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2018 H2 VS. 2017 H2 DATA OVERALL PERFORMANCE

Consumer Sales 3.94
Business Sales 22.00
Total 11.74

Redemption type Growth (%) Sub-Group Growth (%)

Category Specific 13.44 Retailer 16.64
Multi-Choice 3.84 Leisure Operator 0.36
Redeem Anywhere 20.84 Agent 6.39



2018 H2 DATA SPREAD
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DATA - YEARLY
YEARLY SALES FIGURES - CURRENT MEMBERS ONLY

Total Sales £bn
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Data taken from the historic data base. Only includes the data of those who are part of the membership as of H2 2018 and have been members
over the whole range of years identified above.
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DATA - YEARLY
% BREAKDOWN - CONSUMER SALES BY TYPE
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DATA - H2 2018 ONLY
% BREAKDOWN - BUSINESS SALES BY TYPE
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DATA - H2 2018 ONLY

% SPLIT OF SALES BY DISTRIBUTION METHOD
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E-voucher sales have been included within digital.



2018 H2 VS. 2017 H2 DATA - DIGITAL
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