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DUFRY AT A GLANCE

Operates at over

380
locations

Present in

64
countries

Close to

29,000
employees

Representing over  
70 different nationalities

50,000
products

Our assortment  
of reference items  
from vendors globally

Close to

2,200
shops

Dufry opens a new  
shop every week
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CHANNELS

To achieve full potential in every market, Dufry oper -
ates different channels and develops specialised con -
cepts which are tailored to engage consumers in any 
travel environment.

Airports
The most important channel for Dufry is by far the air -
port business, which has always been the traditional 
location for travel retail. Airports offer a whole array 
of possible concepts and formats which Dufry covers 
with dedicated shop designs. Be it landside or airside, 
be it duty-free or duty-paid, general retail shops or 
 sophisticated brand boutiques, Dufry offers airport 
authorities comprehensive support to successfully 
develop retail space and on how to maximize sales and 
revenues.

Border shops
Dufry operates border shops typically targeting cus -
tomers, who live within a certain distance of a coun -
try border or travel across countries. The border 
shops typically offer price advantages generated either 
by market price, tax or currency fluctuation differ -
ences for a variety of product categories. We operate 
a number of shops on the US border in Algodones, 
 Laredo, Nogales, Progreso and Reynosa. Furthermore, 
in the Greek cities of Doirani, Evzonoi, Kipoi, Krista -
lopigi, Mertziani, Ormenio, Promachonas and  Sagiada 
among others.

Cruise liners and ferries
In addition to 20 ferries in Greece, Dufry operates on 
board fourteen cruise liners world-wide, where we 
have a “captive audience” of consumers for 7  – 14 days. 
Therefore, we aim for this particular channel to create 
shops that enhance the shopping experience and en -
courage passenger relationships that continue for the 
duration of the whole journey. Across the cruise liners 
– which cover routes from the USA to the Caribbean, 
Alaska, Europe and Asia – Dufry operates a total com -
mercial space of over 6,500m 2, ranging from 140m 2 to 
580m 2 per store. These stores offer duty-free sales on 
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cruise ship-branded souvenirs, spirits, tobacco, per-
fumes & cosmetics, food, jewellery & watches, from 
leading brands across the world.

Railway and underground stations
Dufry operates convenience stores and newsstands 
in several intercity railway stations throughout Italy 
(including Milan, Rome and Turin) as well as in New 
York, offering newspapers, magazines, books, confec -
tionery and a large range of tobacco products. 

Downtown, hotels and resorts
Our business has expanded to retail outlets downtown 
and in hotels, casinos and resorts, allowing us to en -
gage the travelling consumer beyond the airport en -
vironment. Our hotels include the Venetian & Palazzo 
Hotel in Las Vegas, where two new shops covering a 
total of 2,300m 2 provide a luxury shopping environ -
ment. We also operate retail outlets at all Center Parcs 
resorts in the UK.

In city centres, we currently operate more than 80 
shops, 34 of which are in hotels located in popular 
tourist destinations.

We see downtown, hotels and resorts as a worthwhile 
alternative channel and are looking forward to ex -
panding our presence in these areas.

In-flight services
Dufry started its in-flight sales on board several Ital -
ian, Swiss, Portuguese, Middle Eastern, Asian, Ameri -
can and South African airlines.

Developed in collaboration with the airlines and tak -
ing into account the destination, the in-flight cata -
logue enables passengers to buy duty-free items dur-
ing the flight, including perfumes and cosmetics, 
spirits, gifts, watches and other items from the most 
renowned international brands. We offer a wide selec -
tion of product assortments and are responsible, in 
cooperation with the airline, for confirming all com -
mercial terms as well as negotiating listing fees and 
marketing contribution.

Diplomatic shops
These shops specialise in providing embassies and dip -
lomatic corporations with products at duty-free 
prices. They are currently operated in Brazil, Ghana, 
Serbia and Switzerland.
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AIRPORT  
AUTHORITIES &  
LANDLORDS
CAPITALIZING ON 
STRONG REVENUE 
GENERATION

With its market share of above 20  %, Dufry is the un -
disputed market leader in airport and travel retail. The 
company’s extensive experience in all regions, its re -
tail know-how and its world-wide presence make  Dufry 
the ideal partner for landlords. Dufry’s ability to de -
liver best-in-class retail concepts and its excellence 
in understanding customers creates value for land -
lords and Dufry alike. Dufry offers a comprehensive 
range of attractive retail concepts and shop formats 
to accommodate any need in both duty-free and duty-
paid environments. Dufry’s portfolio of close to 2,200 
shops in 64 countries includes airports, seaports, 
 railway stations, downtown areas, border crossings, 
cruise liners, hotels and other locations.

Partnerships equally benefit
travel retailers and facility owners
A key aspect in travel retail is the partnership between 
facility owners and retailers, as it is the best way to 
tackle the challenges of a highly dynamic business en -
vironment and the ever changing shopping habits of 
travelers. By joining forces, we can create more attrac -
tive and inviting commercial spaces that capture the 
travelers’ attention and create better  opportunities 
for the traveler to buy. From the passengers’ arrival at 
the airport until their boarding, airport authorities and 
travel retailers can increase revenues and generate 
additional value for all parties.

Dufry has a long-lasting tradition in partnering with 
landlords of larger and smaller airports in emerging 
and developed markets. We provide landlords with a 
high level of expertise on how to best develop retail 
space and maximize revenues, independently from the 
size of a given project. We always try to develop a part -
nership approach, often defining common goals to -
gether with the landlord, which has proven to be a suc -
cessful model for the airport operators and for Dufry 
alike. Recent examples of refurbishments and expan -
sions of our shops confirm the value of coordinated 
strategies. Projects developed at the airports of  Milan, 
Athens, Phnom Penh, Siem Reap, São Paulo, Brasília, 
London Heathrow or Zurich are a few examples on how 
Dufry and landlords can work together on the struc -
turing of passenger flows, improving appearance of 

commercial space and expanding retail offering to 
considerably increase sales. 

Next Generation  
Store to come  
in 2017.

Dufry’s Next Generation Store
Dufry has recently outlined its next generation shop 
concept, which will create the most engaging shopping 
environment by stimulating the senses. Dufry’s new 
generation stores approach potential customers in an 
even more personalized way than ever before with the 
use of digital technology allowing in-store communi -
cations to flexibly adapt during the day to the chang -
ing nationalities and thus increase the impact of the 
communication. The new generation of stores are fo -
cused on customer experience and focus on 3 core 
principles: Communication, Entertainment and Glam -
our to deliver an exciting and memorable visit.

Offering landlords the largest industry experience
Dufry shares a common goal with the facility owners, 
which is to maximize returns on the available space and 
to create an innovative and attractive shopping expe -
rience for the traveler. With millennials becoming an 
increasingly important audience for our industry, re -
tailers need to adapt their concepts and provide more 
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More than

425,000  m2

of commercial space

personalized shopping experiences going beyond pure 
product availability. In order to understand the latest 
trends in consumer behavior, Dufry regularly does de -
tailed consumer research.

Successful contract extensions 
secure future business
In 2016, Dufry renewed a number of existing conces -
sion contracts well before the respective expiry date, 
extending the remaining average life-time of its port -
folio, which is now over 8 years. Approximately 17  % of 
the portfolio have a remaining life-time of one to two 
years; 27 % have a duration of three to five years, while 
another 22  % have a life-time of between six and nine 
years, and the remaining 34  % of the concessions have 
a duration of ten years or more. On average, Dufry 
renews every year existing contracts that generate 
between 8  % to 10 % of our sales, and we add new con -
tracts every year.

New shops added to first-class concession portfolio
In 2016, Dufry opened a total of over 220 new shops 
adding an additional retail space of 41,800 m². Impor -
tant expansions and openings occurred in Latin and 
North America with over 70  % of the new space with all 
divisions increasing their retail space. At December 31, 
2016, the entire concession portfolio of the group in -
cluded retail space of around 425,000 m².

Dufry’s concession portfolio is highly diversified and 
well balanced across emerging and mature markets on 
all continents. This considerably reduces risks of being 

exposed to single markets and operations; the largest 
concession only accounts for about 7  % of turnover; 
while the biggest 10 concessions represent less than 
35 %.

Safeguarding business profitability
When expanding its concession portfolio, Dufry applies 
a clear policy. Every single project and opportunity is 
analyzed individually for its commercial development 
potential and by taking into account initial investment 
requirements as well as the expected development of 
passenger number and profile perspectives. Through a 
strict evaluation of these criteria and our disciplined 
focus on returns, we ensure that our concession port -
folio remains of the highest quality and that each con -
cession offers attractive returns for the Group. This 
methodology is applied for all projects alike, whether 
we participate in a tender process, engage in direct 
 negotiations with airport authorities or perform ac -
quisitions.
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SUPPLIERS
BENEFIT FROM  
DUFRY’S GLOBAL  
RETAIL NETWORK

Dufry is the only travel retail operator offering suppli -
ers a network of over 380 locations in 64 countries on 
5 continents. Dufry’s retail network is unrivalled and 
guarantees suppliers a unique opportunity to show -
case their brands globally in an exclusive environment. 
We operate close to 2,200 shops in duty-paid and duty-  
free areas, we access domestic and international au -
diences and we offer customers both, convenience 
products and luxury shopping experiences. In 2016, 
close to one billion passengers passed through loca -
tions where Dufry operates shops making us the per -
fect ambassador for global brands.

Increasing sales through close  
partnerships and brand plans
Travel retail is an important channel for global brands, 
since it provides an ever growing number of affluent 
customers, who are a captive audience in a prime shop- 
ping environment. 

Based on our know-how and unique portfolio of loca -
tions, we have started to partner with important global 
brands in a more strategic way. By jointly identifying 
opportunities for marketing campaigns, global promo -
tions or product launches, we have developed joint 
 action plans to further drive sales. We call this close 
collaboration “brand plan”, which we define with each 
brand individually and which aligns both the goals of 
suppliers and Dufry as well as agreed measures. Both, 
brands and Dufry establish clear targets and evaluate 
the effectiveness of their initiatives. 

However, cooperation and partnership can go much 
further, even as far as a supplier developing specific 
product lines marketed exclusively through the travel 
retail channel and in some cases even exclusively for 
Dufry only. A very successful example in 2016  occurred 
with the chocolate producer Lindt, who launched the 
Assorted Lindor Tube including the Stracciatella fla -
vor. The exclusivity in terms of the item was that the 
Napolitains Stracciatella was not produced before and 
was first launched in their Assorted Pack with Dufry 
exclusively for one year. Such initiatives, offer custom -
ers unique shopping experiences emphasizing the ex -
clusivity of the travel retail channel.

Suppliers benefit from Dufry’s 
centralized purchasing and logistics
Dufry has always given high priority to generating 
 organizational efficiencies. Our global functions 
 centralize key processes within Dufry and offer 
streamlining  opportunities for our business partners. 
Suppliers benefit in particular from our centralized 
procurement and logistic functions, which consider -
ably simplify the whole supply chain. Thus we achieve 
higher service  levels for our business partners and 
customers alike.

Our Global Category Managers act as key relationship 
managers for brands and coordinate activities with 
suppliers. They define brand plans with suppliers and 
negotiate all contractual parameters. Dufry has cen -
tralized the ordering process by aggregating internally 
the orders from the different retail operations and by 
sending a consolidated order to suppliers. Such an ap -
proach considerably simplifies the ordering process 
for the suppliers and reduces overall costs.

Centralization is also used for our logistics organiza -
tion. The three Dufry distribution centers in Uruguay, 
Switzerland and Hong Kong provide a timely and 
smooth shipping of goods to our retail operations. The 
process benefits both Dufry and suppliers, as it allows 
to order and ship larger volumes to the distribution 
centers, thus increasing flexibility to allocate the opti -
mal product quantity to each country and shop. The 
concept maximizes product availability for customers 
and reduces overall inventory levels.

















OVER 2,200 STORES


