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EDITORIAL

Turbulence ahead
By Olivier Jankovec, Director General, ACI EUROPE

B

y welcoming 2.34 billion passengers in 2018, Europe’s airports
set yet another record for air
traffic. In the past 5 years alone,
demand for air transport on our continent
has increased by an impressive +36%. This
was primarily driven by improved economic conditions globally, low oil prices
& airlines expanding capacity as well as
airports actively supporting the further
development of connectivity.
Such growth has of course put significant pressure on airport staff and
facilities. In that context, one could have
expected service quality to tumble. On
the contrary, what we saw was continued
improvement. Indeed, it is quite remarkable
that over those same 5 years, passenger
satisfaction at Europe’s airports increased
by +4.18%.
This performance illustrates how passengers (along with other airport visitors)
are now at the very heart of the airport
business. First and foremost, this reflects
a competitive and financial imperative.
With the rise of social media and Top 10
Travel listicles over the past decade, the
passenger experience is both a key factor
of airport differentiation and an essential
driver of airport income. Data unambiguously shows that an efficient and pleasant
airport experience translates into higher
passenger spend at airports. And with
user charges paid by airlines not covering
the full cost of operating and developing airport facilities, revenues from

non-aeronautical activities such as retail,
food & beverage, parking and advertising
are a vital component of any airport’s bottom line.
So, it is no surprise that our annual retail
& commercial conference has become
a staple of the airport industry calendar.
The 28 th edition gathers airports and
their commercial partners this March in
Reykjavik, hosted by Isavia. It will look at
addressing the challenges coming from
the digital revolution and ever-changing
consumer behaviour. These can essentially
be summed up in one question: Why buy
at the airport and carry the stuff with you,
when you can order the same thing – and
more – online and just get it delivered
straight to your home?
Now competing with the vast choice
and rapidity of internet retail, airport retail
is in danger of losing its specialness. For
now, the dynamic increase in passenger
numbers still ensures that non-aeronautical revenues keep growing. But, that
growth has generally slowed – and there
is no escaping that on a per passenger
basis, non-aeronautical revenues have
fallen by -6% between 2012 and 2017.
These new competitive challenges on the
non-aeronautical side just add to those
relating to fast changing aviation market
dynamics – think LCC revolution, consolidation and increasing airline dominance
over airports.
Everybody agrees trading conditions
last year were at their very best. But,

looking at the coming months, uncertainty
and risks dominate. Airports (and airlines)
will not remain immune to deteriorating
economic conditions in Europe and
beyond, Brexit (finally) getting real, fuel
price volatility and trade wars. Freight
traffic entering negative territory in the
final months of 2018 is a warning signal
that is hard to ignore.
At the same time, the EU is about
to embark on a new 5 year political
cycle – with elections in May in the
European Parliament and a new European
Commission taking office in October.
There is every reason to believe that
changing societal values & politics at
national level will make a deeper (and
potentially disruptive?) impact on the EU
institutions and policies. Climate change
& sustainability, social inequality and
protectionism vs. liberalisation are set
to become defining EU political drivers.
They will affect all sectors of the economy
– and they have already started to question the value of aviation.
ACI EUROPE is gearing up for these
changes. Beyond our work in Brussels,
we are also engaging our industry on
this new reality – and charting the way
forward by working on a sustainability
strategy for Europe’s airports. Ultimately,
this may not just be about our license to
grow, but also about our license to keep
operating. This means that aviation no
longer just needs to win over consumers
– it will need to win back citizens.
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Moscow Domodedovo Airport
Moscow Domodedovo Airport has partnered with animal rights charity
Second Life to launch an initiative where passengers can interact with
four therapy dogs to help relieve stress and anxiety before their flight.
Moscow Domodedovo Airport created a dedicated area for the four
canines which included a beagle named Fizzy, a husky named Nami and
two mutts called Klepa and Lusha. All of the dogs live in families with
children and have all the necessary medical records. Many people have
a fear of flying or pre-flight anxiety and a dog therapist and their pet is
an ideal way to help people cope with stress and getting ready to board.

AIRPORTS IN THE

NEWS

-4%
MOSCOW DOMODEDOVO AIRPORT
WELCOMED 29.4 MILLION PASSENGERS
IN 2018, A DECREASE OF 4% ON THE
PREVIOUS YEAR.

Copenhagen Airport
Copenhagen Airport will engage its passengers in the development
of the new security protocols at the airport. The planned improvements
will eventually enable passengers to go through security without having
to remove computers and liquids from their hand luggage. Until then,
travellers and employees will test the new security equipment to help find
the best solution for a new and future-proof security system. The system
will be developed over the next couple of years using two dedicated lanes
(23 and 24), where the airport will test two new lane designs. These lanes
will be longer and have more packing stations to increase the number of
passengers that can prepare for the improved screening process.

+2.3%
COPENHAGEN AIRPORT WELCOMED
ALMOST TWO MILLION TRAVELLERS
IN JANUARY, 2.3% MORE THAN IN THE
SAME MONTH LAST YEAR.

Belgrade Airport

Murcia Airport

Belgrade Nikola Tesla Airport’s operator VINCI has awarded Terna,
the wholly-owned subsidiary of Greece’s construction and real estate
conglomerate GEK Terna, a €262 million contract for the construction and
refurbishment of the airport’s facilities. The planned works include building
new terminal facilities, a new 3,500 metre runway, nine new taxiways and
the refurbishment of existing infrastructure. Furthermore, the project
entails construction of auxiliary building facilities and other infrastructure
works such as waste water and solid waste treatment plants, a heating
plant, a meteorological station and a solar panel plant. All of the planned
projects must be completed by 2024.

The King of Spain, Felipe VI, has inaugurated the Regional Airport of
Murcia, at an event attended by various dignitaries, including Minister of
Development, José Luis Ábalos, and the President of the Region of Murcia,
Fernando López Miras. With an expected 3,000 passengers on its very first
day, the new airport in the region of Murcia – now operated by Aena – will
begin operations with 12 European routes. According to a study of socioeconomic and tourism impact prepared by the College of Economists in
collaboration with the Polytechnic University of Cartagena, the airport
will generate about €900 million for the regional economy, increasing
the region’s GDP by 3 points, and adding 19,000 new jobs in 15 years.
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+5.6%

+5.8%

BELGRADE NIKOLA TESLA AIRPORT
EXPERIENCED GROWTH OF 5.6%
TO OVER 5.6 MILLION PASSENGERS
IN 2018.

THE AENA NETWORK RECORDED
263.7 MILLION PASSENGERS IN 2018,
REPRESENTING A 5.8% INCREASE
COMPARED TO THE PREVIOUS YEAR.
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Munich Airport

Are you receiving the Aviation Express?

To stay up to speed with the latest aviation news,
drop us a line to: aviation.express@aci-europe.org

After a six-month makeover, the duty free shop on Level 5 in Munich
Airport’s Terminal 2 has re-opened with the new MyDutyFree branding.
The concept, idea and renovations were carried out by Munich Airport’s
retail subsidiary in co-operation with the Gruschwitz design office.
To provide a sense of local colour, the decor and signage in the new
MyDutyFree shops reflect the character of some of Munich’s bestknown neighbourhoods. The new store is said to be inspired by Lehel,
one of the city’s most picturesque districts and home to the worldfamous English Garden and the ever-popular wakeboarding scene
in the Eisbach stream. Along with a wealth of international labels,
the new MyDutyFree shop offers a wide range of regional products.

+4%
MUNICH AIRPORT’S PASSENGER
TRAFFIC GREW BY 4% IN 2018 TO
A RECORD 46.3 MILLION.

Royal Schiphol Group
Royal Schiphol Group is investing in new electric ground equipment for
aircraft handling and is now using several electric ‘ground power units’
(E-GPU). The E-GPUs provide aircraft on the ground with cleaner energy,
as they replace the diesel variant of this equipment. Schiphol has designed
the mobile E-GPUs in collaboration with ITW GSE and Nissan. Five of these
units are now used by Schiphol. Eindhoven Airport, Rotterdam The Hague
Airport and Brisbane Airport, in which Schiphol also has an interest, have
each commissioned one E-GPU. The ‘Smart & Sustainable’ action plan,
presented by the Dutch aviation industry in October 2018, sets various
goals which include ensuring that the terminals, offices and ground
operations of Dutch airports will be climate-neutral by 2030.

+1.7%
FIVE MILLION PASSENGERS TRAVELLED
FROM, TO OR VIA AMSTERDAM AIRPORT
SCHIPHOL IN JANUARY THIS YEAR,
REPRESENTING AN INCREASE OF 1.7%
COMPARED TO JANUARY 2018.

C O M P I L E D B Y A G ATA LY Z N I K

Athens International Airport

Stockholm Arlanda Airport

Athens International Airport (AIA) in collaboration with Toorbee set
out to create the first app in Greece exclusively for Chinese travellers.
The new AIΑA – Toorbee WeChat Miniapp offers Chinese travellers
comprehensive information about airport services, products and offers,
combined with information about “what happens” in the city of Athens,
within a user-friendly digital environment in their own language. The
App is available via WeChat Miniapp, the App Store of the main social
network in China, boasting over 400 million monthly users, or through
QR codes displayed in various prominent airport areas. Thanks to the
new app, the airport makes a step closer to the Chinese market.

Swedavia, the company operating Swedish airports, has launched
a new artificial intelligence (AI)-based chatbot at Stockholm Arlanda
Airport, Swea. Swea can be accessed via the airport’s website or
Facebook Messenger page, and is available around the clock to
answer questions about flights, baggage arrival times, current waiting
times at the security checkpoint and the range of goods and services
available at the airport in English and Swedish. Passengers are able to
sign up to the service so that updates are sent to them automatically.
Swea will gradually refine its answers as it conducts more interactions
with travellers.

+8.5%
ATHENS’ PASSENGER TRAFFIC
CONTINUED TO GROW IN JANUARY
2019, WITH A ROBUST INCREASE OF
8.5% TO ALMOST 1.4 MILLION.

+1%
STOCKHOLM ARLANDA AIRPORT
WELCOMED OVER 26.8 MILLION
PASSENGERS IN 2018 – A 1%
INCREASE ON THE PREVIOUS
YEAR.

Autumn 2018

Airport Business

09

SAV E G RO U P

V

enice is a unique city environmentally, architecturally and
historically. Known as “Queen of
the Adriatic”, “The Floating City”,
or “City of Canals”, Venice and its lagoon
environment are a UNESCO World Heritage
Site, attracting 25 million tourists annually.
The modern gateway to the city is
Venice Marco Polo Airport, which is set
in the delicate context of reclaimed land
on the edge of the Venetian lagoon. The
airport is, rightfully, part of the current
narrative of Venice, named for ‘Marco
Polo’, the original ‘merchant of Venice’. Its
facilities are rich in references to the architecture of the historic centre, combining
ancient and modern in a manner designed
to be both aesthetic and functional.
Venice Marco Polo is the major airport in
the portfolio of SAVE Group, which manages
Italy’s ‘North-East Airport System’, including
the smaller airports of Treviso, Verona and
Brescia. To facilitate increasing passenger
numbers (+8% to 11.2 million in 2018), the current focus is on delivering the €900 million
Venice Airport Master Plan 2012-2021.
Leading these developments is Monica
Scarpa, CEO of SAVE Group. She entered
the airports industry as Chief Financial
Officer of SAVE Group in 2001, subsequently

An interview with Monica Scarpa, CEO Venice Marco
Polo Airport, SAVE Group. By Ross Falconer

SAVE Group: the modern
merchants of Venice
taking the helm as CEO in 2007. This
followed a background in finance at
Arthur Andersen, before becoming Chief
Financial Officer at The Fashion Box Group,
owner of the Replay brand.
“When SAVE became a private company, the President decided to create a
whole new team of managers who were
not from the airport sector – a sector that
until that time was mainly public-owned,
with managers with a political rather than
a business background,” Scarpa begins.
“Attracted by this opportunity, which also

allowed me to come back to my hometown of Venice after many experiences
abroad, I accepted the offer.”
We meet on International Women’s Day.
Scarpa is among several women airport
bosses in Italy, including Daniela Baglieri,
President of Società Aeroporto Catania,
and Gina Giani, CEO of Toscana Aeroporti.
“In the experiences that led me to my
current role, I have never had to face
gender-based obstacles or impediments
of any kind,” says Scarpa. “This does not
mean that my professional life is not, in

SAV E G RO U P

some respect, difficult in relation to
a mentality that is still largely maledominated, but I am lucky to work with
a President and a Board of Directors who
believe in meritocracy.”

Managing Venice’s over-heating
tourism
Our interview takes place on a crisp,
sunny, late-winter’s morning. As we begin
our descent into Venice Marco Polo, we
can see the azure blue canals and Venetian
Gothic architecture that characterise the
lagoon city – the airport located just 8km
from its cultural and touristic heart.
The airfield is a hub of activity – alongside
the typical aviation-related movements,
the comprehensive redevelopment of the
runways and taxiways is ongoing. On arrival,
it is a vivid picture of the transformation.
Indeed, we take the opportunity to tour
the terminal, conducting our interview
amidst newly-renovated facilities and
striking, vibrant new retail areas.
It is a typically busy day, but Scarpa
remarks that the airport and city itself
have returned to relative normality,
following the two-week Venice Carnival
that had finished just two days before.
The event attracts thousands of tourists,
both domestic and international.
Indeed, while tourism overwhelmingly
dominates the Venetian economy like no
other European city, the authorities have
expressed concerns that visitor numbers
are in fact too high and discussed imposing
a limit (surely an unprecedented business
practice when all cities spend all their
efforts on promoting more visitation).
In a mitigating move in December, the
government approved plans to introduce
a tourist tax of up to €10 a day.
“The plans to manage touristic flows
are mainly focused on the numbers of
daily visitors congesting the city centre,”

VENICE MARCO
POLO AIRPORT
FAC T B OX
2018: 11.2 million passengers
2018 passenger traffic growth: 8%
January 2019 passenger traffic
growth: 8.6%
Key airline customers: easyJet, Volotea,
Alitalia, British Airways, Lufthansa
Number of routes: 100+
Top 5 destinations: Paris-CDG, London
Gatwick, Rome-FCO, Barcelona, Madrid

Monica Scarpa, CEO SAVE Group: “When SAVE
became a private company, the President decided to
create a new team of managers who were not from
the airport sector – a sector that until that time
was mainly public, with managers with a political
rather than a business background. Attracted
by this opportunity, which also allowed me to
come back to my hometown of Venice after many
experiences abroad, I accepted the offer.”

Scarpa explains. “These visitors tend
not to come through the airport, but by
cruise ship and other means. The airport
is therefore not the main contributor or
target; our traffic breakdown outlines far
more well-balanced distribution between
34% business/VFR passengers and 66%
leisure travellers, who spend on average
3.6 days in the city.”

Direct China route top of Venice
wish-list
Venice Marco Polo Airport’s 8% growth
to 11.2 million passengers last year was
driven partly by increasing long-haul traffic.
American Airlines inaugurated a daily
seasonal service from Chicago to Venice,
growing the North American network to
seven direct destinations served by five
carriers. Meanwhile, Asiana Airlines has
upgraded Venice from a seasonal charter
to a scheduled year-round destination,
launching a three-times-weekly service
from Seoul in May 2018. Venice is Italy’s
third intercontinental gateway, after Rome
and Milan, and the long-haul segment
accounted for nearly one million passengers in 2018, with eight carriers serving 10
destinations.
On the short-haul side, Air Europa
reinstated double-daily Venice-Madrid
services, offering important onward
connections to Latin America. easyJet

increased its Venice base to seven aircraft. Meanwhile, Volotea expanded the
network from its Venice base by adding
Karpathos and Zaragoza, and British
Airways introduced new summer services
from Cardiff and Birmingham (a city which
claims to have more canals than Venice!).
Other carriers, including Austrian, LOT
and Ukraine International Airlines, also
increased their capacity.
The outlook for 2019 is, therefore, very
positive and Scarpa forecasts a further
7% growth to about 12 million passengers.
“Network analysis and aviation marketing
are the pillars of our traffic development
strategy for the airports belonging to Italy’s
North-East Airport System. We approach
the airlines highlighting the traffic opportunities we see for new frequencies, additional
capacity, and new destinations, as well as
offering tailor-made marketing packages
for the launch and promotion of the routes,
aimed at raising the carrier and destination
awareness in their respective markets.”
The 6% average annual growth rate
at Venice Marco Polo since 2010 – compared with 3% nationally – is testament
to the success of SAVE’s proactive route
development strategy.
A direct China route is currently top
of the wish-list. “Over 150,000 passengers
travel from Venice to China and Hong Kong
each year, despite the absence of direct

Spring 2019
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“taking into consideration interesting
opportunities that may arise”.

The €900 million 2021 Master
Plan

The vibrant new retail areas at Venice Marco Polo Airport include a
1,200sqm Aelia Duty Free walkthrough store. The long-term joint venture
with Lagardère Travel Retail has resulted in commercial spaces that fit
well into the elegant architectural context of the terminal.

flights,” Scarpa explains. “With 65,000 to
Shanghai, 30,000 to Hong Kong and 25,000
to Beijing, Venice ranks as one of the
largest unserved European markets from
China. All the traffic components would
contribute to the success of the route:
outgoing business traffic, incoming leisure,
as well as ethnic and cargo traffic. We’re in
advanced negotiations with a Chinese carrier and we hope to announce the opening
of a non-stop service to China very soon.”
Meanwhile, in May 2018, SAVE Group
introduced ‘Venice Connects’, which is
designed to develop connectivity through
Venice by capturing the fast-growing selfconnecting community. Airline partners
currently include easyJet and Volotea,
while Air Transat, Ryanair, Eurowings, Flybe,
Transavia and Norwegian are in the pipeline.
“We analysed the flows tracked by our
security team at the transit gates, which
gave us an interesting outlook on this window of opportunity,” says Scarpa. “Though
volumes are still on a developing trend,
connecting traffic via Venice increased by 47%
in 2018 compared with the previous year.”

The roles of Treviso, Verona,
Brescia…and Brussels South
Charleroi
Alongside Venice, the smaller airports
of Treviso, Verona and Brescia also make
an important contribution to SAVE’s strategy and to regional connectivity.
“When, at the end of 2014, SAVE became
part of Catullo, which manages the Verona
and Brescia airports, it was aware of the
challenges awaiting it regarding the
relaunch of traffic and the reorganisation

12
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of the company’s balance sheet. 2015 was
the year of transition, but already in 2016
our goals had been met, in particular with
regard to Verona’s traffic. The four airports
in the SAVE Group network each have
their own specific roles and features, but
above all work in close relation with the
needs of the territory.”
SAVE Group’s diverse range of airports
also includes a 27.65% share in Brussels
South Charleroi Airport. When asked
about potential new shareholdings or
acquisitions, Scarpa emphasises that
SAVE is, at the moment, focused on the
airports already in its network, while

The progressive increase in Venice
Airport’s passenger numbers led to the
development of the 2012-2021 Master
Plan. This provides for a total investment
of €900 million, and to date €475 million
has been spent on works that have radically
changed the face of the airport, including
extension of the passenger terminal.
As we tour the terminal, what really
stands out are the new retail areas, with
a new 1,200sqm Aelia Duty Free store at
its very heart. The long-term joint venture
with Lagardère Travel Retail has resulted
in commercial spaces that fit well into the
elegant, airy design.
“The retail offer has been conceived with
solutions specifically designed for our airport,”
Scarpa comments. “The walkthrough duty
free store, for example, offers numerous
Italian luxury brands, together with products of Venetian and regional inspiration,
especially in the area of food and wines.”
The Venetian ambience is further
enhanced by the World of Venice high-end
souvenir shop, and Torrefazione Cannaregio
– a typical Venetian coffee shop.

SAVE energy: “Environment at
the heart of our activity”
Numerous cities claim to be “the Venice of
the…”, but Scarpa says the greatest similarities
with other cities are on the issues of sustainability, the difficult balance between high visitor
flows and respect for the environment, and
the artistic heritage of a fragile city like Venice.
“I believe that much should and can still
be done to govern these flows. Naturally,

2019 represents an important year for Venice Marco Polo Airport, with work
continuing on refurbishment of the runways, which will be complete in 2020.
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these are also fed from the airport, which
is why attention to the environment is
at the very centre of our activity, with
programmes and investments that have
accredited us at Level 3+ Neutrality of
ACI’s Airport Carbon Accreditation.”
In the current Venice Airport Master
Plan, €46.5 million is allocated to sustainability initiatives, in particular reducing
carbon emissions.
“The most effective installation is the
tri-generation plant,” Scarpa explains. “It
was inaugurated in 2016 and allows the
self-production of thermal, refrigerating
and electrical energy, with a consequent
reduction in the cost of energy requirements. In the last two years, SAVE has
substituted about 30 diesel-powered
vehicles with as many electric or hybrid
vehicles. To all this, we add the constant
monitoring of environmental sources such
as noise, water, and air, with corrective
actions when necessary. The energy we
buy from our suppliers also comes from
renewable sources, such as hydroelectric.”

Progressive implementation of
digital technologies
In its recent annual report on airports,
eDreams – one of Europe’s largest online
travel companies – compiled a list of the
‘Best Airports in the World’ based on a
survey of 80,000 travellers. Venice came

Attention to the environment is at the very centre of Venice Marco Polo
Airport’s activity. The airport is accredited at Level 3+ Neutrality of ACI’s
Airport Carbon Accreditation, and in the current Venice Airport Master Plan,
€46.5 million is allocated to sustainability initiatives, in particular reducing
carbon emissions.

above all other Italian airports, and Scarpa
highlights the progressive implementation
of digital technologies as a key factor.
Unlimited free WiFi is a big feature of
the Venice digital strategy, and in just a few
weeks the new airport app will debut which,
in dialogue with the website, will contain
a section linked to the new loyalty card.
“All the websites of the SAVE Group airports
have been recently renovated,” Scarpa adds.

Monica Scarpa, CEO SAVE Group, explains to
Airport Business’ Ross Falconer that “network
analysis and aviation marketing are the pillars of
our traffic development strategy for the airports
belonging to Italy’s North-East Airport System”.
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“The restyling is a necessary evolution, as
70% of people accessing the websites now
do so through smartphones and tablets,
hence the creation of a more modern and
more easily accessible interface.”
In line with increasing Chinese traveller
numbers, and the desire to secure a direct
China route, some sections of the Venice
Airport website are now translated into
Chinese. Indeed, the website was certified
at the “Welcome Chinese” standard by the
China Tourism Authority in 2017.
Venice Marco Polo Airport is also active
on the main social media networks, with
65,000 ‘likes’ on Facebook, 8,000+ followers
on Twitter, and almost 8,000 followers on
Instagram.
“Meanwhile, we are working on beacon
technology, we are carrying out a CRM
project, and we are evaluating the implementation of a chatbot system.”
A similarly progressive approach is being
applied to passenger processes, with selfservice technologies prevalent throughout
the airport journey. Passengers can use the
24 self-check-in kiosks, automated bag drop,
and e-passport gates, while a monitoring system allows the airport to manage passenger
flows in the security area in real-time.
As our discussion draws to a close, it is
clear that the traveller remains at the very
heart of SAVE Group’s current and future
investment plans.
“2019 represents an important year, with
work continuing on refurbishment of the
Venice Airport runways, which will be
complete in 2020. We are also finishing
the new extension of the passenger terminal in the extra-Schengen area. Looking
ahead, we are developing a new Master
Plan for 2022-2035. For us, the driving force
in all of these developments is the customer experience.”

EVERY AIRPORT EXPERIENCE SHOULD BE EFFORTLESS.
THAT’S WHY WE INTEGRATE OPERATIONAL
SOLUTIONS TO BOOST AIRPORT PERFORMANCE.

From improving safety and customer service, to lowering costs and
using infrastructure more eﬃciently – as a modern airport operator
you are challenged in all these areas – and more. To reach your full
potential, you need a partner with the experience of transforming
airport performance.
Working with ADB SAFEGATE, you can tackle each challenge with
conﬁdence. We have the experience and solutions to help you cut
lighting costs and power consumption, make better use of runway
and gate capacity, shorten taxi and turnaround times and provide the
safest and most eﬃcient routes from runway to gate. Want to be the
best? Work with the best – ADB SAFEGATE.
www.adbsafegate.com
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Almost 10% of women are on top management
positions among 500 member airports of ACI
EUROPE. Although this is not yet the ideal proportion,
there are good examples that show that the European
airport industry is taking steps to promote the
ascendancy of women leaders. Inês Rebelo reports.

Yes, they can: Women
leading European airports

T

he need for more gender diversity
in leadership is widely acknowledged in aviation and in any other
business in Europe and elsewhere. However, the reality is not yet very
favourable to women, who usually do not
reach managerial positions as easily as
men, despite their skillset. Gender equality, particularly in decision-making roles,
requires a social and cultural shift that we
should make happen sooner rather than
later for the benefit of women, businesses
and the entire society.
It is no coincidence that the United
Nations (UN) has included gender equality among its Sustainable Development
Goals. For the UN, gender equality is “not
only a fundamental human right, but a
necessary foundation for a peaceful, prosperous and sustainable world”. Gender
should not be a limitation for women to
unlock their true talent and potential, and
men have a role to play in supporting
them and breaking the walls of gender
disparity. This is why the UN launched the
“He for She” global solidarity movement in
2014. It seeks to mobilise men and boys to
promote gender equality and help to build
a more balanced society.
Fittingly, this year’s campaign theme of
the International Women’s Day (8 March) is
#BalanceforBetter. This campaign, which
will run all year long, calls for a more gender-balanced world. The message could
not be clearer: “balance is not a women’s
issue, it’s a business issue. The race is on
for the gender-balanced boardroom, a
gender-balanced government, gender-balanced media coverage, a gender-balance
of employees, more gender-balance in
wealth, gender-balanced sports coverage...
Gender balance is essential for economies
and communities to thrive.”
How can we have a more gender balanced and equitable workplace and
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world? The answer can be twofold: on
the one hand, it is important to challenge existing barriers, including the
male-dominated power structure, by
removing cultural bias that women are
born to care and serve rather than to lead.
Recognising female talent and empowering women to advance in their careers
is a step to a more balanced democratic
society. On the other hand, it is crucial
to attract and retain more young women
to business areas that have always been
seen as a “man’s thing”, such as aviation.
Encouraging women to embrace “nontraditional” pathways and give them the
same career opportunities will allow them
not only to grow and succeed, but also to
make those jobs much more competitive.

Accelerating women’s participation & professional growth in
air transport
The transport sector is vital for the
European economy. According to the
European Commission, transport employs
11 million people of which only 22% are
women. Across the range of transport
modes, aviation is the most gender balanced mode of transport with 40% female
workforce as opposed to 14% women in
land transport and 20% women in waterborne transport. Yet, there is still some
way to go to increase female representation in this sector.
Recognising the need to strengthen
gender parity and equal employment opportunities in transport across
the EU Member States, the European
Commission launched the “Women in
Transport – EU Platform for Change” in
November 2017. The platform is open to
all stakeholders in the transport sector
that are committed to taking actions to
improve female employment and gender equality. It also serves as a forum to

exchange best practice (for more information: https://ec.europa.eu/transport/
themes/social/women-transport-euplatform-change_en)
At an international level, the
International Civil Aviation Organization
(ICAO) is striving to promote gender equality and the development of
women in aviation. Two ICAO key initiatives in this regard have been the
launch of the Aviation Scholarship for
Professional Women, in conjunction
with the International Aviation Women’s
Association (IAWA), and the organisation
of the first ever Global Aviation Gender
Summit in Cape Town last August, in collaboration with UNESCO.
The airport community is also making efforts to improve gender parity
and to get more women into executive
positions. Since 2014, ACI World has an
affiliation agreement with IAWA to work
collaboratively on education, training and
job opportunities in order to create the
future network of airport women leaders. Moreover, in the second quarter of
this year, ACI World, together with 4 other
key aviation and aerospace organisations,
including the International Air Transport
Association (IATA), International Aviation
Women’s Association (IAWA), Aerospace
Industries Association (AIA) and Korn
Ferry – Civil Aviation Practice, is due
to release a global study on women in
leadership – “Soaring Through the Glass
Ceiling”. This study aims to understand
the root causes of the underrepresentation of women at leadership level in
aviation and to identify successful practices and stories in increasing the ratio of
women in senior roles.

Women flying high at airports
At last year’s ACI EUROPE Annual
Congress in Brussels, Dr Michael Kerkloh,
President of ACI EUROPE and President
& CEO of Munich Airport, said: “Looking at
airports, our own business transformation
has certainly benefited from the more
prominent contribution of women. At
Munich Airport we currently have a share
of women in the supervisory board and
executive board of more than 30 percent.
We definitely see the need to systematically increase the share of women in
executive roles within the next years –
and we do have a series of measures &
projects to do that.”
Munich Airport is not alone. Today
over 40 airports in Europe have women
in the top position – including Madrid,
Barcelona, Venice, Catania, Stuttgart,
Göteborg and Quimper-Cornouaille
airports, as well as Hermes, the Cyprus
airport group. Given ACI EUROPE’s airport
membership as a whole (500 airports),
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this is not yet sufficient but it is already
encouraging to see how the airport industry is actively becoming more inclusive.
In parallel to the lead interview with

Monica Scarpa, CEO of the SAVE Airport
Group, we decided to catch up with some
of the other female CEOs of European
airports, to find out how they see their

job and the role of women in airport
leadership, as well as what key lessons
they wanted to share as a way of inspiring
more women to follow in their footsteps.

Elena Mayoral

can bring a different way of analysing
situations, as it happens when teams are
made of people with different professional
backgrounds or nationalities. For me,
diversity is richness.
As woman leader, it is an ongoing
challenge to anticipate our needs and
adapt our airport infrastructures to future
demand. Motivation and high commitment
are intrinsic to my role. It is also crucial
that I work with great professionals to
provide the best service possible. Another
big challenge of my role is to be open to
the development of digital solutions that
will make operations more efficient and
sustainable.
From my experience, gender equality
in male-dominated industries will only
be possible if there is gender parity in
the family setting from the very start.
This education should be reinforced at
school, since early childhood, which is
the moment when we gain the necessary
self-confidence to take future goals.
Current women leaders should continue
to show that competence is not a gender
distinctive factor. It is essential to promote
gender equality through education. Only
by doing so will we move towards a

society that does not need to talk about
equality or differences in female and male
leadership, but that it will focus on the
need to work in diverse and complementary teams.”

“I think it is enriching that teams are made
of men and women, because there is a combination of different perspectives and ways
of finding solutions that greatly contribute to
the development of the projects. As women
are more disposed to find solutions that
conciliate work with family/leisure time, this

is a relevant factor of women leadership. We
will certainly see more women leaders if their
merit is taken into account for their promotion, gender aside. This should also come
with new principles at the workplace, like
management by objectives, because women
give a lot of importance to flexibility.”

CEO of Adolfo SuárezMadrid Barajas Airport

“I am very lucky to work at the first airport company in the world where gender
equality is an imperative. I think women

Sonia Corrochano
CEO of Barcelona-El
Prat Airport
BACKGROUND

BACKGROUND
“I graduated in Aeronautical
Engineering and specialised in
airports at the Polytechnic University
of Madrid. Therefore, my career was
naturally leading to the airport world
and, at Aena, I took up different roles
in the Planning Department. Later on,
I became Director of Valladolid, Ibiza
and – since 2013 – Madrid airports.
In my career, my skills have always
been valued the same way as
anybody else’s. Apart from technical
expertise, I think it is essential to work
in team and support those who you
work with. If your team is made of
good professionals (luckily, this has
always been my case), everything is
much simpler. It is all about knowing
what they need and knowing how you
can help them.”

“I have always been passionate
about aviation, that’s why I decided
to study aeronautical engineering.
At the beginning of my career, I
worked for the construction sector,
mainly on airport expansion projects.
However, some years later, I felt I
was more interested in management
and I changed to operations. In
the first years of my career, I was
lucky to work with very highly
talented colleagues who helped
me to develop my skills. I was also
fortunate to work at Aena, which
recognises skills regardless of
gender. This made it possible for
me to take up my current role.”
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Eva Valenzuela

When the airport industry will be gender
balanced, we will be able to face the
complexity of future challenges and
offer new solutions. We are on the right
path, but we still have some work to do
to achieve it.”

CEO of Menorca Airport
“I think female talent is a key business
element and it is part of the future of the
airport industry. For this reason, at Aena
we promote gender diversity at all levels.
For instance, women represent more
than 50% of the Steering Committee of
Menorca Airport.
Women leaders can bring great flexibility and ability to adapt to any kind of
situation, achieving the highest performance at difficult moments. They can
also show a great deal of persistence and
perseverance to reach the desired goals
and to even exceed them. Alongside with
lifelong learning and hard work, we are
able to innovate continuously. Women
leadership focused on people allows
for better cooperation and team work.
There is no doubt about the benefits
of gender equality to companies, such
as higher level of productivity, better
results, retaining talent, innovation. The
glass ceilings can be broken daily through
a lot of work, exactly the same way as
great changes come with small actions.
Women should equip themselves with a

Begoña Llarena

CEO of Vitoria Airport
“The challenges I faced as a woman
were not different from those of my male
colleagues. I actually remember how my
colleagues welcomed me so warmly.
My nomination as CEO was something

BACKGROUND

solid academic background, work hard, be
recognised by their own merits, believe in
themselves and be genuine, without imitating
anyone. They should always do what they
think is right and stick to it, take the necessary risks and form an excellent team.

BACKGROUND
“I began my airport career in 1993 in
the Legal Department. As a lawyer,
I provided legal advice in all airport
areas, which inevitably enabled me
to know more about the fascinating
airport world, at all levels. It also
allowed me to get a broad vision of
the airport system. This led to my
nomination as CEO of San Sebastian
Airport in March 1997. I performed
this role until March 2001, when I
became CEO of Bilbao Airport before
being nominated CEO of Vitoria
Airport in 2010. I worked at three
different Spanish airports when it
comes to their activity: San Sebastian
represented a full experience in
coordinating the airspace; Bilbao is an
airport focused on passenger traffic
and Vitoria is particularly dedicated to
cargo and it occupies the 4th place in
Aena’s airports ranking.”

so natural that it was not subject to any
particular comment about the fact that
I had become the first woman to manage an airport at Aena. In any case, as
time goes by, this fact has gained more
relevance. With the perspective that time
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“I began my career in aviation working
for airlines where I had technical roles
in the Operations Department and
aircraft maintenance. Afterwards, I
joined the airport world, that is, Aena.
I had the opportunity to work
in airport management and in
operations at Palma de Mallorca
Airport prior to my current role.
In addition to my technical skills
and qualification, I think that what
led me to achieve my current
position were other abilities, such
as commitment, persistence,
readiness to change and peoplefocused approach. I truly believe in
an inclusive vision of management in
order to bring out the best of people,
by accepting their differences and
singularities.”

gives, people realise that it represented a
turning point in women airport leadership.
Women’s participation in the airport
industry has risen over the past years.
Their participation is paramount when
it comes to skills and abilities. It also
contributes to improving and increasing
talent performance. Recognising and
highlighting female professionalism is key,
because there are still not a lot of women
leaders in the airport industry.
Aena started breaking paradigms
21 years ago, by showing clear signs of
gender equality in airport leadership. It
has incorporated it into its organisational
culture, which has led to a rise in the number of women leaders at airports. Aena’s
business culture has adapted itself to
the gradual integration of women in
leading roles. This allows me to create
expectations about the future career
advancement of my colleagues into
executive positions.
I consider that leadership is not a matter
of gender rather than people. A significant
step forward in this regard is the fact
that key qualities related to the so-called
female leadership should be taken into
account, no matter if one is a man or a
woman, such as people-focused management and empathy without losing sight of
a goal-oriented approach.”
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Liisa Sallinen

Airport Manager at Oulu Airport
BACKGROUND
“I was developing or leading
customer services during my
previous career before airports.
My first position with aviation and
airports was a service manager
position at Helsinki Airport after
graduation. I worked in this role at
Helsinki Airport from 1997 to 2005.”
“At Oulu Airport I have two department
managers reporting to me, one is a man
and the other is a woman. Traditionally, in
maintenance department all employees are
men – I hope to see some women entering
maintenance in the future as well. At the
moment, we have one woman in maintenance as a trainee, so good development
there. In customer services, we have 50-50
between genders – a good balance!
In my view, women enrich and bring
another perspective into the industry,

Mari Nurminen

Airport Manager at TamperePirkkala Airport
BACKGROUND
“One of my hobbies was aviation
when I was a teenager. My first
experience working at an airport
was at Rovaniemi, where I worked
on weekends at the cafeteria to
finance my pilot licence. Alongside
my studies at Tampere University,
I worked at Air Navigation Service
Centre, where I gradually worked
as a chief of staff after graduation. I
continued to the head office to work
as a planning director and onwards to
manage Tampere-Pirkkala Airport in
2014. I also took the regional director
responsibilities of Central Finland
area as of the 1st of January 2016. So,
I have a dual role managing an airport
and region of airports. My career has
developed through education and
work experience.”

but a lot of this is related to the person
and background rather than gender. An
airport is an entity comprised of small and
large matters that must be functional, so
that the airport develops and the personnel
feels well.

We should promote more women
into management position at airports
by continuously bringing up successes
and positive experiences – actively
communicating more than we have
previously.”

“In Tampere and in the whole of Finland,
women leaders are not an exception,
so I do not remember ever having had
problems because of being a woman.
To give you a few examples, Tampere
and Pirkkala had women mayors and
Tampere University is led by a woman.
Tampere-Pirkkala Airport is a combined
civilian-military airport. This is interesting
as it has been new for some partners
that the airport has a woman in charge.
However, I can say that there have been
no negative experiences. It has been very
rewarding to develop Tampere-Pirkkala
Airport to meet different kinds of customer
needs.
Inevitably, the number of women in aviation and in the airport industry will balance
the male majority. All personnel regardless
of gender needs to have the possibility
to get promoted so that the talented
people will stay. Women need examples
of working their way up. In management
positions, women often bring deeper
understanding of human behaviour and
work in a flat hierarchy. The more women
in charge, the easier it is for others to rise

in management. Example is the most
powerful inspiration and motivates any
career progress. When I am recruiting, the
selection is based on talent and personal
qualifications, not on gender.”

Gender equality will feature in the new Sustainability Strategy that ACI EUROPE is currently preparing to launch
at its 29th Annual Congress, General Assembly & Exhibition on 26 June in Cyprus, hosted by Hermes Airports.
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GLOBAL HUB COMPETITION

T

he nature of the competition
between airports has been welldocumented over the past 10
years in particular – nowadays it
typically gets a mention in articles profiling
Low Cost Carrier CEOs and how they enjoy
being courted by airports big and small,
from far and wide, each vying for a slice of
LCC growth. This has been the case for a
long time, but since Ryanair’s Damascene
conversion 4 years ago when they decided
to shift focus to primary airports, the competition has intensified between hubs and
point-to-point airports, all eager to prove
they’re the best place for Ryanair to grow.
But hub competition is another strand of
this evolution in the business. Hub airports
are also powerful platforms for airlines to
develop their networks, and therefore attract
significant attention. Many regions or countries would like to develop their own hubs,
to tap into the benefits of the platform.
Consider the examples of Keflavik, Abu
Dhabi, Doha and Dubai – these hubs are
all based in countries with small populations, but they were built with the idea
of attracting lots of transfer passengers.
Up and coming hubs such as Brussels,
Dublin, Vienna, Stockholm and Oslo are all
gaining momentum too, as is the phenomenon of self-hubbing (eg. Dublin, Gatwick
and Milan). And in the past 18 months,
Ryanair and easyJet have both signed
cooperations with long haul airlines to act
as feeders for their services. So, different
types of hubbing are bubbling away under
the surface of what can sometimes look
like a very point-to-point market.
With several major airline groups now
operating multi-hub strategies, they are
able to play hub options against each

Back in the day, running a hub airport meant doing
everything you could to ensure the health of your home
carrier. Gradually, it became about doing that, while
attracting a broader mix of airlines and air services
and of course passengers. It’s still about those things.
But increasingly, CEOs have to worry about competition
from other hubs too. Report by Elliot Bailey.

No small hub-bub:
Global hub competition
other in negotiations as well. Long-term
competition amongst hubs can be seen
through many developments in Europe,
described below.

Transfer Passenger Experience
Beyond the B2B aspect, another angle
of hub competition is linked to hub airports’
own reputation and brand among travellers.
In today’s multi-channel communications
world, with big brands, passenger experience
campaigns, pop-up stores, travel bloggers
and influencers, anyone travelling to
another continent can typically do it
through all manner of hub transfer options.
The internet is awash with listicles and
travel inspiration, sagely advising those
with wanderlust where the best airport
experiences are and the different things
on offer at a vast array of hub airports.
Now consider for a moment how you

could travel from Lyon in France to a
secondary airport in China. There is no
direct service and the options at your disposal include transfer through Paris CDG,
Amsterdam-Schiphol, Zurich, Helsinki,
Istanbul or Dubai, Abu Dhabi or Doha, or
Hong Kong, Beijing or Quindao or Xi’an.
Independent research indicates that price
is not the only determinant here and
typically an air traveller will consider the
nexus of price, duration of flights, airline
service and airport experience.
Staying on the example of China – it
will be the world’s fastest growing aviation market between now and 2040. The
EU-China market will naturally grow as
passengers from more European and
Chinese regions transfer through hubs
to reach the other region.
The top European hubs for air traffic
between Europe and China (Frankfurt,
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Paris-CDG, Amsterdam-Schiphol, Helsinki
and Munich) have seen their market share
of connecting passengers fall significantly
over the past 10 years to the benefit primarily of Chinese hubs (Beijing, Shanghai,
Hong Kong and Guangzhou) and also Gulf
hubs (Dubai, Doha and Abu Dhabi). To a
certain extent this is expected, as Chinese
airports and their airline partners develop,
but the question is what size will the eventual market be and which airports will be
able to have the largest share?
This is also one of the reasons why
Europe’s hub airports are increasingly
developing specific strategies to attract
Chinese transfer passengers, eg. Groupe
ADP’s campaign on Chinese social
network WeChat, Finavia’s brilliant
‘MatchMadeinHEL’ campaign to name
but two.
More broadly in EU-Asia connectivity,
hubs in the Persian Gulf and in Turkey
are using their geographical comparative
advantage and alliances with airlines to
develop and capture market share on
the EU to Africa and Asian markets. This
has seen a large increase in the share of
routes from Europe’s 5 largest hubs that
are now competed by the Persian Gulf
and Istanbul hub airports.
Meanwhile, back in Europe, key airline
groups have been making headlines for
their strategic priorities.

That One Big Customer Effect
Another recent example of more local
hub competition is Lufthansa’s strategy
for the deployment of some of its flagship
aircraft. Frankfurt Airport and Munich
Airport both have the same hub customer
accounting for more than 2/3 of their
traffic. At Frankfurt, the Lufthansa Group
has 65.5% of all traffic, and at Munich the
Lufthansa Group has 68.3% of all traffic
(May 2018-April 2019 season, OAG).
In June 2017, Lufthansa announced
that it would move 5 of its A380s, from
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Frankfurt to Munich. The AFP quoted a
Lufthansa spokesperson saying, “growth
will happen where the best conditions
are, and costs are of course a factor.”
This came in the wake Lufthansa’s previous decision to base its A350 aircraft,
the newest Airbus long-haul aircraft, at
Munich Airport, rather than Frankfurt.
A press release from the Lufthansa
Group in September 2018 spells out the
pressure, directly stating, “Our multi-hub
system […] makes it possible for us to
react to changing conditions with extreme
speed and flexibility. Our key factors are
quality, efficiency and cost effectiveness.”
And even more interestingly, in their
recent own Policy Brief newsletter,

Lufthansa also explained the hub competition phenomenon by spelling out the hub
airports competing with each other on a
routing between Berlin and Bangkok.
The ‘one big customer effect’ is pervasive.
At Europe’s hubs and large airports, the
dominant airline group controls on average
54.2% of all departing flights. When a business is so reliant on one customer, its
development, quality and prices all become
heavily influenced by that customer.
Recent market research revealed that
last year, the Top 5 biggest airlines in
Europe crossed the threshold of holding
50% of the market – another indication
of which part of the air transport sector
really holds the cards.

Adapted from Lufthansa Policy Brief 5:
https://politikbrief.lufthansagroup.com/en/policybrief-5-2018/#c6033
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UNMANNED AIRCRAFT SYSTEMS

R

ecent years have seen Unmanned
Aircraft Systems (UAS), or drones,
grow from being a largely military
interest with some small hobby
options, to a large industry promising a host
of commercial and leisure uses. This brings
an exciting array of new opportunities,
including for airports, who can put drones
to use in security surveillance, aircraft and
airfield inspection, calibration of navigation
aids and wildlife management, to name just
a few. The growth in drone use also brings
with it, however, a new safety and security
concern, which is of critical significance to
airport operations.
Incidents at airports involving drones
have escalated in the past few years, with
substantial media attention on the matter
since London Gatwick was closed for two
days in December 2018 due to a series
of drone sightings that presented a clear
threat to aviation safety. The Gatwick
incident disrupted 1,000 flights and over
140,000 passengers, at one of the busiest
travelling periods of the year, highlighting
the urgent need for a solution that can
prevent such occurrences.
In ACI EUROPE’s Position Paper on
Drone Technology of January 2018 we call
for a European safety rulebook that would
ensure effective regulation of drone
operations at and around airports. It is
imperative that airports be designated
no-drone zones and that clarity be
ensured over which technologies may
be safely deployed at airports to detect
unauthorised drones and prevent them
from interfering with airport operations.
Clarity is also required as to which
entities – airport operators, ANSPs, state
authorities, etc. – are responsible for
surveillance, detection and enforcement.
For this, a common European approach
is necessary in order to avoid a patchwork
of national measures.
A registration scheme is required for
drones and their owners/operators, with
any subsequent drone operations at the
airport would then be subject to authorisation based on clear rules & procedures
for the chosen drone scenario (including
risk assessment, the drone type being
used and the pilot operating the drone).
With these needs in mind, ACI EUROPE’s
Drones Task Force, brings together safety
and security experts from a number of
European airports. The Task Force will
develop a Concept of Operations for drone
deterrence at airports, as well as use
cases for the legitimate deployment of
drones in airport operations. It will cooperate with EUROCONTROL in this work, so
as to develop an integrated approach to
unmanned traffic management, as well
as feed into EASA’s regulatory efforts
to develop standard scenarios for the
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While the business opportunities presented by drones are
known to many in the aviation industry, incidents in recent
months have raised awareness of both the safety and security
threats that drones can pose to airports. ACI EUROPE has
been working with EASA and EUROCONTROL to develop EUwide rules to regulate their use. And in recent months, it has
also created a Drones Task Force to develop expertise and
provide guidelines for airports. Aidan Flanagan reports.

Regulating an invasion

In its Position Paper on
Drone Technology of
January 2018, ACI EUROPE
calls for a European safety
rulebook that would
ensure effective regulation
of drone operations at and
around airports.

approval of some specific drone operations at airports.
It is good to see that EASA and the
European Commission have drafted regulations that would set out requirements for a
range of drone operations, depending on the
drone being used, its purpose, the relevant
airspace and the outcome of the mandatory
risk assessment. This represents a good basis
for ensuring that authorised drone operations
are safe and properly managed.
The problem comes, however, from
unauthorised operations. Proper registration and authorisation procedures,

coupled with technology to detect and
prevent unauthorised drones in airport
environments, will reduce the threat
posed by drones to airport operations.
Clear procedures for dealing with noncooperative drones will ensure that
incidents are resolved as quickly as
possible and reoccurrences prevented,
minimising any disruption to airport activity.
With this in place, the airport may then
benefit from drones for its own ends,
knowing that it is possible to deploy a
drone in certain airport operations safely
and securely, based on clear technical

UNMANNED AIRCRAFT SYSTEMS

The first meeting of ACI EUROPE’s Drones Task Force took place in February, bringing
together safety and security experts from a number of European airports. The Task
Force will develop a Concept of Operations for drone deterrence at airports, as well
as use cases for the legitimate deployment of drones in airport operations.

and administrative criteria.
Technology generally moves at a faster
pace than regulation, and the rush to
regulate can often lead to inappropriate or
quickly outdated rules. Europe must move

swiftly and smartly in addressing the need
for drone regulation before there is a real
disaster at an airport, all the while enabling
the safe and secure integration of drones
where beneficial to the air transport sector.

ACI EUROPE and its Drones Task Force
stand ready to assist in this process through
provision of real-world, technical expertise
and best practices developed at various
locations, so that the risk to aviation posed
by this technology also remains an opportunity for airports and their stakeholders.
Aidan Flanagan is Safety, Capacity,
ATM & Single European Sky Manager
at ACI EUROPE

STRATEGIC VISION | SINGULAR FOCUS
Solving complex global challenges demands a special kind of vision—a vision that captures the big picture
without losing sight of the smallest detail. Since 1989, Ricondo has combined strategic thinking with technical
expertise to deliver comprehensive management consulting services exclusively to airports across the globe.
Objectivity, accuracy, and responsiveness are the trademarks of our approach. That’s why when the operators of
the world’s largest and most complex airports need a strategic partner, they trust Ricondo.

Learn how Ricondo’s vision and world-class expertise can elevate your operations.
www.ricondo.com

For more information, contact us at info@ricondo.com. © 2019 Ricondo & Associates, Inc. All rights reserved.
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ACI EUROPE NEW YEAR’S RECEPTION

Birgit Otto, COO of Amsterdam Airport
Schiphol, & Robert Sinclair, CEO of
London City Airport.

Wim van
de Camp,
Member of
the European
Parliament,
& Dr Michael
Kerkloh,
President of
ACI EUROPE
and President
& CEO of
Munich
Airport.

By Inês Rebelo

T

he traditional ACI EUROPE New
Year’s Reception in the European
Parliament brought together over
150 representatives from the EU
institutions and the aviation industry on
22 January. The event was kindly hosted
by MEPs Inés Ayala Sender (Group of the
Progressive Alliance of Socialists and
Democrats) & Wim van de Camp (Group
of the European People’s Party) – both
influential members of the Committee
on Transport & Tourism of the European
Parliament.
ACI EUROPE provided an overview of
the burning issues the airport industry is
facing in the year ahead. In his speech

ACI EUROPE gathers key
aviation stakeholders
and representatives from
the EU institutions in the
European Parliament
at the gathering, the President of ACI
EUROPE and President & CEO of Munich
Airport, Dr. Michael Kerkloh, highlighted
the most pressing issues of the day for

airport CEOs, namely Brexit, malicious
use of drones, ATM reform, lack of airport capacity and the need for private
investment.

Niall
MacCarthy,
Managing
Director of
Cork Airport
& Vice-Chair
of the ACI
EUROPE
Regional
Airports
Forum;
Deirdre Clune,
Member of
the European
Parliament, &
Dalton Philips,
CEO of daa.
Philippe Merlo, Director ATM at EUROCONTROL, &
Angela Gittens, Director General of ACI World.
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Arnaud Feist, CEO of Brussels Airport Company,
& Regula Dettling-Ott, Chair of the Performance
Review Body (PRB) of the Single European Sky.
Kata Cserep,
Vice President,
Airports of ICF;
Filip Cornelis,
Director for
Aviation at
DirectorateGeneral for
Mobility and
Transport of
the European
Commission,
& Jörg Meinke,
Head of
Lufthansa Group
EU Liaison
Office.

Michael O’Connor, Environment Manager at Athens International Airport & Chair of
the ACI EUROPE Environmental Strategy Committee; Mikko Viinikainen, Vice President
of Sustainability & Environment of Finavia Corporation & Vice-Chair of the ACI EUROPE
Environmental Strategy Committee, & Ron Van Manen, Head of Unit – Programmes/
Operations at the Clean Sky 2 Joint Undertaking.

Tanja Grobotek, Director of Europe Affairs of
CANSO, & Stefania Nikolova-Tsankova, Senior
Expert ATM Procedures at EUROCONTROL.

Karen Dee,
CEO of Airport
Operators
Association
(AOA); Robert
Sinclair, CEO
of London
City Airport;
Morgan
Foulkes, Deputy
Director
General of
ACI EUROPE,
& Jeff Bevan,
Policy & Public
Affairs Officer
at Airport
Operators
Association
(AOA).

Anna Vasila, Industrial Affairs Supervisor at
Athens International Airport, & Thomas Woldbye,
CEO of Copenhagen Airports AS.
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HIS KIDS ARE WAITING.
LUCKILY, SO IS HIS TAXI.
Chaotic forecourt zones outside arrivals benefit no-one.
Within airports, we both manage car parks and operate
taxi and traffic management to ensure a seamless travel
experience. Our traffic management system delivers an
improved experience to passengers, a fairer allocation of
rides to taxi drivers, higher revenues to airports and improved
air quality.

Europe‘s No. 1
Parking Operator
www.apcoa.com

Find us @
ACI Airport Commercial
& Retail in Iceland

EASA

What is the Data4Safety
programme?
Data4Safety (also known as D4S) is a
data collection and analysis programme
that will ensure the highest common level
of safety and environmental protection for
the European aviation system.
The programme aims at collecting and
gathering all data that may support the
management of safety risks at European
level. This includes safety reports (or
occurrences), flight data (i.e. data generated by the aircraft via the Flight Data
Recorders), surveillance data (air traffic
data), weather data – but those are only a
few from a much longer list.
As for the analysis, the programme’s
ultimate goal is to help to “know where
to look” and to “see it coming”. In other
words, it will support the Performancebased Environment and set up a more
predictive system.
More specifically, the programme will
allow to better know where the risks are
(safety risk identification), determine the
nature of these risks (risk assessment) and
verify if the safety actions are delivering
the needed level of safety (performance
measurement). It aims to develop the
capability to discover vulnerabilities in the
system across terabytes of data.

A voluntary partnership for
aviation safety
Highly innovative and ambitious, this
programme is not an initiative that EASA
contemplates doing alone. As of day one,
the idea is to implement an EU-wide

EASA, along with key European aviation stakeholders, is
running a very innovative safety programme in Europe
named Data4Safety. It makes use of the most advanced
technologies, such as Big Data & Data Mining, to collect,
aggregate and analyse safety data in one platform. This
allows to identify and assess systemic safety risks in Europe’s
aviation. Erick Ferrandez reports.

EASA’s Data4Safety
partnership programme
provides European-wide
aviation data exchange and
analysis to improve safety
partnership with EASA’s safety partners.
First and foremost, aviation organisations
will be fully members of the programme.
They are the usual safety partners from
the European Aviation Community, namely
Airlines, Manufacturers, Air Navigation
Service Providers (ANSP), National
Aviation Authorities (NAA), Pilots, Airports,

Maintenance Organisations, etc. Such a
programme is meant to be run with them
as they have both the safety data and – as
important, the required expertise to analyse and properly interpret the outputs.
Ultimately, we all share the same objectives
of enhancing safety.
EASA’s safety partners are meant to be
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EASA

programme members and will be part of
the D4S governance. As data owners, they
need a system of checks and balances to
ensure that their data will be used in an
appropriate manner.
The Agency has also associate partners
from universities and research centres
that have developed expertise and savoirfaire on how to use the Big Data and other
leading-edge IT technologies/data science
methodologies (such as text mining/natural language processing) when applied to
aviation data. There is a need to include a
considerable amount of research efforts in
the programme, but we also rely as much
as possible on what has already been done
and is available.

Taking data collection and
analysis to another level
Collecting and analysing data is not new
in aviation. A number of regulations oblige
the different organisations involved in
aviation safety to report, collect, analyse
safety data such as occurrences or flight
data, and act on it. However, each organisation is collecting only a sample of the
overall data set available. If you collect a
part of the data you will only get a part of
the picture.
The main innovation with D4S is that,
for the first time in Europe, a programme
has the ambition to provide the full and
complete picture. D4S aims to organise
the collection of all the safety data that
is currently scattered and fragmented all
over the different organisations in Europe.
The data will then be integrated into a Big
Data platform. Thanks to powerful algorithms and adapted coordination of the
experts’ work, D4S will permit to efficiently
process the data and extract high addedvalue knowledge nuggets.
However, just amassing data could be
quite a futile exercise if you are not able
to analyse it. Therefore, another novelty
is the creation of an analysis platform
that will gather aviation experts from all
domains and organisations in a way we
have never seen before in Europe. The
aviation experts will be supported by Data
Scientists who analyse and interpret complex digital data and develop the famous
algorithms.

D4S organisation in practice

Measures of success

trust that their data are in good hands
with D4S – not only secured technically,
contractually and legally – but also that
the programme will use them for the sole
purpose of safety, they will simply not
share them. Delivering trust is therefore
a priority. On this point, the fact that the
founding members have signed the programme charter is already a milestone
achievement (i).
Second, the programme will have to live
up to the expectations of technical delivery. No one will care if we are capable to
amass terabytes of data on an IT platform.
The measure of success will be assessed
by our ability to develop the algorithms
that will infer intelligence and knowledge
out of the data. Ultimately, this means our
ability to discover the vulnerabilities of the
aviation system through this programme.
Last but not least, this programme must
be fully integrated into the European
safety system. Indeed, Data4Safety is an
enabler, not an objective in itself. The
outputs (again, “know where to look” and
“see it coming”) will be useless if they do
not support the processes to decide and
implement the relevant safety actions.
For instance, D4S must become the main
feeder for the EPAS (European Plan for
Aviation Safety). Beyond Europe, D4S
must also be connected to similar international initiatives. The cooperation with
the US counterpart programme (ASIAS)
has already been formally established,
and we are also in discussion with IATA
and others.

There are three elements that will be
closely monitored and will be good measures of this programme’s success.
First, our ability to build trust. If the
safety partners (and data owners) do not

Erick Ferrandez is Head of Safety
Intelligence and Performance
Department & Data4Safety Programme
Manager at EASA.

EASA launched the initial phase called
the “Proof of Concept” (PoC) in 2017. The
objective is to build a prototype with a
limited number of partners and a limited
scope (limited set of analytics) to test and
demonstrate technical and organisational
solutions to successfully run such a programme before launching the operational
phase planned for late 2020.
The programme Founding Members
agreed on a first set of Use Cases (the
“outputs”) to be implemented during the
PoC: a set of Metrics (Safety Performance
Indicators) computed based on all aggregated data available i.e. at systemic level,
blind-benchmarking visualisations that will
provide organisations with the capacity to
assess their level of safety performance
compared to peer-organisations and
two Directed Studies (deep dive “360°”
analysis) focusing (1) on the management
of Go-Around manoeuvres and (2) on
Adverse Weather phenomena and their
impacts on the safety of Air Operations.
When the next communities of aviation
stakeholders will be on-boarded on the
programme as it will progressively transition to its operational phase, new potential
Use Cases will be discussed and collaboratively selected and specified with them.
In particular, for airports, these Use Cases
will focus on safety and environmental
matters linked to the air operations in
departing and arrival areas.

NOTE: On the 31st of March 2017, key actors from the aviation sector (airlines, aircraft manufacturers, national aviation authorities and pilot unions) agreed to join in a cooperative partnership the Data4Safety programme initiated by
EASA. Participants include: easyJet, British Airways, Iberia, Deutsche Lufthansa, Ryanair, Airbus, the Boeing Company, the
European Cockpit Association (ECA), the Spanish Aviation Safety and Security Agency (AESA), Direction de la Sécurité de
l’Aviation Civile (DSAC France), the Irish Aviation Authority (IAA), the United Kingdom Civil Aviation Authority (UK CAA) and
the European Aviation Safety Agency (EASA).
(i)
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For further information call or WhatsApp us on:
+44 74 82 00 6785 / +971 52 890 1342 / +64 21 824 509

PILOT COMMON PROJECT
TOTAL CEF CONTRIBUTION

AIRPORT
GROUPING

Enhancing
Airport
Operational
Performance
in Europe:
Airport operators
secured 23% of the
Connecting Europe
Facility (CEF) funding
in 2017 through
the SESAR Related
Deployment Airport
Grouping (SDAG)’s
support

€51.5
million
ARN, BRU, CDG, CPH,
DUB, DUS, FCO, FRA, MAN,
MUC, MXP, NCE, STN, VIE

NON PILOT COMMON PROJECT
TOTAL CEF CONTRIBUTION

€2.2
million
ATH

SESAR JOINT UNDERTAKING

SESAR Joint Undertaking – the European Commission’s Single
European Sky ATM Research programme – has developed
technologies that have proved beneficial to Europe’s
airports as regards safety, operational and environmental
performance and, ultimately, the passenger experience. Given
the relevance of SESAR innovation and implementation
for airports, ACI EUROPE released a publication on SESAR
Joint Undertaking’s pivotal role in supporting the digital
transformation of airports. Inês Rebelo reports.

Olivier Jankovec, Director
General of ACI EUROPE, & Peter
Hotham, Deputy Executive
Director of SESAR Joint
Undertaking, at the launch of
the ACI EUROPE publication
entitled SESAR and the Digital
Transformation of Europe’s
Airports at ACI Airport Exchange
in Oslo in November 2018.

D

igital transformation and technology are clearly shaping the
future of the airport business
– enabling improvements in
operational performance and safety, as
well as a reduced environmental footprint. In particular, SESAR technological
solutions are helping Europe’s airports to
embrace the next generation of innovation
in order to enhance the efficiency of their
airside operations and provide a better
passenger experience. This is all the more
important in light of the current lack of airport capacity in Europe, ATM disruptions
and the need for better integration of air
and ground infrastructure.
Europe’s airports have to find ways to
meet the growing traffic demand and passenger expectations for a seamless and
safe journey through more cost-efficient,
secure and sustainable operations. This is
why airports are working closely with the
SESAR Joint Undertaking to develop and
deliver technologies for runway throughput, integrated surface management,
airport safety nets, total airport management and remote towers, to name but a
few. But how much are EU policymakers
and the entire aviation community aware
of how SESAR is equipping Europe’s airports with the necessary digital solutions
that are contributing to the modernisation
of the European ATM system?
With this in mind, ACI EUROPE launched
a new publication entitled SESAR and the
Digital Transformation of Europe’s Airports

Europe’s airports embrace
digital transformation with
SESAR’s innovative excellence
at ACI Airport Exchange in November
2018 in Oslo. This publication showcases
the technologies and solutions that have
been developed by the SESAR Joint
Undertaking on the airside in a comprehensive and accessible manner. It aims to
engage more airport operators in the next
wave of operational innovation, by detailing some of the proven SESAR solutions
that can transform airports’ performance
and keep the airport industry competitive
at a global scale.
The publication is divided into three
main chapters: Chapter 1 gives an overview of the ACI EUROPE and SESAR
work on airport digitalisation. Chapter 2
describes how airport operations today
and up to 2035 will be shaped by SESAR
solutions. This is explained in short
stories about key solutions, including
remote towers and “Follow the Greens”,
which are already bringing benefits to
airports in terms of enhanced safety,
improved operational efficiency, reduced
costs and environmental mitigation.
Meanwhile, chapter 3 looks into the
future and reflects on what airport operations might look like beyond 2035. It
also focuses on some emerging trends,
including automation, virtualisation, big
data analytics and the integration of
drone technology in airport operations,
showing how SESAR is already preparing
airports for a new era in aviation.
For airports, SESAR represents a key
and vital partner. Olivier Jankovec, Director

General of ACI EUROPE, comments:
“SESAR is both the test-bed and gateway
to the widest collection of proven technological solutions for airport operations
in Europe. As such, it has come to play an
important role in advancing the business
of airports and their competitive edge
– alongside the delivery of the Single
European Sky technological pillar of ATM
modernisation.”
For SESAR, airports are crucial actors in
the ATM system and innovative stakeholders in the aviation chain. “Through our
collaboration with ACI EUROPE and the
direct membership of airports through
the SESAR Airport Consortium, we are
embracing digital disruption in order to
advance the development and uptake
of solutions that will transform airside
operations in the years to come,” Florian
Guillermet, Executive Director of SESAR
Joint Undertaking, said.
With SESAR’s innovative technologies, airports are improving their airside
operations, increasing Europe’s aviation
performance and delivering a better passenger experience.
You can download the SESAR and the
Digital Transformation of Europe’s
Airports at https://www.aci-europe.
org/component/downloads/downloads/5795.html
If you would like to receive a hard copy,
please email ines.rebelo@aci-europe.org
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RU N WAY C A PAC I T Y

Airports are facing runway
capacity challenges!
Last year, poor network performance
resulted in 19 million minutes of en-route
delay, up 105% on 2017, generating an
average flight delay per delayed aircraft
of 19 minutes, according to EUROCONTROL.
Added to that, the EUROCONTROL
Challenges of Growth study 2018 predicts
that by 2040, there will be 16 congested
airports, compared to 6 in 2016, resulting
in 160 million passengers not being able
to travel and, according to ACI, a potential
economic loss of around €88 billion to the
European economy.
How can Europe address this performance
deficit considering that building new runways
remains a political and environmental challenge often taking more than 20 years?

Can anything be done?
Good news comes from Europe’s research
flagship, SESAR, where investment in runway
capacity is reaching maturity just when it is
needed, ready for deployment at capacity
challenged airports.
RECAT, a new wake vortex separation
minima researched in SESAR and implemented at Paris Charles de Gaulle Airport
is already delivering a 10% increased
throughput, according to DSNA, the
French air navigation service provider.
NATS, the main UK air navigation service
provider, deployed time-based separation
(TBS), another SESAR solution, at London
Heathrow in spring 2015 and measured a
62% reduction in delays during strong wind
conditions. In spring 2018, the original TBS
solution was upgraded to integrate the
RECAT solution that demonstrated benefits
at Paris Charles de Gaulle Airport.
Both of these solutions address airport
arrival and departure inefficiencies by reducing
separation spacing between aircraft.
SESAR partners are studying different
aspects of the capacity problem, such as
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With the growing air travel demand, the need for
airports to become more operationally efficient has
never been more true. Runway capacity is a real
challenge, especially considering the environmental,
cost and time implications of building new runways in
Europe. However, SESAR R&D is helping airports to
optimise their runway throughput with a comprehensive
toolkit of technological solutions. Bob Graham reports.

Tackling runway
throughput challenges:
SESAR has solutions!
environmental concerns due to noise and
emissions, and improved airspace user
access to airports, including for rotorcraft.
This work will lead to new and innovative
procedures, moving noise away from surrounding populated areas, reducing the
distance flown, and providing improved
airport access for rotorcraft.
The development of these new procedures and technology enhancements
is the focus of “Increased Runway and
Airport Throughput” (PJ02), a project cofunded by the SESAR Joint Undertaking
within the framework the EU’s Horizon
2020 research and innovation programme.
This project brings together excellence
in research and operations from different
segments of the aviation industry from airports and airlines, to air navigation service
providers and the air and ground manufacturing industry.

A comprehensive toolkit for
runway throughput
Building on knowledge gained from
RECAT and TBS, SESAR partners are
putting together a comprehensive toolkit
of solutions to bring further capacity
benefits. These include the next generation
of wake vortex separation minima called
“static pair-wise separation” (PWS), which
is designed for separating aircraft pairs
and which the European Aviation Safety
Agency (EASA) is expected to approve
in 2019.
Working on wake turbulence separation
optimisation, SESAR partners are also validating new TBS enhancements designed
to deal with diverse wind conditions, the
final approach speeds of different aircraft
and the variability of runway occupancy
times. Each component will contribute
to increased runway throughput.

RU N WAY C A PAC I T Y

Bob Graham, Head of Airport
Research at Directorate
European Civil-Military
Aviation at EUROCONTROL.

An optimised separation delivery (OSD)
tool is under development to support the
air traffic controllers in applying reduced
departure separations. One of the more
promising capacity enhancing solutions,
OSD will use aircraft wake characteristics
and departure performance to refine
departure separations.
Perhaps the most challenging change
that SESAR is investigating is how to reduce
minimum radar separation from 3NM
to 2NM on approach, while maintaining
high levels of safety. The solution, known
as minimum radar separations based on
required surveillance performance (RSP), is
heavily dependent on having a surveillance
capability in place that can detect, update
and accurately display aircraft positions.
Improvements to runway throughput
should, where possible, be accompanied by
measures to mitigate noise and reduce fuel
consumption. SESAR partners are working on
a number of enhanced approach procedures
(EAP) using increased glide slope angles and
displaced runway thresholds that move the
airport noise footprint away from surrounding

populated areas and towards the airport.
Initial analysis shows that by combining
TBS with arrival procedures that incorporate
two different glide slope angles and two
related landing points, runway throughput
can improve by as much as 15%. The numbers speak for themselves!
Work is ongoing on variations of EAP
involving increased glide slopes (IGS) and
second runway aiming points (SRAP), which
SESAR partners expect to deliver next year.
Meanwhile, research and testing will continue on other related concepts up to 2023.
As with EAP, the use of curved
approaches in terminal airspace using

Global Navigation Satellite System (GNSS)
technologies for navigation accuracy and
continuous descent profiles can reduce
noise impact and where possible, can
shorten the distance flown, leading to
reduced fuel burn and CO2 emissions.
In SESAR, this solution is known as the
enhanced terminal area for efficient
curved operations, which is expected
to be delivered in the coming years.
SESAR partners are also working hard
to bring improved access into secondary
airports in low-visibility conditions (LVC)
while driving benefits in safety through
better situational awareness. In fact, this
solution uses a combination of cockpit
vision sensors and safe approach procedures with vertical guidance. The solution is
particularly interesting as it offers a low cost
alternative to surveillance infrastructure
by using video cameras and GNSS-based
approaches enabling Cat II operations.
SESAR’s concept of traffic optimisation
on single and multiple runway airports
drives capacity, fuel efficiency and environmental benefits for both airports and
airspace users. The arrival and departure
planning and execution phases of flight
are organised by a runway sequence
manager to support controllers and supervisors to optimise runway use. For those
airports with multiple runways, further
benefits can be realised by amalgamating
airport arrival, departure and runway
sequence managers and adding a tactical
runway occupancy time (ROT) predictor.
Helicopters have not been left out of
SESAR with the solution independent
Rotorcraft IFR operations at the airport,
providing greater access to helicopter
operators by separating rotorcraft and fixed
wing operations. The solution employs
simultaneous-non-interfering (SNI) rotorcraft procedures designed for helicopters
to land and take-off from designated final
approach and take-off areas (FATO) that
are located away from operational runways.
This also brings additional capacity.

Looking ahead

Read more about SESAR R&D targeting
airports in the ACI EUROPE publication
“SESAR and the Digital Transformation
of Europe’s Airports.”

Today, a number of the validated SESAR
solutions are already in deployment and
realising benefits at several European
airports, bringing increased throughput,
delay reduction and increased operational
resilience. Of course, each airport is different
with their own geography, layout, traffic
mix and challenges. However, SESAR
solutions that are under development
can work together as a runway throughput
package of improvements, bringing benefit
to a wider variety of airports.
Bob Graham is the Head of Airport
Research at Directorate European CivilMilitary Aviation at EUROCONTROL.
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I SAV I A

An interview with
Björn Óli Hauksson,
CEO Isavia.
By Ross Falconer

I

celand is known as ‘The Land of Fire
and Ice’, and is famous for the majestic
beauty of its natural landscapes.
Tourism is, therefore, a vital part of the
country’s economy, generating about 10%
of Icelandic GDP in 2016 according to
Statistics Iceland. Visitor numbers grew
by 5.5% to 2.3 million in 2018 (several times
the country’s population of 350,000).
Indeed, tourism has played a hugely
important role in reviving the country’s
economy after the financial crash of 2008.
The spectacular volcanic eruptions
in the last decade – including the
Eyjafjallajökull eruption, which disrupted air
travel in 2010 – put Iceland firmly on the
global map. Awareness among potential
visitors has only been further enhanced by
the success of its national football teams
(the men’s team reached the quarter finals
of Euro 2016, while the women’s team is
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“Positioning Keflavík
as an important
hub for transatlantic
travel”
ranked 19th in the world by FIFA), and by
national marketing campaigns such as
‘Inspired by Iceland’.
Isavia’s Keflavík Airport, the main gateway
to Iceland, has been central to facilitating
growing tourist numbers, and has seen rapid
growth – doubling from 4.8 million passengers in 2015 to 9.8 million in 2018.
“There are many reasons for the success – the first is the location of Keflavík
as a hub for travel between Europe
and North America,” begins Björn Óli
Hauksson, CEO Isavia. “One of our main
sources of pride, along with our dedicated
and resourceful staff, has been our fast
turnaround and connection times. This
operational plan, to use Keflavík Airport
as a hub, has increased the number of
destinations on offer to Icelanders and
travellers from all over the world. They
have been close to 100 in the last few

years, compared to only a few dozen
just a short while back.”
Following the exponential growth
of recent years, including 12% last year,
the forecast in 2019 is an 8.7% decrease
to 8.9 million passengers. “The greatest
decrease – 18.7% – is expected in the
number of transit passengers,” Hauksson
explains. “This can, for the most part, be
attributed to streamlining by the airlines,
with fewer destinations and decreased
frequency on certain routes. In addition,
the seat availability has an impact on connection options as well as the number of
passengers. It will be most interesting to
see the development in 2020.”
While Keflavík is currently experiencing
a dip in passenger traffic, it is important
to place that in the context of the recent
rapid growth. Indeed, 2019 still looks likely
to be the airport’s second-busiest year ever.

I SAV I A

Björn Óli Hauksson, CEO Isavia: “One
of our main sources of pride, along
with our dedicated and resourceful
staff, has been our fast turnaround
and connection times. This operational
plan, to use Keflavík Airport as a
hub, has increased the number of
destinations on offer to Icelanders and
travellers from all over the world.”

From a route development perspective,
there is a lot of interest in further developing the Asian market from Keflavík
– China, India and Korea, for example –
and this is foreseen to be an important
factor in the future.
“Visitors from that part of the world have
become a big part of Icelandic tourism
in recent years, and the demand for direct
flights is growing rapidly,” says Hauksson.
“These past few years we have seen
continued additions to the selection of
destinations, places that had been underserved or even completely unserved in
Europe or North America. We have been
very well covered in these two continents,
which has helped position Keflavík Airport
as an important hub for transatlantic
travel. With regards to North America,
both Icelandic airlines, Icelandair and
WOW air, have added to their destinations.
In addition, Keflavík Airport continues
to serve the big four – Delta Airlines,
American Airlines, United Airlines and Air
Canada – which means our network is
quite good in North America.”

€245 million Major
Development Plan
Building on its traffic growth, Keflavík
Airport has embarked on a €245 million
Major Development Plan. The development

outlined for the Leif Eiriksson Air Terminal
is divided into two phases, Isavia’s Board of
Directors having approved the commencement of project design for the first phase.
“Under a framework agreement,
Corgan, a US company, was assigned
to design the new facility connecting the
two main terminal buildings at Keflavík,”
Hauksson explains. “This addition includes
a new border control area, increased F&B,
and dual gates for Schengen and nonSchengen traffic. The design is ongoing,
and construction will start at the beginning
of 2020.”
Meanwhile, a tender is being prepared
for the Project Management Team to oversee the design and construction for the
second phase of the terminal development.
“A pre-market engagement was held
in Iceland in January, where several
international companies showed interest in the project,” says Hauksson. “The

K E F L AV Í K
A I R P O RT FAC T B OX
2018: 9.8 million passengers
2018 passenger traffic growth: 12%
2019 forecast: 8.9 million passengers
(-8.7%)
Key airline customers: Icelandair,
WOW air, Wizz Air, SAS, easyJet
Number of routes: 76
Top 5 destinations: Copenhagen,
Paris-CDG, Amsterdam, New YorkNewark, Frankfurt

pre-qualification questionnaire will be
sent out in March and an invitation to tender in April. A tender for the design of the
East Pier and North Building will be issued
in 2020, pending feasibility of financing
and construction of the East Pier.”
This will increase gate capacity from
13 to 30 gates, and work could start in
2022-2023.
In addition to Keflavík, Isavia also operates the domestic airports on behalf of the
government through a service agreement.
This includes the smaller international
airports at Reykjavik, Akureyri in the
north, and Egilsstadir in eastern Iceland.
“Improvements to these airports will help
marketing these places to foreign airlines
that are interested in bringing passengers
directly to some of the big tourist attractions,” says Hauksson.
This winter, the British travel agent
Super Break is offering flights from
various UK cities straight to Akureyri,
for example – the second consecutive
year it is offering direct flights to the north
of Iceland. This summer, the Dutch travel
agent Voigt Travel will also offer direct
flights to Akureyri. “There is potential for
more direct flights to the domestic airports
in Iceland, but there is a need for more
investment in infrastructure to make this
a viable proposition,” Hauksson adds.

Emphasising the Icelandic ambience
Commercial results have developed very
well in line with passenger traffic. “Peaks
have grown, but our staff is able to serve all
customers with a high level of efficiency and
passenger experience, as Airport Service
Quality (ASQ) results show consistently,”
Hauksson comments. “In 2017, Keflavík
Airport was in 27th place and last year we
went up 10 places to number 17.”
With the upcoming enlargement of the
airport, Isavia will be tendering current
commercial units through the whole terminal, altogether around 9,000sqm in the
coming years.
“The general trend in airports around the
world has been to increase space for food
& beverages, and Keflavík Airport is no different. We do see a large demand for more
F&B, especially with increased variety. We
have been very happy with our current vendor contracts, but conditions require a new
tender to be made periodically.”
Hauksson defines Keflavík’s largest
passenger group as “local touch seekers”,
so there are naturally plans to continue
emphasising the Icelandic ambience
through various touchpoints, while also
catering for different segments such as
transfer passengers and millennials.
“We have been looking at fast service
processes and to bring in ambitious vendors with exciting products and services.
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Keflavík Airport has been central to facilitating
Iceland’s growing tourist numbers, and has
seen rapid growth – doubling from 4.8 million
passengers in 2015 to 9.8 million in 2018.

This will, of course, all be going for tender
and the process will take some time. The
future is exciting.”
Isavia is further innovating in the commercial & retail environment. Last October,
Keflavík Airport, which will welcome 300,000
Chinese travellers a year by 2020, became
the first service provider in Iceland to give the
option of paying with Alipay through ePassi.
Hauksson emphasises the importance
of offering digitally-driven retail sales to
this key demographic. “Asia is our biggest
growth market. With that in mind, I can
give you an interesting example of how
the introduction of Alipay has worked for
us. On the first day that we offered customers the chance to use Alipay through
ePassi to pay for goods and services,
one store had one-third of its transactions through Alipay. This was only on the
first day and the service had not even
been properly advertised or signposted.
We have seen an incremental increase in
sales where Alipay is in use. We have also
had a very positive reaction from Chinese
passengers, who are happy with the
whole Keflavík Airport experience.”
Following the introduction of the most
common method of payment in China,
Isavia has started marketing campaigns
aimed at this group of tourists. “For example, we had a campaign tailored towards
the Chinese New Year celebration in
February, which was a massive success,”
Hauksson explains. “We aim to provide
all our different groups of passengers at
Keflavík Airport with a good experience
on their travels. The adoption of Alipay at
our shops and restaurants has been a big
part of this plan, and successful.”

38

Airport Business

Spring 2019

“The best that Iceland has to offer”
Next on the agenda for Isavia is hosting
the ACI EUROPE Airport Commercial & Retail
Conference & Exhibition on 18-20 March,
which will welcome around 400 representatives from airports, travel retail operators,
brands, and other business partners.

In addition to
Keflavík, Isavia
also operates the
domestic airports
on behalf of the
government through
a service agreement.
This includes the
smaller international
airports at Reykjavik,
Akureyri in the north,
and Egilsstadir in
eastern Iceland.

Hauksson enthuses that delegates
will hear how Iceland has adapted after
the banking crisis, reinvented itself, and
thrived in many ways. They will also learn
how Keflavík Airport will change in the
coming years and how new groups of
tourists will influence the operation.
“Delegates can experience all the best
that Iceland has to offer at a time when
winter and spring meet and the country is
at its most spectacular, where fire and ice
meet and offer a beautiful view of nature
in its prime.”

C AT E G O R I E S :
Bes t Airport Un d er 5 Mi l l i o n Passen gers
Bes t Airport 5 - 1 0 Mi l l i o n Passen gers
Bes t Airport 1 0- 2 5 Mi l l i o n Passen gers
Bes t Airport Ove r 2 5 Mi l l i o n Passen gers
Th e Eco -In n ovati o n Award
Th e Accessi bl e Ai rpo rt Award
Th e HR E xcel l en ce Award
The winners will be announced at the Gala Dinner
o f t h e 2 9 t h AC I E U RO P E A n n u a l Co n g r e s s , G e n e r a l
Assembly & Exhibition on 26 June in Cyprus.

S U B M I T YO U R E N T RY B E FO R E 5 A P R I L TO
jade@pps-publications.com
V I S I T T H E AWA R D S W E B PA G E T O V I E W C R I T E R I A AT
www.aci- europe- events.com/annual-general-assembly/awards

KRAKÓW AIRPORT

Kraków Airport development plan
to create 10,000 additional jobs
Kraków Airport is host of this year’s ACI EUROPE Regional Airports’
Conference & Exhibition, which takes place on 20-22 May. Ahead of the
event, Radosław Włoszek, President of the Management Board, gave
an overview of developments at Kraków Airport to Nick Preston.

K

raków Airport in Poland served
6.78 million passengers in 2018,
making it the second-busiest
airport in Poland after Warsaw
Chopin. The airport is located about 10 kilometres from Kraków, which is one of the
largest cities in the country, a UNESCO
World Heritage site, and the capital of
Małopolska (Lesser Poland Province).
Kraków is also an important academic,
tourist and business centre, with one of
the largest percentages of foreign residents in Poland.
“Małopolska is a dynamically developing
business centre, which is home to nearly
200,000 students across 20 universities,”
explains Radosław Włoszek, President of
the Management Board, Kraków Airport.
“Many renowned Polish and international
companies have decided to invest here.
Kraków’s economic significance is boosted
by its demographics, with a population of
about eight million people living within 100
kilometres of the city.”
To make sure it is ready to support
future demand, Kraków Airport put forward its General Plan to set the direction
of its development over the next 20 years.
The investments detailed in this plan could
result in an expenditure of up to one billion
Polish Zloty (€230 million). The main investment will be in the construction of a new
runway, with work due to commence
once all relevant permits have
been approved. The new runway
will measure 2,800 metres by 45
metres. The airport will remain
a one-runway operation, with
the current landing strip
due to close once the new
runway opens. Other planned

Radosław Włoszek, President of
the Management Board, Kraków
Airport: “Many renowned Polish
and international companies have
decided to invest here. Kraków’s
economic significance is boosted by
its demographics, with a population
of about eight million people living
within 100 kilometres of the city.”
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investments include an expansion to the
terminal and related modifications to the
apron area. Kraków Airport expects that, by
2036, its investment plan will have led to the
creation of more than 10,000 additional jobs
in the Małopolska region.
“The Master Plan assumes that Kraków
Airport will be serving about 12 million passengers annually by 2036,”
says Włoszek. “If we want Kraków and
Małopolska to attract new investors and
tourists, we cannot afford to stagnate, we
have to develop the airport all the time.

All our plans will be aimed at strengthening Kraków Airport in the leading position
among European regional airports. Our
priority is the highest quality of passenger
service. I am confident that the route network and air traffic developments taking
place in the next few years will lead to a
growth of the tourist and business power
of our region.”

Enhancing business connectivity
“Our forecasts assume that the airport
will welcome 7.9 million passengers
in 2019,” explains Włoszek. “From this
May, Kraków will become the 26th base
for Wizz Air. The first based aircraft will
arrive in May, with the second due in
September. Kraków Airport passengers will then be able to benefit from 12
Wizz Air routes to London Luton, Kiev,
Nice, Turku, Doncaster Sheffield, Bari,
Billund, Catania, Larnaca, Kharkiv, Oslo
and Kutaisi. Also, in April our base carrier
Ryanair will open new connections from
Kraków to Bordeaux, Berlin Tegel, Catania,
Hamburg, Copenhagen, Szczecin, Bari, Rimini,
Thessaloniki, London Luton and Zadar.”
Another notable development for the
airport is an increase in LOT Polish Airlines’
frequencies on its service to Chicago
O’Hare during the summer season.
“We want to keep developing the economic strength of
Kraków and Małopolska by
facilitating business connectivity,” emphasises
Włoszek. “On the one
hand, we want to
develop eastbound
connections to
countries such
as Ukraine and
Georgia, and on
the other, there
is still a growing demand
for flights to
cities like
London or
Munich.”

ADVERTISING FEATURE

DIGITAL DISRUPTION

Is a fully automated tax-free
shopping solution travel retail’s
answer to the challenge of
digital disruption?
By Kian Gould, Founder & CEO, AOE

W

Kian Gould, Founder & CEO, AOE

hat can the travel retail industry do to create sustainable
non-aviation revenue streams
in the face of digital disruption? This is the key question every industry
professional would like to answer.
Travel retail needs to realise that this
disruption is well underway and won’t be
going away. Spend per head is declining
continuously, customer shopping behaviour
is changing. Industry players who ignore the
situation risk becoming obsolete or holding
on to unsustainable business models.
The key to creating new revenue sources
is providing an omnichannel commerce
experience that satisfies customers’ expectations regarding speed and convenience,
while creating an optimal customer journey.

approach, passengers can purchase goods
up to four hours before their flight.
The retailer deducts applicable duty fees,
as well as the full 15% New Zealand Goods
and Services Tax (GST), therefore making
refund claiming unnecessary. Essentially the
solution provides an automated export of
goods to airside.
The solution not only saves time and
money during the actual shopping process.
It also provides customers with unequalled
convenience during tax refunding. Waiting
in long tax refund lines, currently 18 minutes
on average, is no longer necessary, as any
taxes are deducted directly during shopping.
Customers save additional money, as they
no longer have to pay commission or fees
for the tax refund process.

Disruptor or Disruptee?

Airport expands retail footprint

Once travel retail realises that digital
disruption is here to stay, the industry
can choose to either directly influence
the disruption or sit back and be passively
influenced by it.
Many airports, airlines and travel retailers
have accepted this situation and have
begun to digitalise their businesses.

Auckland Airport benefits from the new
downtown tax-free shopping logistics solution in three major ways:
• By opening up its retail channels to downtown stores, the airport expands its retail
footprint without having to enlarge its onairport retail space or warehousing

• The airport increases non-aviation
revenues through a small percentage
commission it receives from the retailers
for providing the service
• The airport expands its customer base
and improves customer satisfaction and
loyalty. At the same time, it collects valuable insights into its passengers’ shopping
behaviour
The downtown tax-free shopping solution
at Auckland Airport is just one of numerous
examples of the travel industry responding
to digital disruption. Use cases around the
world are proof that innovative solutions
can expand the customer base and bring
more customers into physical stores,
while also taking the ever-growing impact
of E-Commerce into consideration. The
solution to the industry’s challenges is an
omnichannel approach, created to provide
a unique customer experience with unsurpassed convenience.
The solution is currently being evaluated
at multiple airports around the world. A major
disruption to the extremely inconvenient taxrefund processes in place in most countries
is on the horizon.

Fully automated, digitalised downtown tax-free shopping
An example of harnessing digital disruption and turning it into an advantage can be
found at Auckland International Airport.
Auckland Airport has launched a downtown tax-free shopping logistics solution,
based on AOE’s OM3 Platform. The solution
provides the airport’s more than 20 million
annual passengers with the world’s first
integrated omnichannel solution enabling
end-to-end off- and on-airport retail.
The solution significantly simplifies shopping tax-free downtown by completely
bypassing the traditional tax refund process.
Customers purchase the desired products
in the store, provide identification and verify
flight details, and only pay the tax-free price
to start with. Purchases are delivered to the
airport where they can be picked up airside.
Due to the fully integrated, omnichannel
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Reflecting the dynamism and diversity of people
at the heart of the airport business

AIRPORT PEOPLE

Aude Ferrand, Chief Retail
Officer, Groupe ADP: “In
airports, we have to be able to
offer the passenger a seamless
experience with a broad offer,
as well as entertainment
and services. This is the
reason that we believe the
Paris airports have to evolve
from a duty free model to a
department store model.”

An interview with Aude Ferrand, Chief Retail
Officer, Groupe ADP. By Ross Falconer

New Groupe ADP Chief Retail
Officer focusing on evolution
“from a duty free model to
a department store model”

P

assengers are increasingly looking
to enjoy a lifestyle experience when
travelling, including one-off concept
stores, more of a sense of place, and
a broader retail and food & beverage offer.
Groupe ADP is proactively responding by
positioning the commercial offer at its Paris
airports as “the ultimate Parisian shopping &
dining experience”. This is based on a distinct
French flavour, and an ambition to be the only
place in Paris combining excellence in interior
design & space management, brand portfolio,
quality of service, and price positioning.
Leading these developments is Groupe
ADP’s new Chief Retail Officer Aude Ferrand.
She was appointed to the role in October
2018, having served as head of the product
offering division within the Retail and Services
division of Groupe ADP since March 2017.
“My main target is to make it real in our
terminals for our passengers, which means
first of all to consolidate and continue the
expansion of the retail activities by standardising the offering within the international
terminals, adding retail surfaces, enhancing
the brand portfolio and standing out from
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the competition on service quality,” Ferrand
begins. “Thereby each passenger, whatever
their journey in our terminals, will have the
same shopping and dining experience.”
Her career before Groupe ADP was predominantly in the luxury and retail industry,
with brands including Armani and Amore
Pacific. Ferrand emphasises that these experiences instilled a firm focus on the customer.
“In airports, we have to be able to offer the
passenger a seamless experience with a
broad offer, as well as entertainment and
services. This is the reason that we believe
the Paris airports have to evolve from a duty
free model to a department store model,
even if the organisation relies on multiple
stakeholders, which makes recreating such
an experience more of a challenge.”

Paris Aéroport retail revenue
up 6.8%
In 2018, Groupe ADP’s consolidated revenues reached €4.47 billion. Commercial
and service activities, which include Paris
activities alone, exceeded €1 billion (+4.9%)
for the first time, with €490 million (+6.8%)

belonging directly to retail activities.
“The rents from airside shops stood
at €318 million, up by 4.8%, thanks to the
dynamism and positive traffic mix despite
the negative impact of the strong Euro over
the first half of 2018, and important works
in Terminal 2E, Halls K and L, leading to
temporary shop closures during the work,”
Ferrand explains. “Sales per passenger were
slightly up at €18.4 – versus €18.2 in 2017 –
which is quite a good performance taking
into consideration the number of stores
closed in Terminal 2E. Rents from bars and
restaurants posted strong growth of 13.4%
at €48 million.”
To respond to the diverse demographics
of its passengers, Paris Aéroport customises
its commercial offer by type of terminal.
Those terminals mainly dedicated to international passengers, for example, feature
luxury brands such as Louis Vuitton, Dior,
Chanel, Cartier, Hermes, etc.
“Our flagship and laboratory is Terminal 2E
hall K, which is today one of the best performers in the world,” Ferrand enthuses. “Our
objective is to duplicate this model in all our
international terminals.”
Meanwhile, Paris Aéroport is also developing a lifestyle and accessible fashion offer,
with new concepts including multi-brand
concepts. The new connecting building at
Paris-Orly, scheduled to open in April, will
be a state-of-the art example of this model.
In the F&B segment, the emphasis is on
offering a broad range of price-points. “The
new food court in Terminal 2F at Paris-CDG
proposes a mixed of table service and fast
casual restaurant in one dedicated space,”
says Ferrand. “We also create the difference
by working with French chefs. In 2018, we
opened three new restaurants: The French
Taste with Guy Martin, Teppan with Thierry
Marx, and Café Eiffel with Michel Rostang.”
Indeed, the goal is to have a Michelinstarred chef in each terminal by 2020, while

Aude Ferrand
curriculum vitae
Aude Ferrand (43) became the new
Chief Retail Officer of Groupe ADP
in October 2018. She was head of
the product offering division within
the Retail and Services division of
Groupe ADP since March 2017.
Previous experience:
2013-2017: Deputy Merchandise
Manager – Luxury, Printemps
2000-2013: Worldwide Marketing
& Digital Senior Manager, Amore
Pacific – Parfums Lolita Lempicka
1998-2000: Brand Manager, Armani

Reflecting the dynamism and diversity of people
at the heart of the airport business
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also welcoming new fast casual concepts
like YoSushi or Bellota Bellota.
Overall, Paris Aéroport opened 19 new
shops and 22 new bars and restaurants
last year. Significantly, this included the
first Louis Vuitton store at a French airport,
which opened in Paris-CDG’s Terminal 2E
Hall K in September 2018. Victoria’s Secret,
which already operates a shop in Paris-Orly,
also opened its first store at Paris-CDG in
Terminal 2F.

Personalisation and
digital innovation
Digital innovation is a key tool to transform
the airport retail experience and improve
customer relationship management (CRM).
“Our passengers are more informed than
ever, have more purchasing options, and
expect comprehensive services,” Ferrand
comments. “Millennials make approximately
70% of their buying decisions in advance.
So, to satisfy their needs, we are working
on a click & collect system using technologies such as RFID, iBeacons, and QR codes.
Personalisation is also a key challenge to
recognise and retain our frequent travellers,
and to become their favourite retail place.”
Paris Aéroport has implemented two
CRM strategies. My Paris Aéroport offers
frequent flyers good deals and special
services, while My Royal Club is dedicated
to VVIP passengers and proposes unique
experiences and products.
Travel retail is always evolving and
airports need to adapt their offer to

next-generation travellers, as well as the
latest trends and must-have digital tools.
“The traditional duty free business model
is increasingly threatened due to price
competition in beauty for instance, or public
health regulations on alcohol and tobacco
products,” says Ferrand. “At the same time,
fashion sales have been getting stronger.
It is necessary for a sustainable model to
reduce dependence on fragile categories
and to capitalise on fashion and also new
trends. Passengers are, of course, searching
for the right price, however they are also
looking for newness, atmosphere, product
exclusivity, and unique services.”

The first Louis Vuitton store
at a French airport opened in
Paris-CDG’s Terminal 2E Hall
K in September 2018. Photo
credit: Stéphane Muratet

Indeed, Ferrand believes it is time for
airport retail to embrace a department store
model. To ensure homogeneity for passengers, Paris Aéroport will reshape and
redesign six of its eight major international
areas by 2020.
“This covers more than 40,000sqm of
new or refurbished spaces at Paris-CDG
and Paris-Orly. The challenge is to turn
our duty free shops towards a Parisian
department store.”

The new perfume shop, ‘Buy Paris Duty Free’,
located in Terminal 2E Hall K at Paris-CDG.
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BREMEN AIRPORT

B

remen Airport describes itself as
the heartbeat of Germany’s north
west. It welcomed 2.56 million
passengers in 2018, with 13 airlines serving over 30 destinations in many
countries.
Commercial & retail revenues are an
important and growing part of the airport’s
overall revenues. “This applies even more,
as it is becoming increasingly difficult
to generate revenue growth in an airline
market which is in constant flux,” says
Florian Kruse, Chief Commercial Officer,
Bremen Airport. “At present, we are pushstarting four new products in the food &
beverage department, so we are hoping
that the revenue in retail will increase
slightly in 2019. One of these is Dean &
David in the public part of the terminal,
which is run by SSP. As well as this, we
have the Turkish TAV who will take over
our airport’s own lounge. And the BTA
Food & Service Group, who also belong
to TAV, will bring their food & beverage
concept from Turkey to Germany for
the first time with Cakes & Bakes.”
In identifying the ideal commercial &
retail mix, Bremen Airport’s focus is on a
combination of local providers and large
international players such as McDonald’s,
SSP, TAV, BTA Food Service Group, and
Lagardère. “At the moment, it is important
for us that no two places in Bremen Airport
offer the same things,” Kruse explains.
“In addition, here in Bremen, we have
the special feature of the Martinshofshop
– a local organisation which supports
disabled people and offers them workplaces in the ‘normal’ employment market,
which has a small shop with regional and
typical Bremen products in the public area
of the terminal. This is always very popular
among our guests.”
Digital innovation is central to the
airport’s commercial & retail strategy.

Florian Kruse, Chief Commercial
Officer, Bremen Airport: “At present,
we are push-starting four new products
in the food & beverage department, so
we are hoping that the revenue in retail
will increase slightly in 2019.”

An interview with Florian Kruse, Chief Commercial
Officer, Bremen Airport. By Ross Falconer

“Airports and their
retailers must always be
on the pulse when it comes
to the consumer market”
In 2017, Bremen Airport chose to integrate
with FLIO, instead of developing its own
standalone app. It became the first airport
to make all of its services available via the
FLIO app, with the ability to book parking,
fast lane security and lounge access,

Over the last year, Bremen Airport ran a project with Airmagine, a Copenhagenbased company specialising in digital marketing. The project involved generating
targeted marketing connected with promotions in the shops, enabling analysis of
customer behaviour both for the airport and the concessionaires.
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receive discounts at airport stores and
restaurants, and get live flight information.
“In addition, Bremen Airport will offer
online products related to Rezcomm in
the future,” says Kruse. “Rezcomm is a
British company, which specialises in
parking e-commerce, CRM and travel
systems.”
Over the last year, the airport ran a project with Airmagine, a Copenhagen-based
company specialising in digital marketing.
The project involved generating targeted
marketing connected with promotions in
the shops, enabling analysis of customer
behaviour both for the airport and the
concessionaires.
“This was very exciting as we were able
to prove that the connection of digital
marketing, promotions and special offers
in shops actually works. In the end, airports
and their retailers must always be on the
pulse when it comes to the consumer
market, so that they can react to the
variety-seeking behaviour of passengers,
and in this way, present themselves in a
new and targeted way to react to changing customer needs,” Kruse concludes.

Experience
new horizons,
every day
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AIRPORT COMMERCIAL & RETAIL

Lagardère Travel Retail is Gold Sponsor at this year’s
ACI EUROPE Airport Commercial & Retail Conference
& Exhibition. Ahead of the event, Dag Rasmussen,
Chairman & CEO, Lagardère Travel Retail, shared
some insights with Ross Falconer.

“Innovating to adapt store
concepts and commercial
strategies to new customers
and trends”
Dag Rasmussen, Chairman &
CEO, Lagardère Travel Retail:
“We feel that there is a need
for more flexibility globally
in our industry, in order to
adjust quicker and better to
emerging trends, or react to
external events. We regularly
engage with our partners on
this topic, in order to define
the best business model for
the industry to grow both
revenue and satisfaction of
all stakeholders.”

T

he duty free & travel retail business model is evolving, with new
consumer profiles and new purchase patterns. Innovation, agility
and customisation are key to continued
success in the channel.
“We are pushing for the introduction
of new brands, especially local ones, new
products and new services, agility with
continuous adjustments, and the reallocation of space and customisation of
each outlet to the evolving needs of our
travellers,” says Dag Rasmussen, Chairman
& CEO, Lagardère Travel Retail. “We feel
that there is a need for more flexibility
globally in our industry, in order to adjust
quicker and better to emerging trends,
or react to external events. We regularly
engage with our partners on this topic, in
order to define the best business model
for the industry to grow both revenue and
satisfaction of all stakeholders. This is the
only way the industry can keep innovating and offering travellers a differentiated
experience.”
A key element in these innovation
efforts is digitalisation of the airport
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commercial & retail offer, with tools
aimed at providing travellers as seamless a shopping experience as possible.
Lagardère Travel Retail, for example,
offers a Click & Collect pre-ordering
service, and a Shop & Collect service
enabling travellers to pick-up purchases
on their return journey.
“In-store, we offer a ‘phygital’ experience
mixing digital and physical,” Rasmussen
explains. “Digital screens can be found
throughout the travellers’ journey to give
them information about their trip or the
products they are seeing. Staff are equipped
with tablets to give enriched content and
information to customers and help them
navigate through the offer, for instance with
a perfume app that helps identify the best
perfume match. In food service, we also
offer a phygital experience with a menu
translation service and a chatbot enabling
travellers to order food on Messenger.”
Meanwhile, to reduce queuing time,
Lagardère Travel Retail is setting up
mobile POS systems and, soon, self
check-out. It is also extending the WeChat
Pay and Alipay cashless payment solutions at destinations that are popular with
Chinese travellers.

“Concepts deeply rooted in
Venetian culture”
Lagardère Travel Retail is master
concessionaire across the SAVE Group
airports, following the joint venture established in 2014 and the acquisition of Airest
in 2015. “We today operate, in joint venture
with SAVE, all the commercial space at
Venice Marco Polo Airport, directly or
indirectly. This gives us great flexibility
and the ability to adjust to the needs
of the airport,” says Rasmussen.

A vibrant new commercial area was
opened at Venice Marco Polo Airport in
2018, including a flagship Aelia Duty Free
walkthrough store, a Relay outlet, two
souvenir stores, and five new restaurants.
“Our objective with SAVE Group was
to offer the best of Venice and of Italy
to Venice Marco Polo’s travellers, while
adapting to the different and changing
customer profiles and catering for all the
transformation phases of the airport,”
Rasmussen comments. “We have been
working hand-in-hand for more than three
years in order to find the best solutions
in terms of space, location, shape and
concepts. Being in a joint venture, and real
partners, has been a critical element of
the success of this programme.”
SAVE was clear from the start that it did
not want to have the same retail concepts
as other Italian or European airports.
Fashion aside, SAVE wanted to showcase
new concepts designed specifically for
the Venetian airport, or localised adaptation of international brands.
“The concepts are deeply rooted in the
Venetian culture,” says Rasmussen. “We
have worked with local architects and artisans to extend the Venetian experience
to the airport, created a Venetian shop-inshop at the entrance of the main duty free
shop, and offer a selection of the best
products from local and regional suppliers
– notably in fashion, liquor and fine food.”
Looking ahead, Lagardère Travel
Retail’s objective for 2019 and beyond is
to continue pursuing growth and further
development. “We will continue to innovate, to adapt our store concepts, services
and commercial strategies to new customers and new trends, while reinforcing
the CSR dimension of our strategy.”
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An interview with Guy Barnes, Head of Global Sales,
Parking, IDeaS. By Ross Falconer

“By taking a data-driven
approach, airports can
optimise occupancy and
maximise revenue across
their parking facilities”

J

ust like a hotel room or aircraft seat,
parking spaces are a perishable
asset. Quite simply, if a parking
space isn’t filled, it isn’t generating
any revenue for that day.
As Guy Barnes, Head of Global Sales,
Parking, IDeaS, explains, if a parking space
is filled at a low price when travellers are
prepared to pay more, the airport misses
out on the opportunity to capture additional
revenue. “When factoring in various lengths
of stay and different willingness to pay,
maximising occupancy and price becomes
a complex puzzle. Many airports today still
use a one-size-fits-all approach to pricing,
leaving considerable revenue on the table.
By taking a data-driven approach, airports
can optimise occupancy across their parking
facilities and maximise revenue by selling
the right parking product to the right customer, at the right price, at the right time.”

Avinor Oslo Airport announced last August
that it is partnering with IDeaS to optimise
revenue growth for its 11 car parks. “It is
important to recognise that applying data
analytics and practicing revenue management is a journey,” says Barnes. “To be
successful an airport needs to be ready to
embrace change, drive a revenue culture,
and make an investment in resources and
organisational values that will provide new
commercial performance on a sustainable
basis. Avinor has begun by instituting a revenue management culture. Such adoption
is critical to take full advantage of any
opportunity to drive better revenue.”
At Oslo, the first step was to carry out an
analysis of the products sold across its car
parks. A new product set was determined,
with strategic pricing enabling the airport to
manage different customer segments and
varying demand. “As a simple example, like

It was announced in February that IDeaS has
partnered with Raleigh-Durham International
Airport to implement demand-based, dynamic
pricing technology to optimise capacity for 18,830
parking spaces. Photo credit: Raleigh-Durham
Airport Authority
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Guy Barnes, Head of Global Sales,
Parking, IDeaS: “To be successful
an airport needs to be ready to
embrace change, drive a revenue
culture, and make an investment in
resources and organisational values
that will provide new commercial
performance on a sustainable basis.”

many airports Oslo is very busy in the summer, so it was necessary to create products
and pricing that harness that demand,”
Barnes explains. “The next step is to implement the automated revenue management
system – a cloud-based software tool that
generates daily demand forecasts and sets
pricing and product availability by car park,
arrival date and length of stay. The automated
system eliminates spreadsheets and manual
data entry, delivering pricing decisions
directly to the pre-booking system.”
Meanwhile, it was announced in February
that IDeaS has partnered with RaleighDurham International Airport (RDU) to
implement demand-based, dynamic pricing
technology to optimise capacity for 18,830
parking spaces. “While the concept of
demand-based dynamic pricing in the wider
travel industry is not new, RDU is one of the
first airports in the US to further invest in its
future by transforming its commercial strategy for parking,” Barnes comments.
Parking demand typically exhibits regular
patterns based on time of day, day of week,
and seasonality. IDeaS’ predictive analytics
tools are designed to take this a step further,
ensuring historical transactions, competitor
rates, and forecast parameters such as price
sensitivity, probability to purchase, length of
stay, and uncertainty influence the demand
forecast and demand-based pricing decisions.
“Armed with an accurate, 365-day forecast,
commercial managers can make better
business decisions with confidence. While
the system does the daily tactical work,
commercial managers can now be proactive
and strategic in growing their business with
their sales, marketing, and e-commerce
teams,” Barnes concludes.

AIRPORT COMMERCIAL & RETAIL

T

he confectionery category is among
the most dynamic in travel retail. As
consumer profiles change, it certainly
has the potential to keep the channel
relevant to ‘next-gen’ travellers, by providing
distinction in the retail experience through
personalisation, sense of place and gifting.
“Just looking at confectionery conversion
rates and the category’s stability, there is a
lot more potential for confectionery to grow
and ultimately drive total channel growth
– if it is given sufficient space with the right
level of visibility and high-profile placements,” says Jaya Singh, Managing Director,
Mondelez World Travel Retail. “While the
amount of space given to confectionery has
increased over the years, it is still under-represented compared to other categories. This
year’s chocolate innovations built on our
shopper insights will seize the opportunities
in the gifting and sharing segments through
secondary placements. The new Toblerone
Tiny Milk Bag (120g) offers an easy and
affordable last-minute gift option, in a format
that leverages on cash till placements.”
When it comes to distinction, travel retail
exclusives can offer the ideal differentiating factor. “For travellers, they tick the box
of picking up a gift or a memento that is
unique to their travels. From a retailer and
landlord perspective, travel retail exclusives
help to give our channel a point of differentiation and drive sales, generate footfall and
expand opportunities for purchases.”
Mondelez WTR has seen great success
with such exclusives, leveraging the personalisation trend with products like Toblerone
Message bars and Oreo Message boxes,
connecting with travellers emotionally
through nostalgic offerings like the Cadbury
Heritage box, and creating a ‘sense of place’
with the Toblerone destination sleeves.
Following the announcement of
Mondelez WTR’s roadmap to establish the
biscuits subcategory, it has launched two
flavour combinations with Oreo that are
unique to the channel. Oreo has experienced major growth, with sales tripling
since the brand’s travel retail introduction
in 2012. “This has illustrated the opportunity

Biscuit Bakery is a concept introduced
by Mondelez World Travel Retail,
signposting the biscuits category instore and bringing together the various
biscuit ranges from its brand portfolio.
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Jaya Singh, Managing Director,
Mondelez World Travel Retail: “In
addition to Oreo’s fantastic growth,
after implementing our dedicated
biscuit strategy in 2018, we saw a robust
double-digit-increase in net revenue
from biscuits, while our Milka Biscuit
Collection sales more than doubled.
The evidence is clear – biscuits can be
a strong driver for growth.”

Mondelez World Travel Retail is Platinum Sponsor of this
year’s ACI EUROPE Airport Commercial & Retail Conference &
Exhibition. Ahead of the event, Jaya Singh, Managing Director,
Mondelez World Travel Retail, spoke to Ross Falconer.

“There is a lot more
potential for confectionery
to grow and ultimately
drive total channel growth”
presented by biscuits and encouraged the
subsequent launch of Chips Ahoy and Milka
biscuits,” Singh explains. “With our Biscuit
Bakery umbrella marketing concept, we are
working towards signposting the biscuits
category and driving incremental revenue
and growth for the channel – for retailers
and landlords alike. Looking ahead, we are
excited to see our portfolio expand with the
launch of Cadbury biscuits in 2019.”
At its activation in Madrid Barajas Airport,
Mondelez WTR established ‘biscuit fun zones’,
inviting shoppers to step into a Biscuit Bakery
environment and discover an interactive

game, ‘Which biscuit are you?’. “The game
identified their ‘biscuit personality’, with the
help of a rolling pin. Using the digital engagement tools provided, customers could then
post their personality on social media and
sample their chosen biscuit in-store.”
Mondelez WTR’s studies reveal that biscuits are growing at four times the rate of
chocolate, and 26% of potential shoppers who
do not otherwise buy confectionery products
in travel retail are willing to purchase biscuits.
Mondelez WTR is also looking at unlocking
opportunities beyond the category, deploying
cross-category initiatives and alternative placements, such as the cash till areas. “Purchase
in the checkout area is impulsive and, as such,
perfect for impulsive products, like confectionery,” says Singh. “We are already seeing
fantastic results by optimising this space with
confectionery, for example with Cadbury and
Toblerone items with Qatar Duty Free.”
He adds that one of the biggest opportunities lies in cooperation. “By continuing to
strengthen our partnerships with retailers and
landlords and by inviting other partners – like
technology companies and digital solution
providers – to the table, we will be able to
find solutions to the industry’s challenges
together. Partnerships are key to securing
sustainable growth for the channel.”
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AUTOMATED PASSENGER PROCESSING

Innovative Travel Solutions by Vancouver International Airport installed 74
BORDERXPRESS kiosks at Pafos and Larnaka airports in July 2018. It is the first
implementation of permanent kiosks for Entry and Exit border control in Europe.

Automating passenger processing using border kiosk
technology has the potential to provide a solution that is
secure, efficient and innovative – all of which may work
together to transform the traveller experience. Chris Gilliland,
Director of Innovative Travel Solutions, Vancouver Airport
Authority, briefs Ross Falconer on the first implementation
of BORDERXPRESS in Europe at Pafos and Larnaka airports.

Pafos and Larnaka
airports expedite border
clearance with biometricenabled kiosks

A

s passenger traffic continues to
grow, it is crucial for airports to
future-proof their facilities. The
automation of passenger processing
using border kiosk technology is one way in
which progressive airports are doing just that.
The BORDERXPRESS technology developed by Innovative Travel Solutions, an
independent business unit of Vancouver
International Airport (YVR), had, as of the end
of 2018, processed almost 250 million passengers at 42 airport and seaport locations
around the world. Significantly, the first implementation of BORDERXPRESS in Europe took
place at Pafos and Larnaka airports in July
2018, with the installation of 74 kiosks.
BORDERXPRESS uses self-service, biometric-enabled kiosks in a two-step process
to expedite border clearance, and is said
to reduce passenger wait times by more
than 60%. “This leads to overall operating
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Chris Gilliland, Director of
Innovative Travel Solutions,
Vancouver Airport Authority:
“The success we have experienced
in Cyprus has opened additional
opportunities in Europe to improve
the traveller’s experience through
BORDERXPRESS technology. We plan
to build off this success and tap
into these important markets as the
need for secure and efficient border
control solutions continues to rise.”

efficiency and space savings by more than
50%, because it allows airports to expand
passenger traffic without having to add additional space or staffing resources,” explains
Chris Gilliland, Director of Innovative Travel
Solutions, Vancouver Airport Authority. “The
kiosks also allow border officers to focus on
maintaining the safety of the border, which
is of paramount importance to airports and a
condition of governments when considering
automation.”
The kiosks are fully accessible to all passengers regardless of age or mobility, and can
be configured with up to 35 languages. They
can, therefore, essentially process any passenger, including families travelling as a group.
“The expansion of BORDERXPRESS into
Europe was a significant milestone for
Innovative Travel Solutions, as it represents
our entry into an important and very promising market,” says Gilliland. “The timing is also
ideal as the European travel industry has the
impending new European Union Entry/Exit
System requirements, scheduled to launch in
2020. The region has amplified its emphasis on
modernising border management as it seeks to
help Member States plan for increased traffic
flow and reinforce security infrastructure.”
Hermes Airports, which operates Pafos
and Larnaka airports, and its partners in the
Cyprus government, recognised the value
of BORDERXPRESS to provide a solution
that would move travellers through the
airports securely and efficiently. Gilliland
comments that initial feedback from both
airports is positive. “Lines have essentially
been eliminated and they are seeing positive results across several key customer
satisfaction metrics. We’re confident that
over time, and as more travellers use the
kiosks, the results will continue to trend
upwards and will further show the impact
BORDERXPRESS has had on improving
passenger processing at these airports.”
Building on the success of BORDERXPRESS,
YVR's Innovative Travel Solutions has partnered
with Glidepath to launch a new self-service
bag drop solution, CHECKITXPRESS. The first
CHECKITXPRESS bag drop was introduced
at Vancouver International Airport in May 2018
and there are now 10 at the airport, with more
planned to roll out later this year.
Gilliland explains that YVR's Innovative
Travel Solutions continues to look for new
ways to use technology to improve efficiencies and transform the traveller experience
– not just at home at YVR, but around the
world and across the industry.
“The success we have experienced in
Cyprus has opened additional opportunities
in Europe to improve the traveller’s experience through BORDERXPRESS technology.
We plan to build off this success and tap
into these important markets as the need
for secure and efficient border control solutions continues to rise.”

Reliable partner for value-added
logistic process automation

Vanderlande is the global market leader for value-added logistic process automation at airports.
Vanderlande’s baggage handling systems move 3.7 billion pieces of luggage around the world per
year, in other words 10.1 million per day. Its systems are active in 600 airports including 13 of the
world’s top 20.
For a positive passenger experience, airport operators must find the perfect balance between
offering travellers stress-free and relaxing journeys, with expedient and swift movement through
checkpoints. Vanderlande’s PAX CHECKPOINT solutions have been designed with state-of-the-art
ASLs and configurable screening software to increase security, reduce costs and offer an improved
passenger experience. Meet us at stand 5050, Passenger Terminal Expo 2019, London.
> vanderlande.com

Meet us at stand no. 5050

BAGGAGE HANDLING

I

n line with its progressive approach,
Rotterdam The Hague Airport (RTHA)
has collaborated with Vanderlande
to improve the baggage handling
process at the airport, through the use of
intelligent automated vehicle technology.
In November 2018, Vanderlande’s baggage
logistics solution FLEET began a threemonth readiness test period in live
operations at RTHA, with the joint innovation programme also involving ground
handler Aviapartner.
During the three-month readiness
period, FLEET was continuously tested
in an operational environment. This meant
Vanderlande could see how handlers
interacted with the FLEET system, and
how human factors play a role in the use
of FLEET. The company also looked at
how the operation with FLEET fitted in
with the current processes of the handler
and airport, how those processes had to
be adjusted for FLEET, and how overall
operations were improved with FLEET
being implemented.
“The agreement and subsequent trial
represents an important milestone for
Vanderlande, as it proved the reliability
of FLEET in a live environment,” says
Andrew Manship, Executive Vice President
Airports and Member of the Board,
Vanderlande. “It also contributed to our
main goal, which is to make this solution
an essential part of the daily activities at
an airport.”
Indeed, FLEET will continue to be a part
of the live operations at RTHA in the future.
“We are excited about the possibilities
that lie ahead,” comments Ron Louwerse,
Director, Rotterdam The Hague Airport. “By
having FLEET commence live operations,
we are taking a major step forward and are
confident of realising a number of operational benefits. This will help contribute to
RTHA’s sustainability ambitions in terms of
energy usage and will also align with our
vision to be more than just an airport, but
also a hub for innovation and education.”
FLEET is a scalable and flexible solution
designed to match airports’ growth needs.
It also aims to guarantee operational certainty – if a vehicle fails to operate, others
can manoeuvre around it, meaning only
one bag is affected.
Meanwhile, sustainability is at the heart
of the innovation programme. FLEET is
said to use 50% less energy than traditional systems. “In a traditional system,
conveyors and sorters remain in operation
even with a minimal number of bags,”
Esther Kersten, Director Strategy and
Sustainability, explains. “With FLEET, a
vehicle only moves when a bag must be
transported from check-in to the desired
output location. Smart software calculates
the most efficient routes, reducing the
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Vanderlande’s baggage logistics solution FLEET
has completed a three-month readiness test in live
conditions, following a joint innovation programme
involving Rotterdam The Hague Airport and ground
handler Aviapartner. Report by Ross Falconer

Rotterdam The Hague Airport
future-proofing baggage
handling with autonomous
vehicle technology

Vanderlande’s baggage logistics
solution FLEET has completed
a three-month readiness test
in live conditions, following a
joint innovation programme
involving Rotterdam The Hague
Airport and ground handler
Aviapartner.

total distance travelled per bag.”
The vehicles store energy inside their
batteries, while smart software determines the most optimal charging strategy.
This means the energy consumption from
the power infrastructure can be optimised.
A reduction in peak energy consumption
reduces the required power infrastructure
of the airport, as well as the infrastructure
of the surrounding power grid.
In addition, the energy for the vehicles
is generated by solar panels, in order to

contribute to an emission-free baggage
handling solution for RTHA. Meanwhile,
the vehicles are designed to be easily
recycled as part of a circular economy.
“From many conversations with airports
and thorough analysis of current business
cases, we are convinced that the scalability and resilience of FLEET will also bring
high value to larger airports. Soon, the first
FLEET system in the USA will be operational and there is interest from various
other, larger, airports,” Manship concludes.

AIRPORT SECURITY

Preventing terminal
closures: a semi-automated
monitoring solution for
airport security areas
An interview with Christoph Kreis, Sales Manager,
Dallmeier. By Ross Falconer

Christoph Kreis, Sales Manager, Dallmeier:
“The response from airports has been extremely
positive so far, since Dallmeier can now offer a
cost-effective monitoring solution for the security
area. With many terminal closures in the past
years, airports are quite happy to have such a
solution.”

I

t is a problem familiar to airport operators: unauthorised individuals entering
the security area, for example when passengers go back to the airside from the
landside after passing through customs or
wander between ‘clean’ and ‘unclean’ zones
inside the security area.
“The task of detecting and intercepting
these ‘strays’ quickly, and resolving the situation, places enormous strain on personnel
resources, and not infrequently is unsuccessful,” explains Christoph Kreis, Sales Manager,
Dallmeier. “The consequence – the threat of
partial or even complete terminal closures
with the associated enormous costs – is real.”
Video security equipment manufacturer
Dallmeier has developed a system based
on 3D real-time location tracking, innovative video technology and mobile response
team control, which is said to enable
reliable, fast incident investigation while
reducing overall costs by as much as 50%.
To achieve this, the Dallmeier solution
combines the patented Panomera camera
technology with 3D sensors and a software
package that provides functions for detecting individuals, real-time positioning and
automatic ‘wrong direction’ detection.
“Now if one or more people in the monitored area are moving in the wrong direction,
they are detected by 3D real-time positioning,
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‘captured’ as objects in the positioning system, and can be tracked seamlessly from
then on,” says Kreis. “The response teams
automatically receive an alert, a portrait
photo of the intruder, and an overview image
updated once a second on their mobile
devices. In the bottom half of the screen, realtime information about the person’s position
and direction of movement is displayed on
the building map. The control centre has the
same map view and image information of
the events, and is thus able to coordinate the
activities of the response team.”
At the same time, team members can
switch between recordings on their mobile
devices with simple swiping gestures,
so they always know exactly where the

individuals they are looking for are located.
In this way, the persons they are searching
for can be found immediately and critical
situations can be resolved much faster.
“The response from airports has been
extremely positive so far, since Dallmeier can
now offer a cost-effective monitoring solution for the security area. With many terminal
closures in the past years, airports are quite
happy to have such a solution,” Kreis comments. “For example, since using our solution
for over six months, a major European
international airport detected all intruders or
individuals walking in the wrong direction.”
Dallmeier has been offering solutions
for specific airport areas, such as runway,
apron, exterior and interior terminal areas,
check-in, security or car parks, for many
years. “We maintain a huge customer base
in the airport sector, with customers including both major international hubs such as
Frankfurt, Domodedovo, Sheremetyevo and
Copenhagen, and medium-sized airports
such as Bristol, Kazan or Prague.”
Besides considerably faster investigation of threat situations, Kreis explains that
the Dallmeier solution also offers financial
advantages over conventional approaches.
Whereas previously a dedicated 24/7
presence was needed for every security
checkpoint or passageway throughout the
airport, with the Dallmeier solution security
for the corresponding areas can be automated, and the teams only have to intervene
when an alert is issued.
“With Dallmeier’s new semi-automated
monitoring solution, airports benefit from
three key advantages: prevent terminal closures, counter symptoms of fatigue among
safety personnel, and minimise total cost of
ownership compared to conventional solutions,” Kreis concludes.

The Dallmeier solution combines
the patented Panomera camera
technology with 3D sensors and a
software package that provides
functions for detecting individuals,
real-time positioning and automatic
‘wrong direction’ detection.

THE NEW DESTINATION
FOR WORLD-CLASS TRAVEL
From the inspiring design and smart
technology, to the high-end, unique
commercial offerings and innovative solutions,
Abu Dhabi International Airport’s iconic new
Midfield Terminal will revolutionize the
passenger experience, ensuring that travel
time is time well spent.
www.adac.ae

ABU DHABI AIRPORTS

E

stablished as part of the Abu Dhabi
Government’s economic diversification strategy, Abu Dhabi Airports
Free Zone (ADAFZ) is now one of
the fastest-growing free zones in the region.
Serving as a strategic hub, it has attracted
businesses from about 40 countries,
covering a diverse range of sectors, including aviation, aerospace, technology and
Information & Communications Technology,
pharmaceuticals, cold storage, logistics,
aircraft chartering, e-commerce, and management consultancy.
A wholly-owned subsidiary of Abu
Dhabi Airports, ADAFZ operates free
zones at Abu Dhabi International Airport,
Al Ain International Airport, and Al Bateen
Executive Airport. These all offer 0% import
or re-export duties, no restrictions on capital
repatriation, no currency restrictions, and
a full range of services including company
registration, licensing, leasing and rapid visa
processing for employees.
Meanwhile, the facilities and infrastructure include warehousing units, commercial
offices, fully serviced business centres, and
plots of land for development.
ADAFZ recently signed a Memorandum of
Understanding (MoU) with the Registration
Authority of Abu Dhabi Global Market
(ADGM Registration Authority) to promote
Abu Dhabi as a financial centre. The MoU
was signed by Rowan Michael Kelly, Senior
Vice President, ADAFZ, and Dhaher bin
Dhaher Al Mheiri, CEO ADGM Registration
Authority.
“The signing of this MoU is a milestone
in the ongoing development of Abu Dhabi’s
economic landscape, recognising the
shared objectives and mutual interests
between both entities,” comments Bryan

Abu Dhabi Airports Free Zone, a wholly-owned
subsidiary of Abu Dhabi Airports, has signed a
Memorandum of Understanding with the Registration
Authority of Abu Dhabi Global Market. They are
working in partnership to enhance their customer
offerings and strengthen the position of Abu Dhabi
as a pioneering market for economic development.
Report by Ross Falconer

Abu Dhabi Airports Free Zone
signs MoU with Abu Dhabi
Global Market Registration
Authority to strengthen
economic development
Thompson, CEO Abu Dhabi Airports. “By
working together, we will focus on meeting
our customers’ needs through an expanded
product offering and simplified commercial
processes, including company licensing,
registration and employee visa processing.”
The MoU seeks to establish joint initiatives
to provide warehouse commercial licensing, incentives and knowledge sharing. The
agreement addresses several important
areas of cooperation aimed at increasing

Abu Dhabi Airports Free Zone
has signed a Memorandum
of Understanding with the
Registration Authority of
Abu Dhabi Global Market
to promote Abu Dhabi as a
financial centre. The MoU
was signed by Rowan Michael
Kelly, Senior Vice President,
ADAFZ, and Dhaher bin
Dhaher Al Mheiri, CEO ADGM
Registration Authority.
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benefits for customers where ADAFZ will be
facilitating the provision of warehouse facilities for ADGM entities, and both parties will
promote legal structures available at each
of their respective free zones to investors.
The MoU also calls for the creation of a joint
committee to oversee the collaboration
between ADAFZ and the ADGM Registration
Authority.
“Customers will be offered a variety of
facility leasing options, such as warehousing units, commercial offices and land plots,
where facility management services are
offered,” adds Rowan Michael Kelly, Senior
Vice President, ADAFZ. “Through this joint
effort, we will support the growth of Abu
Dhabi as a key economic hub and enhance
the position of the UAE on a global scale.”
The MoU’s framework for strategic
cooperation aims to enhance tactics to
support the growth and development of
the economy of Abu Dhabi, promoting it
as a business-friendly environment that
prioritises the ease of doing business for
stakeholders.
Dhaher Bin Dhaher Al Mheiri, CEO of ADGM
Registration Authority, explains that the collaboration complements Abu Dhabi’s growing
commercial facilities and services portfolio. “It
will offer seamless and integrated solutions
for investors with a focus on streamlining
business setup. The agreement intends to
boost the UAE’s vision to transform the country’s economy, by diversifying the range and
depth of economic activity, and driving
in more growth from emerging sectors.”
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RAMON INTERNATIONAL AIRPORT - EILAT

Israel Airports Authority officially opens
the new Ramon International Airport
- Eilat to domestic traffic on 19 March
and to international traffic on 2 April.
Ahead of the opening, the airport’s
Managing Director Hanan Moscovitz
gave a briefing to Ross Falconer.

T

he new Ramon International Airport
is Israel’s second international
airport and will serve the Red Sea
resort city of Eilat and its surrounding region. Israel’s southernmost city is a
busy port and popular resort at the northern
tip of the Red Sea. Its beaches, coral reef,
nightlife and Negev Desert landscape make
it a popular destination for domestic and
international tourism.
On a national level, the NIS 1.8 billion
(€440m) investment provides a second international airport and a southern
gateway to Israel. “On a regional level,
it replaces an airport built in the city of
Eilat 70 years ago, which served domestic
traffic, and also a military airport – Ovda
Airport – that was used by Israel Airports
Authority to serve international traffic,”
explains Hanan Moscovitz, Managing
Director, Ilan and Asaf Ramon Airport.
“The airport will contribute greatly to the
economic development of the region.”

Ramon International
Airport - Eilat opening
provides new southern
gateway to Israel

A comprehensive Operational Readiness
and Airport Transfer (ORAT) programme has
been undertaken, with the gradual transition
to full operations allowing detailed
examination of all systems, processes and
procedures. This has involved cooperation
with all airport partners, and included test
flights by Arkia and Israir on 4, 11 and 18
February.
The phased opening will see the current
Eilat Airport close at 17:30 on 18 March,
with domestic operations beginning at
Ilan and Asaf Ramon Airport at 14:30 on 19
March. Three domestic routes will initially
be operated by Arkia and Israir to Ben
Gurion, Dov Hoz and Haifa airports.
International civil aviation operations will
then cease at Ovda Airport at midnight on
31 March, and begin at Ilan and Asaf Ramon
Airport on 2 April. The first international
arrival will be a Finnair service from Helsinki.
“We will welcome international flights from
about 20 countries and 40 destinations by

Ryanair, Wizz Air, Ural Air, Finnair, Rossiya,
Transavia Holland, Transavia France, ASL,
and more,” says Moscovitz.
It is forecast that Ilan and Asaf Ramon
Airport will welcome 1.4 million domestic
passengers and 400,000 international
passengers in 2019. That is expected to
grow by about 10% to a total of two million
passengers in 2020.
Israel Airports Authority is being proactive
in its route development strategy. Notably,
airlines will be exempt from landing fees at
the new airport to incentivise the introduction of new services.
“We will work to maintain the existing
airlines’ operations and destinations, and
we will continue to look for new destinations
in Europe, as well as exploring new markets
in Asia, Africa and America,” Moscovitz
comments. “In accordance with the cooperation of the Israel Airports Authority, the
Ministry of Transport and the Ministry of
Tourism, the aim is to increase the number

RAMON INTERNATIONAL AIRPORT - EILAT

RAMON
INTERNATIONAL
AIRPORT - EILAT
FAC T B OX
2019: 1.8 million passengers
2020 forecast: 2 million passengers
Number of routes: 40+
Key domestic airline partners: Arkia, Israir
Key international airline partners:
Ryanair, Wizz Air, Ural Air, Finnair,
Rossiya, Transavia Holland, Transavia
France, ASL

of destinations and frequencies by providing
appropriate incentives.”
Once the new airport is fully operational,
the existing Eilat Airport area will be given
to the city of Eilat for the development of
hotels, housing, green areas, parks, and
new traffic arrangements within the city.
Meanwhile, the area used by Israel Airports
Authority at Ovda Airport will be returned
and transferred to the Israeli Air Force.

3,320sqm of commercial &
retail space
There is a strong commercial & retail
focus at the new airport, with the 50,000sqm
passenger terminal including 3,320sqm of
retail and food & beverage space.
“As in any advanced and modern airport,
there is a mix of duty free shops for alcohol,
cigarettes, perfumes, consumer goods and
more, as well as convenience stores, cafés
and restaurants,” Moscovitz explains. “The
airport is located in the municipal area of
the city of Eilat, which is declared a ‘tax free
zone’, and due to the intermingling of international and domestic passengers we found
that there is a need to combine shops without VAT for the domestic passengers and
the public – meeters & greeters – and duty
free shops for the international passengers.”

Hanan Moscovitz, Managing Director, Ilan and
Asaf Ramon Airport: “Throughout the year,
we will focus on further enhancing passenger
services and airport operations, adapting to
the needs and requirements of our passengers,
airlines, ground handling agents, and all
partners, in accordance with the lessons
learned from the gradual opening and the first
months of operation.” Photo credit: Sivan Farag

The rock formations found in Israel’s Timna National Park served as inspiration for the
geometry of the passenger terminal. The steel and concrete skeleton structure is cladded
to the exterior with insulating white aluminium triangular panels, while the interior
features a contrasting bamboo-wood cladded scheme. Photo credit: Nick Hufton

A continuous spatial experience
for the passenger
The airport, with its striking minimalist
design, is a landmark at the heart of the
Negev Desert. It was designed by a
partnership between two Israeli firms –
Mann-Shinar Architects and Moshe Zur
Architects – which also served as project
planning managers. They describe Ilan
and Asaf Ramon Airport as “unified under
a unique holistic design language that
frames the stunning scenery of the Negev
Desert mountainscape”. Indeed, the rock
formations found in Israel’s Timna National
Park served as inspiration for the geometry
of the passenger terminal.

The steel and concrete skeleton structure
is cladded to the exterior with insulating
white aluminium triangular panels, while
the interior features a contrasting bamboowood cladded scheme.
The design introduces the building into the
desert landscape through exterior patios and
a central open-air café with a garden. The
result is one continuous spatial experience
for the passenger on a single level, with
expansive views of the desert landscape
throughout passengers’ airport journey.
Alongside this is a strong focus on facilitating a world-class traveller experience.
“Advanced technologies installed and
implemented for the benefit of the passengers and the airlines include self-service
check-in kiosks, e-passport kiosks, and
speedy boarding gates. Meanwhile, selfboarding will be implemented later on,”
says Moscovitz.
The priority in 2019 is, of course, the successful opening of the new Ilan and Asaf
Ramon Airport, and the seamless transition
of operations from Eilat and Ovda.
“Throughout the year, we will focus on
further enhancing passenger services and
airport operations, adapting to the needs
and requirements of our passengers,
airlines, ground handling agents, and all
partners, in accordance with the lessons
learned from the gradual opening and the
first months of operation. Beyond 2019, we
aim to increase domestic and international
traffic, reaching 2.5 million passengers in
2025, while improving the level of service.”
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Autogrill is Corporate Sponsor of this year’s ACI EUROPE
Airport Commercial & Retail Conference & Exhibition,
with Chief Marketing Officer Ezio Balarini participating
in the Fourth Working Session – “Eating is the new
shopping” – at the event. Interview by Ross Falconer

“It is necessary to rethink the
business model, expanding
and diversifying the services
and products offered”

C

ustomers are paying increasing
attention to the provenance of the
food & beverages they consume.
Today, they not only want to eat
well, but also know where the product comes
from, how the supply chain is built, and how
much it impacts on physical well-being.
These aspects are certainly being considered
by operators in the airport F&B sphere.
“Autogrill Group has been able to give
airport terminals both the vivacity and character of the best local restaurants, and the
innovation and creativity of brands created
ad hoc to satisfy travellers’ needs,” says Ezio
Balarini, Chief Marketing Officer, Autogrill
Group. “Another important aspect of the
Group’s philosophy is innovation, in terms
of both advanced technological services
and avant-garde cuisine.”
Indeed, digital transformation is a strategic
priority for Autogrill, which tailors solutions to
the particular needs or behaviours of travelling consumers in each location. For example,
it recently introduced kiosks for pre-ordering
in several quick service restaurants – 71 in
North America and about 50 in Europe.
“In North America, HMSHost finalised an
exclusive agreement with Kallpod based on
which a new generation interactive service

will be made available in 100 restaurants at
33 airports,” Balarini explains. “More recently,
it has signed a partnership with Freedompay
and Alipay, allowing all forms of mobile payments in our stores.”
Meanwhile, at Amsterdam Airport Schiphol,
HMSHost International and Deliveroo have
launched a new service for passengers flying
from the D and E gates, who can now order
F&B through their smartphones.
“Digital will play a fundamental role in
the future,” Balarini asserts. “In fact, it is
necessary to rethink the business model,
expanding and diversifying the value of the
services and products offered, also through
the introduction of new tools and technologies
to promote change and increase customer
service. The possibility of ordering through
the kiosks or the mobile payment are revolutionising the travel experience.”

“Continuous transformation
of the market”
Last year, Autogrill expanded in Spain by
entering Barcelona-El Prat and Gran Canaria
airports. At Barcelona-El Prat this includes
a mix of local concepts and international
brands such as Starbucks and TGI Friday.
At Gran Canaria, Autogrill has opened a Leon

Last year, Autogrill expanded
in Spain by entering
Barcelona-El Prat and Gran
Canaria airports. New
openings at Gran Canaria
include a Leon restaurant.

Ezio Balarini, Chief Marketing Officer,
Autogrill Group: “Digital will play a
fundamental role in the future. In
fact, it is necessary to rethink the
business model, expanding and
diversifying the value of the services
and products offered, also through
the introduction of new tools and
technologies to promote change and
increase customer service.”

restaurant, as well as Cafè de Indias and
the Playa Padre lounge bar.
Meanwhile, Autogrill, through HMSHost,
has been awarded a new 10-year F&B contract at Boston Logan International Airport.
The planned completion of all openings is
scheduled for mid-2020. Openings in the
airport’s Terminal B include Kelly’s Roast
Beef – a family-owned casual eatery with
four eastern-Massachusetts locations; Trade
– a casual-dining Mediterranean restaurant;
Sullivan’s – a quick-service seaside-style
eatery; and Monument Restaurant & Tavern.
Terminal B will also offer four Starbucks
outlets.
In Boston Logan’s Terminal C, openings
include an airport location of Hanover Street’s
year-round indoor marketplace, Boston
Public Market. Here, travellers will find local
market vendors offering fresh, seasonal food
and drink from New England’s farmers,
fishers, and food entrepreneurs. The space
will also contain a full-service bar and a
Starbucks. Terminal C will also showcase
Santarpio’s Pizza – a well-known East Boston
landmark. Meanwhile, in Terminal E, Saloniki
Greek is a quick-serve Mediterranean-style
restaurant with a full-service bar.
Looking ahead, Autogrill plans to continue
building partnerships with successful brands,
increasing the portfolio of brands under concession. Indeed, it is this variety of brands that
defines the company’s business model.
“Dynamism and innovation are the
company’s response to the continuous transformation of the market, while
experimentation, gastronomic research and
promotion of particular territories are the
key drivers for maintaining a sustainable
and long-lasting competitive edge in every
country where the Group operates.”
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“High quality
research with
insightful outputs
a critical part of
spotting changing
consumer trends”

Stewart Dryburgh, General Manager, Nestlé International
Travel Retail: “As one of the pioneers of travel retail
exclusive confectionery, including the Nestlé SWISS brand
which can only be found in airports, Nestlé International
Travel Retail continues to innovate and adapt to the everchanging requirements of the travelling consumer.”

T

he key message that Stewart
Dryburgh, General Manager,
Nestlé International Travel Retail,
will deliver in this year’s ACI
EUROPE Airport Commercial & Retail
Conference is that continual adaptation is
critical to ensure continued success. “High
quality research with insightful outputs
is a critical part of quickly spotting these
changing consumer trends and meeting
consumer needs,” he says.
Indeed, reinvention is important even
for a household name such as Nestlé,
which has built innovation programmes
with the consumer at their heart throughout its 153-year history.
“As one of the pioneers of travel retail
exclusive confectionery, including the
Nestlé SWISS brand which can only be
found in airports, Nestlé International
Travel Retail continues to innovate and
adapt to the ever-changing requirements
of the travelling consumer,” Dryburgh
explains. “We do this through key research
and insights in order to understand how
and why consumers make purchasing
decisions while travelling – why they do or
do not shop and what motivates them.”
Consumer needs are changing continually, however the pace of change
is accelerating and this creates new
opportunities for those who spot them
first. “With the ever-growing number of ‘experience-focused’ Millennial
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Stewart Dryburgh, General Manager, Nestlé
International Travel Retail, is participating
in this year’s ACI EUROPE Airport
Commercial & Retail Conference. Ahead
of the event, he shared his thoughts on the
importance of reinvention and responding
to changing consumer behaviour within
travel retail with Ross Falconer.

consumers dominating spending in
travel retail, we need to stay very close
to their needs as their lifestyles change
with parenthood and increased responsibilities,” Dryburgh adds.

Confectionery with SOUL
Nestlé’s travel retail strategy for 2019
and beyond continues to focus on SOUL
(Stories, Occasion, Unique, Local) – its
brand building framework specifically
designed for travel retail. “This will now be
housed in a brand-new consumer ‘need
state’ framework, which will be presented
for the first time at the ACI EUROPE
Airport Commercial & Retail Conference,”
says Dryburgh.
SOUL has been developed as a
response to the ever-changing travel retail
industry, particularly among Millennials,
who now represent over 50% of all spend.
“As a generation that continually seeks
new experiences, Millennials are natural
explorers – looking for the experience
that fits their mood, personality and the
moment,” Dryburgh adds.
Their use of technology is also drastically different; they are more likely to
disengage for entertainment and social
media, as soon as they have dwell time at
the airport. As a result, brands need
to innovate and reconnect with
these consumers.
“For these reasons, NITR’s SOUL

NITR’s travel retail exclusive KitKat Senses
range is primarily targeted at Millennials.
The range has been expanded with the
launch of KitKat Senses Mini Desserts,
including five flavours: Strawberry
Cheesecake, Crème Brulée, Milk Chocolate,
Tiramisu, and Cherry Brownie.

framework and 2019 innovations are an
answer to these industry challenges. They
deliver engaging experiences and shareable brand stories, enriching consumers’
travel experiences,” Dryburgh concludes.
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The importance of
“investment in the
best technology
to connect with
guests”
An interview with Don Fertman,
Chief Development Officer, Subway.
By Ross Falconer

S

ince it first started serving airport
passengers 25 years ago, Subway
has grown exponentially with
242 sandwich restaurants now
located in airports around the world.
In 2018, Subway opened 15 new airport
restaurants, including the second location
at Guangzhou Baiyun International Airport,
the first at Seattle-Tacoma International
Airport, the fourth at Phuket International
Airport, and the second at Sharjah
International Airport.
“Subway provides real convenience to
travellers, as well as a great, customised
sandwich they can easily bring on a flight,”
says Don Fertman, Chief Development
Officer, Subway. “Airports around the
world are finding that many passengers
long for something familiar while travelling and Subway has proven to meet that
demand. With 42,000+ restaurants in more
than 100 countries around the world, it is

Don Fertman, Chief Development Officer, Subway: “We
have put together a team of social media experts and
listeners to facilitate customer engagement across all
major social media platforms. By engaging and listening to
our customers in real time, and within venues where they
interact in their daily lives, we have a better feel for and can
more quickly respond to our customers’ needs and ideas.”

familiar to passengers and employees no
matter where they are from.”
Subway’s efforts to enhance the dining
experience for customers include introducing its new ‘Subway Fresh Forward’
design to restaurants around the globe.
“The new environment includes a more
contemporary design and an investment
in the best technology to connect with
guests,” Fertman explains.
More than 1,200 restaurants around the
world feature the new restaurant design,
while another 550 restaurants are currently
either in the construction or design phase.
The brand has refined its digital options,
such as the Subway App for remote ordering. The digital focus was truly embraced
with the creation of Subway Digital in 2016
to develop an omni-channel strategy.
Subway Fresh Forward digital highlights
include digital menu boards, and Apple
and Samsung Pay options.

2019 will see Subway roll
out an US$80 million-plus
company investment in a
restaurant refresh, which
will emphasise new flavours
and a more personalised
guest experience. Subway
provides real convenience to
travellers, as well as a great,
customised sandwich they
can easily bring on a flight.

“The Subway brand is in the midst of
an exciting transformation that includes
introducing new and improved products,
refined operations, creating an even
greater customer experience and staying
true to providing nutritious, affordable
food,” says Fertman. “With these remote
ordering options and the Subway menu’s
easy portability, passengers or employees
can go to the designated pick-up area,
grab their meal and take it away with them.
A Subway meal is an airport passenger’s ultimate carry-on. Most often, quick
grab and go meals in airports are not the
healthiest choices. But with the Subway
brand’s variety of fresh vegetables, lean
proteins and bread baked fresh daily, it is
a popular choice for people boarding long
flights.”
Guest feedback is also a vital part of
Subway’s strategy to further strengthen its
business. Last year, the brand introduced
a new Guest Feedback Platform, capturing
feedback through simple online surveys
and organising that feedback in the
platform.
Fertman explains that the platform
enables franchise owners to quickly and
easily access feedback in order to learn
and respond to issues, while helping to
identify trends and opportunity areas to
improve the overall guest experience. “We
have also put together a team of social
media experts and listeners to facilitate
customer engagement across all major
social media platforms. By engaging and
listening to our customers in real time, and
within venues where they interact in their
daily lives, we have a better feel for and
can more quickly respond to our guests’
needs and ideas.”
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P

ortuguese flag carrier TAP Air
Portugal has experienced a
number of key developments
in recent years, beginning with
its privatisation in 2015. More recently, it
has embarked on a fleet modernisation
programme that saw it become the first
operator of the A330-900neo. It is also
adding A320neo family aircraft to renew
its narrow-body fleet and will be an early
adopter of the A321LR.
“The airline carried 15.7 million passengers in 2018, representing more than
10% growth compared to 2017,” explains
Nuno Leal, Head of Fleet Planning and
Contracts, TAP Air Portugal. “TAP continues to reinforce its position as the number
one airline from Europe to Brazil, and
more and more passengers are benefiting
from the ‘Portugal Stopover’ programme
that has helped to open Portugal to the
world. In 2018, TAP saw significant growth
in the North American market and this
trend is going to set the pace for 2019 as
we plan to add San Francisco, Chicago,
and Washington services from Lisbon, and
a daily service from Porto to New York
Newark. These new routes, plus the introduction of Tel Aviv and the natural growth
in Europe, with new services to Dublin,
Basel, Tenerife, Naples and reinforced
operations in Porto, will allow TAP to grow
passenger numbers by more than 10%
in 2019.”
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Strategies for attracting and retaining
airline customers

Nick Preston talks to Nuno Leal, Head of Fleet
Planning and Contracts, TAP Air Portugal, which
became the first operator of the A330neo and will
begin operations with the A321LR in 2019.

TAP-ping into the benefits and
opportunities provided by the
latest aircraft technology
TAP’s current mainline fleet consist of
75 aircraft including: 20 A320s, 21 A319s,
four A321s, two A320neos, five A321neos,
12 A330-200s, four A330-300s, four A340300s, and three A330-900neos. There are
a further 17 aircraft operating under the
TAP Express brand, including four ATR
72-600s and 13 E190/195s. “We expect
to have a total of 17 A330-900neos flying before the end of 2019, completing
a major widebody fleet renewal plan
that comprises the phase-out of 13 older
generation aircraft. This represents a key
investment in more efficient aircraft and a
much better product for the passenger,”
says Leal.

By the end of 2019, TAP will be flying
over 75% of its wide-body block hours
in new generation aircraft. The total
planned A330-900 fleet will reach
21 units.
“A silent revolution is also taking place
in the narrow-body fleet,” Leal continues. “We expect to start operations with
the A321LR later in March. TAP has a
total order for 14 A321LRs, with the first
10 being delivered in 2019/2020. This
aircraft will allow TAP to better leverage
the unique position of its Lisbon hub and
explore new routes or reinforce the airline’s position on existing services across
the Atlantic to North and South America.”

Strategies for attracting and retaining
airline customers

THE AIRLINE CONVERSATION

Nuno Leal, Head of Fleet
Planning and Contracts, TAP
Air Portugal: “TAP has a total
order for 14 A321LRs, with
the first 10 being delivered
in 2019/2020. This aircraft
will allow TAP to better
leverage the unique position
of its Lisbon hub and explore
new routes or reinforce the
airline’s position on existing
services across the Atlantic to
North and South America.”

The A319/A320ceo renewal process
started in 2018 and is due to continue in
2019 and onwards. The A319s are being
replaced by A320neo and A321neos,
which burn less fuel and will also
‘upgauge’ the fleet. TAP has orders for
14 A321neos and 20 A320neos. Some of
these will be used to replace older generation aircraft that will be retired, while
others will be deployed to continue the
impressive growth that the airline has
seen during the last few years.

Next generation economics
“The new generation aircraft bring
impressive economics that are already
starting to be realised,” says Leal. “On the
A330-900neo fleet, we are seeing a fuel
burn reduction of 10%, while the aircraft
are capable of carrying 10% more passengers than the majority of the previous
generation types, without compromising
passenger comfort and product levels. By
the end of 2019, over 75% of the widebody flown block hours will be in these
new generation aircraft, and this represents major cost savings and a natural fuel
hedging based on technology.”
On the narrow-body side, the A320neo
and A321neo save 20% in fuel burn compared to the older aircraft. This means
that the A321neo is burning less fuel than

the older A319s, while carrying up to 72
additional passengers, resulting in a major
reduction in fuel burn per seat. It is this
level of improvement that TAP is targeting
to better position itself as one of the most
efficient airlines in the world.

Exploring new markets
“The new generation of aircraft will
allow the operation of routes that were
not economically viable before,” Leal
explains. “Our A320ceo fleet currently
operates numerous five-hour sectors
on services to Africa and across Europe
to Moscow. The increased range of our
incoming neo variants will help the airline
to explore longer distance sectors, and
the improved economics will be a very
important contributing factor to the profitability of such routes. Exploring these
routes is essential for TAP’s hub and
spoke strategy out of Lisbon and the connections to Europe.”
Portugal’s geographic position is a
natural gateway from Europe to North
America, South America and Africa. These
new generation aircraft will help TAP
explore this positioning even further.
“Compared to the previous generation,
these more efficient aircraft have additional usable range and will enable new
markets to be created, while improving

economic efficiency on the current
network,” Leal comments. “The A321LR
has a range of around eight hours out of
Lisbon and this will open a vast number
of new growth opportunities in North
America, South America, Africa and even
the Middle East. Whether it’s opening
new thin routes, operating existing routes
with additional frequencies, or existing routes in close cooperation with the
wide-body aircraft, the A321LR will play
a key role in TAP’s strategy for years to
come. The A321LR will push the boundaries of single-aisle aircraft operation even
further, without compromising the passenger experience, and will contribute to
the consolidation of the Lisbon hub as a
major gateway.”
Leal adds that the A321LR will enable
TAP to start new thinner routes that are
potentially not economically viable today
with wide-body aircraft. A mix of A330neo
and A321LR operations will also be possible on several routes currently operated
with wide-bodies, enabling dynamic
capacity management. “Both aircraft offer
passengers the same product level in
order to ensure a seamless experience.
This includes the latest generation full-flat
business class seats, the same high comfort economy seats, the full suite of IFE
and connectivity, and free messaging.”
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Heathrow Airport using Aira app to
support visually impaired passengers
London Heathrow

connects passengers

through their airline and

Airport has

directly to a trained

seek information on the

partnered with

professional agent for

app at the same time.

technology

advice on navigating

Jonathan Coen,

company Aira to offer

through Heathrow and

Director of Customer

visually impaired

assists with finding

Relations and Service,

passengers on-demand,

specific locations –

Heathrow Airport,

personalised assistance

including gates, special

comments: “We are

via the Aira app.

assistance facilities,

transforming the

retail outlets and restau-

assistance service we

its established network

rants. It will also provide

provide to our passen-

allows passengers to

live information on news

gers and empowering

enhance their independ-

affecting their journey.

them to be as inde-

Access to the app and

The app can be

ence throughout their

pendent as possible

The free-to-use Aira app
connects passengers directly
to a trained professional
agent for advice on navigating
through Heathrow and assists
with finding specific locations
– including gates, special
assistance facilities, retail
outlets and restaurants.

journey at Heathrow

accessed by pre-loading

when they are travelling

and forms part of the

it on mobile phones and

through Heathrow. We

airport’s multi-million

an agent is available to

have already invested

pound investment to

provide guided assis-

£23 million in an

improve the journeys

tance on demand upon

upgraded contract with

of all passengers

arrival at Heathrow.

our special assistance

and technology to help

deliver a better travel

feel less independent

regardless of their

Alternatively, passen-

partner, OmniServ,

improve our service.

experience for the 6,000

and less prepared when

requirements.

gers can also pre-book

and introducing new

Aira takes us one step

passengers each year

they begin their journey

special assistance

equipment, training

further – and will

that would otherwise

via Heathrow.”

The free-to-use app

I N N OVAT I O N S H OWC A S E
Committed to digital innovation, airports across Europe are introducing breakthrough technologies
to create a better travel experience for all passengers. Report by Marta Dimitrova

Manchester Airport
becomes first UK airport
to trial 5G network

The dedicated 5G-enabled ‘blast
pod’ at Manchester Airport’s
Terminal 1 allows travellers to
test the new super-fast network.

Manchester

5G-enabled ‘blast pod’ at

During the trial

constantly exploring

Airport has

Manchester’s Terminal 1

passengers can visit

how new innovations

become the first

that allows travellers to

Vodafone’s special 5G

and technology can be

UK airport to offer

test the new super-fast

‘blast pod’ and are given

applied to improve the

5G network access as

network for downloading

a free Entertainment

airport experience.

part of a trial by

films or TV boxsets on

Pass on streaming ser-

As a business with a

Vodafone. Vodafone has

their mobile devices up to

vice Now TV. Travellers

strong presence in our

installed a dedicated

four times faster than 4G.

can download an epi-

surrounding commu-

sode of the new series

nity, Vodafone was a

of Tin Star in 45 seconds

natural partner for a

and the whole series in

trial project like this

six minutes and seven

and we look forward to

seconds – up to four

collaborating with them

times faster than 4G,

again in the future.”

which took 26 minutes
and eight seconds.
“We are delighted
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Nick Jeffery, CEO
Vodafone UK, adds: “5G,
with its fast speeds and

to support Vodafone’s

quick response times,

5G trial at Manchester

will make that quick

Airport,” says Brad

and easy, even in busy

Miller, Chief Operating

locations. We are proud

Officer, Manchester

to be the first provider

Airport. “As we pro-

to bring 5G to an airport

gress with the design

and will be adding

and delivery of our £1

more major travel hot-

billion transformation

spots to our 5G network

programme, we are

throughout the year.”

Recognising progressive ideas in action
transforming airport performance and reputations
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KLM installs live hologram to connect passengers
at Amsterdam, Oslo and Rio de Janeiro airports
KLM has

airports in Amsterdam,

Head of KLM Marketing

launched a new

Oslo and Rio de Janeiro

Communication. “We

‘Take-Off Tips’

can use the service to

continuously strive to

campaign,

share local travel tips

find means to enable

and cultural insights.

contact between

allowing passengers to
exchange tips

“In our industry it is

customers, includ-

face-to-face through a

such a joy to be able to

ing new technologies

live hologram. Using a

bring people together

to create memorable

live connection,

time and time again, we

experiences.”

customers can chat with

rejoice this in our lat-

The hologram bar

a hologram of their

est campaign themes

connects people in real

counterparts, looking at

and ‘Take-Off Tips’ is

time by projecting them

each other directly.

no exception,” says

into the airport on the

Natascha van Roode,

other side of the world.

Passengers at

The hologram bar connects
people in real time by projecting
them into the airport on the
other side of the world.

Munich Airport trials pop-up
business cabin in Terminal 2

The MeetingCab concept was
developed by NapCabs, and will
be tested for a one-year pilot
phase at Munich Airport.

Munich Airport

soundproof MeetingCab

and several electric

has started a trial

offers passengers

power outlets, and can

of an innovative

seclusion for confiden-

draw the curtains for

MeetingCab in

tial discussions or phone

privacy. Use of the cabin

Terminal 2, providing

calls. The cabin can be

costs €15 for the first

passengers with the

accessed quickly and

30 minutes and €5 for

opportunity to have a
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and has space for four
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people to sit around a

concept was developed

meeting table.

by NapCabs, and will be

Located in the north
of the terminal on
the Schengen level,
near Gate G 06, the

Users can access
network connections

tested for a one-year
pilot phase.

Nice Côte d’Azur becomes first
French airport to bring detailed
terminal maps to Apple Maps
Nice Côte d’Azur
Airport has

and restrooms.
Indoor positioning

our passengers – we are
also convinced that it is

become the first

gives passengers an

essential to provide an

airport in France

instant view of where

increasingly seamless
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they are within the ter-

and effortless digital

maps to Apple Maps,

minal, which helps them

experience for con-

providing the airport’s 14

get to where they need

nected travellers who

million annual passen-

to go next.

want it,” says Dominique

gers with a powerful new

The Nice Côte d’Azur

Thillaud, Chairman of

tool to navigate through

Airport terminal maps

the Board, Aéroports de

the airport.

in Apple Maps will be

la Côte d’Azur.

Using Apple Maps on

updated regularly to

their iPhone or iPad, pas-

ensure accuracy, includ-

sengers can plan their

ing when new stores and

journey through the air-

locations open.

port in advance of their

“We are not only

flight, including finding

proud to be the first

nearby restaurants,

airport in France to offer

shops, baggage claim,

this live, multilingual

security checkpoints,

geolocation solution to

Indoor positioning gives
passengers an instant view
of where they are within the
terminal, which helps them get
to where they need to go next.
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OUTSIDE IN

Insights from close, but not inside, the airports business

T

oday’s consumers, particularly
Millennials and the emerging
Generation Z, are tech-savvy and
take the ability to go cashless and
make mobile payments for granted.
Progressive airports must respond to
the rise of the cashless generation with
appropriate infrastructure and technology. “Cashless payments are no longer an
upcoming trend – they are happening right
now, and the cashless society is already
here,” says Yuval Ziv, Chief Commercial
Officer, SafeCharge. “Airport retailers must
adapt quickly and accept alternative payment methods, such as QR code payments.
Through SafeCharge’s Native+ Payments
Engine, for instance, merchants can quickly
set up a new payments infrastructure and
provide the flexibility for travel businesses
looking to engage with an international customer base.”
SafeCharge works with businesses
to offer robust payments infrastructure.
The company is Bronze Sponsor at this
year’s ACI EUROPE Airport Commercial &
Retail Conference & Exhibition. “The travel
industry is a key target for us, and we want
to raise awareness at the event on how
SafeCharge can help airport retailers,” Ziv
explains. “With on-the-go, digital shopping
becoming increasingly popular among
globetrotting consumers, the omnichannel
experience is vital for the new generation
of travellers. Additionally, with payment
preferences varying greatly among different cultures and markets, it is crucial
for merchants to optimise their payment
strategies for different customers around
the world.”
Indeed, SafeCharge recently partnered
with World Duty Free to offer WeChat Pay
and Alipay in-store at London Heathrow
Airport. With Chinese tourism rising by
20% every year, the ability to offer popular Chinese mobile payment methods is
essential for retailers who want to deliver
the best-possible shopping experience to
this growing customer base.
Chinese travellers carry huge spending
power. In 2017, over 130 million Chinese
citizens travelled around the world, collectively spending around US$115 billion
(€100bn) overseas. They are also among
the most tech-savvy consumers globally.
“In today’s global economy, merchants
must adapt and offer their growing customer base the seamless service and
customised shopping experience they
expect. For Chinese customers, this means
accepting WeChat Pay and Alipay,” Ziv
comments. “Recent research has shown
that three quarters of Chinese consumers pay via QR codes for daily expenses.
With an evident preference for mobile
payments over cards or cash, businesses
must update their approach to payment
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The rise of the cashless
generation: “Retailers must
adapt and accept alternative
payment methods”
acceptance and engage with Chinese
customers with the most popular payment
methods among their demographic.”
The new SafeCharge Point of Sale App
has been developed to help businesses
serve an increasing number of customers
who normally default to QR code-based
payments methods.
So, with Chinese traveller numbers rising, the Alipay and WeChat Pay logos are
certainly becoming more visible around
terminals. However, the potential of these
platforms is not limited solely to payments.
“They are also powerful marketing tools
that can drive retail growth, and merchants
should learn how to integrate them into
their promotional campaigns,” says Ziv.
He adds that airport retailers should
improve their digital channels, allowing customers to purchase items from the comfort
of their taxi on the way to the airport, for
example, and have them seamlessly delivered to their departure gate, ready for pickup.

The new
SafeCharge Point of
Sale App has been
developed to help
businesses serve an
increasing number
of customers who
normally default
to QR code-based
payments methods.

Yuval Ziv, Chief
Commercial Officer,
SafeCharge: “Airport
retailers must adapt
quickly and accept
alternative payment
methods, such as QR
code payments.”

“We’re seeing a rise in this trend for food,
with certain restaurants being allowed to
deliver meals inside terminals. Payments
play a key role in these new scenarios
– without the right payment partner to
process these transactions quickly for timepressured travellers, retailers may lose out
on sales and revenue.”

WE’VE GOT
BIG PLANS
Isavia, the operator of Keflavik Airport, is the
host of ACI Commercial and Retail Conference
in Iceland. We look forward to see you and
show you our big plans to expand the airport
in the near future. In 2018 we welcomed 9.8
million passengers and will be able to welcome
many more in the years to come!
Warm welcome to Iceland!
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