@A;@ 9J= LQHA;9DDQ =P;DM<=< >JGE ӏ;GEE=J;A9DӐ AF;GE=

BENCHMARKING | INCOME BAND DEFINITIONS

Source: Pragma analysis ; Company/airport accounts

Income band Definition Heathrow example categories Other benchmark example categories

Non-
Aeronautical

Income that has been reported from all non-airline sources and these include 
commercial income, investments, dividends, etc.

0=L9ADӅ <MLQ >J==Ӆ $ҍ Ӆ ӏGL@=J
J=L9ADӐӅ ӏGL@=J K=JNA;=KӐӅcar 
H9JCAF?Ӆ 9F< ӏGL@=JӐ AF;GE=
including HEX, property, 
operational facilities and 
utilities 

Manchester Airports Group: retail, car 
parking, property, ӏGL@=JӐ
Rome: retail, advertising, car parking, 
property, ӏGL@=JӐ
Aena: retail, duty free, F&B, car rental, 
car parking, VIP services, advertising, 
property

Commercial
Income that has been reported from commercial including duty free, retail, F&B, 
advertising, and ancillary services, etc.

0=L9ADӅ <MLQ >J==Ӆ $ҍ Ӆ ӏGL@=J
K=JNA;=KӐ

Manchester Airports Group: retail and 
ӏGL@=JӐ
Rome: J=L9ADӅ 9<N=JLAKAF?Ӆ ӏGL@=JӐ
Aena: retail, duty free, F&B, advertising

Retail
Income that has been reported from retail shops within the terminal airside and 
landside selling duty-free, travel essentials, fashion, tech, and speciality products

F&B
Income that has been reported from passenger facing airport dining options within 
the terminal airside and landside

Property
Income that has been reported from leasing and development of terminals, offices, 
hotels, logistics, and business parks. This also includes non-airline airport lounges 
leased to third party operators

Car parking
Income that has been reported from airport parking activities including short-term, 
long-term, valet, premium parking options for passengers

Airport income benchmarking bands and their definitions

Note: it is important to note that there is inconsistency in the way in which different airports report their financial statements and revenue reporting lines.  The exact definitions of 
each non-aeronautical revenue category differs between airports, hence there are inconsistencies when comparing across airports.  Also, the majority of airports do not report the 
revenue lines at a granular level of individual sub-categories, hence the available set of benchmark datapoints decreases, as the reporting lines become more granular.

Green represents categories common is both Non-Aeronautical 
and Commercial
Red represents categories in Non-Aeronautical but not within 
Commercial
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From 2013 to 2019, non-aeronautical revenue remained relatively stable for most European airports. Significant 

volatility, due to Covid lockdowns, effected 2020 and 2021, returning to a more settled position in 2022. Heathrow 

followed a similar path, with, returning in 2023 to 1.16, a level similar to 2018, slightly higher than 2019 at 1.07

BENCHMARKING | NON-AERONAUTICAL REVENUE | EUROPEAN AIRPORTS 
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Annual non-aeronautical revenue per passenger, indexed from 2013

Heathrow 1.00 1.02 1.06 1.06 1.13 1.16 1.07 1.92 2.71 1.18 1.16 

AIRPORT INDUSTRY COMMERCIAL 
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For airports in Asia-Pacific and North America, non-aeronautical revenue exhibited a similar pattern, with steady 

growth until 2019, followed by pronounced spikes during the pandemic, with Tokyo Haneda, Beijing, and Sydney 

showing the highest volatility. Heathrow and Vancouver experienced comparatively slower recovery 2022-2023

BENCHMARKING | NON-AERONAUTICAL REVENUE | ASIA-PACIFIC AND NORTH AMERICA AIRPORTS 
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2018-2028 Report

Annual non-aeronautical revenue per passenger, indexed from 2013

Heathrow 1.00 1.02 1.06 1.06 1.13 1.16 1.07 1.92 2.71 1.18 1.16 
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Non-aeronautical revenue for Hong Kong and Changi airports shows steady growth until 2019, followed by an 

unprecedented spike during the pandemic, with a sharp decline afterward, stabilising at levels by 2023 that are 

lower than the pre-Covid levels achieved in 2019

BENCHMARKING | NON-AERONAUTICAL REVENUE | ASIA-PACIFIC AND NORTH AMERICA AIRPORTS 
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Source: Pragma analysis ; Company/airport accounts

Changi 1.00 1.07 1.09 1.09 1.13 1.21 1.30 15.18 3.66 0.90 0.91 

Hong Kong 1.00 1.03 1.05 1.08 1.06 0.96 1.02 13.22 5.25 1.01 0.88 
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Heathrow achieved the highest non-aeronautical revenue per passenger in 2023 of the benchmark set. Whilst 

&=9L@JGOӐK '.. ?J=O Җổ >JGE ҐҎҏҗ LG ẽҏғӄґҎ AF ҐҎҐґӅ L@AK O9K 9 DGO=J L@9F L@= E=<A9F ?JGOL@ >GJ L@= H=JAG< ӦҏґổӧӅ

9F< &=9L@JGOӐK ҏổ ! %0 KAF;= ҐҎҏґ O9K 9DKG DGO=J L@9F L@= E=<A9F >GJ L@= DGF? L=JE ӦҐổӧ

Source: Company/airport accounts; Pragma analysis ,GL=Kȹ +MFA;@ <9L9 =P;DM<=K ɂGL@=JɃ O@A;@ AF;DM<=K ?DG:9D E9F9?=E=FLȸ

consulting and training services for the aviation industry, as well as utility 

services and fuel

Annual non-aeronautical revenue per passenger (2019 vs 2023)

1% -1% -1% -1% -6% 7% 3% 7% 6% 4% 6% 4% 4% 1% 1% 3% 1% 2% 2% -2% 6% -2% 1% 2%
Median

2%

CAGR, full period (up to 10 years)

BENCHMARKING | NON-AERONAUTICAL REVENUE 
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Hub airports like Heathrow lead in non-aeronautical revenue per passenger, though growth rates vary, with many 

of the largest hubs experiencing both recent and longer-term decline. In contrast, selected regional airports like 

Manchester and Edinburgh exhibit stronger growth, supported by investment and transformation projects

14.2

13.312.8

12.9

11.610.0

9.5

7.5 7.6 7.2
6.6 6.1

5.1 4.7
3.8 3.7

2.7
1.8

15.3

9.3

11.8
11.1

9.4

14.4

9.8
9.1

5.3

8.2 7.9
6.3 5.3

5.3 4.6
4.5

2.8
2.6

0

2

4

6

8

10

12

14

16

£

H
e
a

th
ro

w

C
h

a
n
g

i

M
u

n
ic

h

H
o

n
g

 K
o

n
g

A
D

P

L
A

X

S
yd

n
e
y

T
o

ky
o

 H
a

n
e

d
a

B
e

iji
n
g

Z
u

ri
ch

T
o

ro
n

to

C
o

p
e

n
h

a
g

e
n

V
a

n
co

u
ve

r

R
o

m
e

S
ch

ip
h

o
l

A
e
n
a

K
u

a
la

 L
u

m
p

u
r

F
ra

p
o

rt

2019 2023

Annual non-aeronautical revenue per passenger ӛ hub airports vs other airports (2019 vs 2023)

8.9 8.5
7.3 7.1

4.4
3.4

13.4

10.8 10.5
9.1

4.6
4.2

0

2

4

6

8

10

12

14

16

£

M
A

G

M
a

n
ch

e
st

e
r

E
d

in
b

u
rg

h

G
a

tw
ic

k

V
e

n
ic

e

A
th

e
n
s

8% -30% -8% -14% -19% 44% 4% 22% -31% 14% 20% 3% 5% 12% 23% 23% 4% 45%
Median

7%
50% 27% 44% 27% 6% 21%

Median
27%

Growth Rate (2019 vs 2023) 

CAGR, full period (up to 10 years)

1% -1% -1% -1% -6% 7% 3% 7% 3% 1% 4% 1% 1% 2% -2% 6% 1% 2%
Median

1%
6% 4% 6% 4% 2% -2%

Median
4%

Hub Airports Other Airports

EXECUTIVE SUMMARY | BENCHMARKING | NON-AERONAUTICAL REVENUE 

Source: Company/airport accounts; Pragma analysisAIRPORT INDUSTRY COMMERCIAL 
PERFORMANCE BENCHMARKING 176 | 286



&=9L@JGOӐK FGF-aeronautical IPP showed no growth in 2024 from 2023 levels, a result of increased passenger 

numbers. Schiphol saw the highest growth in IPP from 2023 to 2024 of 30%, driven by increases in concessions 

revenue because of a renewed retail offer and increases in car parking revenue

Source: Company/airport accounts; Pragma analysis ,GL=Kȹ +MFA;@ <9L9 =P;DM<=K ɂGL@=JɃ O@A;@ AF;DM<=K ?DG:9D E9F9?=E=FLȸ

consulting and training services for the aviation industry, as well as utility 

services and fuel

Annual non-aeronautical revenue per passenger (2019 vs 2023 and 2024)

1% -6% 4% 5% 1% 1% 1% 1% 3% 1% 5% 1% 3%
Median

1%

CAGR, full period (up to 10 years)

BENCHMARKING | NON-AERONAUTICAL REVENUE 
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1;@AH@GD AJHGJLӐK AF;J=9K= AF FGF-aeronautical 
revenue is driven by a significant increase in 
concessions revenue, resulting from a renewed 
retail offer, as well as an increase in car parking 
revenue as a result of increased passenger numbers

2@= J=<M;LAGF AF  =ABAF?ӐK FGF-
aeronautical IPP is reflective of 
an increase in passenger 
numbers significantly in excess 
of non-aeronautical income
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Through research and analysis of the annual reports of the benchmark airports, the following key factors are cited 

as driving positive and negative trends in non-aeronautical revenue across the different categories

BENCHMARKING | TREND DRIVERS

Non-
aeronautical 

revenue

Commercial 
(retail and 
catering)

+ Expansion of commercial spaces with new opening of shops and F&B 

+ Increase revenue with higher pax spending

+ Improved passenger experience (e.g. digital innovations)

Toronto Airport

Rome Airport

 Munich Airport

- Reduced disposable income shifts shopping behaviour

- Uncertain macroeconomic and geopolitical situation

- Volatility in global demand and revenues (e.g. consumer demand recovery)

Manchester Airports Group 

Edinburgh Airport

Heathrow Airport

Car parking

+ Increased demand with higher pax volumes

+ Increased space (additional parking spaces)

+ Diverse parking options (e.g. budget friendly JetParks, valet services)

Munich Airport

Athens Airport

Manchester Airport Group

- Competitive pressure from alternative transport forms (e.g. Uber) Aena Airports

Property

+  Additional Space Development or Acquisition and significant increase in 
property rental charge rates:

1)Internal Space: Expansion of office areas or lounges within the terminals

2)External Space: Development or acquisition of external spaces like hotels or 
conference centres

LAX

- Impacted by rising inflation and key interest rates

- Adjustment in Land Reserves Valuation
ADP Airport Group

Drivers & Detractors of 

Recent Performance Example airports

Source: Pragma analysis ; Company/airport accountsAIRPORT INDUSTRY COMMERCIAL 
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For commercial revenue growth compared to airports in the Asia Pacific and North America, Heathrow was 

amongst the top performers pre-pandemic, with only Sydney and Beijing achieving higher levels in 2019. Covid led 

to significant volatility, with 2023 being more stable for all

BENCHMARKING | COMMERCIAL REVENUE | ASIA PACIFIC AND NORTH AMERICA
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Index

Beijing

Hong Kong

Sydney

Toronto

Vancouver

LAX

Heathrow

Annual commercial revenue per passenger, indexed from most recent year available from 2013

Source: Pragma analysis ; Company/airport accounts

Heathrow 1.00 1.00 1.12 1.20 1.26 1.34 1.35 1.60 1.60 1.25 1.22

Sydney 1.00 1.15 1.15 1.22 1.33 1.39 1.46 3.76 3.62 1.06 1.25
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Heathrow
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Commercial revenue trends for European airports highlight moderate growth for most until 2019, with Gatwick, 

Heathrow, and Rome showing stronger performance from 2019 to 2023. The pandemic caused significant 

disruptions, followed by varying recovery rates across airports like Zurich and Athens 

BENCHMARKING | COMMERCIAL REVENUE | EUROPEAN AIRPORTS
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Annual commercial revenue per passenger, indexed from most recent year available from 2013

Source: Pragma analysis ; Company/airport accounts

Heathrow 1.00 1.00 1.12 1.20 1.26 1.34 1.35 1.60 1.60 1.25 1.22

AIRPORT INDUSTRY COMMERCIAL 
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Heathrow
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Four out of the top 5 airports for commercial revenue per passenger in 2019 experienced declines in their 

H=J>GJE9F;= LG ҐҎҐґӅ OAL@ &=9L@JGOӐK <=;DAF= G>-10% (to £6.70) similar to that of Hong Kong and the median of 

+9% for the period. Manchester Airport Group has achieved amongst the highest growth from 2019 to 2023

EXECUTIVE SUMMARY | BENCHMARKING | TOTAL COMMERCIAL1

Total commercial revenue per passenger (2019 vs 2023)

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out separately in annual reports). 

Additional items may include advertising, car rentals and other miscellaneous items. There may be variations between the exact revenue 

recognised by airports within these however, they will largely be composed of retail and F&B and therefore relatively comparable

Source: Pragma analysis; 

Company/airport accounts
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+25%

2019

2023

-10% -10% 9% -49% -18% 12% 50% 11% -14% 14% 0% 10% -38% 14% 6% 17% 5% 14% 25%
Median 

9%

CAGR, full period (up to 10 years)

-2% 2% 1% 1% -7% 1% 6% 2% 2% 3% 1% 4% -3% 3% 2% 0% -1% 5% 1%
Median 

1%

Growth Rate (2019 vs 2023) 

The global hub airports such as Hong Kong, Heathrow, Beijing, 
ADP, and Vancouver, that historically benefited from the high-
spending luxury Chinese consumer, have seen a significant 
reduction in commercial revenue since 2019, due to the 
significant reduction in Chinese consumer spend

AIRPORT INDUSTRY COMMERCIAL 
PERFORMANCE BENCHMARKING

MAG achieved high growth as a 
result of its large-scale terminal 
transformation programme

Gatwick has benefitted from 
an enhanced F&B offer 
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Hub airports like Hong Kong and Heathrow continue to achieve highest revenue per passenger, albeit -10% 

declines between 2019-2023, significantly less than Beijing and Vancouver. Regional airports MAG Group, Gatwick, 

and Athens have delivered robust growth, driven by terminal space development and enhancement projects

EXECUTIVE SUMMARY | BENCHMARKING | TOTAL COMMERCIAL1

Total commercial revenue per passenger ӛ hub airports vs other airports (2019 vs 2023)

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out separately in annual reports). 

Additional items may include advertising, car rentals and other miscellaneous items. There may be variations between the exact revenue 

recognised by airports within these however, they will largely be composed of retail and F&B and therefore relatively comparable

Source: Pragma analysis; 

Company/airport accounts

9.9

7.4

6.1 5.9 5.6
4.8 4.5 4.6

3.8 3.7
3.3 3.1

2.2 2.2

0.8

8.9

6.7 6.7

3.0

4.6

5.4

3.9

5.1

3.8 4.1

2.0

3.5

2.4 2.5

1.0

0

2

4

6

8

10

£

H
o

n
g

 K
o

n
g

H
e
a

th
ro

w

M
u

n
ic

h

B
e

iji
n
g

A
D

P

S
yd

n
e
y

L
A

X

C
o

p
e

n
h

a
g

e
n

T
o

ro
n

to

V
a

n
co

u
ve

r

R
o

m
e

S
ch

ip
h

o
l

A
e

n
a

F
ra

p
o

rt

Z
u

ri
ch

2019

2023

-10% -10% 9% -49% -18% 12% -14% 11% 0% 10% -38% 14% 5% 14% 25%
Median

5%

CAGR, full period (up to 10 years)

-2% 2% 1% 1% -7% 1% 2% 2% 1% 4% -3% 3% -1% 5% 1%
Median 

1%

Growth Rate (2019 vs 2023) 

Commercial: Income that has been reported from commercial including 
retail, F&B, property, parking, advertising, and ancillary services, etc.
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&=9L@JGOӐK ;GEE=J;A9D '.. ;GFLAFM=< LG <=;DAF= >JGE ҐҎҐґ LG ҐҎҐҒӇ 9-4% decline to £6.40, below the median for 

2023-2024 of +1%, but still the highest of benchmark airports that have released their latest figures. Schiphol 

achieved the highest growth of 52% from 2023, followed by Gatwick, driven by their renewed retail offers

EXECUTIVE SUMMARY | BENCHMARKING | TOTAL COMMERCIAL1

Total commercial revenue per passenger (2019 vs 2023 and 2024)

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out separately in annual reports). 

Additional items may include advertising, car rentals and other miscellaneous items. There may be variations between the exact revenue 

recognised by airports within these however, they will largely be composed of retail and F&B and therefore relatively comparable

Source: Pragma analysis; 

Company/airport accounts

7.4

5.9
5.6

4.8
4.4

3.8 3.7
3.3 3.1

2.3 2.2 2.2

0.8

6.7

3.0

4.6

5.4
5.1

3.8 4.1

2.0

3.5

2.7 2.5

1.0

6.4

2.6

4.6
5.3

5.6

3.7
4.2

2.0

3.7

2.9

3.6

2.4

1.0

0

1

2

3

4

5

6

7

8

£

H
e
a

th
ro

w

B
e

iji
n
g

A
D

P

Z
u

ri
ch

G
a

tw
ic

k

C
o

p
e

n
h

a
g

e
n

T
o

ro
n

to

V
a

n
co

u
ve

r

R
o

m
e

A
th

e
n
s

S
ch

ip
h

o
l

A
e

n
a

F
ra

p
o

rt

2.4

2019 2023 2024

-4% -12% 1% -3% 10% -4% 3% 0% 5% 7% 52% -1% 2% Median 1%

CAGR, full period (up to 10 years)

-1% 0% 7% -1% -4% 0% -4% 3% -3% 0% -3% -4% -1% Median -1%

Growth Rate (2023 vs 2024) 

1;@AH@GD AJHGJLӐK ;GF;=KKAGFK J=N=FM= @9K
benefitted from acquisition of Kappe, an airport 
retailer specialising in perfumes, cosmetics, and 
sunglasses, allowing Schiphol to consolidate and 
expand its retail offerings 

%9LOA;C AJHGJLӐK ;GF;=KKAGFK J=N=FM=
has benefitted from the improved retail 
offering following the refurbishment of 
the North Terminal
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The performance of Sydney Airport demonstrates the sensitivity of trading to the passenger profile, with the 

reduction in Chinese passenger share contributing to a -27% fall in commercial revenue per pax between 2019 and 

2022.  The addition of new commercial space and enhanced luxury retail has since increased performance in 2023

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | SYDNEY AIRPORT

Source: Company/airport accounts; Pragma analysis

Sydney Airport overview

Location: Asia Pacific

Passengers (2023): 39m

Commercial revenue per passenger (2023): £3.90

Commercial revenue CAGR (2013-2023): 2%

Key insights

Å Sydney experienced robust sustained growth in commercial revenue per 
passenger up to 2019, supported by the growth in Chinese passengers

Å Following the volatility of Covid, revenue per pax in 2022 was -27% lower than 
2019, impacted by changing pax composition and lack of Chinese visitors

Å Sydney has invested significantly in its commercial offer since 2019, with a 
renewed, contemporary retail and dining offer, and a large addition of new 
luxury retail space, which opened in the international T1 across 2022 and 2023

Å F&B offers have been enhanced, with for instance a renowned Australian chef 
launching a new restaurant in T3 domestic

Å The benefits of the new retail offer can be seen by the 56% increase in retail 
revenue from 2022, with commercial revenue per passenger increasing +18%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

SYD 1.00 1.15 1.15 1.22 1.33 1.39 1.46 3.76 3.62 1.06 1.25

Annual commercial revenue, indexed from 2013
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2@= J=F=O=< J=L9AD G>>=J AF 1Q<F=Q 2ҏ AFNGDN=K 9 DMPMJQ J=L9AD HJ=;AF;LӅ @GMKAF? MKLJ9DA9ӐK D9J?=KL ;GDD=;LAGF G> @A?@-

=F< :J9F<KӅ 9F< 2Ґ 9F< 2ґ FGO @GMK= MKLJ9DA9ӐK >AJKL <GE=KLA; 9AJHGJL <=H9JLE=FL KLGJ=ӄ 2@= $ҍ G>>=J @9K 9DKG

been enhanced, with concepts ranging from contemporary food courts to more premium casual dining

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | SYDNEY AIRPORT

Source: Desk researchAIRPORT INDUSTRY COMMERCIAL 
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Hong Kong Airport has been steadily recovering from the pandemic, with improvements in performance driven by 

an increase in passenger traffic and enhanced mix composition, but commercial revenue per passenger in 2023 is 

still below that achieved in 2019. Upgraded retail and F&B areas have been helping to enhance revenue

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | HONG KONG

Source: Company/airport accounts; Pragma analysis

Hong Kong Airport overview

Location: Asia Pacific

Passengers (2023): 61m

Commercial revenue per passenger (2023): £8.90

Commercial revenue CAGR (2013-2023): -2%

Key insights

Å &GF? )GF? AJHGJLӐK ;GEE=J;A9D '.. J=E9AFK 9>>=;L=< :Q 9 KDGO=J J=;GN=JQ
from the pandemic, but there has been an improvement in 2023 compared to 
last year due to the gradual increase in passenger traffic and improved mix 
composition

Å The reopening of stores in Terminal 1 previously closed during Covid, the 
introduction of an upgraded luxury shopping zone, and a new food court in the 
central concourse have contributed to boosting  revenue

Å In addition, a reduction in pandemic-related rental relief provided to 
concessions has enhanced recent revenues

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

HKG 1.00 1.04 1.06 1.09 1.06 0.94 0.95 2.50 0.44 0.60 0.86

Annual commercial revenue, indexed from 2013
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Hong Kong Airport offers a carefully curated mix of luxury retail and diverse F&B options. With flagship stores like 

Chanel and Balenciaga catering to high-end shoppers and a new food court featuring Michelin-KL9JJ=< "M<<=DDӐK

and Hiroshima-based Bari-Uma ramen, catering to a range of tastes and budgets

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | HONG KONG

Source: Desk researchAIRPORT INDUSTRY COMMERCIAL 
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Manchester Airport Group has experienced particularly strong performance, with commercial revenue per 

passenger increasing 50% from £4.70 in 2019 to £7.00 in 2023, and a longer term CAGR growth of +6% since 2013, 

highlighting the success of its large-scale terminal transformation programme, and opening substantial new space

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | MAG

Source: Company/airport accounts; Pragma analysis

MAG Airports overview

Location: Europe

Passengers (2023): 45.2m

Commercial revenue per passenger (2023): £7

Commercial revenue CAGR (2013-2023): 6%

Key insights

Å MAG's commercial IPP growth is fuelled by expanded retail and dining options 
in the revamped Terminal 2 at Manchester Airport, part of the Manchester 
Airport Transformation Programme, with a significant improvement in the 
quantum and quality of commercial space

Å Enhanced common lounges have been integrated into the commercial market 
place, attracting high-spending passengers, enhancing commercial revenue

Å Expanded retail spaces, improved security and speed of processing, optimised 
passenger flows, increased dwell time, and digital innovations enhancing pre-
booking and customer engagement have all helped to enhanced performance

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

MAG 1.00 0.97 0.99 1.02 1.06 1.06 1.15 1.73 1.61 1.49 1.73

Annual commercial revenue, indexed from 2013
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1;@AH@GDӐK ?JGOL@ AF ;GEE=J;A9D J=N=FM= G> ғҐổ >JGE ҐҎҐґ LG ҐҎҐҒwas fueled by a retail transformation strategy, 

including the acquisition of Kappé to take the operation in-house, and the renovation of Lounge 2, which now 

includes the likes of Louis Vuitton and Bulgari, repositioning the offer to more effectively capture passenger spend

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | SCHIPHOL

Source: Company/airport accounts; Pragma analysis

Schiphol Airport overview

Location: Europe

Passengers (2024): 75.8m

Commercial revenue per passenger (2024): £3.60

Commercial revenue CAGR (2014-2024): -3%

Key insights

Å 1;@AH@GD AJHGJLӐK ;GEE=J;A9D J=N=FM= ?JGOL@ AF ҐҎҐҒ O9K <JAN=F :Q KLJ9L=?A;
transformation of its retail model, including the acquisition of concessionaire 
Kappé, bringing key categories like perfumes and cosmetics in-house to 
streamline operations and boost margins

Å Renovation of Louge 2 (departures lounge) included addition of luxury brands 
Louis Vuitton and Bulgari, repositioning the space to capture premium spend 

Å Growth in commercial revenue is set to increase further with a major new joint 
venture with Lagardère Travel Retail recently announced, set to begin May 
2025, granting Lagardère control of key duty-free categories including 
perfumes and cosmetics, liquor, tobacco, and confectionery, with the aim to 
elevate retail standards and align with global best practice

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

1.0 0.9 0.8 0.7 0.7 0.7 0.7 0.9 1.0 0.8 0.8 1.1

Annual commercial revenue, indexed from 2013
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Retail revenue per passenger at Heathrow has decreased -38% from 2019, sitting below other airports who report 

comparable retail categories in 2023. Growth for other airports reporting a broader spectrum of categories has 

been driven by new retail space and enhanced retail offerings

BENCHMARKING | TOTAL COMMERCIAL | RETAIL 

Total retail revenue per passenger (2019 vs 2023)

Source: Pragma analysis; Company/airport accounts
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+46%

Retail for these three 
airports includes duty free 
and speciality retail

Tokyo and MAG include duty 
free, speciality retail and 
F&B, and Edinburgh in 
addition includes car parking

44% 16% 46%

5% 6% 6%
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Retail revenue per passenger at Heathrow in 2024 has increased +28% from 2023 but remains similar to other 

airports who report comparable retail categories

BENCHMARKING | TOTAL COMMERCIAL | RETAIL 

Total retail revenue per passenger (2019 vs 2023 and 2024)

Source: Pragma analysis; Company/airport accounts
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Edinburgh Airport has demonstrated strong commercial performance by aligning its retail strategy with passenger 

needs and market trends. Strategic investments in modernizing and increasing retail spaces, including the 

expansion of the duty free, enhanced local gifting offers, and larger F&B units have helped improve performance

BENCHMARKING | RETAIL COMMERCIAL PERFORMANCE CASE STUDIES | EDINBURGH AIRPORT

Source: Pragma analysis; Company/airport accounts

Edinburgh Airport overview

Location: Europe

Passengers (2023): 14.4m

Commercial spend per total passenger (2023): £8.2

Commercial revenue CAGR (2014-2023): 5%

Key insights

Å The opening of an Express World Duty-Free store in July 2023 and the 

expansion of the main duty-free store, which contributed to increase in IPP

Å Investments in terminal upgrades and improved infrastructure, such as new 

security technology and operational enhancements, are highlighted as part of 

Edinburgh Airport's strategy to enhance passenger experience and boost 

spending

World Duty Free store, expanding by 30% to 1,740 sqm, featuring experiential bars 
and dedicated brand areas for an enhanced shopping experience

First-=N=J 19AFK:MJQӐK 9AJHGJL DG;9LAGFӅ G>>=JAF? ҐҒӬҕ ;GFN=FA=F;= OAL@ 9 ;MJ9L=<
selection, including an in-store bakery and Scottish specialty products
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Edinburgh Airport offers a diverse commercial mix of 26 stores, from high-street brands like JD Sports to premium 

brands like Max Mara, complemented by F&B spaces. The airport also features a newly implemented Edinburgh Gin 

Boutique and standalone Haute Parfumerie store, enhancing the shopping experience with unique offerings

Source: Desk research

BENCHMARKING | RETAIL COMMERCIAL PERFORMANCE CASE STUDIES | EDINBURGH AIRPORT

Edinburgh Gin Boutique (20 sqm), inspired by the design elements of Edinburgh 
%AFӐK MH;GEAF? <AKLADD=JQ 9F< NAKALGJ ;=FLJ=Ӆ K=L LG GH=F D9L=J L@AK Q=9J AF L@= ;ALQ
centre

Avolta introduced a 57sqm standalone Haute Parfumerie store to cater to the 
growing demand for niche and luxury fragrances
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MAG's retail revenue is driven in part by Manchester Airport's contribution through the opening of new units such 

as JD Sports, WHSmith, and premium stores like Jo Malone, which boosted passenger spending. London Stansted 

Airport also played a key role, recording its busiest 12 months ever in the 2023-2024 financial year

BENCHMARKING | COMMERCIAL PERFORMANCE CASE STUDIES | MAG

Source: Company/airport accounts; websites; Pragma analysis

New MINISO-GO store at Stansted airport 

JD Sports at Manchester Airport Terminal 2Jo Malone at Manchester Airport Terminal 2

Dune store at Manchester Airport Terminal 2
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Tokyo Haneda Airport experienced the largest growth in IPP, increasing by 123% from £3.6 in 2019 to £8.1 in 2023. 

2@AK KA?FA>A;9FL AEHJGN=E=FL J=>D=;LK L@= 9AJHGJLӐK KLJ9L=?A; >G;MK GF =F@9F;AF? J=L9AD G>>=JAF?KӅ AF;DM<AF? DMPMJQ

brands, duty-free expansions, and the introduction of unique "Made-in-Japan" products

BENCHMARKING | RETAIL COMMERCIAL PERFORMANCE CASE STUDIES | TOKYO HANEDA AIRPORT

Source: Company/airport accounts; websites; Pragma analysis

Tokyo Haneda Airport overview

Location: Asia Pacific

Passengers (2023): 78m

Commercial spend per total passenger (2023): £3.40

Commercial revenue CAGR (2013-2023): 6%

Key insights

Å Strategic expansion of duty-free offerings, enhanced by advanced RFID 

systems and efficient layouts, has driven record sales, contributing 

significantly to the 123% increase in IPP from 2019 to 2023

Å The sharp rebound in international passenger volumes post-pandemic has 

fuelled retail activity, with a higher proportion of passengers engaging in retail 

transactions 

Haneda Airport Garden, is a multi-functional complex featuring 80 shops and 
restaurants, luxury hotels, a rooftop hot spring spa, and an express bus terminal
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