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TURNOVER
IN MILLIONS OF CHF

NET EARNINGS
IN MILLIONS OF CHF

EBITDA¹
IN MILLIONS OF CHF

20132012 2014 2015 2016

20132012 2014 2015 2016

GROSS PROFIT
IN MILLIONS OF CHF� MARGIN

¹  EBITDA before other operational result

20132012 2014 2015 2016

20132012 2014 2015 2016
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NET SALES BY CHANNEL 2016 NET SALES BY MARKET SECTOR 2016

91 % AIRPORTS

NET SALES BY DIVISION 2016

27 % UK, CENTRAL AND 
EASTERN EUROPE

NET SALES BY PRODUCT CATEGORY 2016

7 % OTHER

3 % ELECTRONICS

11 % TOBACCO  
GOODS

15 % WINE &  
SPIRITS 

12 % LUXURY 
GOODS

17 % FOOD, 
 CONFECTIONERY &
CATERING

32 % PERFUMES &   
COSMETICS3 % LITERATURE & PUBLICATIONS

40 % DUTY-PAID

60 % DUTY-FREE

2 % CRUISE LINERS & SEAPORTS

3 % BORDER, DOWN-
TOWN & HOTEL SHOPS

4 % RAILWAY STATIONS & 
OTHER

22 % SOUTHERN  
EUROPE AND AFRICA21 % NORTH AMERICA

20 % LATIN AMERICA

10 % ASIA, MIDDLE EAST  
AND AUSTRALIA
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FURTHER 
EXPANSION 
LEVERAGING  
ON FULL RETAIL  
CONCEPT 
PORTFOLIO 
In North America, Dufry has driven its 
expansion by opening a variety of shop 
concepts – beyond the traditional Hudson 
convenience stores – reaching from the 
classic duty-free general store, to brand 
boutiques and specialized stores.

ONGOING INTER- 
NATION  ALIZATION 
OF THE HUDSON 
CONVENIENCE 
CONCEPT
Dufry has continued the ongoing global expan-
sion of Hudson outside the US. Among others,  
a con cession for 6 stores has been awarded at 
Madrid airport to implement the successful 
con venience store concept.

ACCELERATION  
OF ORGANIC 
GROWTH 
Dufry accelerated organic growth  
in the second half of 2016 supported 
by several initiatives launched by  
the company.

INTEGRATION OF 
WORLD DUTY 
FREE COMPLETED
Dufry has successfully integrated World 
Duty Free. First synergies were already 
reflected in the 2016 financials. The full 
amount of the planned CHF 105 million  
are expected to be reflected in 2017.

HIGHLIGHTS 2016
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Retail Concepts
– Retail brands to be used on a project by project basis  

depending on their local / regional reputation
– Maintain flexibility of offering customers a variety of concepts

Corporate Masterbrand
– Core corporate brand defining corporate identity  

and corporate values
– Owner of business operating model

At operational level, we continue to use existing and 
well-established commercial brands that are success-
fully used in specific locations, such as Hellenic Duty 
Free in Greece or World Duty Free in the UK and Spain, 
or which represent specific commercial concepts, 
such as Hudson for our travel convenience stores.

 
We will use our respective brands according to their 
recognition and positive image established with land-
lords and customers at country or regional level. When 
selecting a brand for a location, we assess each case 
separately, which allows us to benefit from the posi-
tive local market perception and to successfully drive 
global expansion while supporting each individual lo-
cal market.




