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Agenda

2:00 - 9:10

9:10 - 9:20
9:20 - 9:35
9:35 - 9:45
9:45 - 10:00
10:00 - 10:15
10:15 - 10:30
10:30 - 10:45
10:45 - 11:00
11:00 - 11:05
11:05-11:15
11:15-11:35
11:35-12:00

Welcome

Concessions Financial Update
Merchandising
Menu Marketing and Health Practices
Emergency Evacuation Plan

Flight Updates

Maintenance Updates

Break

Badging Update

Badge Billing Updates
Marketing Plan

Concessions Awareness
Closing Remarks

Zenola Campbell

Kevin Lemmons
Carolyn Phillips
Peter Barwinkel
Jessica Woydziak
Paula Jordan
Sidd Hobbs/Michael Baldwin

Kathy Lawton
Martha Carnera/Amy Alfassar
Carolyn Phillips
Zenola Campbell
Zenola Campbell



[

!

?

Concessionaire Sales & Financial Update

Kevin Lemmons
Manager



Sales Update

Total sales FYTD through March are down 6.1%. Retail is down 10.5% while
F&B is only down 3.1%.

FYTD Total Sales through March
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Sales Update
Sales per enplaned passenger has increased vs FY08 in every terminal with the
exception of Terminal A.

Sales per Enplaned Passenger
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Sales Update
Sales per square foot however has decreased in every terminal with the
exception of Terminal C.

Sales per Square Foot

$3,000

$2,481 $2,501

$2,500

$2,000

$1,500

$1,000

$500

Terminal A Terminal B Terminal C Terminal D Terminal E Total

EHFYO8 S/SF BFYO09 S/SF



[

i\§

Sales Update

Retalil sales across all categories are down vs FY08 with the exception of Spa
which is inflated due to new store sales.

Retail by Sub-category
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Sales Update
With the exception of new openings within the Pizza and QS categories, all F&B
categories have also shown negative YOY change.

F&B by Sub-category
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Sales Update
Sales growth has historically outpaced enplanement growth. Currently,
Terminal A sales are showing a slightly worse decline than enplanements.

4%

FY09 FYTD Gross Sales and Enplanements by Terminal
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Sales Update
Although total sales have outpaced the decline in enplanements, same store

sales have not.

Same Store vs Total Sales vs EPAX
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Sales Update

Retail same store sales have seen a larger decline than F&B same store sales.

F&B vs Retall Same Store Sales
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Sales Update
Terminal AT Section A sales have seen a large decline due to enplanement

declines vs FYO08.
Same Store vs Total Sales vs EPAX

4.0%
1.8%

2.0%

0.0% -

(4.2%)

(6.0%) - (5.3%)

(8.0%) -

YOY % Change

(10.0%) -
(11.0%)

(12.0%) -

(13.1%)

(14.0%) -

(14.7%)

o,
(16.0%) (15.7%)

18.0%
(
Terminal A Section A Terminal A Section B Terminal A Section C

E Total Sales B Same Store Sales B Enplanements

12



Sales Update
Terminal BT Section A and Section C are being impacted not only by

enplanement declines, but also in a reduced spend rate for luxury items.

Same Store vs Total Sales vs EPAX
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Sales Update
Terminal C 1T Section B is showing positive sales and enplanements. Section A
and C sales are trending better than enplanements as well indicating maintained

spend rates.
Same Store vs Total Sales vs EPAX
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YOY % Change
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Sales Update

Terminal D 7 The South end of Terminal D is experiencing a large decline in

enplanements YQOY, resulting in significant YOY sales declines.

Same Store vs Total Sales vs EPAX
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Sales Update
Terminal ET Sales have shown greater declines vs enplanements indicating a

spend per passenger.
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Sales Update
Three sections are driving the decline in same store sales overall. Terminal A

Section A and Terminal E Section B due to reduced spend rates and Terminal D
South due to decreased enplanement volume.

Sections Driving the Same Store Sales Decline

0.0% -

(5.0%) -
(5.4%)

(10.0%) -

(13.1%)

(15.0%) -

(14.7%)

(15.7%)

YOY % Change

0,
(20.0%) (19.6%)

(20.6%)

(22.8%)

(25.0%) (24.6%)

(30.0%)
Terminal A Section A Terminal D South Terminal E Section B

O Total Sales B Same Store Sales B Enplanements

17



Sales Update
Compounding the enplanement issue in every terminal except Terminal E, the
capture rate has declined vs FYO08.
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Sales Update
In the three hardest hit sections, Terminal A Section A and Terminal E Section B

capture rates appear to be a driving factor in sales decline. However, in
Terminal D South, the capture rate indicates that sales are further impacted by

reduced spend rates.

Sections Driving the Same Store Sales Decline
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Sales Update

Capture rates appear to follow enplanements in Terminals A and C. Terminals
B, D, and E do not.

Capture Rate vs EPAX
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Sales Update
Summary

A Enplanement declines appear to be the largest factor in sales
declines YOY.

A A decline in YOY capture rates mirrors the decline in enplanements
In Terminals A and C.

A Terminals B, D, and E are additionally impacted by an apparent
reduced spend rate.
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Merchandising

Carolyn Phillips
Retail Manager
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Overview

A Visual Merchandising Displays
A Display Rules
Tips for Visual Merchandising
A Create your Store for your Target Customer
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Visual Merchandising Displays

A What is a Display supposed to do?
A Define the business
A Create Interest in the merchandise i make you want to buy the product

A Silent Salesperson
A They create the foundation of the Customer Experience
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Display Rules

A Color is King

A Consider coordinating same colors or blending colors from one to the
next (use the color wheel)
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Display Rules
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A Customers donét bend, they donét str
A Customers typically will not try to grab an item that is too difficult to reach
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Display Rules

A Where the eyes go, the feet will follow

A If the display is strong enough, the customer will subconsciously walk
toward it
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Display Rules
A Know your hot spots

A Hot spots are places that always generate the greatest amount of sales
I note that an average display in a Hot Spot will outperform a great
di splay in an area that is just ok
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Display Rules

A Dondt forget t-machgndismgr of <cr oss

29



