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Classification: Internal

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
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 consequer
of having access to this information are made entirely at the risk of those individuals or organisations making those asgisio
and Pragma Consulting Limited cannot be held liable for any losses, costs, expenses or damages, direct or indirect, tiet me
sustained in the course of making, or as a result of making, such decisions.

This report is strictly confidential.
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Classification: Internal

Glossary
GLOSSARY
Abbreviation Definition Abbreviation Definition

ATV Average transaction value LHR London Heathrow Airport
bn Billion m Million
CAA Civil Aviation Authority MAG Manchester Airport Group
CAGR Compound annual growth rate MPPA Million total passenger per annum
CTN Confectionery, tobacco and news / travel essentials 0&D Origin & destination passengers
Depax Departing passengers ONS Office of National Statistics
F&B Food & beverage Pax Passenger
FX Foreign exchange Q7 Current CAA regulatory period
GDP Gross domestic product SPTP Sales per total passengers
GOAD Experian's retail database of UK commercial space SPDP Sales per departing passenger
H8 CAA review of regulatory arrangements SWOT Strengths, Weaknesses, Opportunities and Threats
HAL Heathrow Airport Ltd Topax Total passengers
HEX Heathrow Express WDF World Duty Free
HS1 High Speed One YTD Year to date
IPTP Income per total passenger FY Financial Year
KPI Key performance indicator CY Calendar Year
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Classification: Internal

Introduction to the study

BACKGROUND

A &=9L @) GO AJHGJL *AEAL=< 0& *06 AK ; MJJ=FLDQ AF L @= AWlhGhe nedviperi@i>
starting in 2027. As part of this business plan, they are seeking to review how well theiaeramautical income and particwdrly the retail
income, has been performing over the last 5 years, benchmarked versus other commercial environments. As well as understetadiagd
other commercial trends to inform their forecasting

A A similar exercise was commissioned in 2019. The purpose of this study is to review the recent historical performancehobeadmpare it to
other leading airports globally, and also to evaluate the performance in the context of other comparableaigrort environments, including key
high-street metrics, shopping centres and travel hubs.

A .J9?E9 OADD =N9DM9L= &=9L@JGOAK J=; =FL ©@eadoGJA; H=J>GJE9F; = 9F

Non-Aeronautical Income

— Duty free ' 1

— Specialist Shops Car Parking HEX Ralil

i Rental revenues
— Travel Essentials

Long Sta Paid for lounges
— F&B s . d

Short Stay
— Bureaux de change

- . Valet / Meet & Greet
— Advertising / Media

L Premium / VIP Services

Source: Pragma
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experience to deliver a focussed programme of analysis, performance benchmarking, and relevant strategjc
| commercial insights, helping to identify commercial trends and opportunities for Heathrow

SCOPEANDMETHODOLOGY

J9?E9AK K; GH= 9<<J=KK=< L@= >GDDGOAF? 9J=9Kn

6.
' 2. Review of 3. Benchmarking: 4. Review of 5 Identification
1. Review of Heathrow macro- Heathrow ’ e Ident|f|c_at|on of key_
current passenger and economic performance vs. commercial of key rlsk_s to opportunities
commercial offer factors and comparable . commercial and potential
impact airports environment performance revenue
streams
To cover the scope, Pragma used the following methodologies and data sources
Publicly available information: Data analysis Pragma specific data In-depth interviews
A Annual reports of key peer group A Heathrow trading data up to 2024 Heathrow stakeholder interviews:
airports and nonairport assets and A Heathrow Profiler data up to 2024 A Pragma Pulse Global Consumer A 16 interviews in total
brands including those released in Survey A 14 interviews with internal
2025 at time of report creation A Pragma white papers and thought stakeholders
A Market report publications leadership on consumer, retail, F&B, A 02 interviews with Heathrow
A Government / statistical macro travel business partners
information A Legacy experience of working on ove Wider experinterviews:
95 airports in over 45 countries, as A 10 interviews in total
well as downtown retail and high A 03 interviews with airport operators
street assets A 03 interviews with airport and

travel retail operators
A 04 interviews with wider retail
market asset managers and brands

INTRODUCTION AND METHODOLOGY 7286
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po6 &=9 L @eGradital inedmE is split between retail, surface access, property, rail and services. Thi:
report focusses on how performance has changed and evolved over the last 10 years, with a view to identjf
| key trends and drivers of recent performance, and the risks and opportunities for future performance at Hga

HEATHROVCOMMERCIAPERFORMANOES CAA [NCOMEBREAKDOWN

Heathrow nonaeronautical income split 2024 (£m) Heathrow nonaeronautical income per total passenger split 2024 (Em)
952.9 11.36

. 74.0 .
Services 8%) Includes bureaux de change Services

111.9 and VIP and fast track

(12% Includes HEX and Picadilly
Line

Rail Rail

146.2

(15% Includes rental revenue and
lounge revenue

Property (excl. Telecoms) Property (excl. Telecoms)

Surface access Surface access

Includes car parking and car
rental

Includes duty free, luxury,
409.3 specialist shops, pharmacy,
(43% F&B, advertising and other
retail

Retail (excl. Bureaux) Retail (excl. Bureaux)

2024 income 2024 income per total passenger

Source: HAL data
EXECUTIVE SUMMARY 9286



2) Total noraeronautical 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 act
| increased by a CAGR of +14% to £953m in 2024, income per passenger decreased by2¥(AGER1086

EXECUTIVSUMMARY HEATHROVCOMMERCIAPERFORMANJECAA BRECASVSACTUAL INCOME ¥ caA forecast ll Actual

Total income forecast vs actual (2012018, 2022024)

£m £m
1,500 1 /./> 1,500 -
@ 1,014
1,000 - 816 1,000 915 912 e 953
698 759 733 763 ‘ 733 i %
oy | was ass 626 641 656 677 \ﬁ o ® \\ \\
"B B B B B B
° 2014 2015 2016 2017 2018 ° 2022

Total income per passenger forecast vs actual (2@D48, 2022024)

£ £
15 - 15 -
9.73 9.88 10.19
10 - 53 8.55 . S 10 -
5 4 5 4
0 0
2016 2017 2018
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
I(:‘rﬁ;( 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
Source: H7 forecast; HAL data; Pragma analysis Notes: Total income figures include services, rail, property (excl. telecoms), 10 | 286

EXECUTIVE SUMMARY surface access and retail (excl. bureau) only



3) Whilst all categories have delivered total inceme=growthafrom 2022 to 2024, driven predominantly by high
pandemic passenger volumes, retail and services are the only categories to achieve growth in IPTP, servige
| driven by positive trends in VIP/premium services. Retail income has the largest deviation in IPTP from CA/#

EXECUTIVSUMMARY HEATHROVCOMMERCIAPERFORMANJECAA BRECASVSACTUAL INCOME

2022 2024 2024 vs. 2022

Actual Actual Actual

Category  Actual Forecas! Actual Actual Forecas! Actual 2024 vs. 2024 vs.
£m IPTP £ IPTPE £m IPTP £ IPTPE vs. forecast 2022

2022 IPTP IPTP

Commentary

A Retail performance significantly challenged relative to the CAA
forecast by speciality retail, particularly luxury and duty free, due to

i 0, - 0, 0,
Retail 298 5.56 4.83 409 6.23 4.88 5 e 1% the combination of the removal of tax free shopping and declining
Chinese passenger spend
A Whilst the longesterm trend was relatively flat leading up to 2019,
Surface recent higher performance in IPTP was driven by Covid disruption.
168 2.34 2.72 211 2.39 2.52 26% 5% -1% Following a postCovid decline, actual IPTP has declined, partly due
access
car parking reaching capacity at peak times, with limited growth
opportunity without incremental capacity
Propert 122 213 1.99 146 179 174 20% 20 120 A Stable overall performance, but declining IPTP due to relatively fixed
perty ' ' ' ' 0 0 space and the guide price system
A Recent total income for rail was driven by a large increase in income
Rail 94 151 153 112 158 133 19%  -16%  -13% from the track access charge (E19m in 2024 vs. £2.5m in 2022). IPTP

from HEX declined significantly due to the opening of the Elizabeth
Line

A Services have been impacted by a continued reduction in income
Services 51 0.85 0.82 74 0.85 0.88 46% 3% 7% from bureau, due to ongoing trend of reduced consumer demand, b
mitigated by positive trends in VIP and Fast Track

A Reduced IPTP performance of retail and services is having the

Total 733 12.39 11.89 953 1285 11.36 | 30% @ -12% -5% e
largest negative impact on performance vs. CAA forecast

Source: H7 forecast; HAL data; Pragma analysis

EXECUTIVE SUMMARY 11| 286



4) With space constrained terminals and no opportanityrformaterial increases in commercial space to suppc
rising passenger numbers, HAL retail performance has been further penalised as the highest income dengit
| categories of luxury and VAT refund have been severely impacted by the removal of VAT free shopping

HAL @RECATEGORBUMMARY RETAIL| INCOMEPERTOTALPASSENGERSY CATEGORANDSUB-CATEGORY

Income per total passengers 2018 vs 2023 and 2024, by category, £m Income per total passengers 2018 vs 2023 and 2024, by servicesagabory, £m
F&B is the only category to have achieved an increase in IPTP, 1.3
with its proportional contribution increasing from 11% to % 2024
19%, but it has the lowest income density (income per m2). Other Change income
6.7 Services IPTP has declined due to removal of VAT refund . (2018 density
0.6 || income and the declining bureau income as a result of market VIP/fast track/ SN pem - . 2024) (E/m?)
Advertising ’ ' changes, as opposed to changes in space strategy premium services : h 0
(10%) |
) -100%
NN 5.7 % S .
_ 1.3 NN 2D Change. 48% .
Services 0.5 |pTp 'Ncome Bureau .
(1999 B} , density
\ (2018 (£/m?) . . -56%
N . 2024)
N 05 I 2018 2023 2024
(11% A A 9% - Income per total passengers 2018 vs 2023 and 2024, by speciality retaitatigigory,
) 1.0 2.1 £m
% 2024
0 0 \
(18% (1999 J Other Change income
21 . S -31% 19,381

2018 densit
Speciality retail ( ity

(31%

2

1.5 1.5 healthcare N ., . 15> 2024) (E/m?)

(2799 (2699 39% 4,015 affordable quur5/ 0.2 18% 4,234
o B e | /(1039

0% 6,401
1 0.1

(8.499 -41% 5,361

-29% 5,979
1.9

(299

0 ' : )
Duty free 17 17 1.1  (24.2% (25.4%

Luxury § \ETeT —

32% 0 (53.3% 32% | 6,899
&2 S -11% 11,660 0l o
(38.5% (37.9% -50% [16,751
2018 2023 2024 2018 2023 2024
Source: HAL data; Pragma analysis Notes: Services income per passenger includes bureau, VAT refund, vending and
EXECUTIVE SUMMARY VIP/fast track/premium services. *Services income density includes bureau and 12 | 286
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5) The longeterm historic period from 2013 to 2019-delivered stable robust growth in income per passenggr
across all categories. Since 2019 however, there has been significant volatility, and all categories apart fr
| have seen a reduction in performance in 2024 compared to 2019, particularly speciality retail

HAL @RECATEGORBUMMARY RETAIL| INCOMEPERTOTALPASSENGEBROWTHBY CATEGORY

Income per total passenger growth, indexed 2013 by category

3.0 - PostCovid, Heathrow performance
has been severely challenged by the
removal of VAT free shopping,
changes in passenger spend

25 | behaviours, and an increasingly
constrained space provision

D

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

1.5 -
: Advertising
Duty free

¢ Services

\ Speciality retail
0.5
0.0 T T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: HAL data; Pragma analysis
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6) The quantum of commercial space provisioneatitdeathrow is low relative to industry standards. In most
instances, where other airports have increased commercial revenue, it has been driven by a material incrga
., GEE=J; A9D KH9; =J71 J=>D=; LAF? L@= ; @9DD=F?=K AF K

EXECUTIVEUMMARY HAL ©RECATEGORBUMMARY RETAIL| SPACEPERMILLION

Commercial space! (m?) per million passengers, latest year available

0 500 1,000 1,500 2,000 2,500 3,000
Vancouver 2,999
Changi 1,429 The high level of commercial space at Vancouver Airport is |a
result of the airport diversifying its revenue streams, with the
Munich 1.243 development of the McArthur Glen Designer Outlet on the
' landside airport property

Istanbul 1,178

Sydney Both Sydney Airport and Rome Airport

significantly increased the commercial spac
provision over recent years, with terminal
redevelopment projects, helping to drive
enhanced revenues

11

Doha

Rome

Heathrow

MAG

Gatwick

Athens

. )
i

LAX New commercial space at Rome Fiumicino Luxury quarter at Sydney Airport

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

EXECUTIVE SUMMARY (excludes lounges and wider property); Data not available for Tokyo 14 | 286



7) As passenger numbers continue to grow andschaltenges!' of adding new space remain, the quantum of sp:
million passengers will continue to decrease. Addition of NGS has taken additional space and will take mofe
completion, creating further challenges, with the ROI on space interventions also being challenged by risi

EXECUTIVBUMMARY HAL ©RECATEGORBUMMARY RETAIL| SPACEPERMILLIONFORECAST

Terminal Space (m?)
Terminal 2 12,961
Terminal 3 11,234
Terminal 4 8,884
Terminal 5 18,768
Total 56,232

Space per million (m2)

— Passenger forecastiill Actual SPM lll Forecast SPM

Future projection of commercial space! (m?2) per million passengers at HAL

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; =
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 pops

In addition to the total quantum of space being
challenged on an annualised passenger ratio;
the day-part trading profile is also being PHO9 ;
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= | >MDDA

Passenger forecast (millions)

800 ~ - 100
712
700 - 90
80
600 -
70
500 - 60
400 -+ 50
300 - e
30
200 -
20
100 - 10
0 - 0
2023 2024 2025F 2026F 2027F 2028F 2029F 2030F
Source: HAL data; Pragma analysis
EXECUTIVE SUMMARY 15| 286



8) In relation to the space provision by terminal, all térfingls aréalfeady operating below the preferable spacethatios of o
leading hub airports, with Terminals 3 and 5 the most severely space constrained. With continued forecast passengeagrojv
fixed asset base, this becomes progressively worse, negatively impacting both revenue generation and customer satisfac

EXECUTIVBUMMARY HAL ©RECATEGORBUMMARY RETAIL| SPACEPERMILLIONFORECAS|TTERMINAL

m2
1,200 -

1,000 -
800 4 717
600 -
400 -

200 +

Space per million forecast Terminal 2

Space ratio for leading global hub terminals

i ] ) ] ]

616 604

2023

1,200 7 1,097
1,000 A
800 -
600 -
400 -

200 -

2024

i 939 920 902 885

2025F

2026F

2027F

2028F 2029F 2030F

Space per million forecast Terminal 4

867 850

2023

2024

2025F

2026F

2027F

2028F 2029F 2030F

m2
1,200 -

1,000 -
800 -
600 -
400 -

200 +

0 -

1,200 ~
1,000 -
800 -
600 -
400 ~

200 +

0 -

572

I Actual I Forecast

Space per million forecast Terminal 3

541 530 520 510 500 490 480

2023

563

2025F 2026F 2027F 2028F 2029F 2030F

Space per million forecast Terminal 5

540 530 519 509 499 489 480

2023

2025F 2026F 2027F 2028F 2029F 2030F

iC

EXECUTIVE SUMMARY

Source: HAL data; Pragma analysis
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9) Speciality retail, the second largest retail categoryoafterrduty free, has experienced a large recent reducfic
income pertopaxsince 2019, along with vending and burdRedacted] Only F&B, advertising and VIP/premiu
| services have driven IPTP growth

EXECUTIVBUMMARY HAL ©RECATEGORBUMMARY RETAIL| KEYMETRICBYCATEGORY

2024 2024 Recent IPT' Long term Future growth
Category  income 2024 2024 % 2024 space income trend (201¢ IPTP trend Recent performance trends & kev drivers outlook
gory E&my PTP (£ share (m?) density t0 2024 (2013 to P y
(E/m2) CAGR) 2024 CAGE Nearterm — H8
[Redacted]
A Substantial challenge to performance, driven by reduce
Specialit luxury sales from lack of VAfTee shopping anda Low Low
peciallty 1232 15 26% 20,599 5,979 -8% -2% changing market, with less Chinese consumption and a
Retall - . . . -ve -ve
trend for less visibly ostentatious consumption by Chine
consumers
F2B 88.7 11 19% 22,082 4,015 6% 6% A Robust_performanc_:e drlven_ by strong consumer deman Medium Low
but upside constrained by fixed space +ve +ve
A Moderate performance in the context of substantial rece
Advertising  49.1 06 10% i i 204 3% chaIIenges of Cov!d and ageing asfsets, but aqlvertlsmg is Low Low
becoming constrained by corporations becoming cautio  +ve +ve
of advertising within airports due to CSR consequences
Bureau 230 03 5% 1,176 19,530 11% 8% A Confun_ued reduction to due to long term trend of Medium  Medium
declining consumer demand for FX cash -ve -ve
VIP/fas'F tracki 50.6 06 11% i i 1% 11% A Growth cons_tralned by space, but performance enhanci  Low Low
premium through continued product innovation +ve +ve
Vending 005 0001 001% 12 4.756 -40% 26% A Marglnal contribution t.o.|ncome, with declining returns ¢ Low-ve  Low-ve
fixed asset base and rising pax volumes
VAT refund i i i i i i i A Complete loss of category income due to removal of VAKIO income No income

reclaim legislation

Source: HAL data; Pragma analysis

EXECUTIVE SUMMARY 17| 286



10) Of the wider neaero categories, Picadilly Lineiexperienced the largest reduction in income per passenge
71% from 2018 to 2023, followed by HEZS86. Car parking had a large increase of +41% to £2.21 driven by|s
| term car parks with the highest growth and contribution, followed by car rental at +24% to £0.33

EXECUTIVBUMMARY HAL ©RECATEGORBUMMARY SURFACRCCESSPROPERTXNDCARRENTAL IPTP | BTEGORY

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

%

6.03 2.21
5.81 Change 2.14 -~
Picadilly Line, 562 | 0.34 [0.03- 0.05 (2018
4 0.9 2024) Valet/Meet & Greet
0.19 0.34 -
Track access charges= " ¢ 0.06_ .. 033
Car renta PL -11% Business/Mid stay car parks
90 1.57 / // Choa/onge
Property B TA  279% Long Term Car Parks (2018
2024)
CR 24% \Y 49%
Car parking ,
3% B/M 14%
Short Term Car Parks
41% LT 31%
HEX
-35% 49%
2018 2023 2024 2018 2023 2024
Source: HAL data; Pragma analysis
18] 286
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11) The outlook across the wider raero categoriesdsaelatively stable, albeit with only a few categories
presenting the prospect of incremental revenue growth, and the scale of upside is constrained by space cqn

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

EXECUTIVBUMMARY HAL @RECATEGORBUMMARY SURFACRCCESSPROPERTXNDCARRENTAL SUMMARY

Recent IPTF Long term Future growth
Categor 2024 income 2024 2024 trend (2019 IPTP trend Recent performance trends & kev drivers outlook
gory (Em) IPTP () % share t0 2024 (2013 to 202 P y
CAGR) CAGR) Nearterm H8
A Strong CAGR growth in the recent period underpinned
Carparking  185.4 221 38% 7% 5% by growth across all parking products, and Flat Flat

enhancement of yield management, space optimisatic
and product innovation, with future outlook stable

A Low but stable growth underpinned by consistent rent
Property 156.7 1.87 32% 1% - development of lounge proposition and campus Low +ve Low +ve
development, but constrained by relatively fixed asset

base and guide price regulation

A Following a period of growth pos€ovid, the opening of
the Elizabeth Line led to @2% reduction in IPTP from
0, -B0 -0, s
HEX 94.6 1.13 19% 5% 4% 2023 to 2024. With ridership now considered more Flat Low-ve

stable, the outlook is relatively flat

A Continued use of Elizabeth line and HEX as well as
Picadilly Line 4.6 0.05 1% -38% -9% linkages between HEX and HS2 train stations could Low-ve Low-ve
provide a negative impact

A Uncertainties around of new track agreement in 2028
18.6 0.22 4% 25%* - and the introduction of HS2 could have some potential  Low +ve Low-ve
negative impacts

Track access
charges

A Strong growth, elevated by Covid and a desire to use
personal transport and rising prices from operators,
Car rental 27.3 0.33 6% 4% 3% which has now diminished slightly, but the outlook is Low +ve Low +ve
positive supported by rising North American traffic anc
operational improvements

Source: HAL data; Pragma analysis Notes: Property income data only available from2@A3. * Track access

EXECUTIVE SUMMARY charges CAGR data based on is May\Vert8 2019, annualised for the full 19 | 286

year



12) From a macrperspective, whilst the recoverysand growth oflinp passenger volumes has driven total

income growth across all revenue streams, negative trends in passenger spending patterns, the reduction|ir
per total passenger for key segments, and unfavourable mix share movements present a challenging outldo
. ’
EXECUTIVSUMMARY SUMMARYOFKEYCONSUMERVARKETANDMACRO RENDS
Component Recent Impact Commentary Outlook
A Covid led to the severe global macro shock and subsequent loss of traffic, with volumes at Heathrow dec| Medium +ve
-76% from 81m in 2019 to 19m in 2021. Overall, actual passenger numbers achieved by Heathrow have Benefitting total
Passenger Huge loss during Covid, typically consistently surpassed the CAA forecasts from 2014 to 2024, with 2024 achieving the highest volune®me growth, but
Volumes followed by strong growth on record, at 84m, surpassing the previous peak of 81m in 2019. Whilst thettongCAGR growth rate from with risks of
2014 to 2024 has been 1.3%, the recent yeasyear growth was +6% in 2024, demonstrating the strong re | increased capacity
bound postCovid constraints at HAL
A 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
Medium +ve for F&B speciality retail from 45% to 39%, F&B has declined slightly by 2ppts to §B%gacted]. This demonstrates Low-ve
General Flat for Duty Free the general consumer shift towards the experience economy, as consumers increasingly prioritise spending/pward pressure on
Passenger Mediumcve for Retail on experiences over physical products, the impact of declining luxury spend due to the removal of VAT and-&B, but downward
Spending Overall negative impact changing Chinese passenger spend, and F&B space at Heathrow being constrained pressure on high AT
Patterns due to reduction in high A In analysing passenger spend by category from Heathrow Profiler survey data, the overall commercial SPTdRity free and luxury
spending categories showed modest growth of +4% from 2019 to 2023 but declirgth from 2023 to 2024. Duty free, the largest retail
contributor has decreased3% from 2019 to 2024, with speciality retail and travel essentials decreasifgy
and F&B delivering the highest growth of +27%
Medium +ve Africa
o L . . . . . . Flat on balance
Pax Spend Low_+ve EU & _USA A All of the top four destinations that h|stor|cally had the highest SPTP in 2019, experlenceq declines in the|rLOW upward pressur,
Mediumc¢ve China SPTP to 2024, most notably Emerging East Asia, Developed East Asia and the CIS, declB@9g, 6%, .
by - . . S . in some markets, an|
Destination Overall negan_ve |_mpact and-45% respectively Whilst a number of destmauon_s have grown over the period, many had lower than continued downward
due to reduction in the average SPTP, such that overall average SPTP declih&gfrom 2019 to 2023 in others
highest spending routes
A Between 2019 and 2024, the proportional mix share of the two highest spending destinations, decreased Lowcve
Pax Mix Reduction in mix share of  substantially, with Emerging East Asia reducing from 4% to 3.4% and Developed East Asia reducing from 5.8%\eer spending
Share highest spending regions  4.2%. Whilst a number of destinations with lowban-average SPTP, increased their mix share, such as Nortestinations continug
America increasing from 23.3% to 24.6%, and Latin America increasing from 1.7% to 2.6% to grow mix share
Source: H7 forecast; HAL data; Pragma analysis
EXECUTIVE SUMMARY 20| 286



13) All of the top four destinations that historicallyhracd:therhighest SPTP in 2019, experienced declines in th
to 2024, Emerging East Asia, Developed Asia, and the CIS, decHsdigi26%, and45% respectively. Other
| Europe, Latin America and UK & CI have shown strong increases in SPTP vs 2019 and 2023

HEATHROVCOMMERCIAPERFORMANCETOTALCOMMERCIASALEDRIVERS B 2019 M 2023 W 2024

Average SPTP by destination (202024)

£
250 -
210
200 + 179 @ @ 175
126 152
150 - 129 140 130 128 119 137 132 136 116
123 116 120 110 116 111
i 102 o110 g g
100
50 A
0" 2 2 2 ) S B 5 S S o o ) @ o

- = i © E < < S 5 3 o w o ©

2 & © < = & £ £ x T < g

L w 3 £ = o < < - ‘%’ <

2 3 s 2 n @ = = £ <

2 _8- g 2 O

o [}

£ 0

L A

Change in SPTP (2024 vs. 2019)
-39% 26% 6% -45% 17% 6% 36% 7% 45% 39% 68% 9% 2%
% of Pax Volume (2024 vs. 2019)
L pH Pl R TR p Pl e PR pod PR pH PR p Tl e PJR M PR pH PR R TlR M P|R o P
4.0% 3.4%|5.3% 4.2%| 9.6% 10.29 0.1% o.1%| 0.8% 1.0%|3.6% 4.4%| 3.5% 3.0%|23.3°/c24.6° 1.7% 2.6%| 6.0% 6.0%| 2.5% 2.3%|38.5°/c37.5° 1.1% 0.8%
Source: HAL Profilers 20034 21 | 286
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14) The government policy of removing ¥t&& shoepping: haszhad a significant negative impact on luxury salgs
Heathrow, which will continue to present a challenging environment and reduced competitiveness, the im
| which has been further compounded by the general decline in Chinese passenger spend, and pressure frgn

EXECUTIVEUMMARY SUMMARYOFKEYCONSUMERMARKETANDMACROIRENDS

Component Recent Impact Commentary Outlook

Medium qve
The removal of VATree shopping has led to significant declines in international tourist spending in the UK, with
many highspending visitors favouring tafriendly destinations in Europe. This policy change has negatively The appetite to
impacted luxury retailers and the wider economy, contributing to reduced profits and competitiveness spend on luxury at
The impact at Heathrow has been profound, with the SPTP of luxury declifié§o from £6.13 in 2019 to £2.72 in Heathrow will
2024, a CAGR 5%, which is a complete reversal of the robust CAGR growth of +12% from 2013 to 2018 continue to be
suppressed

VAT
Removal

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 hoth  Lowcgve

domestically with slowing GDP growth in China, and UK policies

. A2@= 3)AK J=EGN9D G> L@= 4 2 J=>MF< K; @=E= @9 K ? AN =TRe pte@widF fighs9

Chinese : S . :

Passengers Medium-ve refunc_ls, _makmg it curren_tly a more attractive market fpr luxury consumers . _ . are un_hk_ely to return
A The significant increase in duty free sales value at Hainan Island from 2023 is attributed to the pandemic to similar levels,

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

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

other global airports such as Dubai, have also seen strong decreases in Chinese average spend

A UK internet sales as a share of total retail sales were growing steadily prior to €®ithen 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 gevid levels, averaging c.27%. The recent average yeayear monthly
growth rate for 2024 has been c¢.2%, illustrating a maturity and stabilisation of sales across physical and online :
: . . . ; ; pportunity for
Overall, there will be continue to be pressure on the sales potential of physical stores on the high street and alrpor?mWth of digital
retail environments, as online purchases count for an increasingly larger share of retail spend, but airports are St\i/lvithin air ortg but
predominantly environments for physical shopping ports,
A : : . . . . . L . low overall impact or
Leading airports, including Heathrow have been investing substantially in digital platforms to create attractive -
. " oo o o revenue contribution
omnichannel propositions for customers, but the uptake and contribution of digital sales vs. physicatane sales
in airports still remains very low, demonstrating the challenge of growing online sales in airports

Flat

Continued
Rise of A
Online Low-ve

Retailing

Source: H7 forecast; HAL data; Pragma analysis

EXECUTIVE SUMMARY 22 | 286



15) Further reduction in demand for FX cash is=settorcontinue the decline of income from bureau, whilst the
of exchange rate fluctuations and ngeneration security are considered to be more benign. From a ssigely
perspective, terminal space constraints will continue to limit incremental revenue gains from rising traffic vl

EXECUTIVEUM MARY SUMMARYDOFKEYCONSUMERVARKETANDMACRO RENDS

Component | Recent Impact Commentary Outlook
Foreian A Services SPTP experienced significant decline from 2013 to 2018 at a CA&R/flargely driven by the decline in

Exchgn o Medium-ve bureau sales due to increased digitised payments. More recently, incomer per passenger for bureau declined at a Medium -ve
Purchasjing CAGR rate 6.1% from 2019 to 2024, and whilst cash will continue to be required by certain groups, bureau conti

to be a declining market

A Following the announcement of the EU referendum, the strength of the GBP depreciated against the major global  Limited overall
Exchange Low +ve USA currencies and then experienced volatility during Qovid. Since 20.2'0, the GBP has eppreciated against the Euro anchfg|ct given balanct
Rates Lowcgve EU & on an upward trend against from the Yuan, reducing the affordability of EU and Chinese passengers shopping at  of exchange rates
China Heathrow, but the exchange has remained on a largely downward trend against the USD, increasing the spending moving in different
power of US visitors to the UK directions

A The implementation of the nexggeneration 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 | . :
. : ) i ) : ) mgﬂect, given upwart
Next income in 2024. It has however, required a larger area, which has negatively impacted F&B space in some areas 0 SE Skt of hiaher
Generation Low-ve terminals (e.g. T5), with a knoein impact on revenue. Going forwards, the general view is that it may have a positived ell times gbut
Security impact on dwell times, and hence departure lounge spend, and is unlikely to have a major negative impact on saleg St Y
i . ) ) . ... downward impact on
water / other liquids, given continued uncertainty of regulations amongst global travellers, and the already existing
opportunity to re-fill personal water bottles

Limited overall

water sales

A 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
Space : . . . L . :
Constraints Medium-ve incremental revenue per passenger growth .Wlth a fixed asset _base. .In addition to the aggregate rise in passenger Medium -ve

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

Source: H7 forecast; HAL data; Pragma analysis
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AF; DM<AF? ;9J) H9JCAF?J] HIGH=JLQJ] 9F< GH=J9LAGF9

BENCHMARKIN[EINCOMEBANDDEFINITIONS

Note: it is important to note that there is inconsistency in the ways in which different airports report their financiakstetts and revenue reporting lines.
The exact definitions of each neaeronautical revenue category differs between airports, hence there are inconsistencies wbeparing across airports.

Airport income benchmarking bands and their definitions

Ir;)c:)nrze Definition Heathrow example categories Other benchmark example categories

Manchester Airports Group: retail, car parking,
property,| GL @=J A

Non- Income that has been reported from all neairine 0=L9 ADJ/l <MLQ >J==J1 $5b Rome: retail. advertising.car parking. propert
Aeronaut  sources and these include commercial income, ;93 H9JCAF?/ 9F< | GL @=. | G L.@: J i gearp 9. property,
ical investments, dividends, etc. property, operational facilities and utilities Aena: retail, duty free, F&Bcar rental, car parking,
VIP servicesadvertising, property
Income that has been reported from commercial Manchester Airports Group:J =L 9 AD A F< |
Commerc including duty free, retail, F&B, advertising,and O0=L 9 ADJ] <MLQ >J==7J] $5b Rome:J =L9ADJ] 9<N=JLAKAF?/ |
ial: ancillary services, etc. Aena:retail, duty free, F&B, advertising

Greenrepresents categories common is both Nekeronautical and Commercial
Redrepresents categories in NeAeronautical but not within Commercial

Source: Pragma analysis ; Company/airport accounts
24| 286
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17) From 2013 to 2019, raeronautical revenue'remainederelatively stable for most European and APAC aifp
with significant volatility in 2020 and 2021 due to Covid, returning to a more settled position in 2023. Heathi
| followed a similar path, with an upwards spike, returning in 2023 to a level similar to 2018, slightly higher the

EXECUTIVBUMMARY BENCHMARKINENON-AERONAUTICAREVENUE AVERAGBFEUROPEAMNDAPACAIRPORTSY' SHEATHROW

Annual nonaeronautical revenue per passenger, indexed from 2013

2.8 -
2.6
2.4 +
2.2 -
2.0 +
1.8
1.6 ~ APAC average
1.4

Europe average
1.2 P 9

Heathrow
1.0 —< —
/

08 T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Heathrow 1.00 1.02 1.06 1.06 1.13 1.16 1.07 1.92 2.71 1.18 1.16

Source: Pragma analysis ; Company/airport accounts
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18) Heathrow achieved the highest reronauticakifevenuerper passenger in 2023 of the benchmark set. Whi

&=9L@IGOAK '.. ?2J=0 X6 >JGE TI'Ppx LG éprgrP AF TP
9F< &=9L@JGOAK pd ! %0 KAF:= I'Pprf O9K 9DKG DGO=[
] ’
BENCHMARKINGNON-AERONAUTICAREVENUE BN 2019 M 2023
Annual nonraeronautical revenue per passenger (2019 vs 2023)
£
14.2
- 15.3
16 14.4
14 \oulll 133128 129 134
11.8 11.6
12 - 11.1 100 10.8 105
10 9.3 9.4 1949598 9150 . . 91
8 - : 7.3 7.1 7.2 ’
61 2351554753 146 46 45 ,,
4. 3.8gm 3.7gm 34
2.72.8 26
5 | 1.8
0 - — 0
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Growth Rate (2019 vs 2023)
8% -30% -8% -14% -19% 44% 4% |22% 50% 27% 44% 27% 20% 14% 3% |-81% 5% 12% 6% 23% 23% 21% 4% |45% Mlesf’o'/?r
CAGR, full period (up to 10 years)
1% -1% -1% -1% 6% 7% 3% 7% 6% 4% 6% 4% 4% 1% 1% 3% 1% 2% 2% 2% 6% -2% 1% 2% Mgt;’an
AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis ,GL=K@ +MFA; @ <9L9 =P; DM<=K 2GL@=JB O@A; g) AF;
PERFORMANCE BENCHMARKING consulting and training services for the aviation industry, as well as utility 2 |286

services and fuel



19) Hub airports like Heathrow lead in remronauticalirevenue per passenger, though growth rates vary, with
many of the largest hubs experiencing both recent and leteger decline. In contrast, selected regional airports
like Manchester and Edinburgh exhibit stronger growth, supported by investment and transformation projegt

EXECUTIVSUMMARY BENCHMARKIN[SNON-AERONAUTICAREVENUE B 2019 M 2023
Annual nonraeronautical revenue per passengéhub airports vs other airports (2019 vs 2023)
Hub Airports Other Airports
14.2 £
-t<15.3
16 11.812.9 14.4 16 1

14 4 13.4

12
10

o N A O
N
D

O N A O @

Heathrow
Vancouve

Tokyo Haned
Kuala Lumpu

Growth Rate (2019 vs 2023)

. Medi
8% -30% -8% -14%-19% 44% 4% 22% -31% 14% 20% 3% 5% 12% 23% 23% 4% |45% M‘;‘oj/:’a” 509 27% 44% 27% 6% 21% "o

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% M(;,\-(éi/:)an 6% 4% 6% 4% 2% -2% Mi?/i)an

AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis 271286
PERFORMANCE BENCHMARKING |



'rpé

& = 9 L @roBadikdd IPF shdwed nogrowth in2024 from 2023 levels, a result of increased pasde
numbers. Schiphol saw the highest growth in IPP from 2023 to 2024 of 30%, driven by increases in concesgs
| revenue because of a renewed retail offer and increases in car parking revenue

BENCHMARKINENON-AERONAUTICAREVENUE

16 -

14 -
12 - 11.6

10

o N bMA O ©

Heathrow

0% 2% 8% 3%

1% -6% 4% 5%

B 2019 W 2023 W 2024

Annual noraeronautical revenue per passenger (2019 vs 2023 and 2024)

=ABAF?AK FGF

AJ HG JatrénéuticAlF ; J =9 K= AF
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

aeronautical IPP is reflective of 1: @AH@GD
an increase in passenger
numbers significantly in excess
of norraeronautical income

)
>
5
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3]
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>
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o
©

<
[
)
o
o

]

Growth Rate (2023 vs 2024)

-3% -2% -10% 2% 3% 30% -3% 5% 4% Median 2%

CAGR, full period (up to 10 years)

Median

3% 1% 5% 1% 3% 1%

1% 1% 1% 1%

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Source: Company/airport accounts; Pragma analysis

, GL=Kp +MFA; @ <9L9 =P; DM<=K ?2GL@=JB OQ@A;
consulting and training services for the aviation industry, as well as utility
services and fuel

o8 | 586



21) An overview of the drivers of ramronauticaFrevenuvest@eross hub and other airports demonstrates that ke
factors supporting growth include: higher passenger traffic, retail and F&B space expansions, enhanced par
services, and substantial capital investments in terminal and commercial development projects

EXECUTIVEUMMARY BENCHMARKINENON-AERONAUTICAREVENUE

Hub Airports Other Airports
A LAXy ' F $7 T PabronAutical re§eAu¢ grewQBe to higher passenger traffi¢, [A  MAG The increase in nomaeronautical revenue at Manchester Airports
commercial activity, and a significant uplift in terminalse fee adjustments. A $2.3 Group was driven by higher passenger traffic surpassing-paademic
billion upgrade in 20222023 added 74,300 sgm to Terminals 2 and 3, including a n¢w levels, strong retail growth in dutfree, F&B, and lounges, and increased dqar
checkin lobby, security, baggage claim, and Delta Sky Club. The 13,600 sqgm MS( parking revenue, particularly from prdooked services

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

A Edinburgh: The increase in noiaeronautical revenue at Edinburgh Airport
was driven by higher passenger traffic, expanded retail and F&B offering$,
and operational efficiencies from outsourcing passenger services

A Tokyo Haneda The growth is driven by recovering passenger volumes, yen
depreciation, and increased revenue from dufyee sales, F&B, and services. The 2(23
opening of Haneda Airport Garden, a 100,000 sgm space with 80 shops, restauranjts
and two hotels, also significantly boosted revenue

A Manchester: Terminal 2 has been significantly expanded, doubling its sizg in
2021 as part of a £1.3 billion transformation program, which has contribufed
to a notable increase in passenger numbers and revenues, surpassing pfe
pandemic levels, driven by the recovery of short and Iehgul route
networks, including new links to key destinations in the Middle East and S

A Toronto: The airport enhanced passenger experience through expanded retail ang
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

A Zurich: Revenue increased due to recovering passenger traffic reaching 28.9 miIIiJn,
real estate expansion with developments like The Circle (CHF 1 billion investment
180,000 sgm) contributions from international operations like Natal and Noida
Airports, and higher passenger spending on retail and services

A Gatwick: The increase in no@aeronautical revenue at Gatwick Airport was
driven by higher passenger traffic, expanded retail and F&B offerings, an
enhanced car parking services, particularly in the poeoked market. In
2019, Gatwick launched a £1.11 billion fiyear investment plan to expand

A Beijing: The increase in noaeronautical revenue at Beijing Capital International North and South Terminal lounges and enhance retail options
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

j=n

Source: Pragma analysis;
Company/airport accounts; LAWA.org
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22) Four out of the top 5 airports for commerciakrevenueper passenger in 2019 experienced declines in tipe
H=J>GJE9F; = LG T PT I J1-109Ath #£8.7® sirfilar @ ihet OfAlsng Kong abDditie med@e ¢f
| +9% for the period. Manchester Airport Group has achieved amongst the highest growth from 2019 to 202

EXECUTIVISUMMARY BENCHMARKINETOTALCOMMERCIAL B 2019
£ 99 Total commercial revenue per passenger (2019 vs 2023) I 2023
10 - 8.9 MAG achieved high growth as a Gatwick has benefitted from| | The global hub airports such as Hong Kong, Heathrow, Beijing,
result of its largescale terminal || an enhanced F&B offer ADP, and Vancouver, that historically benefited from the high
8 - 74 transformation programme spending luxury Chinese consumer, have seen a significant
6.7 6.7 7.0 reduction in commercial revenue since 2019, due to the
6. 5.9 significant reduction in Chinese consumer spend
6 - 5.6 5.4
4.8 5.1 5.1
4.6 4. 4.6 45 4.4 41
| 3838 3.7
* 3.0 33 30973032 L, @
b o 238" 2224 525
2 u
0.81.0
0 s 5§ 2 B 5 £ 2 2 5 8
¢ Q = I=
2 £ 5 g < g 5 3 s 2 &
- o S
s £ = 7 L 3 -
T o >
O
Growth Rate (2019 vs 2023)
Median

-10% -10% 9% | -49% -18% 12% | 50% @ 11% -14% 14% 0% 10% | -38% 14% 6% 17% 5% 14% | 25% 9%

CAGR, full period (up to 10 years)

-2% 2% 1% 1% -1% 1% 6% 2% 2% 3% 1% 4% -3% 3% 2% 0% -1% 5% 1% Mig/!)an

) L Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out sepalreptyrts).ann
AIRPORT INDUSTRY COMMERCIAL izlr:c:nplﬁgn;?t 2232/5:11 Additional items may include advertising, car rentals and other miscellaneous items. There may be variations betwesretheeexac 30 | 286
PERFORMANCE BENCHMARKING pany/airp u recognised by airports within these however, they will largely be composed of retail and F&B and therefore relativiely compara



23) Hub airports like Hong Kong and Heathrow=eontinue<toachieve highest revenue per passengkddalbeit
declines between 2012023, significantly less than Beijing and Vancouver. Regional airports MAG Group, Ga
| and Athens have delivered robust growth, driven by terminal space development and enhancement projegs

EXECUTIVIBUMMARY BENCHMARKINETOTALCOMMERCIAL

B 2019
Il 2023

Total commercial revenue per passeng@&hub airports vs other airports (2019 vs 2023)

Hub Airports

=
o
<
=
[3M]
[}
I

Commercial: Income that has been reported from commercial including

Copenhage

-10% -10% 9% [-49% -18% 12% -14% 11% 0%

2% 2% 1% 1% -1%

1%

2% 2% 1%

retail, F&B, property, parking, advertising, and ancillary services, etc. Other Airports
£

10

Growth Rate (2019 vs 2023)

10% |-38% 14% 5% 14% 25% oo " 50% 14% 6% 17% Median
() 16%
CAGR, full period (up to 10 years)
. e
4% 3% 3% 1% 5% 1% o 6% 3% 2% 0% o

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Source: Pragma analysis;
Company/airport accounts

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out sepalreptyrts).ann
Additional items may include advertising, car rentals and other miscellaneous items. There may be variations betwesretheeexac 31 | 286
recognised by airports within these however, they will largely be composed of retail and F&B and therefore relativiely compara



rFo &=9L @) GOAK ; GEE = Jasie@Dend | | -A%sdedline FoM6.40, béld® the mediB
for 20232024 of +1%, but still the highest of benchmark airports that have released their latest figures. Schig
| achieved the highest growth of 52% from 2023, followed by Gatwick, driven by their renewed retail offers

EXECUTIVISUMMARY BENCHMARKINETOTALCOMMERCIAL BN 2019 M 2023 M 2024
£ Total commercial revenue per passenger (2019 vs 2023 and 2024)
8'7.467 %9 LOA; C AJHGIJLAK |, GF; AKKMGRAGDI = MIMHNI L AK ; GF; =
7 ' has benefitted from the improved retail benefitted from acquisition of Kappe, an airport
offering following the refurbishment of retailer specialising in perfumes, cosmetics, and
6 - the North Terminal sunglasses, allowing Schiphol to consolidate and
expand its retail offerings
5 3.8 41,,
4 3537 3.6
3 2799
2
1
0

Heathrow

Copenhage

Growth Rate (2023 vs 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%

) L Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out sepalreptyrts).ann
AIRPORT INDUSTRY COMMERCIAL izlr:c:nplﬁgn;?t 2232/5:11 Additional items may include advertising, car rentals and other miscellaneous items. There may be variations betwesretheeexac 32 | 286
PERFORMANCE BENCHMARKING pany/airp u recognised by airports within these however, they will largely be composed of retail and F&B and therefore relativiely compara



Classification: Internal

25) Future opportunities and risks at HeathrowRedactedppeciality retalil

EXECUTIVEUMMARY HEATHROVWCOMMERCIAPERFORMANJERSKS& QPPORTUNITIEEL)

[REDACTED

N\ [ N D\
A Retail space optimisation - reallocate underperforming areas to higiield categories like luxury and dutfree
o ) A Flagship expansion- focus on premium stores and blended retail models for higher returns
pportunity
A Infrastructure integration - align retail upgrades with terminal projects to improve passenger flow
Speciality L ) C Sustainability - introduce ecaofriendly retail concepts to meet passenger expectations /
Retail
« "\ /A Economic and regulatory - VATHree shopping removal and rising costs create financial pressures for retall Y
A Contract renewal risk 5< M= LG <=; DAFAF? DMPMJQ K9D=KJ] L@=J= AK 9 JAKC L @9
Risk bidding for stores, creating a significant challenge for HAL in maintaining income density and concession margin on nevistenan
A Passenger shifts- reduced interest in traditional shopping in favour of dining and experiences limits retail growth
\ J _/ \_A Operational disruptions - renovations and reallocation efforts may temporarily impact revenue and passenger satisfaction )
Source: HAL stakeholder interviews; Pragma analysis
EXECUTIVE SUMMARY 33| 286




Classification: Internal

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

EXECUTIVEUMMARY HEATHROVCOMMERCIAPERFORMANCERSKS& CPPORTUNITIEE)

D

Food &
Beverage

VIP/ Fast
Track /
Premium
Services

-

Opportunity

A\ J

Digital integration - expand digital ordering kiosk options to improve operational throughput and increase ATVSs, as these typically dm
around 1020% higher ATV for faster format F&B units

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

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

D

Risk

Opportunity

Risk

N

Space constraints 3the main risk to growing sales, with constrained capacity not being able to accommodate rising pax volumes
Economic impact - rising inflation and operational costs may reduce passenger spending and operator profitability

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

Premium dining underperformance & price sensitivity and lower passenger resonance with clied premium dining concepts D

Drive overall awareness 8 enhanced marketing to increase passenger awareness of expanded product offer \
Digital and B2C expansiondlaunch of digital ticketing for fast track will simplify access and improve uptake
Infrastructure growth - Windsor Suite expansion and communal lounges to attract diverse clients

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

Commercialise bespoke support to airlines 8 develop new opportunities to support, charge, and commercialise specific airline VIP
services (e.g. flights for sports teams)

o Do o Do Do /;»

Service disruption - renovations and temporary setups may impact customer satisfaction
Premium appeal - overuse of fast track by economy passengers risks diluting exclusivity
Brand reputation 8 poor service experiences e.g. delays risk negative PR

Economic pressuressinflation and reduced discretionary spending may impact demand
Regulatory delays - NGS project timelines or regulatory changes could disrupt service

e

lity

EXECUTIVE SUMMARY

Source: HAL stakeholder interviews; Pragma analysis
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Classification: Internal

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

EXECUTIVEUMMARY HEATHROVCOMMERCIAPERFORMANCERSKS& CPPORTUNITIEE3)
( ) A

A Yield management 3 optimise occupancy rates and pricing strategies to maximise revenue

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

Opportunity
A Experiential campaigns - capitalise on experiential advertising demand despite space constraints

_ Y, A Contract restructuring 8 explore splitting advertising rights by terminal or diversifying partners to increase competitiveness

ﬁ Market dependency dreliance on JCDecaux (contract expires in 2026) and HSBC (contract expires in 2026) and luxury brand adv&ti\sers

Advertising limits diversification

A Delayed investments and space constrained terminals 8 ageing estate risks revenue loss if digital updates are not undertaken, with risk
of diminishing returns as all the main highalue sites have been developed, and space constrained terminals limit new site dppiies

A Behavioural shifts & focus on ROI, shoterm 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

In-store advertising 8advertising delivered within stores (e.g. WDF / InMotion) benefits the retail tenant, but is not captured by the
Heathrow contract /

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

Risk

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

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

Guide price reform - link rents to passenger yield or adopt opemarket pricing for new developments, and adjust airline rental rates for

Propert g Y, airline lounges to better capture value of space /
y
/ﬁ

A
A

( \ ( VA
A

A

A

\

(a

Space constraints 8demand 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

Risk
A Market dependency - dependency on aviation demand, vulnerable to global disruptions
\A Business rates- regulatory shifts in business rates could raise costs D
A/ N

Source: HAL stakeholder interviews; Pragma analysis
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28) Future opportunities and risks at Heathrow for car parking

Classification: Internal

EXECUTIVEUMMARY HEATHROVWOMMERCIAPERFORMANJERSKS& QPPORTUNITIEES)

D

Car Parking

D

Opportunity

Risk

/A Pricing sensitivity - overpricing risks pushing customers to thirdarty operators or public transport

/( Capacity expansiond up to 4,000 additional spaces could unlock new revenue during peak demand (spaces can be increased to\42\{)00

within the T5 planning application)

A Digital transformation 8 upgrade to ticketless systems and agpased payments, bundle parking with HEX tickets for seamless travel,
personalised offers to drive bookings

A Premium products 8introduce valet services, rapid EV charging, and enhanced rerel-greet options to cater to higkvalue customers,
and enhance overall marketing

A Sustainability integration 8 establish EV charging hubs and incentivise environmentally friendly parking solutions

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

\ANorth & south solution 8longer term opportunity to create a northern and southern car parking solution to better serve customersjd

mitigate risk of single to CTA

>

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

A Competitor threats 3 off-site parking operators with lower overheads offering cheaper alternatives and taxi services such as Uber
reducing reliance on airport parking

A Regulatory constraints 3 airline governance requirements may delay parking expansion or transition projects, as well as continued

k sustainability pressures /

EXECUTIVE SUMMARY

Source: HAL stakeholder interviews; Pragma analysis
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Classification: Internal

29) Future opportunities and risks at Heathrow for car rental and ralil

EXECUTIVEUMMARY HEATHROVWOMMERCIAPERFORMANJERSKS& QPPORTUNITIEED)

)

Car Rental

Rail

|

G

/A Digital transformation 8a key focus, with emphasis on enhancing the customer journey and streamlining processes

A Consolidation for efficiency 8 movement towards consolidating car rental operations into a centralised base station to optimise space
— usage and- impr.(.)ve-operational eff_icienf:y - - | - | -
A Collaborations 8 being explored with private higher operators such as Uber and Bolt to align with sustainability goals, while maintaining
revenue streams from car rentals
_ Y A Sustainability $focus on aligning car rental services with sustainability goals including integration of EV charging infrastructure
s D
- [A Economic pressuressinflation and changes in passenger spending could affect demand for premium services such as car rentals

A Competition & private hire operators such as Uber pose challenges to short term car rental

& )
A Strategic partnerships - expand B2B with airlines, bundled offerings, and fast track services

. A Digital growth - strengthen the app and introduce dynamic pricing and promotions
S A Sustainability initiatives -D=N=J9? = &#6 AK =D=; L-doAseiustraveleEADO9Q LG 9LLJ9; L

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

& %

D
A Intensifying competiton -# DAR9: =L @ * AF= HJA; AF? 9F< 3:=J K=JNA; =K L@J=9L=F

he A Infrastructure and operational challenges -& 1" 9F< F=0 LJ9; C 9?2J==E=FLK E9Q <AKJMH <‘

A Economic PressuresJ AKAF?  GKLK 9F< HJA; = K=FKALANALQ ; GMD< @AF<=J] &#6
A Technological Risks- delay in upgrading physical and digital sales channels

.

EXECUTIVE SUMMARY

Source: HAL stakeholder interviews; Pragma analysis
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A) Overall retail space has marginally decreased-fream: 2018, as has penetrdipm. Whilst speciality retail
space has increased slightly, penetration has dropped significantly by 6ppts to 39%, delha&¥graincome.

(

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

HAL @RECATEGORBUMMARY RETAIL| COMMERCIASPACEBYSUB-CATEGORY

B 2018 W 2024

Space (m?) Penetration (%) Income (E£m)

[REDACTED

19,705

45
Speciality retalil Speciality retalil Speciality retalil

52
Food & beverage

56,060 77 452
Total

55,044 75 379

New Generation Security caused a loss of £4.1m
retail income on 2024 revenue, which is predicted
to increase further as its implementation continues

Source: HAL data
EXECUTIVE SUMMARY 39| 286



B) Total retail penetration at Heathrow has remained-targely consistent from 2015 to 2024 at 75%. However
recently, from 2018 there has been a substantial drop of 6ppts in the proportion of passengers visiting spegi
| retail from 45% to 39%, while F&B declined 2ppts to 50%Reutacted]

EXECUTIVSUMMARY HEATHROVCOMMERCIAPERFORMANJERETAILSALEDRIVER$ PENETRATION

Penetration rate (total) Penetration rate (by category)
% of passengers that visited duty fee retail or F&B % of passengers that visited
100 - 100 - Spe_C|aI|ty — F&B
retail
90 - @ > 90 -
The long term CAGR trend for F&B has been relatively flat at 0%;
80 177 76 78 77 76 75 76 76 75 80 - whilstspeciality retail is on downward trend 0f2%; demonstrating
\/—\74/ the challenge of delivering material incremental growth in this
categories with a fixed volume of commercial space in the terminals
70 1 70 1 at Heathrow
As passenger awareness of changes to VAT rules
60 - increases, this risks a decrease in penetration of 60 - 1
duty frt_ee and speuallty retail. In§|ght from the 52 50 CAGR 2013
50 | Changing Retail Spend at UK Airports Survey 50 _W 2024: 0%
shows that in July 2024, 31% of pax were aware of \ i
04 | 0,
40 - the changes vs 16% in Novemper 2021, and 48% 40 - 39 CAGR 2013
stated that they would be less likely to shop at the .
X 2024:-2%
airport once aware
30 - 30 -
20 - 20 -
10 - 10 -
0 T T T T T T T T 1 O T T T T T T T T T T 1
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: HAL Profilers 22034; Changing Retail Spend at UK Airports Survey
EXECUTIVE SUMMARY 2024 40 | 286
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D) After robust growth, speciality retail experieneed-ardramatic decrease in SPTP, declining at #® GA¢&roof
£10.40 in 2019 to £6.39 in 2024, largely duesdadecline in luxury SPTP, reflective of the VAT removal polify
| and changing consumer spend. CTN is the only category that has positively contributed to spend since 20J.

EXECUTIVEUMMARY HEATHROVWCOMMERCIAPERFORMANJESPECIALITRETAIL SPTP B Loy
Technology and music
Speciality retail SPTP by sutategory M cN

I Affordable luxury

Pharmacy and healthcare

£ Ml Retail gifts
_ Il Other

12 10.40 10.49 @

10 A . .

756 8.31 8.29
8 A . 7.22
- 6.91 7.12 6.43 6.70 6.39
6 - 2.93 3.98 4.00
4 1.10 0.42 i = s
-1 05 g8 B 0.9 it i 101 e 0.99 [ 1.00 0.98 fcle 1.02 g 093 RN L 053 s 055 g 0.50

21 080 L 0.66 063 0.67 0.68 065 L 048 0.41 0.56 B8 5y B8 44 BE888 43
o J || e — — I e =

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

c Waterfall chart of growth of SPTP (202818) c Waterfall chart of growth of SPTP (202924)
129 o4 129 104
109 [ 0.1 s 02— 0,1 — ) o : 10 1 B
L, B R R E Em .
,,,,,,,,, 6.4
;- ; o = T 5w
4 4
2 A 2 A
0 - 0 -
2013 SPP Luxury Technology CTN Affordable Pharmacy Retail gifts Other 2018 SPP 2019 SPP Luxury Technology CTN Affordable Pharmacy Retail gifts Other 2024 SPP
and music luxury and and music luxury and
healthcare healthcare

Source: HAL data , GL=Kmp Y-L@=JA ; GFKAKLK G> ?2#FL=JL9AFE=FL 9F«<
EXECUTIVE SUMMARY brooL DME@EiE=B K- 42286



E) Across core retail, F&B occupies the largest=sharerofieommercial space at 39% (and is under significang -
constraints), but generates the lowest income density. Specialty retail is the next highest at 37%, but has de

significant reduction in income density-80%, due to the reduced performance of luxury

HAL ©RECATEGORBUMMARY RETAIL| SALESDENSITIE®BYCATEGORY

Share of space and sales by category 2018

Serviced

Duty free

Speciality retail

Food & beverage

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

Share of space and sales by category 2024

Serviced

Duty free

Speciality retalil

Food & beverage

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

Sales density 2018 vs 2024

B sales density 2018l Sales density 2024
£/m2

340,000l 334,131

j- 184,867

—

|~

[ 35,39136,095

\\

Duty free Speciality retail Food & beverage Services

Income density 2018 vs 2024
B income density 2018l Income density 2024

£/m2

65,000 -
™ 11,16911,660
8,428

5,979

61,340

Duty free Speciality retail Food & beverage Services

Source: HAL data
EXECUTIVE SUMMARY

Notes: Services includes bureau, VAT refund and vending
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F) Through research and analysis of the annual reports of the benchmark airports, the following key factor
cited as driving positive and negative trends in-aeronautical revenue across the different categories

Classification: Internal

V)

EXECUTIVISUMMARY BENCHMARKINETRENDDRIVERS

Commercial
(retail and
catering)

Non-
aeronautical Car parking
revenue

Property

Drivers & Detractors of

Recent Performance

Example airports

Toronto Airport
Rome Airport
Munich Airport

Manchester Airports Grou
Edinburgh Airport
Heathrow Airport

Munich Airport
Athens Airport
Manchester Airport Grouy

Aena Airports

ADP Airport Group

Source: Pragma analysis ; Company/airport accounts

EXECUTIVE SUMMARY
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G) Compared to other international hub airportsssHeathrew:=has a significantly higher number afzariated
lounges and a high number of commase lounges, demonstrating the large share of space and operating

infrastructure that lounges accommodate within the terminal buildings

EXECUTIVBUMMARY BENCHMARKINBARLINEANDCOMMONJSELOUNGES

. . Airline-operated Commonuse . . Airline-operated Commonuse
Airport Terminal
Airport Terminal lounges lounges p lounges lounges
Doha Hamad International Airport 1M(3rlrrr]1inal 2 2 R 1 e !
Frankfurt Airport Terminal 2 4 2
Terminal 1 1
Total 13 3
) Terminal 2 1 :
Tokyo Haneda Airport ) Terminal 2 3
Terminal 3 4
Terminal 3 2
Total 6 10
. ) ) TBIT 5 4
Terminal 1 3 2 Los Angeles International Airport
. Terminal 4 2
S| el AT Terminal 2 2 1
ubai International Airport i
P Terminal 3 2 11 LS 1
Total 7 14 LGIEY 13 4
Terminal 1 7 7 Terminal 1 5
i Terminal 4 6
Hong Kong International Airport ST 1 ) i
Concourse John F. Kennedy Airport Terminal 7 3
Total 7 Terminal 8 2
Terminal 1 4 2 Total 16 2
Paris Charles de Gaulle Airport Terminal 2 2 ) Terminal 2 5 2|
|
llinidl Ly 4 | Terminal 3 7 2!
Terminal 1 1 1
I London Heathrow Airport Terminal 4 4 11
Terminal 2 2 | . |
1 Terminal 5 6 2 I
Singapore Changi Airport Terminal 3 1
e llal ' Total 22 71
Terminal 4 2 1 L -
Total 12 5
Source: Pragma desk research; Pragma analysis
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Classification: Internal

H) Heathrow also has a higher total number of lounges per million passengers vs. other airports, which is &
reflection of the large number of individual airlmgerated lounges

EXECUTIVEUMMARY BENCHMARKIN{GARLINEANDCOMMOMNJUSELOUNGES B Airline-operated lounges Il Commonuse lounges

Total airline-operated lounges and commotuse lounges at Heathrow vs benchmarks

Dubai London Tokyo Haneda Los Angeles Paris Charles de Singapore John F. Frankfurt Doha Hamad Hong Kong
International Heathrow Airport International  Gaulle Airport Changi Airport  Kennedy Airport International  International
Airport Airport Airport International Airport Airport
Airport
Passengers
2023 (m) 87 79 78 71 67 63 63 59 52 45
Lounges per
million 0.24 0.20 0.24 0.21 0.27 0.29 0.27 0.08 0.33
passenger

Source: Desk research; Pragma analysis
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Classification: Internal
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Introduction and methodology

Executive summary
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& =9 L @J Gaenéauti€alGrieome is split betweenretail;»surface access, property, rail and services. Thigr
focusses on how performance has changed and evolved over the last 10 years, with a view to identifying the
trends and drivers of recent performance, and the risks and opportunities for future performance at Heathrp

HEATHROVCOMMERCIAPERFORMANOES CAA [NCOMEBREAKDOWN

Heathrow nonaeronautical income split 2024 (£m) Heathrow nonaeronautical income per total passenger split 2024 (Em)
952.9 11.36

74.0
8%

Services

Services Includes bureaux de change

111.9 and VIP and fast track _
Rail

Rail (12% Includes HEX and Picadilly
Line
P l. Tel 146.2 P l. Tel
roperty (excl. Telecoms) (15% Includes rental revenue and roperty (excl. Telecoms)

lounge revenue

Surface access . Surface access
Includes car parking and car

rental

Includes duty free, luxury,

) 409.3 specialist shops, pharmacy,
Retail (excl. Bureaux) (43% F&B, advertising and other
retail

Retail (excl. Bureaux)

2024 income per total passenger

2024 income

OVERALL HEATHROW NON Source: HAL data; H7 forecast 49286
AERONAUTICAL PERFORMANCE |



Recent passenger numbers are growing above:the=forecast CAA volumes, with actual passengers in 2024 -
above the CAA forecast, with 6% growth from 2023. However, total income for 2024 of-696Bmwes than the
| CAA forecast and retail income per passenger at £11-BBidower than the CAA forecast athb below 2023

HEATHROVCOMMERCIAPERFORMANCES CAA | BRECASYSACTUAL

Passenger numbers, 2022024, CAA forecast vs. actual numbers

Income, 20222024, CAA forecast vs. actual numbers

NN 2022 2023 2024
Forecast Actual Forecast Actual Forecast Actual
Retail 342 298 439 381 492 409
m Surface access 144 168 173 196 189 211
90 1 Property 131 122 138 142 141 146
80 - Rail 93 94 102 131 125 112
70 4 Services 53 51 63 62 67 74
60 4 Total 763 733 915 912 1,014 953
50 A IPTP, 2022024, CAA forecast vs. actual numbers
40 1 2022 2023 2024
30 - income £m Forecast Actual Forecast Actual Forecast Actual
20 -+ Retail 5.56 4.83 6.02 481 6.23 4.88
10 A Surface access 2.34 2.72 2.37 2.48 2.39 2.52
0 Property 2.13 1.99 1.89 1.79 1.79 1.74
2022 2023 2024 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
A\ CAA passenger forecast Total 12.39 11.89 12.54 11.52 12.85 11.36

B Actual passenger numbers

OVERALL HEATHROW NON Source: H7 forecast; HAL data; Pragma analysis 50 | 286
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2014 to 2024, with 2024 achieving the highest volume on record, at 84m, surpassing the previous peak of

Actual passenger numbers achieved by Heathrewdaveitypically consistently surpassed the CAA forecas
| 2019. Whilst the loAgrm CAGR growth rate has been 1.3%, the recent year on year growth was +6% in 202
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Total noraeronautical income and income percpassengerrachieved by Heathrow often surpassed the CAA|f
from 2014 to 2018, but recently has been below the CAA forecast in 2022, 2023 and 2024. Whilst total incor
| increased by a CAGR of +14% to £953m in 2024, income per passenger decreased by2¥(AGER1086

HEATHROVWCOMMERCIAPERFORMANCES CAA | BRECASVSACTUAL| INCOME 3 caa forecast ll Actual

Total income forecast vs actual (2012018, 2022024)

£m £m
1,500 /./.E 1,500 -
1,000 - 816 1,000 - —
626 641 656 677 698% 759 73%
| 446 456 = ; 3 |
o & K B B &
0 0
2014 2015 2016 2017 2018 2024
Total income per passenger forecast vs actual (2@D48, 2022024) @— >
‘ S Gy
15
10 8.53 855 9.02 8.94 9.51 9.73 9.88\t 10.19
6.30 6.21 W RN Q% ﬁ
0
2014 2015 2016 2017 2018
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
I(Drﬁi( 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
OVERALL HEATHROW NON Source: H7 forecast; HAL data; Pragma analysis 52 | 286
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All categories delivered total income growth fronsi2022 ter2023 and from 2022 to 2024. In 2023 rail was th
category to achieve growth in IPTP, whilst this was reversed in 2024, with retail and services achieving grqv
| Retail income has the largest deviation in IPTP from the CAA forecast in both 2023 and 2024

HEATHROVCOMMERCIAPERFORMANCES CAA | BRECASYSACTUAL| INCOME

Income forecast vs actual (2022024)

2022 2023 2023 vs. 2022 2024 2024 vs. 2022
income £m Forecast Actual Forecast Actual ?g:g?;\slts Z%Zt;?\i Forecast Actual '?‘(;:rtg:;;/f Z%ZT?/L
2022 2022
Retalil 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%
Ralil 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 total passenger forecast vs actual (262724)

2022 2023 2023 vs. 2022 2024 2024 vs. 2022
Income per Actual Actual
topax £m Forecast Actual Forecast Actual Acualvs. 5503 vs.  Forecast Actual Acualvs 5004 vs.
forecast 2022 forecast 2022

Retalil 5.56 4.83 6.02 481 -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% -T1%
Property 2.13 1.99 1.89 1.79 -5% -10.1% 1.79 1.74 -2% -12%
Rail 151 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%

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

AERONAUTICAL PERFORMANCE charge (£27m in 2023 vs. £2.5m in 2022), whilst IPTP from HEX declined due to the Elizabeth Line 53286
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performance data is undertaken in relation to three core categories of retail, surface access and property, \v
| broken down into further subategories

HAL @RECATEGORBUMMARY CAAANDHEATHROVWERFORMANGEATEGORIES

CAA category Definition e el E —
performance performance sub Definition
Includes duty free, luxury, specialist IO CEIEEON
Retail shops, pharmacy, F&B, advertising Duty free

and other retail

Speciality retalil

Surface access Includes car parking and car rental
Retail Food & beverage
Includes rental revenue and lounge
Property
revenue Advertising

. C Includes bureau, VAT refund,
Rail Includes HEX and Picadilly Line Services vending and VIP/fast

track/premium services

. Includes bureau and VIP and fast Hex Rail
Services track
rac Surface access . Includes long stay, short stay anc
Car parking
valet/meet & greet

Rental revenues

Property :
Paid for lounges

Car rental Car rental only

OVERALL HEATHROW NON Source: H7 forecast; Pragma analysis 54 | 286
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Overall retail space quantum in 2024 has marginally-decréased fiom 2018, as has penetmuis. Whilst speciality retail
space has increased slightly, penetration has dropped significaribppis to 39%, delivering-26% reduction in income.

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

HAL @RECATEGORBUMMARY RETAIL| COMMERCIASPACEBYSUB-CATEGORY

Space (m?)

19,705
Speciality retalil

Penetration (%)

[REDACTEp

45
Speciality retalil

52
Food & beverage

B 2018 W 2024

Income (E£m)

Speciality retalil

56,060 77 452
Total
55,044 75 379
New Generation Security caused a loss of £4.1m
retail income on 2024 revenue, which is predicted
to increase further as its implementation continues
OVERALL HEATHROW NON Source: HAL data

AERONAUTICAL PERFORMANCE
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[
Retail income has decreased in 2024 from 2018 due“ter Sigiificartreductions in speciality retail income with luxury ,csswn 47
well as other service$00% and bureatb4%. F&B, CTN, pharmacy, and premium services are the only categories that have «
growth in income over the period, with F&B increasing +46%, CTN +38%, pharmacy +5%, and premium services +55% ir] z

] ’
HAL ©RECATEGORBUMMARY RETAIL| INCOME2018VvS2023AND2024BYCATEGORANDSUB-CATEGORY

Income 2018 vs 2023 and 2024, by category, £m Income 2018 vs 2023 and 2024, by servicesatiegory, £m
| -L@=JA AF; DM<=K N=F<AF?
102.3 therefore the income has been significantly %
N affected by the VAT removal Change
536.1 (2018
\ ) 2024
Advertising | 51.3 e T B Other _2024)
. 0,
. ) % VIP/fast track/ -100%
. Change . :
\ 434.8 7 . premium services 0
Services | 102.3 | ’ P (2282? o5%
T - B e
38.7 -54%
73.6 Bureau
A -4%
F&B 2018 2023 2024
Income 2018 vs 2023 and 2024, by speciality retail-sategory, £m
S  -28% 166.1 %
N Change
Speciality retail 26.0 | - (2018)
. Other 2024
F&B RN . 121 115.7 1232 / p——
0-C AN 222 |/ Pharmacy and -15%
23.0 _ 12.7 healthcare
10. : 5%
SRl -26% 10.0— Affordable luxury
o -38%
3.0
Duty free o T = TS 0.4
ole CTN 38%
-7% iV 40
Luxury A7%
2018 2023 2024 2018 2023 2024
OVERALL HEATHROW NON Source: HAL data; Pragma analysis Notes: Services includes bureau, VAT refund, vending and VIP/fast
AERONAUTICAL PERFORMANCE track/premium services 56| 286



With space constrained terminals and no oppertunityoforamaterial increases in commercial space to suppo
passenger numbers, HAL retail performance has been further penalised as the highest income density cate:
| luxury and VAT refund have been severely impacted by the removal of VAT free shopping

HAL @RECATEGORBUMMARY RETAIL| INCOMEPERTOTALPASSENGERSY CATEGORANDSUB-CATEGORY

Income per total passengers 2018 vs 2023 and 2024, by category, £m Income per total passengers 2018 vs 2023 and 2024, by servicesagabory, £m
F&B is the only category to have achieved an increase in IPTP, 1.3
with its proportional contribution increasing from 11% to % 2024
19%, but it has the lowest income density (income per m2). Other Change income
6.7 Services IPTP has declined due to removal of VAT refund (2018 density
0.6 || income and the declining bureau income as a result of market VIP/fasttrack/ SESESSEN o oS - . 2024) (£/m?)
Advertising .0 N changes, as opposed to changes in space strategy premium services
(10%9 | ~ -100% -
= % 2004
_ 13 | 5 1 06 Change. 48% -
Services 0.5 |pTp 'Ncome Bureau
(1999 B (10%9 density
oo <o [ R
(£/m?2)
. 0.9 2024)
N 05 I (15% 2018 2023 2024
(11% A A 9% - Income per total passengers 2018 vs 2023 and 2024, by speciality retaitatigigory,
1.0 11 2.1 £m % el
0
o \
N (189 (1999 . Other Change income
2.1 . el (15.6% 2018  densit
Speciality retail Pharmacy and (202 4 g/ Zy
(3199 health ) (Em)
1.5 1.5 ealthcare Bl g0 N
(27 (26% 39% 4,015 Affordable quur5/ : : 0.2 8% | 4234
13.79 N =7 T 7(10.39
,,,,,,,,, CT ( A ) - é 1 A 0% 6,401
- 0, T -
s 29% 5,979 » i 20 _ s .40 (8.4% 41% 5,361
Duty free (29'0/) 1.7 17 Luxury (. '3% R (242 T (25.4% v IR
9 32% 0 : 0 ’
(3299 (30%9 11% 111,660 0.6 0.6
(38.5% (37.9% -50% [16,751
2018 2023 2024 2018 2023 2024
OVERALL HEATHROW NON Source: HAL data; Pragma analysis Notes: Services income per passenger includes bureau, VAT refund, vending and
AERONAUTICAL PERFORMANCE VIP/fast track/premium services. *Services income density includes bureau and 57 | 286
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The ratio of income to sales in the form of effectiveanargin; has variations over the period. Advertising has
increased substantially by 11ppts to 91% in 2024, services has re8pptxto 10%, F&B has increased 3ppts o
29%, speciality retail has increased 1ppt to 23%, and duty free has remained at 32%

HAL @RECATEGORBUMMARY RETAIL| SALESVSINCOMEBYCATEGORY

2018 sales vs income, £m 2024 sales vs income, £m
2,103.3 536.1 Sifeeiive 1,560.8 428.1 Sieeive
Margin Margin
o 63.8 o 54.0
Advertising 3% 51.3 Advertising 3% 49.1
B (10%9 _ 219.7
A 80% Services A 91%*
Services °57.1 102.3
(26% _ =
(1999
F&B 305.2
S 13% (20%9 (21% 10%
F&B BN oy e
o Speciality retail 2337 (1229?; =
- M 756.0 (34% ?
Speciality retail
p ty (36%
22% 23%
492.9 1955 Duty free 446.2 (1321))1
0 (1)
Duty free (29% 3206 Y (29% 3204
(23%
2018 sales 2018 income 2024 sales 2024 income

OVERALL HEATHROW NON Source: HAL data Notes: Services includes bureau, VAT refund and vending. *The 91% effective
AERONAUTICAL PERFORMANCE margin for advertising includes the MAG 58 | 286



Across core retail, F&B occupies the largest sharé-obcommercial space at 39% (and is under significant spe
constraints), but generates the lowest income density. Specialty retail is the next highest at 37%, but has de
significant reduction in income density-80%, due to the reduced performance of luxury

HAL ©RECATEGORBUMMARY RETAIL| SALESDENSITIE®BYCATEGORY

Share of space and sales by category 2018

Serviced

Duty free

Speciality retail

Food & beverage

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

Share of space and sales by category 2024

Serviced

Duty free

Speciality retalil

Food & beverage

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

Sales density 2018 vs 2024

B sales density 2018l Sales density 2024
£/m2

340,000l 334,131

j- 184,867

—

|~

[ 35,39136,095

\\

Duty free Speciality retail Food & beverage Services

Income density 2018 vs 2024
B income density 2018l Income density 2024

£/m2
65,0007 61,340
T 11,16911,660 .
10,000 8,428

5,979

Duty free Speciality retail Food & beverage Services

OVERALL HEATHROW NON Source: HAL data

AERONAUTICAL PERFORMANCE

Notes: Services includes bureau, VAT refund and vending
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The longetterm historic period from 2013 to 209 delivered-stable robust growth in income per passenger ac
all categories. Since 2019 however, there has been significant volatility, and all categories apart from F&B| |

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

HAL @RECATEGORBUMMARY RETAIL| INCOMEPERTOTALPASSENGEBROWTHBY CATEGORY

Income per total passenger growth, indexed 2013 by category

3.0 - PostCovid, Heathrow performance
has been severely challenged by the
removal of VAT free shopping,
changes in passenger spend
25 | behaviours, and an increasingly
constrained space provision

D

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

1.5 -

2.0 A

: Advertising
1.0 \‘// _
. ¢ Services
\ Speciality retail
0.5 -
0.0 T T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

OVERALL HEATHROW NON Source: HAL data; Pragma analysis 60 | 286
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Surface access income has increased from 20t8jidrivencby a +47% increase in car parking income. All caf |
categories have increased income, but with the highest growth in short term car parks and valet/meet & gre:
at +56%. Car rental has shown a +30% increase in income from 2018, whilst property has shown slower gJc

HAL @RECATEGORBUMMARY SURFACRCCESSPROPERTXNDCARRENTAL INCOME CATEGORY

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

%

477.1 487.2 Change 185.4
o =217 | 186 }4.6 (2018
Picadilly Llne\ pars 2024) 169.6 Valet/Meet & Greet
Track access charges : 7 B

Car rental/ PL -69% Business/Mid stay car parks
1258 / / Change

Property TA*  297% Long Term Car Parks (2018

2024)

CR 30% Vv 56%
Car parking BMISH:]

8% B/M 20%

Short Term Car Parks

_____ CP 47% LT 38%
2= 138.2

-32% 56%

2018 2023 2024 2018 2023 2024
OVERALL HEATHROW NON Source: HAL data; Pragma analysis Notes: *Track access charges data for 2018 is May&08h&019, annualised 61 | 286
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Of the wider noraero categories, Picadilly Linecexperienced'the largest reduction in income per passefifér p
from 2018 to 2023, followed by HEX38%. Car parking had a large increase of +41% to £2.21 driven by shoft
| car parks with the highest growth and contribution, followed by car rental at +24% to £0.33

HAL @RECATEGORBUMMARY SURFACRCCESSPROPERTXNDCARRENTAL IPTP | ETEGORY

AERONAUTICAL PERFORMANCE

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

%

6.03 2.21
5.81 Change 214 -
Picadilly Line, 562 | 0.34 0.03- 0.05 (e -
& 2 0.92 2024) Valet/Meet & Greet
0.19 0.34 .
Track access charge 0.26 0.06_ - 033
Car renta PL  -71% Business/Mid stay car parks
90 157 / Choa/onge
Property B TA  279% Long Term Car Parks (2018
2024)
CR 24% \Y 49%
Car parking ’
3% B/M 14%
Short Term Car Parks
41% LT 31%
HEX
-35% 49%
2018 2023 2024 2018 2023 2024
OVERALL HEATHROW NON Source: HAL data; Pragma analysis 62 | 286
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The most important driver of commercial incomesin=airports'is the increasing passenger traffic, followed byt
creation of new commercial space to drive revenue. Passenger profile composition, as well as changing cqr
spend habits are also important and the impact has been significant on airports and retail globally

HEATHROVCOMMERCIAPERFORMANJEOVERVIEVOF COMMERCIAINCOMEDRIVERS

A 00

m

Highest importance

A
[e ]

Increasing passenger traffic

Global air passenger volumes saw a sharp rise in 20223 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% fr2622023
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

KEY CONSUMER, MARKET, AND
MACROECONOMIC TRENDS

Source: Global Airport Retailing 22033 report
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Factors that inhibit commercial income performanceiinclade challenges of consumer uncertainty and spengi
power, increased competition from online retail eroding price advantage and changing consumer spendin
patterns, government VAT legislation, and geopolitics impacting certain destinations and passenger spen

HEATHROVCOMMERCIAPERFORMANJEOVERVIEVOF COMMERCIAINCOMHENHIBITORS

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 higkprice 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 thestdne

Sales legislation

Legislations in certain geographies, in particular, the removal of MA&E 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=K@EEXFA AIK@MRAEK G, GFRBKME=J KH= F<1 H9JLA; MD9JDQ
impacting spending patterns

# [o @

X
x

Geopolitical tension

Tourism in Europe and the Middle East has been impacted by the Rddkiaine 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

KEY CONSUMER, MARKET, AND Source: Global Airport Retailing 280238 report 65 | 286
MACROECONOMIC TRENDS 51



Total retail penetration at Heathrow has remaineditargelyrconsistent from 2015 to 2024 at 75%. However,
recently, from 2018 there has been a substantial drop of 6ppts in the proportion of passengers visiting spe

M

I~

| retail from 45% to 39%, while F&B declined 2ppts to 50%Reutacted]

EXECUTIVSUMMARY HEATHROVCOMMERCIAPERFORMANJERETAILSALEDRIVER$ PENETRATION

Penetration rate (total) Penetration rate (by category)
% of passengers that visited duty fee retail or F&B % of passengers that visited
100 - 100 - Spe_C|aI|ty — F&B
retail
90 - @ > 90 -
The long term CAGR trend for F&B has been relatively flat at 0%;
80 177 76 78 77 76 75 76 76 75 80 - whilstspeciality retail is on downward trend 0f2%; demonstrating
\/—\74/ the challenge of delivering material incremental growth in this
categories with a fixed volume of commercial space in the terminals
70 1 70 1 at Heathrow
As passenger awareness of changes to VAT rules
60 - increases, this risks a decrease in penetration of 60 - 1
duty frt_ee and speuallty retail. In§|ght from the 52 50 CAGR 2013
50 | Changing Retail Spend at UK Airports Survey 50 _W 2024: 0%
shows that in July 2024, 31% of pax were aware of \ i
04 | 0,
40 - the changes vs 16% in Novemper 2021, and 48% 40 - 39 CAGR 2013
stated that they would be less likely to shop at the .
X 2024:-2%
airport once aware
30 - 30 -
20 - 20 -
10 - 10 -
0 T T T T T T T T 1 O T T T T T T T T T T 1
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: HAL Profilers 22034; Changing Retail Spend at UK Airports Survey

EXECUTIVE SUMMARY 2024 40 | 286



In analysing passenger spend by category fromsHeathrowProfiler survey data, the overall commercial SPTI
shown a slight decline e1% from 2019 to 2024. [Redacted], with speciality retail and travel essentials declinil
| 7%, and F&B delivering the highest growth of +27%

HEATHROVCOMMERCIAPERFORMANCEOVERALISALEDRIVERS B 2019 M 2023 I 2024

Average SPTP by category (2019 vs 2023 and 2024)

o)
c N i
120 1 Note: the Heathrow Profiler survey data, is based ontadace
110 - intercept surveys undertaken with passengers at the departure gates
across the terminals at Heathrow. The actual financial / trading data
100 - metrics will vary from the reported consumer survey statistics
90 -
80 ~
70 ~
60 Y l
50 +
40 ~
REDACTE @
30 | [ p m
i 17 17
20 13
10 A
0 m
Total commercial Speciality retail and travel essentials F&B
KEY CONSUMER, MARKET, AND Source: HAL Profilers 20084 67|286
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Whilst historically a very strong promoter, growth ha§'esntiritied 't6'slow for Emerging East Asia which changed to afdetragt
1.2. ?2JGOL@ AF TPRPIfg ,GJL@ >JA; 9AK H=J>GJE9F: = @9&th9o Dl
America, and the Middle East continue to be promoters, with the UK and Latin America changing to promoters in 2024

7

HEATHROVCOMMERCIAPERFORMANJETOTALCOMMERCIASALEDRIVERS

Promotors of SPTP_growth (destinations driving growth, indexed) Detractors of SPTP _growth (destinations reducing growth, indexed)
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' Other Europe
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North America

Latin America

N
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é
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/EEA
‘ /North Africa
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YTotal index
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KEY CONSUMER, MARKET, AND Source: HAL Profilers 20034 Notes: source is HAL profiler data analysis (tab SPTP destination analysis)
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2024, Emerging East Asia, Developed Asia, and the CIS, dechd@¥g,i36%, and45% respectively. Other
| Europe, Latin America and UK & CI have shown strong increases in SPTP vs 2019 and 2023

All of the top four destinations that historically hadithe highest SPTP in 2019, experienced declines in their

HEATHROVCOMMERCIAPERFORMANCETOTALCOMMERCIASALEDRIVERS B 2019 M 2023 W 2024

Average SPTP by destination (202024)
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KEY CONSUMER, MARKET, AND Source: HAL Profilers 20034
MACROECONOMIC TRENDS

69 | 286



Classification: Internal

[REDACTED




Classification: Internal

[REDACTED




North Africa, South Asia, and the Middle East have Be€n priffiary?promotors of recent historical SPTP growth for rehil and t
essentials. Other Europe has shown a significant increase from 2023, now the primary promoter, and UK&CI also satv a gic
AF; J=9K= AF ?2JGOL@N1 FGO 9 HJGEGL=Jg MKLJ9D9KA9AK ?2JGQI

HEATHROVCOMMERCIAPERFORMANCERETAILANDTRAVEIESSENTIALSALEDRIVERS

Promotors of SPTP_growth (destinations driving growth, indexed) Detractors of SPTP _growth (destinations reducing growth, indexed)
5.0 - 5.0 -
4.5 - S 4.5 -
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KEY CONSUMER, MARKET, AND Source: HAL Profilers 22034
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The historically highest spenders of EmergingcEast-AsiasMiddle East, Developed Asia, and CIS, all experigt
significant declines in retail and travel essentials SPTP since 2019. A few regions have seen increases in $f
| the period, such as StfBahara, the UK, Other Europe, and Latin America

HEATHROVCOMMERCIAPERFORMANJERE TAILANDTRAVEIESSENTIALSALEDRIVERS B 2019 M 2023 M 2024

Average SPTP by destination (202024)
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The fluctuations in SPTP by destination for F&B reméalitiniach 165§ acute than retail and duty free and the total indewbds ¢o
to rise in 2024illustrating the category is generally less volatile than retail, with the total index seeing a substarihe
past two years. South Asia and UK&CI remain primary promoters, whilst CIS has changed to a detractor in 2024

HEATHROVCOMMERCIAPERFORMANJEF&BSALEDRIVERS

Promotors of SPTP_growth (destinations driving growth, indexed) Detractors of SPTP _growth (destinations reducing growth, indexed)
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All destinations have shown strong SPTP growtksieE&Besince 2019, ranging from 7% for Emerging East As
44% for Other Europe. This will have been influenced by a combination of rising customer demand for F&B
| price inflation. The average spend for 2024 however has remained the same as 2023

HEATHROVCOMMERCIAPERFORMANJEF&BSALEDRIVERS B 2019 M 2023 M 2024

Average SPTP by destination (202024)
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Increased leisure passenger volumes, shift in passengerdemographics towards Gen Z and Millennials an
macroeconomic factors negatively influencing passenger spending habits, are all impacting the configuratipr
performance of airport retail, with increased emphasis on F&B and experience challenging conventional refe

2

4 N\

0-0

/ \ / Spending habits \ / \
FrSsENger Pl A Generally, consumers are softening spend on St 11 e nEs

KEYMARKETRENDS$ CATEGORYREND$ROMEXPERTNTERVIEWEPASSENGERRENDS
o000

A Leisure travel has outpaced business travel, material retail products and shifting more to A Millennials and Gen Z are now becoming more
which leads to issues with space constraints at experience significant spenders in travel retail
R EEREmEl M, £ WEl 65 Eiles Snstiy A Smartphones and the ability to seléntertain A They demand experiential stores including
A Motivating leisure passengers to dwell and are also making it more challenging to capture digital integration, as well as smaller, trending
spend on retail is more challenging, with F&B retail footfall brands
generally more popular for this group A Increases in leisure travel has coincided with A Higher interest in sustainable brands and
A Globally, all premium hub airports have been increases in low cost carrier passengers, but in secondhand fashion
suffering from the reduction in volumes of high some cases these passengers are more inclined . .
. . . . : A The general shift towards experience economy
spending Chinese passengers to spend on retail, but also seeking more mid . : .
in terms of spending on experiences over
market brands rather than luxury

A Chinese travellers are spending significantly less physical products has enhanced F&B, but
per head than preCovid times A Cost of living pressures have led to reduced challenged retail
passenger spending in some instances

U2@= ?2JGOL@ AF LGMJAKE AK 9* G@9,DBKIF ?;=9 DFA= G NHI K K3VE|A Kdillernid@ls and Gen Z are now at the forefront of G

a particular challenge. When benchmarked against consumers. Whilst they pay less on plane tickets, they, | spending and their familiarity with digital platforms an
other airports, our tourism is increasing which isleadingl 9J = KH=F<AF? GF J=L9ADA multi-channel retailing is shaping their spending haljits
L& ke = 5 SFRLELEAEL A Expert interviewd Global Airport Retail Operator Expert interviewd UK Retail Asset Manage

Expert interviewd European Hub Airport

KEY CONSUMER, MARKET, AND Source: Pragma expert interviews
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F&B outlets are the highest priority facilities when in the departure lounge prior to boarding. Shopping ha
| overall priority but generates stronger interest among travellers from the GCC and India

9

WIDERRETAIIMARKET PRIORIT\BEHAVIOURS

%
50 4

40 1

10 ~

39

46

M Average| (UK [ Jus Bl ccc @ cN Il N

What is most important to you, when in the departure lounge prior to boarding? (by region)

50

Sit & Relax F&B Outlets

Shopping Work / Personal Activities

-

C

KEY CONSUMER, MARKET, AND Source: Pragma Pulse Global Survey
MACROECONOMIC TRENDS

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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Pragma Pulse data shows that immediate collectioni{28%)and convenience (25%) are the primary motivali
shopping in physical airport stores, alongside the appeal of a price advantage (28%). This highlights the sip
| challenge posed to UK airport retail by the removal offké&Tshopping, diminishing a key incentive to spend

WIDERRETAIIMARKET PRIORITYBEHAVIOUR

0

10

What are your motivations for shopping in a physical store at the airport?

30 o

Immediate Collection
Price Advantage
Convenience / Saves Tim
Experience Brand Value
New Products

Share with Friends
Planned Purchase
Browsing / Inspiration
In-store Service

Share Online

17

17

17

14

11

19

18

28

28

25

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

KEY CONSUMER, MARKET, AND
MACROECONOMIC TRENDS

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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A diverse F&B offer, including both local and glebakbrands; is a major driver of customer experience and pu
motivation. Additionally, the demand for local and authentic retail products is significant, particularly in the [G
and India, while sustainable products are increasingly influencing purchasing decisions

WIDERRETAIIMARKET PRIORITYBEHAVIOUR

What Will Motivate Further Purchases N

When visiting an airport, what factors would enhance your overall Most Important To:
experience and motivate further purchases? (multiple choice)

y °/o ’r °/o

O

'@r Local food & beverage brands /outlets — — — — — — — — USA Y4 Airports are moving away from
being mere transit points and
.y embracing a more personalised and
1® Local / authentic products of the region — — — — — — E— - GCC [gXi culturally enriching experience,
with local brands and produce in
oY » retail and F&B being key
@)l Global food & beverage brands / outlets — — — — — — —- CHN ¥ motivations for purchase, and
— important in creating a sense of
. ) N place
Eco friendly / sustainable products  — — — — — — — . IND i
i Availability of mid-priced brands —— —@ — — — . GBR K[
KEY CONSUMER, MARKET, AND Source: Pragma Pulse Global Survey Notes: Pragma Pulse Survey 2024 is a general global consumer behaviour

MACROECONOMIC TRENDS survey with a sample size of 1,500 respondents across the UK, USA, GCC (Saudi 79| 286
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There is a growing emphasis on delivering unigueiand 'engaging experiences within airports, as stakeholder
beyond traditional retail to capture evolving consumer preferences for enhanced F&B, services, and lounggs

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

WIDERRETAIIMARKET FUTURESPENDANDGROWTHRENDS

Consumers:As airport terminals continue to improve, to what extent will your spend

Airport Stakeholders: Which categories have the largest opportunity for commercial

on the following categories change?

growth over the next 10 years?

0 10 20 30 40 o4 0 10 20 30 40 50 60 70 o
F&B Outlets 32 F&B Outlets 64
Duty Free Retail 28 L i
Experiential Service 41
Travel Essentials 26
Lounges 38
Gifting & Souvenirs 23
. . Duty Free 30
Fashion & Accessorie 18
Airport Lounge Acces 17 Speciality Retall 27
Net change in spend % Ranking 1st or 2nd
" K9QAF? 2AF; J=9K= 9 DGL GJ 9 DALLD=B NKj - K9QAF? 2<=;J=9K= 9 DGL G> 9 D,

Passengers are expected to increase their net spend across various commercial
categories, with F&B showing the highest net increase, followed by dutg and
travel essentials

Fashion has the lowest net increase among retail categories, whilst passengers
also demonstrate a positive net increase in spending on lounge access

A

A

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

However, these categories typically generate much lower sales and income per
square metre compared to dutyree and speciality retail, posing a challenge to
driving incremental revenue in a spaesonstrained environment

KEY CONSUMER, MARKET, AND
MACROECONOMIC TRENDS

Source: Pragma Pulse Survey

Notes: Pragma Pulse Survey 2024 is a general global consumer behaviour survey with a sample size of 1,500 resfiendé&nhts acr
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 retaile-saleswere=growing steadily prior{OCthad experienced a

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

| reduced to 24% in August 2022, but for 2024 has remained abe@e\paelevels, averaging c.27%

MACROECONOMIBDICATOR$ UKINTERNEBALESASA SHAREDFTOTALRETAILSALES

— Internet sales as a percentage of total retail sales (ratio) (%)

Monthly Internet sales as a percentage of total retail sales (ratio) (%), 2024

%

30

40 - 38
35 A
30 A
25 - 24
0
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Year

ﬁThere has been some \
stabilisation in the internet sales

post-Covid with a monthly sales
% figure of around 225%
across the year and peaking
during November (Black Friday)
and the December Christmas
period

| 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

I 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 /

e

KEY CONSUMER, MARKET, AND

MACROECONOMIC TRENDS

Source: Pragma analysis, ONS
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The yeaion-year monthly growth of internet salessastarshare of total UK retail sales has slowed down cons|d
after significant growth during pe§tovid times, and a much higher growth rate@awid, suggesting that the
growth in internet purchasing has now stabilised to a more consistent level and share of overall retail saleg

MACROECONOMIRBDICATOR$ UKINTERNEBALESASA SHAREOFTOTALRETAILISALES IKEFORLIKEGROWTH

UK internet sales as a percentage of total retail sales, 2010 to 80#e-for-like growth by month

%
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The longterm average yeaon-year monthly
80 1 growth rate between 2010 and 2019 was ¢.12%
70 -
The recent average yeaon-
60 - year monthly growth rate for
2024 has been c¢.2%,
50 A illustrating a maturity and
stabilisation of sales across

40 - physical and online

30 -
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0 /\ MVMVI
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Retail sales per passenger at Heathrow grew instheZilliibperiod 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|C
growth in online sales share has flattened and UK offline retail sales have grown, whilst Heathrow spend

MACROECONOMIRDICATOR$ RESILIENCBFAIRPORRETAILTOONLINEGROWTH

Retail spend (speciality retail only) per passenger at Heathrow [20033] vs. historical UK online sales as a % of total tedales

Bn (£
% (£)
35 1 194.62] 290
30 - - 190
25 21.80
- 180
20 - 18.00

14.70 16.30 '
: 174.17 i
15 412.50 To5.68 176.35 170

10 _/ 163.03 157.8 L 160

159.36 8.31 9.18 244 10.40 hd T 10
51710 10.49 8.20— 7.22— 6.70
0 T T T T T T T ! 0

2015 2016 2017 2018 2019 2020 2021 2022 2023
— Retail spend per passengeiHeathrow Airport (£) = Nonfood store offline sales, UK (£ bn)

= Online sales as % of total retail sales, UK

Commentary

A In the context of rising online sales in the 202619 period, retail spend per passenger at Heathrow Airport was showing eesii, growing c. 45% over the period
Since 2020, the online sales % has flattened while the volume offomul retail sales have returned above pre Covid levelsstsinows the robustness of offline retail
A Despite this context, retail sales at Heathrow have fallen in the 20003 period, showcasing the effect VAT free shoppingties on the retail SPTP at the airport

b

KEY CONSUMER, MARKET, AND Source: Source: Pragma analysis; Heathrow airport annual report; ONS  Notes: Spend per passengefeathrow Airport is speciality retail spend per
MACROECONOMIC TRENDS total passengers
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The UK has consistently experienced the lowestsateoofireal GDP growth relative to the USA and China, aic
experienced the largest contraction in 2020. Whilst growth is recovering in the UK, the-teredioatlook to

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

MACROECONOMIRDICATOR$ GDRGROWTHRATEUK, USA, AINA

UK real gross domestic product (GDP) growth rate from 2016 to 2029
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— UK GDP Growth=— United States GDP Growth Rate— China GDP growth rat

Relatively low UK GDP growth rates
will temper UK retail demand
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Q @AKLGJA; KL9F<9J<KHifapbn@=a 3) AK %>) | GFKME=J | GF
decreasing sharply due to the pandemic, and then rebounding in 2021, but currently still bgh@angamic levels.
| However, quarterly UK consumer spending for Q3 2024 had grown by 1.22% above the prior high of Q2 21

MACROECONOMIRDICATOR$ UKCONSUMERONFIDENCENDCONSUMEBPENDING — UK consumer confidence— UK consumer spending

Continuing low levels of UK consumer
GIK Index UK GfK consumer confidence index (2016 to 2024 Q3) confidence and spending create challenging
retail conditions

20 ~
o¥

-20 A
-40 -
-60 -
2016 2017 2018 2019 2020 2021 2022 2023 2024
UK quarterly real consumer spending GBP £m (2016 Q1 to 2024 Q3)
0,
400,000 - | 2% !
350,000 7 Quarterly UK consumer spending has demonstrated
recovery since the challenge of Covid, but is recently only
marginally above the levels achieved in 2019, illustrating
300,000 the relative weakness of the consumer market
0=
2016 2017 2018 2019 2020 2021 2022 2023 2024
KEY CONSUMER, MARKET, AND Source: Pragma analysis; Tradingeconomics.com; Office for National Statistics

MACROECONOMIC TRENDS 85 | 286



Following the announcement of the EU referendunyitheisteength of the GBP depreciated against the majof
currencies. Since 2020, the GBP has appreciated against the Euro and is on an upward trend against fror
| but remained on a largely downward trend against the USD, increasing the spending power of US visitors |

MACROECONOMIRDICATOR$ IMPACTOFEXCHANGRATESS GBP
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Having depreciated significantly in 2016, ﬁq

USD has become strongeompared to
Sterling

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

k the UK for travellers from the USA
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Sterling depreciated significantly in 2016,
and then has shown growth agaihshe Euro
from 2020 onwards, supported by a
stabilising of the situation following Brexit
and the RussigUkraine war

The stronger performance of Sterling will be
impacting the affordability for EU
passengers spending at Heathrow

—_—

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

KEY CONSUMER, MARKET, AND

MACROECONOMIC TRENDS

Source: Pragma analysis, GFoandf
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Global airport retail sales are expected to seestrongegrowth in 2024 of 13%, albeit at a slower rate than agh
2023. Growth is expected to continue up to 2028 at a steadier pace. The market value is forecast to surpags
| previous preCovid high of $45bn in 2019, by 2026, reaching $49bn

BENCHMARKINSTOTALCOMMERCIALRETAIL| Q. OBALAIRPORRETAILMARKET —o— Growth rate [l Value

Global airport retail market value ($bn) 201828 and annual growth (%6)

$bn %
60 - 60

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

KEY CONSUMER, MARKET, AND Source: Global Airport Retailing 280133 Report 87 | 286
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In relation to the overall composition of global @rportoretaitsales, beauty is to retain its leading market shage
position in global airport retail, followed by alcohol, although CAGR growth is forecast be highest in confeciic
| fine foods at a CAGR of 13.8% from-2028, leading to an increase in market share from 9% to 11%

BENCHMARKINSTOTALCOMMERCIALRETAIL| GLOBALAIRPORRETAIIMARKET B 2022 [ 2023 M 2028

Global airport retail sales by category ($bn) 2022, 2023 and 2028 and CAGR (%)

$bn
24 -

22
20
18
16
14
12
10

o N A O ©

Beauty Alcohol Confectionary Fashion & Other Jewellery Tobacco Electricals
& fine foods accessories & watches

CAGR 2022028 10.6% 9.4% 13.8% 5.3% 11.2% 6.4% 8.3% 5.9%
Market Share % 2023 2028 2023 2028 2023 2028 2023 2028 2023 2028 2023 2028 2023 2028 2023 2028
2023 vs. 2028 3905  39%  15% = 14% 9% 11% 9% 9% 10% 9% 9% 8% 5% 4% 4% 4%

KEY CONSUMER, MARKET, AND Source: Global Airport Retailing 22033 Report 88 | 286
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European airport retail sales are expected to be more impacted by weaker macroeconomic drivers, leading

Classification: Internal

lower neasterm forecast growth rate of sales compared to the global forecast, but with steady growth up to

BENCHMARKINGTOTALCOMMERCIALRETAIL| EUROPEAIRPORRETAIIMARKET
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Beauty is also forecast to be the leading categoryfiniEurepean airports, forecast to reach $6.4bn by 2028,
confectionary & fine foods to experience the highest growth at a CAGR of 13.1%, and a 3ppt increase in it

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

BENCHMARKINGTOTALCOMMERCIALRETAIL| EUROPEAIRPORRETAIIMARKET

B 2022 M 2023 1M 2028

European airport retail sales by category ($bn) 2022, 2023 and 2028 and CAGR (%)

Beauty Alcohol Confectionary Fashion &
& fine foods accessories
CAGR 2023028 8.2% 8.5% 13.1% 10.3%

Market Share 95 2023 2028 2023 2028 2023 2028 2023 2028
2023 vs. 2028 430,  41% @ 17%  17% = 12% = 15% 6% 6%

Jewellery Tobacco Electricals Other
& watches
9.0% 4.9% 7.4% 5.1%

2023 2028 2023 2028 2023 2028 2023 2028
6% 6% 7% 6% 4% 4% 6% 5%

KEY CONSUMER, MARKET, AND Source: Global Airport Retailing 22088 Report
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The global luxury market is forecast to continuetoigrowat@a robust CAGR of 4% frafR2C@& is relatively
resilient to online sales, with the share of online accounting for 12% in 2023, and forecast to increase by 4py
| 16% in 2029, demonstrating the high emphasis on physical sales, and the suitability of luxury retail to airpgr

KEYMARKETTRENDS LUXURYARKERNDCHINAANDINDIA| WORLDWIDEUXURYGOODSREVENUEORECAST The global growth in luxury is forecast to be driven

predominantly by growth in China and North America,
Worldwide luxury goods revenue forecast 202829 ($bn) with European countries having a more limited impact

2018 2019 2020 2021 2022 2023 2024 (f) 2025 (f) 2026 (f) 2027 (f) 2028 (f) 2029 (f)

Worldwide luxury goods revenue forecast 202829 ($bn)

_ 10 14 14 13 12 12 13 14 15 16 16
Online 5 5
(9%9) (10% (14%) (14%) (13% (12% (12% (1399 (1499 (1599 (1699 (16%9
ofiine 91 86 86 87 89 88 87 86 85 84 84
(91% (90%) (86%) (86%) (87%9 (89%) (88%9 (8799 (86%9 (85%9 (84% (84%9
2018 2019 2020 2021 2022 2023 2024 (f) 2025 (f) 2026 (f) 2027 (f) 2028 (f) 2029 (f)
KEY CONSUMER, MARKET, AND Source: Statista

Notes: 2018 to 2023 are actuals,-2029 are forecast
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Expert interview insights from luxury retailers higtilightsrthe/importance of the Middle Eastern market for U
going forward, with physical stores likely to remain resilient against online. Brands creating highly personalis
experiences and ensuring strong brand storytelling will be key to remaining competitive

KEYMARKETRENDS$ UKWIDER.UXURWIARKETTREND$ROMEXPERTNTERVIEWS

Key markets

/AUK nationals 8 are the primary contributors of sales, with consistent\

footfall and conversion
A Middle Eastern- clients are highest spenders on luxury goods

A Indian clients 8emerging as a significant group, especially for staple
items such as leather goods, but less involved in higid fashion

A Russian clients still present - despite political tensions
Future markets

A 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

A Currency exchangedimpact is minimal as clients prefer to pay in their
own currencyd some stores have adjusted by offering favourable
exchange rates or facilitating easier conversion through apps like Mon

~

A Companiesintegrating online shopping with in -store experiences seeing
the most success

Impact of online

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

A Instalment payments &rise of services such as Klarna and Clearpay is

facilitating customers purchasing luxury items online, boosting online
conversion

p

A

Luxury consumer trends

Personalised servicesd brands offering invitations to special events, personalised
offers, and exclusive istore experience

Tailored servicesdincluding car parking, hotel accommodations and drivers for
high-spending clients

Sustainability 8 customers becoming more educated and brands are adapting to
increase transparency, ethical sourcing, etc.

Private and personal shopping 8 embracing digital transformation such as by
offering 24/7 service and integrating technology into physical stores. Al expected to
play a role

A Collaborations 8 leveraging celebrity and influencer partnerships to promote
exclusive products and increase visibility

-~
A

~

Risks

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

Supply chain issuess political instability and inflation are influencing supply chain
issues

%

A

(&

(
A

A
(&

~

Digital transformation &integration of technology into space to create personalized
services

Opportunities

Strong brand values and storytelling 8 brands emphasising values, tradition and
storytelling will perform better, in an increasingly competitive market

%

Source: Pragma expert interviews

KEY CONSUMER, MARKET, AND
MACROECONOMIC TRENDS

93 | 286



China is the most significant luxury goods marketiglobally;avith the highest forecast revenue and forecast ¢r
however revenue per capita is the lowest of the key markets. The UK has amongst the lowest growth foreg¢a
| luxury revenue and revenue per capita, highlighting the issue of driving luxury spend from UK passengersja

KEYMARKETTRENDS LUXURYMARKETRNDCHINAANDINDIA| LUXURYGOODSREVENUEORECAST

Luxury goods revenue forecast
g
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Europe is forecast to experience strong growthanitewrismyawhich in turn will contribute towards luxury sales,
however the UK is hindered by this due to the removal ofrg&§hopping, making other cities more attractive [fc

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

KEYMARKETRENDS LUXURYMARKERANDCHINAANDINDIA| INTERNATIONALOURISTARRIVALEORECAST

International tourist arrivals forecast 2022027

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 2,184
share of taxfree shopping spend from 30% in 2020 to 2,071
46% in 2023. Italy has also benefitted, increasing its 1.952
tax-free share from 13% in 2020 to 19% in 2023 ’

1,834

1,706
13

1,536

Australia & Oceania 11 336

Americas 306

Asia 329

Europe 890

2022 2023 2024 2025 2026 2027

CAGR
20222027

5%

9%

6%

9%

KEY CONSUMER, MARKET, AND Source: Statista; Desk research
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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

KEYMARKETRENDS LUXURYMARKERANDCHINAANDUK | FRICECOMPARISORROMSELECTERDUXURYRODUCTS B china (incl. VAT)IM China (excl. VAT)

Price comparison 2021 vs 2025(£) I UK (incl. VAT) Bl UK (excl. VAT)

|l @AF9AK =Py 4 2 HIJA; = G> 9 K=D=; L=< ! @9
now 8% cheaper than the UK inc. VAT price, reducing
7,415 3) ; GEH=LALAN=F=KKg 2@= 3)AK HJA; = 9<N

China would be renstated, if VAT free shopping was
re-introduced

Chanel- Classic Handbag Mulberry- Soft

0,
A ETEEE AL Lambskin & Gold Metal, Small Amberley

to 2025

Black & White Satchel
China (inc. VAT) 26% -1%
UK (inc. VAT) 33% -6%
China (excl. VAT) 26% 0%
UK (excl. VAT) 33% -6%
893 795 766
636 880 744 766 g5
Chanel- Classic Handbag Mulberry- Soft Small Chanel- Classic Mulberry- Soft Small
Lambskin & Gold Metal, Amberley Satchel Handbag Amberley Satchel
Black & White Lambskin & Gold
Metal, Black & White
KEY CONSUMER, MARKET, AND Source: Pragma desk research 96 | 286
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The removal of VAfee shopping has led to sighificant-declines in international tourist spending in the UK, Wi
many highspending visitors favouring tésiendly destinations in Europe. This policy change has negatively
| impacted luxury retailers and the wider economy, contributing to reduced profits and competitiveness

KEYMARKETRENDS REMOVAIOFVAT | VAIMPACTONUK

! The termination of VATree shopping in 2021 has made the UK less appealing to-Bjggnding international tourists, who now fawr EU destinations such as Paris and

Milan, where VAT refunds remain available. France experienced a 153% rise in tourist spending in 2022 compared to 208y aiiith Spain seeing increases of 141%|
and 122%, respectively, in part due to this policy change |

1 Watches of Switzerland reported a 40% :Selfndges experienced a notable decllnq |Mu|berry reported an 8.4% drop in sales,
Idrop in profits, linking the decline to the | lin operating profits, with the policy | lattributing it to reduced tourist spending |
jend of VATree shopping, which has | :change deterring international shoppers: :following the removal of VATree |
lmade the UK less competitive comparec’ 1and impacting retail and hospitality " |shopping 1
to European markets 1 I e i i .

/52@— 4 2 HGDA; Q;\@s

impacted the UK, with many high

Economic impact spending customers preferring
A The removal of taxree shopping is estimated to result in a £10.7 billion loss in GDP and deter around two million tourists ea¢| European markets like Paris and Milan
year The most significant impact is on mid

A 2@= 3)AK DMPMJQ K=; LGJ @YK =PHJ=KK=< ; GF; =JFK 9: GML DGK ;arj‘gfSp%”fe}fk""hi?)high_SPelr_‘dfri
offer VAT refunds, potentially causing alohg= J E <=; DAF= AF L@= 3)AK KL9LMK 9K 9 - - T

A Around 34,000 tourists have shifted theirtax] == K @GHHAF? 909Q >JGE JALO9AF/ AFY J Expert Interviews UK Department |
LG Erf NXPRPR AF TRTT \\/ StoreRetallMana%r/

KEY CONSUMER, MARKET, AND Source: Pragma desk research; CEBR report 2023; Global blue 2021 97 | 286
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China is far ahead of any other ARaific marketanitermsiefdts contribution to luxury. Whilst India is growing| €
significant rate, driven by growth in uttgh-netOGJ L @ AF<ANA<M9DKIJ/Z] AL AK KL}/
the growing passenger numbers and luxury spenders do not have the same spend impact as Chinese pass

KEYMARKETTRENDS$ REMOVAIOFVAT | GOBALLUXURYGOODSVMARKET

Revenue of luxury goods market in AdPacific region, 2023 Sales growth of luxury goods market by country, 2022
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Japan
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Singapore
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Indonesia Number of ultrahigh-net-worth individuals in India, 2012028

Malaysia 19,508

New Zeland
12,287 13,637

12,495 13,623
B I I I I
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Chinese outbound travel recovery is hindereddysrising'costs, visa delays, and a growing domestic tourismyr
Strategic Chinese government policies such as downtownfoegyshopping and increased allowances for
regional travel are driving luxury consumption back to domestic and regional markets

KEYMARKETRENDS CHINESEPASSENGERARKET

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

Encouragement of domestic high-end consumption;

A Chinese government policies are strategically designed to redirect luxury spending
back to domestic markets. This includes relaxed dtftge regulations and
increased support for domestic outlets, significantly boosting local consumption.
These efforts are expected to reduce the outflow of Chinese consumer spending te
international markets

Chinese outbound travel has been slower to recover ppsindemic due to several Expansion of pre-departure Downtown Duty -Free:
factors: A From October 2024, passengers in China can purchase-fhety goods in
designated downtown locations up to 60 days before international departure.
A Increased costs:The Chinese yuan has depreciated by over 2% against the U.S| These items can be collected at airports or seaports upon departure. This policy]
dollar since the beginning of the year, making international travel more expensiye EAJJGJK 1GML@ )GJ=9AK KM; ; =KK>MD EG{-=
for Chinese tourists further driving domestic dutyfree sales

A Visa challenges Many passengers face difficulties and delays in obtaining visas|fo
destinations like Europe, leading to cancellations and a preference for domestic A Increased Duty-Free allowances for regional passengers:

travel Policies under consideration aim to increase the definee shopping allowance for
A shift to domestic tourism: There has been a significant increase in domestic Mainland Chinese tourists visiting Hong Kong. This move is likely to further
travel, with a record 295 million trips during the fivday May Day holiday, stimulate regional spending, consolidating Greater China's position as a central
surpassing 2019 levels by more than 20% duty-free destination while reducing international spending
KEY CONSUMER, MARKET, AND 1GMJ; =@ +GG<A= "9NALL J=HGJLd Y! @AF = Kstyle pridep@@ré AcwmtowK du§ F F GMF; = KO==HAF? F=0 HGPA; G
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The significant increase in duty free sales valuesatcHainamdsland frofRQ2R8 attributed to the pandemic
forcing Chinese consumers to shop domestically, which coincides with the increase in annual duty free shr
guota, and new destinations on the island, posing a significant threat to HAL and other global duty free opér

KEYMARKETTRENDS REMOVAIOFVAT | ANUALOFFSHORBUTYFREESALESN HAINANISLAND

FFMO9D G>>K@GJ= <MLQ >J== KOoPoX(Yud®bdM= AF ! @AF9AK &9AFOF
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'"F<A9AK LJI9N=D E9JC=lhsihin@ALF=KKAF? J9HA< ?2JGOL|C
a preference for luxury and premium experiences. This creates an opportunity to tap into the growing numpe

| passengers by providing services and offerings tailored to this demographic

KEYMARKETRENDS INDIANPASSENGERARKET

! The Indian market is experiencing significant growth, driven by an expanding middle class and rising incomes. With 928wl passports and 13.7 million issued |n

2023, reflecting a sharp rise in outbound travellers. This growth, driven by rising incomes and an expanding middle ga$s, hi@dL K ' F<A9AK AF; J= 9 KA
! tourism |

s MJJ=FL LJ9N=D D9F<K; 9H=

A Indian travellers primarily spend on!
luxury goods (over 30%), electronic:s
(25%), perfumes and cosmetics @5

A ' F<A9AK EA<<D= ;IDIgK Kndi&skouttlodnti tauridnQs growing! |
1
1
1
| 20%), and fashion accessories like!
1
1
1
1

expanding, with over 20 million : rapidly, with trips increasing from 1
middle-income earners 1 million in 2022 to a projected 80
A Currently at 31%, the middle class i$

A The average Indian tourist also
spends a significant amount when

1
1
- 1
travelling internationally>X 1
1
1

I I
I I |
| | |
1 I 11
: | : million by 2040 : : approximately $5,252 per trip albeit |
| projected to growto 38% by 2031 | A ' F<A9AK ; GJHGJ 9L L Jifshs4eBs tHardtde@ighesfending | handbags and sunglasses (around |
I and 60% by 2047, reaching 1 billioni ! valued at $10.6 billion in 2023,is 1 |  Chinese travellers | 20%) during international trips I
: by mid-century : : expected to grow at a compound ! :A It is projected that travel spending by 'A  Whilst growing, the luxury market ifi
| 1 1 annual growth rate (CAGR) of 10%,; |  Indians will rise from $150 billionin; |  Indiais still less developed and |
:_ 1 :_ reaching $20.8 billion by 2030 I 1 2019 to $410 billion by 2030 I 1 smaller than key markets :
———————————————— 4 S | S U | e e o o oo o o e e e e e e e o m

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

KEY CONSUMER, MARKET, AND 1GMJ; =@ +;)AFK=Q P 6T RJA "=DGALL=@ "=; G<AF? 'F<A9BK ; GJHGJ9L= LJON=D K=;

LG
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Airlineairport partnerships drive higher retail, loungei-and-digg spending, while dedicated hubs like Termingl
3 at DXB and Terminal 2 at Munich maximize landing fees, parking, and leasing income through optimize
| operations and premium services

KEYMARKETTRENDS ARLINEANDAIRPORTPARTNERSHIPS

Lufthansa Busmess Lounge at Munich |

Airline and airport partnerships

. — 5 0 . / -
Singapore airline lounge at Changi Emiratesexclusive Terminal 3 at Dubai

MACROECONOMIC TRENDS

airport airport Airport
Munich Airport and Lufthansa Partnership Changi Airport and Dubai International Airport and Emirates
Partnership Singapore Airlines A 2=JEAF9D rAK 0=N=FM=

Increased Airport Revenue The Marketing & Premium Services: &9F<DAF? GN=J BHPRO6 G>
LufthansaMunich Airport Collaborative campaigns attract passenger traffic, Emirategxclusive
partnership in jointly operating more travellers, increasing transit Terminal 3 generates significant
Terminal 2 has attracted more traffic, ticket sales, and spending, revenue from luxury shopping,
airlines and routes, boosting landing while premium lounge investments lounges, and dining
fees and operational revenues generate leasing and service income A Dubai Duty-Free Sales BoostDubai
Stronger Hub Status: The efficient Revenue from exclusive Airline Duty-Free earned $2.16 billion in
handling of connecting flights has Services: The partnership allows 'RI'r Nl <JAN=F D9J?2=DQ
strengthened Munich Airport as a Singapore Airlines to operate high-spending longhaul transit
key European hub, increasing premium lounges and exclusive passengers, making it one of the
passenger traffic and commercial checkin areas at Changi, generating OGJD<AK LGH 9AJHGJL
revenue from retail, dining, and leasing revenue and service fees fo
lounges the airport

KEY CONSUMER, MARKET, AND Source: Pragma desk research 103 | 286



Airports are shifting tooeommerce platforms to @ntiancepassenger convenience and optimise limited retail
space. Enabling prerders, online shopping, and-itarminal delivery, they provide additional touch points for
customer engagement and sales, and present opportunity to expand the product range beyond the physic

AdmaLe

The Mall, Auckland airport

Allows travellers to preorder
products for airport pickup or
home delivery

Expands retailer reach beyond
physical stores, boosting sales
and reducing congestion

KEYMARKETRENDS THESHIFTTO E-=COMMERCHE! AIRPORTS

The shift to Ecommerce in airports

DXB&maoreDubai Airport

TS
o,

o‘\uNE

Lotte Duty Free, Incheon airport

Enables passengers to order
food, retail, and dutyfree
items for delivery anywhere in
the airport

Enhances convenience by
reducing reliance on physical
stores, optimizing space and
boosting revenue

A Provides membeonly

discounts and personalized
recommendations based on
travel history

A Allows travellers to preorder

online and pick up at airport
counters for a smooth
experience

e A B

Click
Collectr

PRE-ORDER DUTY-FREE
ITEMS NOW AND COLLECT

WHEN YOU RETURN FROM

YOUR TRAVEL.

shopMYairportsMalaysia airports

Offers dutyfree and travel
exclusive products online with
options for airport pickup or
home delivery

Reduces reliance on extensive
in-terminal retail areas,
enabling sales growth without
needing more space

i Airports are integrating ecommerce platforms to enhance passenger convenience, allowing-prders and seamless piekp or delivery services. These solutions help
! overcome space constraints by reducing reliance on physical retail, maximising sales without requiring additional store space '

A

Al

KEY CONSUMER, MARKET, AND
MACROECONOMIC TRENDS

Source: Pragma desk research
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Classification: Internal
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The highest spend, income, and margin categoryiofttuxury=retail that has historically been the key driver o
speciality retail sales, has been exposed to fundamental downward pressures from the removéieef VAT
| shopping and changing consumer behaviour. Key opportunities include reallocating spaces to higher densjt

HEATHROVCOMMERCIAPERFORMANCJESPECIALITYRETAIL| PERFORMANGBVERVIEW

Key strategy

Driving retail revenue by prioritizing higimargin categories, aligning with infrastructure upgrades, and widening the offeréach a broader mix of customer segments

/ Key revenue drivers \ / Challenges and constraints \

A Luxury retail -flagship stores like Louis Vuitton continue to drive high income A Space limitations - retail space expansion constrained for the next 10 years
and margins, despite the significant negative impact of Ve shopping A Economic pressures- rising costs and VAfelated challenges reduce the

A Specialty retail the category is generally under pressure from online competitiveness of luxury and speciality retail
competition and lower margins, with constrained terminal space A Passenger behaviour- post-COVID, passengers prioritise dining and seating
CTN&atravel essentials has been the only category to achieve incremental SPTP A Supply chain delays- high costs and delays in implementing capital projects

(>

growth between 2019 and 2023 / K limit timely retail upgrades /

/ Opportunities \

A Retail space optimisation - reallocate underperforming areas to higiield categories like luxury and dutfree

A Flagship expansion- focus on premium stores and blended retail models for higher returns
A Infrastructure integration - align retail upgrades with terminal projects to improve passenger flow

@ Sustainability - introduce ecofriendly retail concepts to meet passenger expectations /

/ Risks \

Economic and regulatory - VAHree shopping removal and rising costs create financial pressures for retail

Contract renewal risk <M= LG <=; DAFAF? DMPMJQ K9D=KJl] L@=J= AK 9 JAKC L@9L C=Q :J
bidding for stores, creating a significant challenge for HAL in maintaining income density and concession margin on newstenan

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

\\A Operational disruptions - renovations and reallocation efforts may temporarily impact revenue and passenger satisfaction /

HEATHROW COMMERCIAL Source: HAL stakeholder interviews 20 | 286
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In the wider market, luxury is also a key drivercef:speciality=retail sales, with strong performance in jewelle

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

I

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

KEYMARKETTREN DEf CATEGORYREND$ROMEXPERTNTERVI EWES:’ ECIALITRETAIL

[ N

A Luxury performing strong 8 particularly the
most premium brands e.g. Louis Vuitton and
Hermes, as well as in jewellery & watches

Key performance drivers

A Accessories and sunglasses thrivings due to
compact size and profitability

A Sportswear is thriving 8brands such as JD
Sports and Nike

A Local products perform well 8 people are
increasingly seeking authenticity

8 AJHGJLK 9J= AF; J=9KAF?
due to better store refurbishments and thee

benefits. Luxury brands have invested in airport
specific staffing, enhancing the customer experienc
9F< ! GGKLAF? K9D=KA

Expert interviews European Hub Airport Operator

-~

A

Challenges

Premium brands struggling 8e.g. Longchamp,
Hugo Boss due to low margins and limited space

Fashion is struggling 8 space constraints and
profitability are key issues

Airport online retail uptake 3sales remain low
for retail and duty free

a

Space constraints aretailers face significant
space limitations across Europe

(o

/

Risks

Margin pressuresdconsumer demand for value
makes it challenging for airports and concession
operators to balance profitability

Contractual limitations 8make it challenging
to implement hybrid stores

Over-reliance on luxury 3 leaves profits
vulnerable to market volatility

China market 8 Chinese passengers spending

more money on luxury domestically and less
\globally /

/ Opportunities \
A Hybrid stores 8 combining categories of

duty free, travel essentials and F&B in

airports is gaining traction, catering to
convenience and experience

Localism 8 increasing focus on creating
sense of place with regional aesthetics and
product offerings

Conveniencesdincreased demand for fresh,
value-driven convenience formats

Customer experienced enhancing this
through tailored offers, customer service and
premium services

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

KL

B5AL@ KH9; s GFKLJ9AFLK| D
multi-; 9L=?2GJQ KLGJ=K 9J-= > L

Expert interviewd Global Airport Retail Operator

HEATHROW COMMERCIAL
PERFORMANCE BY SUBTEGORY

Source: Pragma expert interviews
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With younger, lower affluence passengers drivingipassenger growth, adaptation of brands and categories |s

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

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

A Growing demand for affordable and
practical productsd brands offering value
and convenience will thrive

Shift away from luxury focus

A Younger, less affluent travellers prioritise
affordability over luxury goods demand for
more accessible and midange products

Expansion to leisure facilities

A Integration of leisure facilities is a solution
to attract younger consumers

Implications for HAL

A Lower appetite for luxury means it is more
challenging for HAL to drive revenue, with
weaker sales densities for mitharket and
premium brands

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

HEATHROVCOMMERCIAPERFORMANJESPECIALITRETAIL| TRENDS

Enhanced in-store personalised marketing

Py

Retailers are increasingly integrating
technology into the retail experience to
enhance consumer engagement

Al powered signage

A Display targeted adverts based on
demographics and client behaviour

Mobile apps with beacon technology

A Send personalised notifications and offers
to travellers as they navigate through the
airport

Virtual assistance and chatbots

A Integrated within digital platforms provide
realtime assistance and offer personalised
recommendations

AR and VR in airport retailing

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

Implications for HAL

A These strategies can boost engagement of
passengers, but do not materially help to
drive significant income growth, and
therefore should not be priority

Al-powered pricing optimisation and
inventory management

R

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

Dynamic pricing

A Al 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

A Demand forecasting and seasonality trends
can be analysed by Adowered systems to
predict passenger preferences, product
demand and buying patterns, enabling
retailers to optimise stock

Implications for HAL

A These strategies can increase efficiency of
operations, but as with other digital
strategies, do not materially help to drive
significant income growth

HEATHROW COMMERCIAL
PERFORMANCE BY SUBTEGORY

Source: Global Airport Retailing 22033 Report
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After robust growth, speciality retail experienceda-dramatie decrease in SPTP, declining at a9C3% Raoh
£10.40 in 2019 to £6.39 in 2024, largely duestfadecline in luxury SPTP, reflective of the VAT removal poli
| and changing consumer spend. CTN is the only category that has had a positive contribution to spend sing

HEATHROVCOMMERCIAPERFORMANJESPECIALITRETAIL| SPTP

Speciality retail SPTP by sutategory

)
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Technology and music
M cTN
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Pharmacy and healthcare
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_ Il Other
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and music luxury and and music luxury and
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HEATHROW COMMERCIAL Source: HAL data

PERFORMANCE BY SUBTEGORY
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In general, the trends for speciality retail havecheérichallenging across all categories, with prior period gro
driven by luxury and pharmacy. The decline in SPTP since 2019 has been significant across nearly all catéc
| most acute in luxury and technology. CTN and retail gifting have shown more recent growth from 2021

HEATHROVCOMMERCIAPERFORMANJESPECIALITYRETAIL| SPTRNDEXED

Speciality retail SPTP indexed

2.5 -
Sub-categor CREIR Gl
20 1 PO 20132018 20192024
CTN -1% 6%
Luxury 12% -15%
1.5 4

1.0

Pharmacy & o o
/ healthcare 2% -3%
Fal—

Speciality retail 50 9%
/ total
~N

) Other -1% -6%

| Retail gifts -6% 2%
0.5 +
:s Affordable 4% 2%
luxury
Technology & 1% -14%
music
00 : ; . : T T T T T T 1

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

HEATHROW COMMERCIAL Source: HAL data 124 | 286
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Of the highest contributing categories to SPTREluxuary: remains the largest contributor but decreased dramgt
from the high in 2020. CTN and high street have been the only growing contributors, while other categorie

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

HEATHROVCOMMERCIAPERFORMANJESPECIALITRETAIL| SPTRBYSUB-CATEGORY

Speciality retail SPTP by sutategory 20132024

PERFORMANCE BY SUBTEGORY

£ 2013 [ 12015 [ ] 2017 B 2019 M 2021 M 2023
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Sales per total passenger in speciality retail haveidecreased at all terminals, with a-C8%RoofT3 and T5
between 2019 and 2024, and a CAGR286 in T4 anel% in T2, demonstrating the challenging environment
| across the full spectrum of passenger profiles and speciality retail categories

HEATHROVCOMMERCIAPERFORMANJESPECIALITRETAIL| SPTRBYTERMINAL

Total speciality retail SPTPTerminal 1/2 Total speciality retail SPTPTerminal 3

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
Total speciality retail SPTPTerminal 4 Total speciality retail SPTPTerminal 5
£ £
_ 14.4 _
11.4 11.7 11.
10.4 3

92 95

10 A 8.6
5 |
0 .
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
HEATHROW COMMERCIAL Source: HAL data 126 | 286
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The strong performance of luxury is translated into-the highest average sales densities, particularly in T2 gn
and T4 where the category also has the largest space provision; demonstrating the sensitivity of all the ter
changes in luxury spending. CTN typically has the next highest space ratio, strong spend, and sales densifie

HEATHROVCOMMERCIAPERFORMANCESPECIALITRETAIL| SUBCATEGORY TERMINAL Pl T3 T2 TS
£
4
Total SPTP by category l .
and terminal
2024 ‘ - B
0
£/m?2
60,000

Sales density by category 40,000

and terminal (2024)

20,000

: hhl[ﬂ

m2
. 150
Space per million
passengers by category 100
and terminal (2024) 50
0 —
%
60
Effective margin by 40
category and terminal 20
(2024)
0 1
Affordable CTN Entertainment High Street Left luggage Luxury Pharmacy and Retail gifts = Technology
luxury and services healthcare and music
HEATHROW COMMERCIAL Source: HAL data Notes: Space data limited to 2@DA.8 so space has been kept constant at 2018
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The total quantum of speciality retail space andcategoryshare has stayed largely constant between 2019
2024. However, there has been a fundamental shift in the sales and income contribution, with luxury declir
| substantially from 56% to 38% of income, whilst CTN has risen from 13% to 25% of income

HEATHROVCOMMERCIAPERFORMANJESPECIALITYRETAIL| SUBCATEGORYPACESALESANDINCOMECONTRIBUTION

Speciality retail subcategory space, sales and income contribution (2019 vs 2024)
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Entertainment and service$| 5o, 2% 6% 15
High street/ 6% 5%
Retail gift 8% . 8%
Technology and musf )
Left luggag
Pharmacy & healthcaré

Affordable luxury

CTN

Luxury
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(0% 5067 a9 0%
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10% 8%
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Sales 2024 (£)

183,545,586
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6%

123,150,596

a% 0%

7%

Income 2019 (£)

5%

5%

Income 2024 (£)

a

HEATHROW COMMERCIAL
PERFORMANCE BY SUBTEGORY

Source: HAL data
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The Heathrow Boutique digital platform offers @diverserpreduct mix, including luxury fashion, beauty, techp
and confectionery, catering to the varied needs of travellers. With convenient features such as Reserve &
and a complimentary Personal Shopper service, it ensures a seamless and personalised shopping experign

HEATHROVCOMMERCIAPERFORMANJESPECIALITYRETAIL| HEATHROVBOUTIQUEDVERVIEW

Shop Brands  Services  Heathrow.Com

Q  search for a brand or product

Reserve & Collect Heathrow Boutique offers a convenient
Personal Shopper Reserve & Collect service, allowing travellers
Collect on Return to pre-order their favourite brands online and
Returns Pramise pick them up at the airport. Additionally,

customers can enjoy a complimentary
Personal Shopper service for tailored advice
and exclusive shopping experiences

Terminal Shopping Transfe

Shopping at Heathrow

Heathrow Rewards

Fragrance
Popular Brands Featured Brands Brands A-Z
Cartier Tom Ford
A B C D E F
Burberry Aspinal of London
s Tiffany & Co. Apple
Watches Jewellery Confectionery v F G H ! K L
Chanel Saint Laurent
Omega Fendi M N Q P Q R
Bvlgari Fortnum & Mason
Prada Rituals 5 T u v w X
Dior Smythson
f#
Guci Tag Heuer ¥ z

Clarins ncome
View all brands =

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

T2 LE] T4 T5

HEATHROW COMMERCIAL Source: Pragma desk research; Heathrow Boutique website 129 | 286
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significantly from 2022024. Luxury fashion started strong in 20@23, but sales values have dropped

World Duty Free products are the leading categery#or Heathrow Boutique by a significant amount, and haye

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

HEATHROVCOMMERCIAPERFORMANJESPECIALITRETAIL| HEATHROVBOUTIQUESALES/ALUE

Heathrow Boutigue collection sales value by category (26224)

£
200,000
100,000 -
50,000 -
Fashion Luxury
/ Gift & Other
/ Technology
0 Fashion Other
Jan- Jul- Jan- Jul- Jan- Jul- Dec
22 22 23 23 24 24 24
HEATHROW COMMERCIAL Source: HAL data
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There is a growing trend of online retail propositiensiin ‘airports as a response to evolving passenger expegt
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 convdr:

HEATHROVCOMMERCIAPERFORMANJESPECIALITYRETAIL| ONLINERETAILPROPOSITIONSFAIRPORTS

Airports with online retail proposition

‘MG
Manchester

Qo ATAR
~ LONDORN ((})SUTYFREE
-ﬂ G AT W I C K Home  Flights  Parking Duty Free At the Airport

SHOPPING DINING

its Parking Shopping & Eating Pren

ONLINE EXCLUSIVE g .
Shopping Directory

> Shopping Directory > Reserve and Collect save 10%
Product Showcase

when you
serve and Collect ¢ 2

Reserve & Collect Raffles == T

London Gatwick airport Manchester airport Hamad international airport iShopChangi Changi airport

The website offers an online dutiree Offers a Reserve & Collect service throug Doha's Hamad International Airport offers It is a comprehensive-eommerce
shopping platform allowing passengers to World Duty Free, allowing passengers to Qatar DutyFree's online platform, platform offering duty-free shopping with
pre-order items and collect them at the browse and reserve dutyree items enabling passengers to prerder luxury pre-order services and frequent discounts
airport for added convenience online from goods and dutyfree items to enhance convenience and value for

travellers

Challenges for digital retail adoption in airports

A Low uptake and penetration - many travellers are unaware of available online dufee and preorder services, resulting in low adoption rates

A Integration issues - aligning digital platforms with instore systems can cause inventory discrepancies and delays

A Minimal contribution to sales - digital sales contribute minimally to total airport retail revenue, partly due to underused loyalty programmes that fail sximise
| passenger engagement and sales; but also due to the motivations to purchase airport retail still being driven by physaibhnetimpulse purchasing

HEATHROW COMMERCIAL Source: Bain & Company (2022), Airport retail: Brace for disruption; Pragma desk 1311 286
PERFORMANCE BY STIBTEGORY research |



Classification: Internal

FOOD& BEVERAGE
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F&B has been a consistently strong performerevertherecent trading period, supported by strong consumie
demand. Heathrow focuses on optimising space and enhancing F&B growth, whilst addressing the challer|g
space constraints, and leveraging digital solutions and innovative formats to increase passenger engageme

HEATHROVCOMMERCIAPERFORMANJEFOOD& BEVERAGEPERFORMANGEBVERVIEW

Key strategy

A Driving growth through F&B optimising offerings by addressing space constraints, increasing productivity, and introducingnaes, quickserve and digitafirst models,
and reallocating resources to higdemand, valuedriven concepts

/ Key revenue drivers \ / Challenges and constraints \

A F&Bsrobust performance across all categories driven by rising consumer A Space limitations - F&B in Terminals 3 and 5 is unegpaced by 3840%, leading
demand and appetite to spend on F&B, and increasing share of leisure to missed revenue opportunities and reduced passenger satisfaction
passengers

A Economic pressures- inflation and rising costs (e.g. supply chain, wages,
A Speed and volumes Grab & go concepts have seen the strongest recent growth, utilities) reduce margins

supported by speed of service and convenience o ) o
A Duplication - overlap between WHSmith and Boots affects efficiency

A Popular F&B formats - coffee, casual dining, and pub concepts with strong o ) o )
& branding and perceived value resonate well with passengers, consistently an A Airline behaviour -changes to checkn times and passenger habits could

revenues & impact dwell times and sales

Opportunities

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

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

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

Risks
A Space constraints 8the main risk to growing sales, with constrained capacity not being able to accommodate rising pax volumes
A Economic impact - rising inflation and operational costs may reduce passenger spending and operator profitability
A Underserved demographics- limited halal and kosher options restrict appeal to certain passengers

A Premium dining underperformance 3 price sensitivity and lower passenger resonance with cthed premium dining concepts

HEATHROW COMMERCIAL Source: HAL stakeholder interviews
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In the wider market, F&B is being driven by fastsservicereategories such as grab &sgrveuacid fastasual
dining. Challenges exist with more traditional formats, space constraints, and price sensitivity, but opportuni
in online fulfilment and focus on quick service, efficiency and enhancing perceived value for money

KEYMARKETRENDS$ CATEGORYREND$ROMEXPERTNTERVIEWESFOOD& BEVERAGE

/ Key performance drivers

A Grab & go and quickserve 8key growth
areas, catering to pric&onscious
passengers. Quickerve outperforms table
service in profitability

Food hall conceptsd showing significant
growth in the market

Growth in fast casual dining 8 increasing
demand from young families seeking
informal, easy options and business
travellers who seek soldriendly options

>

Kd$J9F; @AK=< :J9F<K L@
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<BK >MDD G>>=1

KExpert interviewd Global Airport Retail OperatO/r

Cafesdwork well operationally during

breakfast/snack periods but struggle
\\perform well across the day

L

A

S

A

Challenges

Casual dining 8traditional sit-down restaurants face
operational challenges due to staffing and productivity
issues

Space constraints 3as passenger volumes increase,
demand for F&B space increases

Premium dining 38 struggles due to misalignment with
passenger needs

Local vs globaldinternational brands are in demand for
credibility but have low margins, whilst local brands often
have better profitability

A Franchised brands&difficult to replicate the atmosphere,
\cost and full brand experience /

.

S

Price sensitivity 8 passengers are increasingly comparing
prices to downtown

Risks

A Online fulfilment 3 operationally challenging to implement

T

A

A

Uptake of online F&B#& uptake of preordering and
collection of F&B is currently low in airports that offer it,
promotion is key

Inflationary pressures dincreased labour, energy and rent
costs risk further price issues

Opportunities

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

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

A Efficiency dfocus on fast service options
for peak hours

A Breakfast growth 3 breakfast is a key
growth area, with brands like Pizza Express
and Brewdogexploring breakfast menus

A Bar/pub offers dbars are shifting to
volume-driven deals e.g. 2 for 1 to increase

perceived value and improve passenger
experience

. =J; =AN=< N9DM= >GJ
generationsyquick service, friendliness and
J=DA9: ADALQ AK AEHGJLOI9F

EG

Expert interviewd Global Airport Retail Operator

HEATHROW COMMERCIAL
PERFORMANCE BY SUBTEGORY

Source: Pragma expert interviews
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F&B is the only core retail category to have driverisignificant growth in SPTP over the recent period, with
+5.1% since 2019, outperforming the previous historic CAGR of +2.8% from 2013 to 2018. Pubs & bars, gfa
| and cafes have been the main contributors to growth, helping to increase SPTP from £2.84 in 2019 to £3.44

HEATHROVCOMMERCIAPERFORMANCJEFOOD& BEVERAGESPTP [ café Convenience Il Edible gifting Grab and go " Pubs/ Bars [lll Restaurants

F&B sales per total passenger by sabtegory
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Grab & go has achieved the highest CAGR ofc#33% between 2019 and 2024, whilst pubs / bars have alsq| s
significant growth of +9% CAGR, following a declining CAGR in the prior period. Having driven strong CAGF
| of +7% between 2013 and 2018, restaurants have delivered the lowest growth in the recent period of just }°

HEATHROVCOMMERCIAPERFORMANJEFOOD& BEVERAGESPTRNDEXED

F&B SPTP indexed
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Of the highest contributing categories to SPTRErestaurants remain the largest contributor, with growth at g 4
CAGR over the last 11 years. Grab & go is a growing contributor, with a CAGR of 6%20arh B0dStronger
| recent growth of 13% from 262024. Pubs / bars have also shown stronger recent growth, increasing their §f

HEATHROVCOMMERCIAPERFORMANJEFOOD& BEVERAGESPTRBYSUBCATEGORY

F&B sales per total passenger by saategory 20132024
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Compared to duty free and retail, F&B SPTP iszmiuehmore!consistent across terminals, demonstrating th
impacted by the volatility relating to macroeconomic policies and passenger spend by destination. All termin
have experienced growth since 2019, with the less space constrained terminals delivering the strongest g

HEATHROVCOMMERCIAPERFORMANCEFOOD& BEVERAGESPTRBYTERMINAL
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Restaurants drive amongst the highest spend{petitotal passenger, particularly in T2 and T5, but they also pe
large space, which leads to lower sales densiteeshallenge in a space constrained environment. Grab and do
selected edible gifting, and convenience, trade at the highest densities, particularly T5

HEATHROVCOMMERCIAPERFORMANJEFOOD& BEVERAGESUBCATEGORY TERMINAL T2 B T3 T4 I TS
£
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Total SPTP by category 10

and terminal
’—h [ s
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F&B is the category most under pressure in termsiefospace! restrictions, with airside F&B space per million|d
passengers sitting within the bottom 25% of benchmarks. These capacity issues can have further impact, in
slower service speed and longer queues, which hinders passengers from spending on other areas

HEATHROVCOMMERCIAPERFORMANJEFOOD& BEVERAGEF&BSPACEEONSTRAINTS

Proportion of space by category at Heathrow at total and terminal level (m?) Airside F&B space per million departing passengers at Heathrow by terminal vs

benchmarks (m?)
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Services SPTP experienced significant declinefromi2013to 2018 at a-BAGR lafgely driven by the decline

bureau sales due to increased digitised payments. Whilst bureau is a declining market, cash will continue {o

n

(

| required by certain groups. The removal of VAT refund has also impacted sales and income from 2021 to |

HEATHROVCOMMERCIAPERFORMANJESERVICES SPTP Il Burcau M VAT refund B Vending

Services sales per total passengers by stdiegory (20132024)
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The services category has demonstrated continuingidectine from 2013 across all terminals from 2013. Whls
rate of decline was more significant from 2Q038, sales have continued to decline from 2019, reflecting the
| decreasing relevance of foreign exchange and the impact of VAT removal

HEATHROVCOMMERCIAPERFORMANJESERVICE$S SPTRBYTERMINAL
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SPTP and sales density for services is highestifericF8,whilst T4 has the highest space allocation but a lower
and sales density. In general, the space allocations by terminal are relatively consistent, given the limited an
of space required to deliver the offer

HEATHROVCOMMERCIAPERFORMANJESERVICE$ TERMINAL

Sales per total passengers, sales density and space per million passengers 2024
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Heathrow aims to grow premium services revenuécthrough'VIP and Fast Track expansions, digital ticketing,
targeted marketing, addressing capacity constraints, while leveraging infrastructure upgrades and partnergh

capitalise on growing consumer demand and desire to tgul& premium services across the airport value cha

HEATHROVCOMMERCIAPERFORMANJEERVICE$ VIPFASTTRACKPREMIUMSERVICESPERFORMANGEVERVIEW
Key strategy

A Drive revenue growth from £50 million in 2024 to £95 million by 2029, focusing on expanding Heathrow VIP and Fast TretériBg€ o

Key revenue drivers \ / Challenges and constraints \

Heathrow VIP - generates approximately £31m annually, driven by private clients, A Capacity issues- VIP services face peadeason constraints and fast track
diplomats, and heads of state services need operational adjustments to handle growing demand

Fast track servicesdairlines and passenger fees contribute £5m and B2C A NGS delays upgrades to premium lanes lag standard lanes, reducing perceiveg
channels such as online bookings generate an additional £2m value

Independent lounges - generates lighttouch revenue from website bookings A Geopolitical risks - over-reliance on Middle Eastern clients (40% of VIP use)
exposes revenue to regional instability

Emerging streams- new services like Fast Track Passport Control and Bag / K
A

Porters expected to generate additional income Market limitations - slow recovery of Chinese pax reduces revenue diversitﬂ

Opportunities \

Drive overall awareness 8 enhanced marketing to increase passenger awareness of expanded product offer

Digital and B2C expansions launch of digital ticketing for fast track will simplify access and improve uptake
Infrastructure growth - Windsor Suite expansion and communal lounges to attract diverse clients
Targeted marketing - partnerships with luxury brands and agencies targeting HNWIs in the U.S., India, and China can increase visibility ahijbeivesvenues

Commercialise bespoke support to airlines 8 develop new opportunities to support, charge, and commercialise specific airline VIP services (e.g. flights for sports teams)

Araraa)(=> > >)

Benchmarking and innovation 3learning from competitors like Private Suite in US to implement communal lounge models and enhance service flexibility /

Risks
Service disruption - renovations and temporary setups may impact customer satisfaction
Premium appeal - overuse of fast track by economy passengers risks diluting exclusivity
Brand reputation 8 poor service experiences e.g. delays risk negative PR
Economic pressures3dinflation and reduced discretionary spending may impact demand

To Do Do Do I

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

HEATHROW COMMERCIAL Source: HAL stakeholder interviews 286
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VIP/fast track/premium services experienced significanttPP growth of +7% CAGR over the recent period ffc
to 2024, reaching an income per passenger of £0.60 in 2024, a 32% increase from 2023, with planned furth
and physical expansion likely to support future growth of the product offer and revenue potential

HEATHROVCOMMERCIAPERFORMANJERETAIL| VIPFASTTRACKPREMIUMSERVICERINCOME

VIP/fast track/premium services income per passenger

£
0.65 - @

0.60

0.60 -

0.55 +

0.50 +

0.45 - 0.44

0.42

0.40 +
0.35 ~
0.30 -
0.25 +
0.20 ~
0.15 ~
0.10 +

0.05 ~

0.00 -

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

HEATHROW COMMERCIAL Source: HAL data 146 | 286
PERFORMANCE BY SUBTEGORY |



@QKA; 9D =PH9FKAGF G>kssi&ion*ig@dK HJ=EAME K=JNA; =K G>
exclusive terminals in selbntained 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 exampl

PREMIUMSERVICESBENCHMARKINBAETHER MANCHESTERIRPORT

Aetherd Manchester Airport

Manchester Airport has opened a new private terminal, Aether, designed to offer an exclusive and seamless travel exper@ingassengers, regardless of their ticket class.
Located in a seltontained space away from the main terminald)e terminal reimagines the airport journey, providing services typically associated with privateraiel,
including private checkin and security, luxury lounge access, gourmet dining and chauffeur service

HEATHROW COMMERCIAL Source: Desk research 147 | 286
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Beyond the UK, PS (The Private Suite) in the WSihasreeently expanded its services from Los Angeles Inter
Airport to Jackson Atlanta International Airport, further emphasising the opportunity and growth in the
| VIP/premium services sector

PREMIUMBERVICESBENCHMARKINTHE PRIVATESUITE, USA

PS (The Private Suité)US airports

ﬂhe Private Suite, present in Los Angeles International Airport and Hartsfieh

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

QSoffers both annual membership and pase offers /

HEATHROW COMMERCIAL Source: Desk research 148 | 286
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Advertising revenue is largely driven by media’eoneessiondees from JCDecaux, along with sponsorship frer
While aging infrastructure and reliance on a single contractor pose challenges, opportunities lie in expandif
digital assets, yield management, and restructuring contracts to gain greater flexibility and revenue potentigl

HEATHROVCOMMERCIAPERFORMANCJEADVERTISING PERFORMANGBVERVIEW

Key strategy

A Drive revenue through increased digitisation, enhanced contract negotiations, and leveraging premium digital formats, widiessing infrastructure
upgrades and evolving market trends

/ Key revenue drivers \ / Challenges and constraints \
A
A

Concession feesd achieves 79% share of advertising revenue from JCDecaux A Ageing infrastructure 3digital screens require urgent refurbishment
Premium digital assets 8 high performing assets such as T5 Towers generate A Occupancy variability selected landside static assets underperform with-10
£6-7m annually with 99% occupancy 15% occupancy compared to digital assets
A Experiential advertising 8luxury brand partnerships and pojups, though low A Environmental and political pressure brands are cautious about
incremental revenue, cater to premium brands greenwashing and shifting passenger profiles towards leisure over business
Q Sponsorship deals3 air bridge branding achieves c.£8m annually from HSBy \6 JCDecaux market dominancesK AF? D= ; GFLJ9; LGJ D Aj/A
Opportunities

A Digital growth -expand digital screens (currently 30% of assets) for higher yields and flexibility, and data capture
A Yield management  optimise occupancy rates and pricing strategies to maximise revenue
A Experiential campaigns - capitalise on experiential advertising demand despite space constraints

A Contract restructuring 8 explore splitting advertising rights by terminal or diversifying partners to increase competitivene

/ Risks \
A
A

Market dependency dreliance on JCDecaux (contract expires in 2026) and HSBC (contract expires in 2026) and luxury brand advertisers lirsificatioer

Delayed investments and space constrained terminals 8 ageing estate risks revenue loss if digital updates are not undertaken, with risk of diminishing returns as
all the main highvalue sites have been developed, and space constrained terminals limit new site opportunities

A Behavioural shifts 8focus on ROI, shotierm bookings, challenges in luxury, and declining business passenger profiles may impact advertisingndealang with
continued pressure on OOH advertising spend from pure play online digital

\\)3\ In-store advertising 8 advertising delivered within stores (e.g. WDF / InMotion) benefits the retail tenant, but is not captured by the Heathrdvacbn /

HEATHROW COMMERCIAL Source: HAL stakeholder interviews 150 | 286
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The most significant trend in the advertising marketglobally has been the shift towards digitisation of format
traditional static displays, where airports have been benefiting from growing demand for prime advertising [
| for key global brands, although there is some risk around negative brand associations related to sustainabjli

HEATHROVCOMMERCIAPERFORMANCJEADVERTISING WDERMARKE PERFORMANGEVERVIEW

-

A

)

\C

Out of house advertising market overview \

Globally, the most significant trend in OOH advertising has been the shittigitisation 8 media owners
invested in building new digital inventory and converting existing assets to digital

Digital assets generally outperform static assets commercially, commanding higher prices and
delivering higher returns

Of the total,revenue from digital OOH units is around 25% on averagealthough in certain markets the
figure is considerably more. In the UK it is now approximately 65% with Australia around 55%

Digital formats are set to generatéhe majority of advertising growth whilst static units remain flat

Sustainability 8 negative associations with the environmental impact of aviation is reducing demand for

sites from selected brands /

A

Key Opportunities

Globally, the most significant trend in OOH advertising has been the shiftigitisation 8 media owners
invested in building new digital inventory and converting existing assets to digital

Progammatic advertising 89 K @A>-b-L AE=ABMKIRQAF? G> KAL =fégrma® F <
campaigns that link to events / particular target audiences

Large brand activations dincreased demand for higlimpact premium sites with a combination of both
screen and floorstanding physical activations

Pop-up spaced demand for popup space in high volume travel hubs is very strong, with brands keen on
testing the locations and audience ufake, 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 space

profile and generating higher value for their assets

QEnhanced audience analyticsd asset managers that can share enhanced data points on their audie?

\\\\//;5: @IN= @9< L @= KLJ(BF?:El

: |G E WimblegenFok @hNstmasE Brandssare also getting smarter

/;—MJ 9<N=JLAKAF? 9K :ew@\hz

with the airport being in higldemand 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 ¢.30% static and 70%
digital. It is still important to maintain static sites for
; =JL9AF :J9F<K O0@G O9FL R

K Expert interviewd European Hub Airport

performance, driven by large brand activations and fewe
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

about understanding the customer, day part and booking
micro slots, with programmatic booking allowing more
L9J?=L : GGCAF? 9F< 9M<A=F

K Expert interviews UK Rail Station Asset Man@

n

HEATHROW COMMERCIAL Source: Desk research
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Advertising income grew at a CAGR of 11% up-te 2018 but' experienced a sharp eBiGAGR from 202023
as a result of the reduced passenger volumes following Covid. Income in 2024 remains below 2019 levels|
| showed a strong increase of 20% from 2023, demonstrating continued potential for recovery

HEATHROVCOMMERCIAPERFORMANJEADVERTISING SPTRANDIPTPINDEXED — Advertising income per topax— Advertising sales per topax

Advertising SPTP and IPTP, indexed
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Classification: Internal

Advertising SPTP and IPTP grew at a consistent stable rate up to 2018, but dr@8pdtbm 2012024, albeit
2024 figures have shown growth from 2023

HEATHROVCOMMERCIAPERFORMANJEADVERTISING SPTRANDIPTP

Advertising sales per total passenger 262323
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Classification: Internal
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Nonaero property revenue is driven by propertysrentalsand commercial telecoms, with the primary focus @r
optimising space and increasing yield within a constrained environment. While challenges such space limi
and the guide price system pose risks, opportunities lie in strategic development and guide price reform

HEATHROVCOMMERCIAPERFORMANJEPROPERTPERFORMANGEVERVIEW

Key strategy

A Focus on space optimisation and yield growth within constraints

/ Key revenue drivers \ / Challenges and constraints \

Property estate contributes approximately £150m annually in naero revenue A Space & terminal limitations & high demand for lounges, offices, industrial
spaces and outdated infrastructure limits supply

)

A Property rentals -revenue from all types of property account for 90% of ) _ . ) )
revenue, lounges account for 50% of revenue, with independent lounges e.g. A Guide price systemd outdated model caps rental yields, despite demand

Aspire generating higher yields than airline lounges A External competition 3developers like Prologis outpace speed of Heathrow

Commercial telecoms - generate around £10m annually, steady growth from A Macro-economic risks & business rates changes, office market trends,
B2B and network licences J K geopolitical volatility /

(>

Opportunities
Lounge expansion- premium lounges to meet excess demand, and grow independent lounge space
Property development - new industrial park (Heathrow Logistics East), densifying car parks for logistics use

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

o e Do >

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

Risks

A Space constraints 8demand 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

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

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

HEATHROW COMMERCIAL Source: HAL stakeholder interviews 286
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Total property income has increased £10m froms2019 toereach £157m in 2024, with income per passengel ¢
at a CAGR of 1% over the period from £1.81 to £1.87. The relatively flat growth profile of property IPP sinde
| illustrates the challenges posed by space constraints and the guide price system in limiting rental yields

HEATHROVCOMMERCIAPERFORMANJEPROPERTYNCOMH OVERVIEW

Property income
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Classification: Internal

SURFACEBCCESS
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The overall mode of transport to Heathrow hasbe&encrelatively consistent since 2019, with the most signifida
change being the c.8ppt increase in use of the Underground TFL Rail Services to 29%, with the use of Hegt
Express decreasing 3.8ppts from 8.7% to 4.9%, reflective of the impact of the Elizabeth Line
HEATHROVCOMMERCIAPERFORMANCEMODEOFTRANSPORT
Mode of transport to Heathrow (2018024)
Y
2.4% 2.0% 1.7%
Rental car/
Bus / hotel shuttle/ 8.7%
Coacr/
9.3%
Heathrow Express
Underground and TFL rail servicglksgerZ)
Taxi
Private car AR
2015 2016 2017 2018 \ 2019 ) 2020 2021 2022 2023 \ 2024 )
Total 75.0 75.7 78.0 80.1 80.9 22.1 19.4 61.6 79.2 83.9
passengers (m)
HEATHROW COMMERCIAL Source: HAL Profilers 20034 158 | 286
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Parking revenue is driven by various parking produaets;zthe 'terminabéiroparges, car rentals and public transport, with
increasing focus on public transport while managing private vehicle revenues. Balancing pricing, capacity constrain
sustainability goals presents challenges, while digital transformation and premium services offer opportunities

HEATHROVCOMMERCIAPERFORMANCECARPARKING?ERFORMANGEVERVIEW

Key strategy

A Focus balancing maximisation of surface access revenue and supporting sustainability goals by shifting mode share towalidsrpabport

/ K . \ / Challenges and constraints
ey revenue drivers
A

A Car parking spacessc. 38,000 spaces with ¢.£170m revenue in 2023 Capacity I|_m|t§1yo'ns 8 meet-and-greet cqnstramed by operational resources rather than
space availability; and peak occupancy is close to full

A Demand shifts dincreased leisure travel has driven peak occupancy A

rates Infrastructure gaps 8outdated on-site parking systems rely on physical tickets and manual

processes, reducing efficiency and customer satisfaction
A Meet and greet constraints 8 high demand but limited by A

. Digital transition 8 modernisation of infrastructure is needed to streamline operations and
operational resources

enhance the user experience

timi ricing 8reven t ield management and shift - .
:())pdire(':stego%k(i:ng% SIS s teel 7 Sl METEEEME A Q North & south solution 8longer term opportunity to create a northern and southern car/

parking solution, but this is not within H8, but within an expanded Heathrow scenario

N
/ Opportunities
A
A
A
A
A
LA

Capacity expansiondup to 4,000 additional spaces could unlock new revenue during peak demand (spaces can be increased to 42,000 within tmih§ ppplication)
Digital transformation 8upgrade to ticketless systems and apgpased payments, bundle parking with HEX tickets for seamless travel, personalised edfeirive bookings
Premium products 8introduce valet services, rapid EV charging, and enhanced rea@l-greet options to cater to higkhvalue customers, and enhanceverall marketing
Sustainability integration 3establish EV charging hubs and incentivise environmentally friendly parking solutions

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

North & south solution &longer term opportunity to create a northern and southern car parking solution to better serve customers and mitigate risikgie to CTA /

Risks
A Pricing sensitivity - overpricing risks pushing customers to thirdarty operators or public transport
A Economic pressures- inflation and evolving passenger preferences could impact premium service demand, and cost pressures limit ROI of parkigipansion
A Competitor threats 3 off-site parking operators with lower overheads offering cheaper alternatives and taxi services such as Uber reducing relieaicport parking
A Regulatory constraints 3airline governance requirements may delay parking expansion or transition projects, as well as continued sustainabilityupgess

HEATHROW COMMERCIAL Source: HAL stakeholder interviews 91286
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Car parking income has increased from £125mein2019t0r£185m in 2024, growing at a robust CAGR of +§%
led to strong growth in IPP, growing at a 7% CAGR over the period largely a result of growth in short term [c:
However, IPP reduced in 2024 from 2022 and 2023, impacted by a lower share of business pax and Elizalpe

HEATHROVCOMMERCIAPERFORMANJESURFACRCCES$ CARPARKING INCOME | valet/Meet & Greet B Long Term Car Parks

Car park income I Business/Mid stay car parks[ll Short Term Car Parks
Lar park incom
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HEATHROW COMMERCIAL 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:fairlyrconsistent from 2019 to 2024, with short term acc

for the majority share at 60%, albeit with a slight decrease in business/mid stay car parks. Growth in IPTP fr

is highest for long term and short term car parks, with slower growth in business/mid stay car parks

HEATHROVCOMMERCIAPERFORMANJESURFACRCCES$ CARPARKINGNCOMEBYTYPE 7] valet/Meet & Greet B Long Term Car Parks

Car park income per total passenger by car park type B Business/Mid stay car parkslll Short Term Car Parks

:

Share of income by car park type 2019 vs
2023 and 2024

PERFORMANCE BY SUBTEGORY

0.4 03 03 03 0.3
02 } 0.2 0.2 0.2 0.2
' 13%
0.0
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
£ _
0.4 @ > @
0.2 0.2 0.2 0.2 0.2 0.2 0.3
ol IR R0 AN . . H
B m
2013 2014 2015 2016 2017 2018 2024
£ (o)
0.5 0% g 036 034
0.26 0.26 0.22 0.27 0.26 0.26 0.25 0.25 . . .
00 H = H H B B
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
2 1.66
1.22 1.38 1.25 1.33
.| oss 08 102 105 08 089 o 89 . . . l
0 2019 2023 2024
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
| HEATHROW COMMERCIAL Source: HAL data Notes: Valet/Meet & Greet data only available from 2017 onwards 161 | 286



Heathrow Express drives revenue through speediirehability, and digital channels but faces competition fro
Elizabeth Line and infrastructure challenges. Opportunities include partnerships, digital growth, and sustaif:
| while economic pressures and outdated technology pose key risks

n

HEATHROVCOMMERCIAPERFORMANJESURFACRCCES$ RAIL | PERFORMANGBVERVIEW

A +9AFL9AF &#6AK HGKALAGF 9K 9

Key strategy
HJ =EAME

JO9AD DAFC :0Q :Ellﬂy@eall‘s,hwedﬁcmgcb{rldserJ<ﬂ c

( N

A Speed and reliability - unique point-to-point 15-minute service

Key revenue drivers

A Business and leisure mix-over-indexes on business travellers (37%)
A Digital channels -26% of revenue via HEX app and website

A B2B partnerships -18% of revenue from corporate accounts and travel agents

~

A Infrastructure dependencies - reliance on track agreements expiring in 2028

-

A Elizabeth line competition - revenue reduced by 3§85%

Challenges and constraints

A Price sensitivity - rising costs and passenger price pressures

A Technological gaps- outdated physical sales systems reduce convenience

Q Turn-up-and-go sales- on-the-day sales account for 57% of revenue

AN

Opportunities
Strategic partnerships - expand B2B with airlines, bundled offerings, and fast track services
Digital growth - strengthen the app and introduce dynamic pricing and promotions

Sustainability initiatives -D=N=J9? = &#6 AK =D=; L-doAstiuistravele@ ADO9 Q LG

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

/>.,>,>,>, \

S

9 L

/

LJ9;

Risks
A Intensifying competition -# DAR9: =L @ * AF= HJA; AF? 9F< 3:=J K=JNA; = L@)J=9L=F &#
A Infrastructure and operational challenges -& 1" 9F< F=0 LJ9:; C 9?2J==E=FLK E9Q <AKJMHL &#6
A Economic PressuresJ AKAF? ; GKLK 9F< HJA; = K=FKALANALQ ; GMD< AF<=J &#6AK
A Technological Risks- delay in upgrading physical and digital sales channels
HEATHROW COMMERCIAL Source: HAL stakeholder interviews 162 | 286
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Following modest growth up to 2018, total incomeifromrraiktravel decreased by £22m from £117m in 2019]t
in 2023, representing-4% CAGR over the period. Whilst the performance improved slightygwast IPP

| reduced by-13% from 2022 to 2024, reflective of the impact of the Elizabeth Line opening

HEATHROVCOMMERCIAPERFORMANCJESURFACRACCES$ RaIL | INCOME

Rail income
£m
150 -
100 -
50
0 .
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Rail income per passenger

£ _1% 5

2.0 ~

D

1.72
1.5 ~ 1.33
1.17
1.0 ~
0.5 +
0.0 -
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
HEATHROW COMMERCIAL 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 theshighemnend of the benchmark set of express train system
above the average of £17, but consistent with other leading airports, demonstrating the balance of effectiv
management and a premium service proposition

HEATHROVCOMMERCIAPERFORMANJESURFACRCCES$ RAIL | TICKETPRICEBENCHMARKING

Comparison of single adult ticket price of express train systems at benchmark airports vs Heathrow Express

26 -
24 1
22 1
20
18 4
16
14
12
10

o N By » (o]
1

Stockholm- London- Paris- CDG Express Oslo- Flytoget Tokyo- Narita Vienna- City Hong Kong Seoul- Arex
Arlanda Express Heathrow Express Airport Express Express Airport Train Airport Express Express

HEATHROW COMMERCIAL Source: Desk research
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Classification: Internal
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Car rental income has increased since@owid, dueftaisupply shortages increasing ATV but also greater
operational efficiency. Challenges include space constraints and competition freite afperators and private
hire such as Uber, but opportunities lie in digital transformation, increased efficiency and collaborations

HEATHROVCOMMERCIAPERFORMANJECARRENTAI PERFORMANGBVERVIEW

~

~

57 (GYSITE GO Challenges and constraints
A Revenue increase- car rental revenues have increased to approximately £27m in A Capacity | . o .
; : . : - pacity issuess car rental space is limited and operators are seeking ways to
concessions, up from £21.8m pi@€ovid, driven by higher ATVs due to pricing ontimise space use due to fragmented operations
adjustments and shortages in supply of vehicles P P 9 P
o : v A : A Competition from off -site operators & competition from rogue and established
A Coordination with operators &improved coordination with car rental operators third part onerators which Fm acts revenuF; 9
\ to secure airport advantages, which has contributed to growth in sales / party op P

/

A

A

o

Opportunities
Digital transformation 38a key focus, with emphasis on enhancing the customer journey and streamlining processes

efficiency

A Consolidation for efficiency 8 movement towards consolidating car rental operations into a centralised base station to optimise space usage and improvatiopat

A Collaborations 8 being explored with private higher operators such as Uber and Bolt to align with sustainability goals, while maintainingue\areams from car rentals

Sustainability 8focus on aligning car rental services with sustainability goals including integration of EV charging infrastructure

N

/

a

Risks

premium services such as car rentals

<

A Economic pressuresinflation and changes in passenger spending could affect demand for

A Competition 8 private hire operators such as Uber pose challenges to short term car renta

N

4

HE
PE

ATHROW COMMERCIAL Source: HAL stakeholder interviews
RFORMANCE BY STIBTEGORY
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Car rental income has experienced strong IPPgrowihy-atcaczCAGR of 4% from 2019 to reach £0.33 in 2024 ¢
+3% CAGR of 2013 to 2018. Recent growth has been supported by an increase in passengers from North|/
10@G @IN= 9 @A?@=J HIJGH=FKALQ LG MK= ;9J @AJ=J] 9

HEATHROVCOMMERCIAPERFORMANJECARRENTAL OVERVIEW

Car rental total inco

£m
30 1~ 27 27
22 -
20 21
20 44 17 17 19
) u I
O -

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

Car rental income per total passenger

Significant uplift during Covid, due to reluctance to use public
transport, has since reduced to a more stable pattern of demand

£ @ -

PERFORMANCE BY SUBTEGORY

06 1 Car rental mode share has stayed consistent
over the period at 2% in 2019 and 1.9% in 2023
0.4 - 45@ > 0.36 0.34
0.26
- _._. . ._._.J
0.0 -
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
| HEATHROW COMMERCIAL Source: HAL data 167 | 286



Classification: Internal
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Public data, sourced from published annual reports-acress-a variety of leading hub and O&D airports in EUre
around the world, has been analysed to benchmark Heathrow'saammautical performance

BENCHMARKINGMETHODOLOGY Airports used in 2019 study  New airports used in this study

Category benchmark set

Airport Region Pax (2023) Currency Reporting period used Commercial Property Car parking
Heathrow Europe 79m GBP 201323 N g] 4]
Aena (group, inc. Madrid) Europe 314m EUR 201323 1] 1] 1]
ADP (group, inc. Paris CDG) Europe 336m EUR 201323 | 1] n
Athens Europe 28m EUR 201323 N 4]
Beijing AsiaPacific 53m RMB 201323 N ] ]
Changt AsiaPacific 63m SGD 201323
Copenhagen Europe 27m DKK 201323 N 4] 4]
Edinburgh Europe 14m GBP 201423 N 1]
Fraport (group, inc. Frankfurt) Europe 168m EUR 201323 | ] ]
Gatwick Europe 41m GBP 201323 N N N
Hong Kong AsiaPacific 45m HKD 201323 n 1]
Kuala Lumpur AsiaPacific 120m MYR 201323 n
LAX North America 71m usD 201323 M ]
Manchester Airports Group Europe 61m GBP 201323 1] 1] 1]
Munich Europe 37m EUR 201323 | | |
Aeroporti di Roma (Romé) Europe 44m EUR 201323 | 1] n
Amsterdam Schiphol Europe 71im EUR 201323 4] 4] 4]
Sydney AsiaPacific 39m AUD 201323 n n n
Tokyo Haneda AsiaPacific 78m JPY 201323 | 1]
Toronto North America 45m CAD 201323 4]
Vancouver North America 25m CAD 201323 | ] ]
Venice Europe 11m EUR 201323 | 1] n
Zurich Europe 28m CHF 201323 4] n

Notes: 1) Reporting periods used per airport may differ based upon the individual category data available 2) Changi and
Kuala Lumpur only provide tbpe noraeronautical revenue information which shown later, and has been included due | 59 | 286
to their global airport status and comparability to Heathrow 3) Includes Rome Fiumicino and Ciampino

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis ; Company/airport
PERFORMANCE BENCHMARKING  accounts



Whilst Heathrow aeronautical and narronautical 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

Classification: Internal

BENCHMARKINEOWNERSHIRNDREGULATION

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 stateowned, with some private investment)
ADP (Group, incl. Paris CdG) Dual Till Public (majority stateowned, with private shareholders)
Athens Dual Till Public-Private Partnership (PPP)
Beijing Single Till Public (stateowned)
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 governrderied 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 nprofit corporation)
Vancouver Single Till Public (operated by Vancouver Airport Authority, a nprofit organization)
Venice Dual Till Private
Zurich Dual Till Public-Private Partnership (PPP)

Regulation Structures:

Asingle Till: Both aeronautical and noraeronautical revenues are considered

when setting airport charges

Mual Till: Only aeronautical revenues are considered for setting airport charges,

separating them from noraeronautical revenues

Ownership Structures:
Mublic: Fully owned by government entities

Mrivate: Fully owned by private investors or corporations
Mublic-Private Partnership (PPP): Joint ownership between government entities and
private investors

AIRPORT INDUSTRY COMMERCIAL

PERFORMANCE BENCHMARKING

Source: Pragma analysis ; Company/airport accounts
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2@= 9AJHGJL AF; GE= : =F=@E9d CAP2Z2IEFSMLAKS DA R F=<=
, 9K=K 0@=J= L@= 9AJHGJL 9FFM9D J=HGIGK9 ML GNAXA
| AF; DM<AF? ;9J H9JCAF?J] HIJGH=JLQJN 9F< GH=J9LAGEF?9

BENCHMARKIN[EINCOMEBANDDEFINITIONS

Note: it is important to note that there is inconsistency in the way in which different airports report their financial statgs and revenue reporting lines. The exact definitions of
each nonaeronautical revenue category differs between airports, hence there are inconsistencies when comparing across aiddedsthe majority of airports do not report the
revenue lines at a granular level of individual swategories, hence the available set of benchmark datapoints decreases, @sdporting lines become more granular.

Airport income benchmarking bands and their definitions

Income band Definition Heathrow example categories Other benchmark example categories

0=L9ADJ <MLQ ! Manf:hester Airports Group_:retavn, car
J=L9ADAN |l @ parking, property,l GL @=J A
o . Rome:retail, advertising,car parking,

Non- Income that has been reported from all neairline sources and these include H9JCAF?/1 9F< | L
. L : - . . property,| GL @=J A
Aeronautical ~ commercial income, investments, dividends, etc. including HEX, property, i :
: S Aena:retail, duty free, F&Bcar rental,
operational facilities and . . .
o car parking, VIP serviceadvertising,
utilities
property
Manchester Airports Group: retail and
Income that has been reported from commercial including duty free, retail, F&B, 0=L9AD/] <MLQ :I| GLA@=1J
Commercial advertising, and ancillary services, etc. K=JNA; =KA Rome:J =L 9ADJ] 9<N=JLAF

Aena:retail, duty free, F&B, advertising

Income that has been reported from retail shops within the terminal airside and Greenrepresents categories common is both Nekeronautical

Retail landside selling dutyfree, travel essentials, fashion, tech, and speciality products and Commercial L . .
Redrepresents categories in NeAeronautical but not within
FeB Income that has been reported from passenger facing airport dining options within Commercial

the terminal airside and landside

Income that has been reported from leasing and development of terminals, offices,
Property hotels, logistics, and business parks. This also includes fadnfine airport lounges
leased to third party operators

Income that has been reported from airport parking activities including shoetm,

Car parking long-term, valet, premium parking options for passengers

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis ; Company/airport accounts
PERFORMANCE BENCHMARKING 1711286




From 2013 to 2019, n@eronautical revenue remained relatively stable for most European airports. Significar
volatility, due to Covid lockdowns, effected 2020 and 2021, returning to a more settled position in 2022. Hga
| followed a similar path, with, returning in 2023 to 1.16, a level similar to 2018, slightly higher than 2019 at }.

BENCHMARKINENON-AERONAUTICAREVENUE EUROPEAMIRPORTS — Heathrow
Index Annual nonaeronautical revenue per passenget, indexed from 2013
5.0 -
MAG
4.5 1 Edinburgh
4.0 - Aena
Manchester
351 Gatwick
3.0 J Munich
Fraport
2.5 1 Venice
20 - I Rome
s NN — I Heathrow
1.5 A Zurich
Copenhagen
1.0 - .
\Schiphol
0.5 - \Athens
ADP
00 T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
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 Source: Pragma analysis ; Company/airport accounts 172 | 286
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For airports in AsiRacific and North America, rraeronautieatrevenue exhibited a similar pattern, with stead

growth until 2019, followed by pronounced spikes during the pandemic, with Tokyo Haneda, Beijing, and Sy

| showing the highest volatility. Heathrow and Vancouver experienced comparatively slower recovedp2022

BENCHMARKINGNON-AERONAUTICAREVENUE ASIA-PACIFIGANDNORTHAMERICAIRPORTS

Annual nonaeronautical revenue per passenger, indexed from 2013

— Heathrow

Index
3.5 -
3.0 1 Tokyo Haneda
2.5 A
2.0 A /LAX
4/ Toronto
Sydney
1.5 4
Beulng
___' ' Heathrow
1.0 ~ B ‘Kuala Lumpur
Vancouver
0.5 T T T T T T T T
2013 2014 2015 2016 2017 2018 2019 2020 2021 2023
Heathrow 1.00 1.02 1.06 1.06 1.13 1.16 1.07 1.92 2.71 1.16

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Source: Pragma analysis ; Company/airport accounts; Global Airport Retailing
20182028 Report
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BENCHMARKINGNON-AERONAUTICAREVENUE ASIA-PACIFIGANDNORTHAMERICAIRPORTS

Annual noraeronautical revenue per passenger, indexed from most recent year available from 2013

Index
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/Chanm
Hong Kong

0 .
2013 2014

1.00
1.00

1.07
1.03

Chang
Hong Kong

2015

2016 2017

1.13
1.06

1.09
1.05

1.09
1.08

2018

1.21
0.96

2019

1.30
1.02

2020

15.18
13.22

2021 2022 2023

0.91
0.88

3.66
5.25

0.90
1.01

Nonraeronautical revenue for Hong Kong and ©€hangirairports shows steady growth until 2019, followed byje
unprecedented spike during the pandemic, with a sharp decline afterward, stabilising at levels by 2023 th
| lower than the preCovid levels achieved in 2019

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Source: Pragma analysis ; Company/airport accounts
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Heathrow achieved the highest naeronautical ¥evenue persgpassenger in 2023 of the benchmark set. Whils

Lamn ot

&=9L@IGOAK '.. ?2J=0 X6 >JGE TI'Ppx LG éprgrP AF TP
9F< &=9L@JGOAK pd ! %0 KAF:= I'Pprf O9K 9DKG DGO=[
] ’
BENCHMARKINGNON-AERONAUTICAREVENUE BN 2019 M 2023
Annual nonraeronautical revenue per passenger (2019 vs 2023)
£
14.2
- 15.3
16 14.4
14 \oulll 133128 129 134
11.8 11.6
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Growth Rate (2019 vs 2023)
8% -30% -8% -14% -19% 44% 4% |22% 50% 27% 44% 27% 20% 14% 3% |-81% 5% 12% 6% 23% 23% 21% 4% |45% Mlesf’o'/?r
CAGR, full period (up to 10 years)
1% -1% -1% -1% 6% 7% 3% 7% 6% 4% 6% 4% 4% 1% 1% 3% 1% 2% 2% 2% 6% -2% 1% 2% Mgt;’an
AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis ,GL=K@ +MFA; @ <9L9 =P; DM<=K 2GL@=JB O@A; % AF:
PERFORMANCE BENCHMARKING consulting and training services for the aviation industry, as well as utility 17 |286
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Hub airports like Heathrow lead in narronauticalsfevenuerper passenger, though growth rates vary, with a
of the largest hubs experiencing both recent and lotgen decline. In contrast, selected regional airports like
Manchester and Edinburgh exhibit stronger growth, supported by investment and transformation projects

EXECUTIVSUMMARY BENCHMARKIN[SNON-AERONAUTICAREVENUE B 2019 M 2023

Annual nonraeronautical revenue per passengéhub airports vs other airports (2019 vs 2023)
Hub Airports Other Airports

14.4 16 -
14 4 13.4

12
10

o N A O
N
D

O N A O @

Heathrow
Vancouve

Tokyo Haned
Kuala Lumpu

Growth Rate (2019 vs 2023)

. Medi
8% -30% -8% -14%-19% 44% 4% 22% -31% 14% 20% 3% 5% 12% 23% 23% 4% |45% M‘;‘oj/:’a” 509 27% 44% 27% 6% 21% "o

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% M(;,\-(éi/:)an 6% 4% 6% 4% 2% -2% Mi?/i)an

AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis 176 | 286
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& =9 L @J Gaermnéauti€al3FP showed no growth-n2024'from 2023 levels, a result of increased passenge
numbers. Schiphol saw the highest growth in IPP from 2023 to 2024 of 30%, driven by increases in concesgs
| revenue because of a renewed retail offer and increases in car parking revenue

BENCHMARKINENON-AERONAUTICAREVENUE

16 -
14
12
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o N bMA O ©

Heathrow

0% 2% 8% 3%

1% -6% 4% 5%

B 2019 W 2023 W 2024

Annual noraeronautical revenue per passenger (2019 vs 2023 and 2024)
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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

aeronautical IPP is reflective of 1: @AH@GD
an increase in passenger
numbers significantly in excess
of norraeronautical income
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Growth Rate (2023 vs 2024)

-3% -2% -10% 2% 3% 30% -3% 5% 4% Median 2%

CAGR, full period (up to 10 years)

Median

5% 1% 3% 1%

1% 1% 1% 1% 3% 1%

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Source: Company/airport accounts; Pragma analysis
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q [
Classification: Internal

Through research and analysis of the annual reports of the benchmark airports, the following key factors aye
as driving positive and negative trends in fa@monautical revenue across the different categories

BENCHMARKINISTRENCDRIVERS .
g Drivers & Detractors of

Recent Performance Example airports

Toronto Airport
Rome Airport

Commercial Munich Airport
(retail and

catering) Manchester Airports Grou
Edinburgh Airport
Heathrow Airport

Munich Airport
Athens Airport

Non- Manchester Airport Grouy
aeronautical Car parking

revenue

Aena Airports

Property

ADP Airport Group

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis ; Company/airport accounts
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For commercial revenue growth compared to airportsrinithe Asia Pacific and North America, Heathrow wa
amongst the top performers pggandemic, with only Sydney and Beijing achieving higher levels in 2019. Coyi
| to significant volatility, with 2023 being more stable for all

BENCHMARKINECGOMMERCIAREVENUE ASIAPACIFICANDNORTHAMERICA — Heathrow
Annual commercial revenue per passenger, indexed from most recent year available from 2013
Index
4.0 -
3.5 4
3.0 -
2.5 -
2.0 1 Toronto
Sydney
1.5 A
e LAX
/ \
10 \ Heathrow
\ Beijing
05 - Hong Kong
Vancouver
00 T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
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

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis ; Company/airport accounts 91286
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Commercial revenue trends for European airportsihighlight'moderate growth for most until 2019, with Gatwir
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

BENCHMARKINGGOMMERCIAREVENUE EJROPEAMIRPORTS — Heathrow
Index Annual commercial revenue per passenger, indexed from most recent year available from 2013
5.0 -
4.5
4.0 MAG
Aena
3.5 A Gatwick
Rome
3.0 4
Heathrow
2.5 A Venice
Fraport
2.0 - P
Zurich
1.5 ~ /x Copenhagen
—— /Athens
1.0 \
\ Schiphol
0.5 + \Munich
ADP
00 T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
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 Source: Pragma analysis ; Company/airport accounts
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Four out of the top 5 airports for commercial revenueperpassenger in 2019 experienced declines in their
H=J>GJE9F; = LG T PT I J1-109Ath #£8.7® sirfilar @ ihet OfAlsng Kong abDditie med@e ¢f
| +9% for the period. Manchester Airport Group has achieved amongst the highest growth from 2019 to 202

EXECUTIVISUMMARY BENCHMARKINETOTALCOMMERCIAL B 2019
£ 99 Total commercial revenue per passenger (2019 vs 2023) I 2023
10 1 8.9 MAG achieved high growth as a Gatwick has benefitted from| | The global hub airports such as Hong Kong, Heathrow, Beijing,
result of its largescale terminal || an enhanced F&B offer ADP, and Vancouver, that historically benefited from the high
8 - 74 transformation programme spending luxury Chinese consumer, have seen a significant
6.7 6.7 7.0 reduction in commercial revenue since 2019, due to the
59 significant reduction in Chinese consumer spend
6 - 5.6 5.4
4.8 5.1 5.1
4.6 4. 4.6 45 4.4 41
| 3.83.8 3.7
* 3.0 33 30973032 L, @
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Growth Rate (2019 vs 2023)
Median

-10% -10% 9% | -49% -18% 12% | 50% @ 11% -14% 14% 0% 10% | -38% 14% 6% 17% 5% 14% | 25% 9%

CAGR, full period (up to 10 years)

-2% 2% 1% 1% -1% 1% 6% 2% 2% 3% 1% 4% -3% 3% 2% 0% -1% 5% 1% Mig/!)an

. Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out sepalreptyrts).ann
S P I ; - . . . . . .
AIRPORT INDUSTRY COMMERCIAL ource: Fragma analysis; Additional items may include advertising, car rentals and other miscellaneous items. There may be variations betwesretheeexac 181 | 286
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and Athens have delivered robust growth, driven by terminal space development and enhancement projedts

Hub airports like Hong Kong and Heathrow continueo'achieve highest revenue per passengdiQ%®beit
declines between 2012023, significantly less than Beijing and Vancouver. Regional airports MAG Group, Ga

C

EXECUTIVIBUMMARY BENCHMARKINETOTALCOMMERCIAL

B 2019
Il 2023

Total commercial revenue per passeng@&hub airports vs other airports (2019 vs 2023)

Hub Airports

=
o
e
=
©
3]
I

Commercial: Income that has been reported from commercial including

Copenhage

-10% -10% 9% [-49% -18% 12% -14% 11% 0%

2% 2% 1% 1% -1%

1%

2% 2% 1%

retail, F&B, property, parking, advertising, and ancillary services, etc. Other Airports
£

10

Growth Rate (2019 vs 2023)

10% |-38% 14% 5% 14% 25% oo " 50% 14% 6% 17% Median
() 16%
CAGR, full period (up to 10 years)
. e
4% 3% 3% 1% 5% 1% o 6% 3% 2% 0% o

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Source: Pragma analysis;
Company/airport accounts

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out sepalreptyrts).ann
Additional items may include advertising, car rentals and other miscellaneous items. There may be variations betwesretheeexac 182 | 286
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&=9L @) GOAK ; GEE=1J; A9 Deassiaion neng G FAnAIECIMe to £614@ betow theDmedian fo
20232024 of +1%, but still the highest of benchmark airports that have released their latest figures. Schip
| achieved the highest growth of 52% from 2023, followed by Gatwick, driven by their renewed retail offers

EXECUTIVISUMMARY BENCHMARKINETOTALCOMMERCIAL BN 2019 M 2023 M 2024
£ Total commercial revenue per passenger (2019 vs 2023 and 2024)
'7.467 %9 LOA; C AJHGJLAK | GF; |4dKKMGRAGDI = M3IMHM L AK ; GFj =
] ' has benefitted from the improved retail benefitted from acquisition of Kappe, an airport
offering following the refurbishment of retailer specialising in perfumes, cosmetics, and
1 the North Terminal sunglasses, allowing Schiphol to consolidate and

O P N W b~ 00 O N
1

Heathrow

-4% -12% 1%

-1% 0% 7%

expand its retail offerings

38 4ly,

2.7 29

Copenhage

Growth Rate (2023 vs 2024)

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

CAGR, full period (up to 10 years)

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

AIRPORT INDUSTRY COMMERCIAL
PERFORMANCE BENCHMARKING

Notes: 1) Commercial revenues are largely composed of retail and F&B revenue (which are often not split out sepalreptyrts).ann
Additional items may include advertising, car rentals and other miscellaneous items. There may be variations betwesretheeexac 183 | 286
recognised by airports within these however, they will largely be composed of retail and F&B and therefore relativiely compara

Source: Pragma analysis;
Company/airport accounts



The performance of Sydney Airport demonstratesfithensensitivity of trading to the passenger profile, with th
reduction in Chinese passenger share contributing-87%o fall in commercial revenue per pax between 2019 ji
| 2022. The addition of new commercial space and enhanced luxury retail has since increased performancg |

BENCHMARKINSGOMMERCIAPERFORMANGEASESTUDIES SYDNEYAIRPORT

/ Sydney Airport overview \

9 Location: Asia Pacific

Passengers (2023): 39m

% Commercial revenue per passenger (2023): £3.90

\\l//’ Commercial revenue CAGR (264323): 2% /

Key insights
A Sydney experienced robust sustained growth in commercial revenue per
passenger up to 2019, supported by the growth in Chinese passengers
A Following the volatility of Covid, revenue per pax in 2022 w2i&% lower than
2019, impacted by changing pax composition and lack of Chinese visitors

A 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

A F&B offers have been enhanced, with for instance a renowned Australian chef
launching a new restaurant in T3 domestic

A The benefits of the new retail offer can be seen by the 56% increase in retail
. . . : 0
Annual commercial revenue. indexed from 2013 \\revenue from 2022, with commercial revenue per passenger mcreasmgy
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
SY[L 1.00 1.15 1.15 1.22 1.33 1.39 1.46 3.76 3.62 1.06 1.25

AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis 84| 286
PERFORMANCE BENCHMARKING 184 |
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=F< :J9F<KJl] 9F< 2T 9F< 2 FGO @GMK= MKLJ9DA9 AK
| been enhanced, with concepts ranging from contemporary food courts to more premium casual dining

BENCHMARKINSGOMMERCIAPERFORMANGEASESTUDIES SYDNEYAIRPORT
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AIRPORT INDUSTRY COMMERCIAL Source: Desk research 185|286
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Hong Kong Airport has been steadily recovering:from-therpandemic, with improvements in performance drjv

e

an increase in passenger traffic and enhanced mix composition, but commercial revenue per passenger in z

| still below that achieved in 2019. Upgraded retail and F&B areas have been helping to enhance revenue

/ Hong Kong Airport overview \

9 Location: Asia Pacific

BENCHMARKINSGOMMERCIARERFORMANGEASESTUDIES HONGKONG

Passengers (2023): 61m

% Commercial revenue per passenger (2023): £8.90

\l/” Commercial revenue CAGR (264323):-2% J
/ Key insights \

A &GF? ) GF? AJHGJLAK ; GEE=J; A9D ' .. J
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

A 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

A In addition, a reduction in pandemigelated rental relief provided to
concessions has enhanced recent revenues

o ‘ :
-y B - - |~

e el PO \ /
Annual commercial revenue, indexed from 2013

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
HKC  1.00 1.04 1.06 1.09 1.06 0.94 0.95 2.50 0.44 0.60 0.86

AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis 186 | 286
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Hong Kong Airport offers a carefully curated mixofduxury+etail and diverse F&B options. With flagship stoye
Chanel and Balenciaga catering to hagid shoppers and a new food court featuring Mich€lin 9 J J = < " |N
| and Hiroshimabased BarlUma ramen, catering to a range of tastes and budgets

BENCHMARKINSGOMMERCIARERFORMANGEASESTUDIES HONGKONG

AIRPORT INDUSTRY COMMERCIAL Source: Desk research 187 | 286
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Manchester Airport Group has experienced particutartyrstreng 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% s|n
| highlighting the success of its largeale terminal transformation programme, and opening substantial new sfa

BENCHMARKINSGOMMERCIARERFORMANGEASESTUDIES MAG

”'Jll\ \]@l l.v" \\uww W \)@ \jmu ||L ‘”‘: "'M'w H‘U"H"HHN[MU / 9 | MAG Airports overview \
Location: Europe

Passengers (2023): 45.2m

% Commercial revenue per passenger (2023): £7

\l/” Commercial revenue CAGR (204@23): 6% J
/ Key insights \

A 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
guantum and quality of commercial space

A Enhanced common lounges have been integrated into the commercial market
place, attracting highspending passengers, enhancing commercial revenue
A Expanded retail spaces, improved security and speed of processing, optimiseg
passenger flows, increased dwell time, and digital innovations enhancing-pre
\\booking and customer engagement have all helped to enhanced perform@

Annual commercial revenue, indexed from 2013

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
MAC 1.00 0.97 0.99 1.02 1.06 1.06 1.15 1.73 1.61 1.49 1.73

AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis

PERFORMANCE BENCHMARKING 188 | 286



1; @QAH@GDAK ?JGOL @ AF cegsiiGRE=4 ;waAsKuRledby d\Nretdil WMansfo@ration sifra‘ieg ,
including the acquisition dfappéto take the operation Hmouse, and the renovation of Lounge 2, which now
| includes the likes of Louis Vuitton and Bulgari, repositioning the offer to more effectively capture passeng

BENCHMARKINSGOMMERCIARERFORMANGEASESTUDIES SCHIPHOL

e = o - / Schiphol Airport overview \
,\\\,',,\7_\% | =
ill by — 9 Location: Europe
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Passengers (2024): 75.8m

% Commercial revenue per passenger (2024): £3.60

\\l,ﬂ Commercial revenue CAGR (262@24):-3%

/ Key insights \

A1, @dAH@GD AJHGIJLAK ; GEE=J; A9D J=N=FM
transformation of its retail model, including the acquisition of concessionaire
Kappé bringing key categories like perfumes and cosmeticshiouse to
streamline operations and boost margins

A Renovation of Louge 2 (departures lounge) included addition of luxury brands
Louis Vuitton and Bulgari, repositioning the space to capture premium spend

A Growth in commercial revenue is set to increase further with a major new joint
venture with Lagardere Travel Retail recently announced, set to begin May
2025, granting Lagardére control of key dufsee categories including

perfumes and cosmetics, liquor, tobacco, and confectionery, with the aim to
\elevate retail standards and align with global best practice /

TN
it "“J}[ Jiihi "l‘-:;‘

_B_YLGA

Annual commercial revenue, indexed from 2013

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
AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; Pragma analysis 189 | 286
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been driven by new retail space and enhanced retail offerings

Retail revenue per passenger at Heathrow has=decre@8@afrom 2019, sitting below other airports who repoft
comparable retail categories in 2023. Growth for other airports reporting a broader spectrum of categories |h

BENCHMARKINGTOTALCOMMERCIALRETAIL

Total retail revenue per passenger (2019 vs 2023) Tokyo and MAG include duty

Retail for these three

free, speciality retail and
F&B, and Edinburgh in

X X addition includes car parking
£ airports includes duty free £ +44%

and speciality retail
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Growth Rate (2019 vs 2023)
-38% 9% 17% Median 17%
CAGR, full period (up to 10 years)
-3% 4% 4% Median 5%
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44% 16%
5% 6%

B 2019
Il 2023

46%

6%

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis; Company/airport accounts
PERFORMANCE BENCHMARKING
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Classification: Internal

Retail revenue per passenger at Heathrow in 2024 has increased +28% from 2023 but remains similar to @t

airports who report comparable retail categories

BENCHMARKINGTOTALCOMMERCIALRETAIL

10

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

Retail for these three
airports includes duty free
and speciality retail
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Heathrow

Growth Rate (2023 vs 2024)

-4% 5% Median 5%

CAGR, full period (up to 10 years)

0% 0% 4% Median 0%

B 2019 W 2023 W 2024

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis; Company/airport accounts
PERFORMANCE BENCHMARKING
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Edinburgh Airport has demonstrated strong commerciahperformance by aligning its retail strategy with pags
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 perfor

BENCHMARKINGRETAILCOMMERCIAPERFORMANGEASESTUDIES EDINBURGHARPORT

f Edinburgh Airport overview \
9 Location: Europe

Passengers (2023): 14.4m

% Commercial spend per total passenger (2023): £8.2

\l" Commercial revenue CAGR (262@23): 5%

World Duty Free store, expanding by 30% to 1,740 sgm, featuring experiential bars
' K Key insights \

and dedicated brand areas for an enhanced shopping experience

A The opening of an Express World Difiyee store in July 2023 and the

expansion of the main dutyree store, which contributed to increase in IPP

A 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

7 Sainsbury’s e Zecy BRI '
Local i / e — = ' \spendmg J
77 TR ) =

First=N=J 19AFK: MIQAK 9AJHGJL DG; 9LAGF/1 G>>=JAF? T F3p ; GFN=FA=F; = OAL®@ 9 ; MJ9L-=
selection, including an irstore bakery and Scottish specialty products

AIRPORT INDUSTRY COMMERCIAL Source: Pragma analysis; Company/airport accounts
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Edinburgh Airport offers a diverse commerciaFmixceb26:stares, frorsti@ghbrands like JD Sports to premiu
brands like Max Mara, complemented by F&B spaces. The airport also features a newly implemented Edir|b
| Boutique and standalone Haute Parfumerie store, enhancing the shopping experience with unique offerings

BENCHMARKINGRETAILCOMMERCIAPERFORMANGEASESTUDIES EDINBURGHARPORT
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Avolta introduced a 57sqm standalone Haute Parfumerie store to cater to the
= growing demand for niche and luxury fragrances
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AIRPORT INDUSTRY COMMERCIAL Source: Desk research 193 | 286
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MAG's retail revenue is driven in part by ManchesteroAirport's contribution through the opening of new units

as JD Sports, WHSmith, and premium stores like Jo Malone, which boosted passenger spending. London|S
Airport also played a key role, recording its busiest 12 months ever in thi202dXthancial year
BENCHMARKINGGOMMERCIAPERFORMANGEASESTUDIE§ MAG
T
G »
Dune store at Manchester Airport Terminal 2
AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; websites; Pragma analysis 194 | 286
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Tokyo Haneda Airport experienced the largestigrowth:indRP, increasing by 123% from £3.6 in 2019 to £8.
2 @AK KA?FA>A; 9FL AEHJGN=E=FL J=>D=; LK L@= 9AJHG
| brands, dutyfree expansions, and the introduction of unique "Mawd&apan™ products

BENCHMARKINGRETAILCOMMERCIAPERFORMANGEASESTUDIES TOKYOHANEDAAIRPORT

/ Tokyo Haneda Airport overview \

9 Location: Asia Pacific

Passengers (2023): 78m

% Commercial spend per total passenger (2023): £3.40

\\l" Commercial revenue CAGR (264323): 6%

/ Key insights \

A Strategic expansion of dutjree 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

A The sharp rebound in international passenger volumes pgsindemic has
fuelled retail activity, with a higher proportion of passengers engaging in retail

transactions

Haneda Airport Garden, is a mulinctional complex featuring 80 shops and
restaurants, luxury hotels, a rooftop hot spring spa, and an express bus terminal

AIRPORT INDUSTRY COMMERCIAL Source: Company/airport accounts; websites; Pragma analysis 195 | 286
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