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Kerrie Mather 
Introduction
M

acquarie Airports has signifi cant investments in Sydney Airport, 

Copenhagen Airports, Brussels Airport and Bristol Airport. In ad-

dition we have strategic interests in Japan Airports Terminal and 

Grupo Aeroportuario del Sureste de Mexico S.A. de C.V. (ASUR).

Airports are a unique investment in that they have both growth and de-

fensive characteristics. They have all the growth attributes of the aviation 

sector but the resilience and defensive characteristics of infrastructure 

assets. They are ideal investments for the global pension funds and retail 

investors who make up our shareholders. 

At each of our airports we work with the local management to make 

changes at the airports in response to traffi c and retail trends, property 

opportunities, different regulatory frameworks and new opportunities. Our 

aim is to identify the needs of our passengers and airport partners and 

then fi nd ways to meet those needs. Exciting projects are underway at 

each of our airports to support aviation growth and provide greater food, 

beverage and retail offerings.

 

Notwithstanding current market turbulence, the aviation market is un-

dergoing signifi cant change, and we believe these changes will deliver 

growth in air travel and therefore airports over the mid to long term.

Increasingly countries are privatising airlines, and liberalising air rights to 

create access for new and foreign carriers. The United States-European 

Union agreement is a good example of this. 

Low Cost Carriers are continuing to experience strong growth as they 

are making air travel is more affordable and increasing the range of desti-

nations. For example low cost carriers in the European short-haul market 

dominate the airline order books, and we expect this to translate to low 

cost carriers comprising up to 50% of that market by 2020.

Another signifi cant change in aviation is the advent of larger more fuel 

effi cient aircraft. Sydney Airport was the fi rst airport in the world to receive 

commercial A380 services from Singapore Airlines, and in October 2008, 

Sydney received Qantas’ A380 services. They carry 35-50% more pas-

sengers than the current largest jets, and are quieter and cleaner aircraft.

We look forward growing our airports to meet and address these 

changes, for the benefi t of airlines, passengers, employees, airport stake-

holders, and shareholders.
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Ongoing and recent airport projects

Hawler International Airport, Erbil
London Stansted
Bristol International Airport
Robin Hood Airport Doncaster Sheffield
Durham Tees Valley Airport
Liverpool John Lennon Airport
Birmingham International Airport
Manchester Airport
East Midlands Airport
Inverness Airport
V C Bird International Airport, Antigua
Marrakech Airport, Morocco
Modlin Airport, Poland
Ohrid Airport, Macedonia
Ireland West Airport, Knock
Dublin International Airport
Male International, Maldives
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Contact

Alan Campbell
Tel: +44 (0)1256 310302
Fax: +44 (0)1256 310201
alan.campbell@scottwilson.com

Mike Jackson
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mike.jackson@scottwilson.com

Rob Rushmer
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No Parking Worries

30 years of car parking experience
Innovative operational and marketing strategies
Dedicated professional people

Phone +612 8912 4900

www.secureparking.com.au

Secure Parking has been operating car parks for 30 years and has 

developed a passion for the industry. 

With more than 600 car parks internationally, we have built a 

reputation for success through the application of the ‘Secure 

System’, a tailored operations and marketing plan that suits the 

individual requirements of each car park.

As the car park operator at Sydney and Melbourne Airports, 

Secure Parking is at the forefront of airport car parking in Australia, 

because we understand the needs of passengers, airlines and 

airport management.

Secure Parking congratulates Macquarie Airport Management on 

fi ve years of success and growth, and we look forward to continuing 

our winning partnership.

The parking system 
for success

Australia        |       Indonesia        |       Malaysia        |       Philippines        |       Lebanon        |       China        |       India        |        UAE

Sydney Airport Domestic & International Short Term –  Long Term  –  Valet Parking

Melbourne Airport Domestic & International Short Term –  Long Term Parking  –  Business ParkingLong Term Parking  –  Business ParkingLong Term Parking
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Macquarie’s ‘positive 
partnership approach’ to 
maximising growth potential
Macquarie Airports has a completely integrated approach to acquiring high quality airports, partnering with 
management and co-shareholders to develop strategies to grow the business, and raising cost effective 
capital to provide for expansion and growth. This gives Macquarie Airports a unique competitive advantage, 
as CEO Kerrie Mather explained to Ross Falconer.

M
acquarie Airports takes 

a positive partnership 

approach, working with 

existing airport management and 

co-shareholders. “Our world class 

team of airport specialists brings 

strategic, commercial, operational 

and financial skills to maximise 

each airport’s growth potential. 

Importantly, Macquarie’s airport in-

vestments remain as independent 

operating entities each of which 

benefit from the broad and sub-

stantial relationships, expertise and 

experience that is shared across 

the Macquarie Airports network,” 

said Mather.

Consistent with its investment 

philosophy, Macquarie Airports has 

very strict investment criteria and 

what Mather describes as a highly 

disciplined approach to ensuring it 

selectively acquires high quality air-

ports with growth potential. “They 

must have passenger growth po-

tential, opportunities to expand 

their commercial businesses and 

high quality facilities.” she said.

The Macquarie Airports experi-

ence demonstrates that privatisa-

tion is positive for airports and for 

their stakeholders. It has succeed-

ed in attracting new airlines, routes 

and services to its airports, improv-

ing quality of service and expand-

ing the range of services available 

to passengers.

“We have done this by conduct-

ing extensive research into our 

customers, and by understanding 

what our airline and commercial 

partners want from their relation-

ships with our airports. In this 

way we’ve been able to identify 

and provide infrastructure, quality 

service and the right products and 

services to meet the needs of our 

partners and passengers. We also 

leverage the aviation and finance 

knowledge and experience of the 

Macquarie team to find innovative, 

cost-effective, long-term solutions 

to the needs of growing airports,” 

said Mather.

Macquarie benefits from having 

access to the skills and expertise 

of one of the world’s most experi-

enced and active airport specialist 

teams, which comprises airport 

specialists in Sydney and London. 

Team members have worked at 

the most senior levels in airports, 

airlines and investment banking, 

providing Macquarie with a unique 

set of skills as a shareholder. They 

also have proven experience in the 

transformation of airports following 

privatisation – with particular skills 

in achieving the optimum balance 

between the business potential 

and operational needs of airports to 

maximise long-term performance.

“We work closely with airport 

management to develop strategies 

to grow the business, implement 

business plans and improve airport 

performance over time. At each 

airport, we bring our airport experi-

ence and expertise to bear, princi-

pally through board representation, 

but also through other forums as-

sociated with the development of 

strategy,” said Mather.

Mather: “Airports must have passenger 
growth potential, opportunities to expand 
their commercial businesses and high 
quality facilities.”
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Airport model of the future – 

more competitive

Mather believes that there are 

significant changes afoot in the 

industry, providing both challenges 

and opportunities for airports, and 

contends that the successful air-

port model of the future is the one 

that’s more outward looking and 

embraces and responds to these 

changes. “To continue to be suc-

cessful, we have to position our 

airports to capitalise on industry 

trends and developments. The 

airport model of the future is much 

more competitive. The Macquarie 

Airports model has evolved over 

the last five years and will continue 

to evolve. One of the keys to our 

success is to be nimble and fleet 

footed so we can continue to re-

spond to opportunities. Our model 

is flexible enough for us to move 

with opportunities,” said Mather.

The Macquarie portfolio includes 

examples of all three private mod-

els; Sydney and Bristol are fully pri-

vate, Copenhagen is publicly listed, 

and Brussels is effectively a public/

private partnership with the Belgian 

Government. “We are open to dif-

ferent models - while we’re an ac-

tive shareholder and manager, we 

don’t put our own staff in the air-

port. We work closely with airport 

management to develop strategies 

to grow the business and improve 

airport performance over time, 

while providing an opportunity to 

share learnings and experience. 

At the same time the management 

at each airport are local, and they 

understand local government and 

community issues. Our completely 

integrated management model 

with airport and infrastructure fi-

nancing expertise all in-house also 

gives us flexibility when acquiring 

and continuing to invest in our air-

ports,” said Mather.

The Brussels model is a notable 

success story. The airport directly 

employees 750 staff, but, indirect-

ly, 20,000 people are employed by 

companies based at the airport. It 

contributes in excess of €3.8 bil-

lion in value to the local economy, 

which accounts for 1.5% of Bel-

gian GDP, making Brussels Airport 

the second most important eco-

nomic centre in Belgium. Mather 

said: “Exciting things are now hap-

pening at Brussels Airport. Since 

we acquired the airport, it has at-

tracted new long haul, low-cost 

and freight airlines and services, 

increasing traffic growth. Commer-

cial services have been expanded 

at the airport, with new car park-

ing and improved food and bev-

erage offerings. The airport has a 

stronger passenger focus, and is 

now developing office buildings, a 

cargo and logistics facility and an 

integrated transport plan to benefit 

airport users and the community. 

The partnership with the Belgian 

Government at Brussels airport 

has been a successful one.”

Offering a  

differentiated product

Mather used traffic as an ex-

ample of an issue that is driving 

change for airports. While we are 

seeing the impact of global eco-

nomic slowdown, the propensity 

to travel is likely to increase over 

the medium to long term and this 

is both supply and demand driv-

en. On the one hand, the world 

is experiencing longer, healthier 

and wealthier populations; on the 

other hand, relaxation of bilater-

als, growth in LCCs and new large 

aircraft will all create more system 

capacity. Mather explained that the 

rapid increase in low cost carriers 

and services is stimulating demand 

directly through lower fares and in-

creased destination choice, and 

indirectly as network carriers ad-

just their offerings to remain com-

petitive. What does this mean for 

Macquarie’s airports? Mather said: 

“We believe that, just as there’s 

been a bifurcation in the airline in-

dustry, our airports will also have 

to increasingly offer a differentiated 

product to meet the needs of both 

the network carriers and the LCCs. 

We’re increasingly looking at op-

tions such as premium passenger 

processing and high quality lounge 

products for the network carriers, 

whilst also delivering the economic 

infrastructure required by an LCC, 

Mather: “We believe that, 
just as there’s been a 
bifurcation in the airline 
industry, our airports will also 
have to increasingly offer a 
differentiated product to meet 
the needs of both the network 
carriers and the LCCs.
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What makes us different?
We listen, we think and then we deliver beyond the expected
APP has been delivering a diverse range of projects across the Australian aviation industry since 1992. 
Our skills and experience in airports extend to:

 Auditing airport runways
 Managing large scale upgrades, major expansion facilities and masterplanning projects 

worth $500m for Australia’s main airports
 Managing the expansion of facilities at several airports for Australia’s highly respected 

international carrier QANTAS
 Managing complex, high security projects for agencies including Australian Customs
 Strategic capital investment plans for aviation stakeholders including AirServices Australia

Throughout Australia and internationally, APP combines innovation and technology with the best 
people to deliver outstanding results for our clients.

Innovative Engineering

Consulting Engineers A/S
40 years of airport planning & design
www.isc.dk
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AUSTRALIA
Dave Race

Ph: +61 3 8683 1415

HONG KONG
Malcolm Macdonald
Ph: +85 2 3664 6888

SINGAPORE
Jim Papadimitriou
Ph:+65 6256 6188

THAILAND
Cris Dunning

Ph: +66 2260 4560

INDONESIA
Glenn Hallahan

Ph:+62 21 5140 2470

NEW ZEALAND
Harry Asche

Ph: +64 9 520 6019

UNITED ARAB EMIRATES
Randal Jones

Ph: +971 2 642 3136

FOR GLOBAL AVIATION
SOLUTIONS
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Want to knoW curious interested Fed up
which routes are 
failing and why?

how airlines can 
fill all the aircraft 
they have 
ordered?

in how airlines/
airports are 
developing their 
route networks?

with newsletters 
which just 
reproduce 
airline/airport 
press releases?

Then get anna.aero free every Friday.
In-depth analysis by real network planning experts.

anna.aero. for network planners everywhere.

the new network planning e-journal, free every Friday

anna ad.indd   1 10/7/07   15:30:35

a complete

aviation consultancy 
service

Our aviation team provides a consultancy to airport
owners, operators and developers. Through a balanced
understanding of both development potential and
operations, we have provided consultancy to a significant
number of private and public airport and aviation clients.

From project inception and economic viability through to
detailed facility design, Capita Symonds Aviation is
experienced in all aspects of the modern airport
development.

For further information please contact:
Graeme Power-Hosking  Tel: 020 7492 0246
graeme.power-hosking@capita.co.uk

www.capitasymonds.co.uk

successful people, projects and performance
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who are looking for greater levels 

of bussing or rapid, double door, 

disembarkation to the tarmac, 

even self-handling of baggage.”

Macquarie specialists work 

closely with each of its airports to 

analyse the underserved routes 

and to develop marketing strate-

gies to attract target airlines. “We’re 

strong advocates of competition, 

and we work closely with all our 

airports to attract new airlines and 

services, to increase choice and 

lower fares,” said Mather.

Macquarie Airports’ strategy 

for airport growth

Macquarie Airports’ strategy for in-

creasing its portfolio has two compo-

nents, organic growth of its existing 

airports and selective acquisitions. 

“There are a number of very excit-

ing initiatives currently underway at 

all four of our airports,” said Mather.

These include the internation-

al terminal redevelopment and 

multi-storey car park at Sydney, 

the property strategy at Brussels 

which includes office buildings and 

a cargo development, the contin-

ued expansion of retail facilities at 

Copenhagen and the new security 

entrance and expanded passenger 

lounge at Bristol.

In 2007, Macquarie Airports ac-

quired a shareholding in Japan Air-

port Terminal Co Ltd (JAT). JAT is 

listed on the Tokyo Stock Exchange 

and owns, manages and operates 

the three passenger terminals at 

Haneda Airport in Tokyo. Addition-

ally, JAT operates merchandise and 

food and beverage businesses at 

Narita and Kansai airports. 

Macquarie Airports also recently 

announced a strategic investment 

in Grupo Aeroportuario del Sureste 

de Mexico S.A. de C.V. (ASUR), 

which owns nine airports in the 

South-East of Mexico, including 

the resort town of Cancun. 

Meeting environmental 

objectives

Macquarie is aware that for its 

airports to develop to their full 

potential, it must accommodate 

the needs of local communities 

and recognise their wider environ-

mental impacts. Mather said: “As 

long-term investors, we see no 

contradiction between the suc-

cess of our airports as businesses 

and environmental concerns. To 

be able to sustain the performance 

we are seeking in the long run, we 

must meet both sets of objectives, 

and we have wide audiences at 

each of the countries in which we 

operate to keep us up to the mark. 

Clearly at each of our airports, we 

ensure that all relevant government 

environment regulations and tar-

gets are met or exceeded. Each of 

our airports has a detailed environ-

mental plan, which covers air and 

water quality, ground transport, 

noise, and other related issues.”

Macquarie is supportive of in-

dustry wide activity and of the in-

creasing number of environmental 

initiatives being undertaken at its 

airports. These take a variety of 

forms: Bristol Airport was cited in 

a recent report by the UK Govern-

ment for its environmental initiatives 

and was a leader in facilitating pas-

sengers offsetting the carbon emis-

sions from their flights. At Brussels 

and Sydney airports, Macquarie 

has community forums that ad-

dress noise issues; a water re-

cycling project was recently an-

nounced to save water at Sydney 

Airport and Copenhagen Airports 

has constructed an innovative 

terminal link which also acts as 

an effective barrier to minimise 

noise impact.

“Clearly the issue of global warm-

ing and the environmental impact 

of aviation is an issue which is be-

ing given increasing importance 

internationally. Aviation counts for 

only 2% of total global greenhouse 

gas emissions at the moment, but 

this figure is growing. The collec-

tive aviation industry will have to 

collaborate to develop plans of ac-

tion sufficiently credible to address 

concerns,” said Mather.

She identified a range of measures 

by which airports can contribute:

• Use of leading energy saving 

designs on buildings (especially 

terminals)

• Greater availability of fixed 

ground power and pre-

conditioned air on stands

• Increased use of biofuels 

and electric power for airside 

vehicles

• Provision of airport energy 

from efficient and/or renewable 

sources (eg combined heat 

power, use of biomass boilers)

• Widespread use of low energy 

lighting

• Promotion of offset schemes for 

individual travellers

• Support for public transport as a 

means of airport access

Aviation will also be included in 

initiatives such as the EU Emis-

sions Trading Scheme. In 2011, 

all flights wholly within the EU will 

be captured and in 2012 all flights 

originating in or departing from the 

EU will be included. Macquarie 

supports such approaches as be-

ing significantly better than many 

of the alternatives. Mather said: 

“They set clear overall limits and 

let individuals, and the market as a 

whole, make choices on priorities 

within those limits. In the process 

they provide a flexible approach, 

while incentivising emission re-

ducing developments, which ben-

efit everyone. As such, they are 

preferable to approaches such as 

taxation or the entirely negative at-

tempts by some groups effectively 

to ration access to travel by air.”

Vision for the future

Macquarie Airports’ vision is to 

manage its portfolio of airports for 

the benefit of airlines, passengers, 

governments, retail partners, co-

shareholders and security holders. 

It aims to do this by identifying air-

ports according to its strict invest-

ment criteria and then partnering 

with local management to attract 

new airline services, expand the 

range of commercial services for 

passengers and improve quality of 

service for all stakeholders. “This 

partnership aims to leverage the 

knowledge and experience of the 

Macquarie team and the relation-

ships they have in the airport and 

finance industries,” said Mather.

Macquarie has succeeded in attracting new airlines, routes and services 
to its airports, improving quality of service and expanding the range of 
services available to passengers.
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Growing airline services – 
a cooperative approach
The Macquarie Airports (MAp) strategy for growing airline services focuses on a cooperative approach with 
carriers, with an emphasis on developing a business case for a particular route between the airport and 
airline. MAp also seeks to avoid dependence on a dominant capacity provider, as Hans Mitterlechner, 
Macquarie Airports, explained.

M
itterlechner places great 

emphasis on using time in 

the best possible manner. 

“From the airport side we make 

sure our target carriers are well 

thought through. We identify few 

targets and go at them with more 

vigour and with better-targeted 

presentations,” he said.

When MAp puts together a tar-

get list of carriers, it identifies which 

have the technical capability to fly 

to its airports and also looks at the 

delivery schedule.

In terms of incentives offered to 

airlines to encourage new routes, 

these are determined by the indi-

vidual airports themselves, with 

MAp acting in an advisory capacity. 

“In Europe, there are transparency 

guidelines; what is offered to one 

airline must be offered to others. 

In Australia, agreements with air-

lines are confidential,” said Mitter-

lechner. “We often offer incentives. 

One-off deals with certain carriers 

last for one or two years, to help 

airlines through the difficult initial 

periods. The first 24 months are 

the most critical.”

LCCs driving growth

Australia has a high low-cost 

presentation, especially if Virgin 

Blue is counted as a low-cost car-

rier (LCC). MAp has also had good 

contact with easyJet at Brussels – 

a contact was in place as a result 

of easyJet’s large presence at Bris-

tol and MAp used the knowledge 

from one airport to the benefit of 

another airport.

“The order stream of narrow 

body aircraft speaks volumes; 

LCCs are driving growth. Airports 

have to be able to price to attract 

LCCs,” said Mitterlechner.

MAp’s portfolio lends itself per-

fectly to active airline marketing. 

Mitterlechner highlighted some 

good fundamentals for marketing: 

limited carrier dominance, pre-

dominantly O&D markets, low-cost 

penetration potential, especially at 

Brussels and Copenhagen, and 

limited capacity constraints. MAp 

doesn’t work so much as an air-

line marketer – individual airports 

do the airline marketing with MAp’s 

help. Importantly, many MAp staff 

have worked for airlines, including 

Mitterlechner.

“We try to have a consulting re-

lationship with our airports. We try 

to guide and consult, but not at the 

risk of losing that relationship with 

the airports. In 1994, the beginning 

of low-cost in the US, Southwest 

became big news. It is now a full-

blown reality throughout the world. 

LCCs have forced the industry to 

polarise,” he said.

Airline marketing

Airports must market very differ-

ently to LCCs and legacy carriers. 

For LCCs, MAp tries to guarantee 

as many ground handlers as pos-

sible to create competition. Legacy 

carriers, for example, may want 

facilities such as more check-in 

desks, etc. “It is about two different 

propositions at the same airport,” 

said Mitterlechner.

He continued: “At Sydney we 

offer these different options for dif-

ferent airlines. At T2 we provide a 

simple option for our low cost do-

mestic airlines, with short walkijg 

distances and easy processing to 

minimise turnaround times. At 

the international Terminal on the 

other hand,  we provide a more 

sophisticated offering targeted at 

legacy carriers, including lounges 

and premium check-in facilities. 

Airports have to play both games 

otherwise they lose out.”

MAp’s target is 5-6% passenger 

growth at its airports, which should 

translate into 8% revenue growth. 

“We cannot do without having 

slots and capacity available – our 

airports must be able to grow,” 

said Mitterlechner.

Central to the MAp strategy at its 

airports is not being dependent on 

a dominant carrier. “We would pre-

fer to have a comprehensive port-

folio of airlines and destinations to 

satisfy the diverse needs of our 

customers,”said Mitterlechner.

MAp’s portfolio lends itself 
perfectly to active airline 
marketing. Mitterlechner 
highlighted some good 
fundamentals for marketing: 
limited carrier dominance, 
predominantly O&D markets, 
low-cost penetration potential, 
especially at Brussels and 
Copenhagen, and limited capacity 
constraints.
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Maximising non-
aeronautical performance
The development of commercial revenues is a key strategy in which MAp focuses a lot of effort and 
resources. Total commercial revenues generated at MAp airports (retail, car parking and real estate) are in the 
region of 1470m or 39% of total airport revenues. Doug Benham, Macquarie Airports, outlined the strategy 
for improving non-aeronautical performance across the portfolio.

R
etailing accounts for 20% of 

total airport revenues, with 

50,000sqm of retail space 

and 370 retail and food and bev-

erage outlets under management 

at Sydney, Copenhagen, Brussels 

and Bristol airports.  Car park rev-

enues are 9% of total airport rev-

enues, with a total of 31 public car 

parks and 56,000 spaces under 

management. Real estate reve-

nues are 10% of the total, with the 

total land area of MAp’s airports 

being 3,800ha.

“At the time of acquiring our air-

ports, we spend a lot of time un-

derstanding and analysing all the 

commercial businesses in order to 

identify potential upsides and the 

strategies required to maximise 

their potential,” said Benham. “An 

commercial strategies, in order to 

meet our objectives, that are jointly 

agreed with commercial manage-

ment at each airport.”

Opportunities to grow the 

business

Commercial revenues are a vital 

element of the overall MAp strategy. 

“Commercial activities are always 

under the control of airport manage-

ment who carry out the role of the 

development of the overall strategy, 

the management of activities and 

implementation of initiatives,” said 

Benham. “Airports represent a prime 

market for commercial development, 

having a growing customer market, 

a quality customer profile, a captive 

market and availability of large land 

banks, which represents great op-

interesting element of our business 

model is that the team who are in-

volved in the acquisition process 

are also involved in the manage-

ment and implementation of our 

business plans.”

Post-acquisition, Macquarie 

Airports adopts an approach that 

involves setting up a ‘Commercial 

Working Group’ with the airport 

management to integrate its busi-

ness plan with theirs and then de-

velop an action plan for implemen-

tation. “Ongoing, we play an active 

role in ensuring the strategies are 

fully implemented and perform-

ance is in line with expectations by 

regular meetings and being avail-

able in an advisory and support-

ing role,” said Benham. “The net 

result of this is a series of focused 

portunities to grow the business.”

To realise this potential requires 

a specific approach.  Developing 

tailored strategies, by having com-

mercial specialists within airport 

management to manage the activi-

ties in close cooperation with MAp’s 

commercial specialists has proved 

successful.

“If we just take the core commer-

cial activities of retailing, car park-

ing and real estate, these revenues 

currently account for around 39% 

of total airport revenues. In terms 

of a target, we clearly want to 

achieve sustainable year-on-year 

real growth above inflation and 

passenger growth through the im-

plementation of our strategies. This 

is the key measure of success,” 

said Benham.

Benham: Each airport is different in terms of its 
customer profile and so the retail mix will have to be 
different. One interesting element today in Europe is 
the growth of low-cost traffic and whether they have 

different retail needs.”
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In terms of a target percentage 

of total airport revenues, there are 

many airports with lower percent-

ages and many with higher per-

centages than MAp’s airports. The 

average seems to be in the 40-45% 

range. “This often depends on 

other factors, such as the level of 

aeronautical revenues, so while we 

like to look at this figure our main 

focus is on achieving real growth in 

commercial revenues and revenue 

per passenger each year. The way 

we will achieve this is by focusing 

efforts and resources in developing 

and implementing tailored  strate-

gies at each airport,” said Benham.

He explained that the key to de-

veloping commercial strategies is 

to fully understand the dynamics 

of the various businesses and so 

performance reporting and under-

sels is primarily a strong O and D 

market, low transfer, high business 

content, whereas our other Euro-

pean airport Copenhagen has a 

high transfer element, higher lei-

sure content and lower business 

element. As a result, customer 

behaviour at the airport is differ-

ent, their retail needs are different 

and these need to be taken into 

account in developing retail strate-

gies,” said Benham.

Maximising revenues

While each airport does have 

its own detailed commercial strat-

egy, it is worth describing three of 

MAp’s key overall strategies that 

underpin its approach. For retail-

ing, the key strategy is the creation 

of world class retail environments 

to maximise revenues, but at the 

tol an expansion of airside space 

to provide for new food/beverage 

facilities has been completed.  At 

Sydney, the development to create 

a 3000m2 expansion of the retail 

area in the international terminal 

is currently under construction for 

completion in early 2010 which will 

now create a single retail zone.

For car parking, the strategy 

is to ensure adequate capacity 

is provided and at the same time 

enhance the product ranges avail-

able, which are now increasingly 

being demanded by customers. 

Pricing policies that do not im-

pact usage also form part of this. 

“The key real estate strategy is to 

release value from the available 

land bank by implementing a real 

estate development strategy and 

master plan. Each airport has spe-

airport is different in terms of its 

customer profile and so the retail 

mix will have to be different. Again 

the importance of market research 

is very important to fully understand 

your market and to monitor chang-

es that may occur over time. One 

interesting element today in Europe 

is the growth of low-cost traffic and 

whether they have different retail 

needs,” said Benham.

Research carried out at Copen-

hagen indicated that while the low-

cost passenger profile is different, 

their retail spends and penetration 

was very similar to the average pas-

senger albeit with higher propensity 

to food and beverage sales.

“So in terms of the ideal retail mix, 

duty free/travel retail core products 

are still the most important with 

perfume/cosmetics offering the 

For retailing, the key strategy 
is the creation of world-class 
retail environments to maximise 
revenues, but at the same 
time ensuring that operational 
improvements are incorporated to 
enhance the customer experience.

standing trends and issues fac-

ing the business plays a key role. 

While there are some similarities, 

each airport is fundamentally dif-

ferent and faces its own unique 

challenges and so the strategies 

that are developed have the same 

objective – to grow the business – 

but are different in their application. 

“There are many differences in are-

as such as customer profile, traffic 

mix, modal split, business demand 

etc and this requires that the com-

mercial strategies respect those 

differences and are developed to 

meet the needs of that market. 

Just using a simple example; Brus-

same time ensuring that operation-

al improvements are incorporated 

to enhance the customer experi-

ence. “Research tells us that hav-

ing an exciting retail environment is 

a key determinant to purchase. As 

a result, we have now implement-

ed, or are in the process of imple-

menting major retail space expan-

sion projects at our airports,” said 

Benham.   During 2008, at Copen-

hagen we recently opened Nytorv, 

a new 3000m2 luxury shopping 

area, at Brussels a new develop-

ment on Pier A, the Schengen 

pier, has added over 20 specialist 

shops and restaurants and at Bris-

cific and unique advantages from 

a real estate point of view; quality 

facilities and a role as a transport 

interchange, and real estate de-

velopment, can take advantage of 

this,” said Benham.

Ideal retail mix

According to Benham, the ideal 

retail mix is that which provides the 

optimum mix of products, services 

and operators that meets the retail 

needs of the customer profile and 

maximises the potential of the busi-

ness. “That all sounds very logical 

and sensible but success can only 

come from implementation. Each 

greatest growth potential today. 

A wide range of specialist shops 

should also form a large part of the 

overall mix, targeted to the airport 

profil,e and this again offers growth 

opportunities,” said Benham.

Food and beverage shows fur-

ther growth potential and opera-

tors are now being innovative in 

developing new concepts and a 

wider variety of offers at airports. 

Also not to be forgotten are retail 

services such as leisure, business 

and entertainment activities which 

are now increasingly being de-

manded by passengers and need 

to form a part of the overall mix.
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Sydney investment 
programme reinforces 
world class status
Sydney Airport is undertaking a comprehensive investment programme, which 
includes a $500 million upgrade and expansion of the International Terminal. 
“The investment will ensure that Sydney Airport retains its position as one of the 
top airports in the world,” said CEO Russell Balding.

T
he investment programme 

will mean a better travel 

experience with improved 

facilities for passengers and cen-

tralised processing through immi-

gration. The new look terminal will, 

explained Balding, leave visitors 

with a positive impression of Syd-

ney. There will be new shops, res-

taurants and waiting areas – de-

velopments which follow feedback 

from customers wanting more va-

riety, improved product range and 

dining options, as well as a com-

fortable place to wait for their flight. 

“This is especially important for the 

75% of passengers who do not 

have access to airline lounges,” 

said Balding.

The International Terminal will be 

expanded by 7,300sqm, providing 

centralised security screening and 

passenger processing for Australian 

Government agencies, and world 

class passenger facilities on the de-

partures level. There will be a new 

outbound baggage handling sys-

tem and expansion of the arrivals 

baggage system to meet the extra 

peak passenger flows associated 

with the advent of the A380.

Construction will be completed in 

stages to minimise disruption to trav-

ellers. Most of the work on the de-

parture level will be completed in late 

2009, with finishing works wrapped 

up in the first part of 2010.

“The design has been finalised af-

ter extensive market research. The 

feedback we have from customers 

is that they want more variety, im-

proved product range and dining 

options as well as comfortable plac-

es to sit and wait,” said Balding.

‘Outstanding shopping 

experience’

A new landside food court will 

have 17 different outlets providing 

plenty of choice. Nuance’s duty 

free ‘SYD’ will be the anchor retail 

development. The 800-seat Airside 

Forum will be the centrepiece of 

the new departures level. “The sky 

light is the main design feature and 

will capture and diffuse the Sydney 

sunlight,” said Balding.

Airside, there will be nine food 

and beverage outlets – up from 

the existing three – and 42 spe-

cialty retail outlets – up from the 

existing 17. In total, airside and 

landside, there will be 26 food and 

beverage outlets – an increase of 

six. Meanwhile, there will be a total 

of 56 specialty stores airside and 

landside – an increase of 10.

“It will offer an outstanding shop-

ping experience, with a smooth 

and modern design with wide 

walkways to avoid congestion,” 

said Balding.

In FY 2007, retail revenue rose by 

8.4% to $174.3 million – up from 

$160.9 million in FY 2006. Retail rev-

enue therefore grew faster than pas-

senger numbers, which recorded an 

increase of 6.4%. In FY 2007, retail 

accounted for 23% of total revenues, 

property for 13%, and commercial 

trading (largely car parking) for 14%. 

These figures have been relatively 

stable over recent years.
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Water recycling project

Other developments already 

completed include the Qantas 

First Class Lounge in T1, 100% 

checked bag screening, the $65 

million multi-storey car park for 

T1, and works to accommodate 

the progressive introduction of the 

A380 into airline fleets.

A water recycling project will 

reduce the amount of fresh water 

used in the International Terminal 

by 30%. “The water treatment 

plant will be built to recycle waste 

water for use in cooling towers and 

toilet flushing. It will save up to one 

mega-litre of fresh drinking water 

per day over the next 20 years,” 

said Balding.

Also underway is an $85 million 

runway safety project. This will in-

volve construction of an 8,100sqm 

concrete land bridge to provide a 

cleared area measuring 90 metres 

by 90 metres from the end of a 

runway strip to assist in the decel-

eration of aircraft.

Route development

The latest available passenger 

figures are for the year to Sep-

tember. These show that the 

number of passengers for the first 

nine months of the year totalled 

24,443,000 – up 4.6% on 2007. 

“While we do not make short-term 

forecasts it is fair to say that Syd-

ney will not be immune from the 

current global slowdown,” said 

Balding. “Longer term, our recently 

released Preliminary Draft Master 

Plan forecasts passenger growth 

at an average of 4.2% per year 

over the period to 2029.”

Europe, the Middle East, the In-

dian Subcontinent, East Asia and 

North America are among Sydney’s 

route development targets. “We un-

dertake regular passenger demand 

and capacity supply analyses for 

the international market. Based on 

this information we put together tar-

get areas which are followed by a 

carrier target list. We then seek to 

engage these carriers via meetings 

at conferences and headquarter 

visits,” said Balding. “Given Syd-

ney has the most comprehensive 

domestic route network in Austra-

lia, specific domestic route targets 

are given less emphasis. However, 

we do regularly engage with both 

incumbents and potential new en-

trants to jointly determine future do-

mestic capacity requirements.”

Two out of the three major domes-

tic carriers, namely Virgin Blue and 

Jetstar, are low-cost or new world 

carriers. They have a market share 

of about 49%. Pacific Blue, Jetstar 

International and Viva Macau oper-

ate international mid- and long-haul 

low-cost services. Overall, low-cost 

carriers have a passenger share of 

about 30% at Sydney. “Naturally, 

low-cost carriers are very important 

to Sydney Airport, both currently 

and, even more so, in the future,” 

said Balding.

New generation aircraft

Sydney Airport played a part in 

global aviation history when the 

first commercial A380 flight, by 

Singapore Airlines, touched down 

at Sydney on 25 October 2007. 

Qantas has now commenced fly-

ing the A380 from Sydney and 

Emirates will be introducing their 

A380s into Sydney in early 2009.

Sydney Airport has invested 

$120 million in upgrading avia-

tion infrastructure including new 

aerobridges and strengthening the 

main runway to accommodate the 

A380. “The three-door aerobridges 

we have built ensure that there are 

no delays for passengers in board-

ing and disembarking the A380,” 

said Balding. “The A380 is impor-

tant because it helps Sydney Air-

port meet the demand for air travel 

from passengers, and it does so in 

a way that reduces aviation’s im-

pact on the environment.”

The significance of the A380 is 

that it can carry more passengers 

than the aircraft that are currently fly-

ing today, meaning that fewer A380 

flights will be required to transport 

the same amount of passengers.

The new generation of aircraft, 

the A380 and the Boeing 787 

Dreamliner, are achieving signifi-

cantly reduced noise and emission 

levels. New-generation engines, 

combined with advances in design, 

mean that the A380 and Dream-

liner are taking a big step forward 

in environmental terms. “The A380 

is good news for Sydney because 

it means quieter flights. The A380 

has new-generation engines and 

advanced wing and landing gear 

design which produce less noise 

and air emissions than other large 

aircraft,” said Balding.

The Australian Government 

agency Airservices Australia has 

released a report showing that the 

A380 is between 2.3 and 6.7 deci-

bels quieter than the 747-400 when 

departing Sydney Airport. The re-

port states that: “a three decibel 

reduction is regarded as a halving 

of an aircraft’s noise energy.”

Importantly, carriers such as 

Qantas, Emirates, and Singapore 

Airlines, which have a major pres-

ence at Sydney Airport, are among 

the airlines that will be introducing 

both the A380 and the Dreamliner 

into their fleets over the next cou-

ple of years.

The myriad developments taking 

place at Sydney are reinforcing its 

position as a world class airport. 

Balding’s vision is to build on the 

airport’s reputation as Australia’s 

national gateway and to maintain 

its position as one of the top air-

ports in the world.
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The CPH vision: 
great collaboration
Copenhagen Airports is focusing its core business on the Copenhagen Airport System – Kastrup and 
Roskilde. It seeks long-term growth and good results by catering to its customers needs. Its strategy is also 
focused on improving collaboration with airlines, handlers, and other business partners in order to develop 
and improve services. Copenhagen Airports CEO Brian Petersen spoke to Ross Falconer.

T
he Copenhagen Airports 

strategy is to generate as 

much traffic as possible 

via proactive route development 

and airline marketing. In order to 

do this, it is focusing on develop-

ing new routes in close coopera-

tion with existing and new airline 

customers. “We strive to give our 

airline customers the industry’s 

best and most reliable route de-

velopment input and advice. It 

should be noted that for us route 

development is not only a matter 

of developing new routes to new 

destinations. We find it equally im-

portant to help our airline custom-

ers optimise, maintain, and benefit 

from existing routes. We do this in 

a range of ways – via presentation 

of business cases based on quality 

data and analysis, interline work-

shops, traditional marketing in the 

industry media, email marketing, 

participation in route development 

conferences, etc,” said Petersen. 

“Furthermore, we do traditional 

B2C (Business to Consumer) mar-

keting in our local catchment area 

in Southern Sweden, helping our 

airline customers get more local 

Swedish passengers.”

Route development

Around 28% of Copenhagen’s 

traffic is currently transfer traffic. Af-

ter a couple of year’s growth in the 

number of locally departing passen-

gers, the transfer share is expected 

to stabilise in the 25-30% range. 

Low-cost carrier (LCC) traffic has 

developed considerably in recent 

years. Therefore CPH has recently 

revealed its plans for “CPH Swift”, a 

new extension with direct access to 

six gates to be added to the end of 

Pier D.  The purpose of CPH Swift 

is to attract new, efficient airlines 

and provide passengers with more 

cheap fares to a wider range of des-

tinations. From 2010, CPH Swift will 

have an annual capacity of six mil-

lion passengers.

The route development focus is 

on helping all traffic segments grow; 

Petersen believes that route devel-

opment is also a matter of main-

taining existing routes – focusing on 

minimising decline in particular seg-

ments. “We do expect the number 

of LCC passengers to increase. But 

we also expect – and work towards 

– increasing the number of tradi-

tional services alongside new LCC 

services,” he said.

The financial crisis alongside 

the bankruptcy of Copenhagen’s 

second largest customer Sterling 

Airlines in October 2008 resulted 

in a 10 percent drop in traffic. The 

airport has already managed to 

get two new home base carriers, 

Norwegian Air Shuttle and transa-

via.com, to replace Sterling and 

Copenhagen expects to recapture 

most of the lost traffic during 2009. 

Like most airports, Copenhagen 

has an incentive framework for 

new routes. It is not represented 

Around 28% of 
Copenhagen’s traffic is 

currently transfer traffic. 
After a couple of year’s 

growth in the number of 
locally departing passengers, 

the transfer share is 
expected to stabilise in the 

25-30% range.

Peterson: “We have a lot of planned 
projects for the next 10 years. These 
include a new pier CPH-Swift – with 
effective handling of passengers and 
aircraft, and continued expansion of Pier C 
and expansion of Terminal 2.”
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in the charges agreement but is, of 

course, available to all airlines en-

tering new routes. “However, our 

current charges agreement does 

encompass an incentive frame-

work for general traffic growth. 

Hence, all airline customers receive 

a kick back bonus check when 

CPH experiences traffic growth,” 

said Petersen.

Regulatory framework

A new regulatory framework will 

take effect as of 1 January 2009; the 

new framework strives to strike the 

balance between transparent and 

cost-related charges while keeping 

the right incentives for the airport 

to develop its activities. Compared 

with the former model, the airport 

and airlines will base negotiations 

on more detailed information – in-

cluding information on service 

levels. “This is a big improvement 

compared to the existing model,” 

said Petersen. “I hope that the CAA 

can continue their good work and 

tie the different ends together to a 

new model that will make it possible 

to release the synergies between 

the airport and our primary custom-

ers, the airlines.”

The aim is to create the right 

incentives for the airport. These 

include the right incentive to keep 

prices competitive, to continue the 

expansion of infrastructure in line 

with increased demand, to deliver 

good quality products to airlines, to 

continuously strive for better per-

formance and higher efficiency and 

develop and innovate the airport in 

order to keep a competitive edge.

Investment programme

 “We have a lot of planned 

projects for the next 10 years. 

These include a new pier CPH-

Swift – with effective handling of 

passengers and aircraft, and con-

tinued expansion of Pier C and 

expansion of Terminal 2. A new 

busgate terminal and the develop-

ment of the eastern area primarily 

for cargo and logistic facilities are 

also planned,” said Petersen.

There are also plans to add more 

taxiways and high-speed exits to 

the runway system. The baggage 

delivery facilities and the baggage 

storage will also be expanded. 

“My vision is to develop CPH to-

gether with our key customers. We 

are in the service business and we 

therefore have a huge responsibil-

ity to listen and react to the needs 

of our customers – and if possible 

to anticipate the needs before our 

airlines are aware of it,” said Pe-

tersen. “Our customers have dif-

ferent wishes and needs based on 

their different business models. It 

is our responsibility to accommo-

date these needs and wishes as 

far as possible while we maintain 

CPH as one of the best airports 

in the world. One of the roads we 

will be following is developing ba-

sic- and premium-products, which 

we already know from the security 

check, where we have a good ba-

sic product that we have invested 

massively in improving and an even 

better premium product in our fast 

track facilities.”

Another path being developed is 

the collaboration between all the 

partners in the airport that on a dai-

ly basis together provide the travel-

ling experience for passengers. “It 

is my vision that our airport will be 

known for its great collaboration. It 

will contribute to keep high growth 

at CPH and continue to attract new 

routes,” concluded Petersen.

Peterson: “My vision is to develop CPH together with our key customers. We are in the service business and 
we therefore have a huge responsibility to listen and react to the needs of our customers – and if possible to 
anticipate the needs before our airlines are aware of it.” 

Peterson: “We expect 
the number of LCC 
passengers to increase. 
But we also expect 
– and work towards – 
increasing the number 
of traditional services 
alongside new LCC 
services.”
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M
acquarie took a 70% 

stake – which it increased 

to 75% last year – in The 

Brussels Airport Company at the 

beginning of 2005. Van Assche 

describes this as a very important 

event for the airport. “It made a big 

change to the way we were look-

ing at the airport. Macquarie put in 

place a new management team. I 

joined 11 months in and changed 

the structure of the company from 

infrastructure-based to a custom-

er-focused, market-driven and 

results-oriented business. For the 

past 4 years we have been trans-

forming the company,” he said. 

The strategic priority has been the 

need to accelerate traffic growth. 

Van Assche considers growth 

in long haul, low cost and Brus-

sels Airlines, through the Lufthansa 

acquisition, as the potential growth 

opportunities.

The airport has an objective to 

connect with 20 of the 30 largest 

gateways to Europe by 2011 and 

is on track to achieving that aim. It 

currently connects with 12, a fig-

ure that has doubled since 2005. 

“We will connect with 20 by 2011, 

which will put us at a level with the 

other main mid-sized airports in 

Europe,” said Van Assche.

The airport’s proactive approach 

to marketing and route develop-

ment resulted last year in Jet Air-

ways choosing Brussels as its Eu-

ropean hub for services between 

India and North America. Jet Air-

ways operates six routes already 

– three to India and three to North 

America. “The idea is that passen-

gers can do cross connections. 

More than 700.000 passengers 

have been travelling on each of 

the three pairs in 2008 and we are 

working on more connections. The 

long-haul segment has been very 

successful for us. People thought 

the long-haul market at Brussels 

was too thin – we’ve proved it’s 

not,” said Van Assche.

Brussels enjoyed passenger 

growth of 7% in 2007 – with 10% 

growth recorded during the second 

half of the year resulting in over 18 

million passengers. The first half of 

2008 showed similar growth, from 

15% in Q1 to 7% in Q2, however 

slowing down for the remaining 

2 quarters due to the global eco-

nomic slowdown. The airport’s 

route network was extended with 

36 new services, alongside seven 

new airlines and eight new desti-

nations. “We are also a big cargo 

airport and achieved 9% growth 

in cargo tonnes handled last year. 

In 2008, freight traffic and belly 

cargo have been growing healthy 

over the first half, even despite the 

move of the integrator DHL to Leip-

zig in Germany.  So we have done 

very well in both fields and we now 

have a renewed momentum at 

the airport, which should carry us 

through the current difficult times” 

said Van Assche.

Low-Cost Terminal

The airport launched its new 

name and branding in October 

2006. It has since been known as 

Brussels Airport, with the slogan 

‘Welcome to Europe’. “This was 

the kick-off to putting us back on 

the map. We launched three val-

ues for the airport – European, ef-

ficient and welcoming. We want to 

position ourselves as the gateway 

to the capital of Europe,” said Van 

Assche.

The low-cost segment achieved 

the biggest growth the last 2 years, 

in 2007 – the number of low-cost 

carrier passengers doubling to 

600,000 and to more than 1.1 mil-

lion passengers in 2008. This was 

attributable to the existing LCCs 

extending their route networks from 

Brussels and the arrival of several 

new LCCs, such as EasyJet with 6 

daily flights in 2008.

As part of its strategy, the airport 

is planning a dedicated low-cost 

facility. “It is designed to lower their 

operational costs, offer fast turna-

round times and lower tariffs. It’s 

about being customer-oriented. As 

long as it’s done in a transparent, 

fair way, I think that’s the way to do 

business. We see it as a separate 

airport facility,” said Van Assche.

The facility should be open by 

the end of 2009. It will have a 

separate name, yet to be decided, 

and be marketed separately. “We 

will market it to the public as a 

low-cost airport from which to fly,” 

said Van Assche. “With everything 

– from parking to check-in, border 

control, shopping, baggage han-

dling – we are looking at current 

standards and at the standards the 

airlines and passengers need and 

trying to differentiate them as much 

as possible. We call it the ‘value 

seekers’ segment. People are will-

ing to travel more than two hours 

to fly low-cost, which increases the 

airport’s catchment area. The key 

is that low costs develop the mar-

kets,” he said.

Existing, currently unused facili-

ties will be renovated for the low-

cost terminal. There will be minimal 

facilities and services, but there will 

be shopping and F&B. “We talked 

to relevant potential customers and 

asked what they want and what 

they need. We will only invest what 

is needed,” said Van Assche. 

Brussels Airport has enjoyed no-

table success with its proactive ap-

proach to route development.  2009 

promises another exciting year 

for the airport thanks to its many 

projects and plans. Exciting but at 

the same time very challenging!

Brussels Airport creating 
‘new momentum’
Brussels Airport employs a proactive partnership approach to marketing and route development. It is a 
strategy that, coupled with the new branding launched in October 2006, has put the airport firmly back on 
the map. Wilfried Van Assche, CEO, The Brussels Airport Company, spoke to Ross Falconer.

The strategic priority has been the need to accelerate traffic growth. Van 
Assche considers growth in long haul, low cost and Brussels Airlines, 
through the Lufthansa acquisition, as the potential growth opportunities.
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Bristol International 
unveils future 
development plans
Bristol International Airport has plans to expand its existing infrastructure and develop facilities to enhance 
the airport experience for its passengers. It is also committed to addressing the climate change challenge 
and is promoting the use of public transport to access the airport, as Robert Sinclair, CEO, Bristol 
International Airport, told Ross Falconer.

I
n October, local community rep-

resentatives were given a first 

glimpse of what Bristol Interna-

tional’s plans for the future devel-

opment and enhancement of the 

airport could look like. The quarter-

ly meeting of the Airport Consulta-

tive Committee viewed computer 

generated images of a proposed 

terminal extension.

The proposed development 

would enable the airport to handle 

10 million passengers a year by 

2016 (compared to just under six 

million in 2007). To achieve this, the 

current passenger terminal will be 

extended to the east and west, with 

other development concentrated 

on the north side of the airport site.

“We plan on a three-year time 

horizon. Putting the application 

in and getting a decision is an 

18-month to two and a half year 

process. Then phased develop-

ment will follow,” said Sinclair. “The 

new terminal is designed for two 

million passengers; we’re putting 

through six million this year. It’s 

like putting a quart through a pint 

pot. The challenge is to maintain 

service level and make the terminal 

more passenger-friendly.” 

Other proposals include apron 

extensions connected to the en-

larged terminal building by walk-

ways, eliminating the use of airside 

buses for the majority of flights; ad-

ditional car parking; an improved 

passenger pick-up and drop-off 

zone; a new fuel farm, with an 

underground storage option be-

ing considered; and new office 

accommodation. Work continues 

on the detailed proposals and sup-

porting studies required as part of 

a planning application.

Investing in public transport

One of the biggest challenges 

facing the airport is managing 

growth given the increased impact 

of climate change. “The perception 

is that the impact is greater than it 

really is; we have to work out how 

to overcome that,” said Sinclair. 

“How to make use of the public 

transport system is another chal-

lenge. It is very basic here and we 

have to be innovative.”

The issues of climate change 

and the road infrastructure are 

those most frequently fed back to 

the airport by local residents and 

politicians. Ensuring good steward-

ship of a successfully run business 

means success for stakeholders. “I 

am personally committed to reduc-

ing coaching and bussing opera-

tions on the apron. As an airport, 

we can reduce vehicle movements 

on the apron. The other thing we’re 

committed to is promoting public 

transport, building on the success 

of our Flyer express coach serv-

ice,” said Sinclair.

The target is for 15% of pas-

sengers to arrive at the airport via 

public transport – though that is a 

tough target. Bristol International 

Airport is committed to investing 

in this area. A guided bus service, 

with a dedicated route to the air-

port, is being discussed in Bristol.

Bristol International’s ‘Flyer’ ex-

press coach service carried over 

500,000 passengers between the 

airport and the city centre in the 

12 months to December 2008 – a 

22% rise year-on-year.

Room to grow

Bristol is the second wealthiest city 

in the UK after London and the 35th 

wealthiest in Europe. The airport is, 

consequently, finding that new routes 

are filling up. Services to Germany are 

considered a great opportunity, while 

long-haul eastbound traffic is another 

target. “We have demonstrated that 

we can handle long-haul westbound 

– Continental’s flights have high load 

factors,” said Sinclair.

Low-cost services are also very 

important to Bristol International. 

Ryanair opened its Bristol base in 

November 2007; its investment in 

two based aircraft is expected to 

have generated one million passen-

gers, 1,000 jobs and a visitor spend 

of £250 million (€290m) by the end of 

2008. Ryanair and easyJet account 

for a significant proportion of Bristol 

International’s traffic, but there is still 

room to grow.

Sinclair’s vision for the airport in five 

to 10 years time is a throughput of 10 

million passengers, which will he said 

“deliver routes, facilities and experi-

ences that passengers want”.

Sinclair: We’re putting through 
six million passengers this 

year. It’s like putting a quart 
through a pint pot. The 

challenge is to maintain service 
level and make the terminal 

more passenger-friendly.” 

Other proposals include apron extensions 
connected to the enlarged terminal building 

by walkways and eliminating the use of airside 
buses for the majority of flights.
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