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The Opportunity



How to increase passengers’
shopping spend

Airport revenue
opportunity:

.. by optimizing passenger communication platforms,
positioning, & surveys

Easy
To unlock this opportunity Reduced Easy access to Planning of

we tap into 3 passenger needs : stress levels WaylluCiiE My journey




Aps and wayfinding
services alone
does NOT
in itself maximize
PAX sales
& satisfaction.
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For every 1% increase
in passenger satisfaction,
non-aeronautical revenue increases by 1.5%

Based on a survey of 500,000 passengers
at 300 airports of different sizes worldwide in 2016.
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The Passenger Need



Supporting the whole passenger journey

— with a sales maximizing Twist

PLANNING, PACKING AND TRANSFER AIRSIDE FLIGHT
PLANNING PARKING & PRE-ORDER GRAB A TROLLEY WAYFINDING: PRE-ORDRES STRESS-FREE DINING & SHOPPING PERSONAL FLIGHT INFORMATION INAIR

Security check

HIGH

STRESS-LEVEL

LOw

Personal flight

updates (realtime)

Great wayfinding
services
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RUSSEEIN G Promotions that generates
enerate more
] even more sale
passenger sales

ITS SOLUTION : TOTAL EXPERIENCE - DATA & INSIGHTS




DESIGNING A

SEAMLESS TOTAL
EXPERIENCE

ACROSS PLATFORMS

... ENSURING THAT

CUSTOMERS EXPERIENCE
EXCELLENCE

ACROSS ALL TOUCHPOINTS




The Approach: 5 building blocks



The 5 building blocks
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OBJECTIVE

Always ensure reliable wayfinding and ease-of-use
for passengers.

‘ intellige ntTrack” ™™



° ° Sensor fusion technology with a focus on geomagnetic
The 5 building blocks

OBJECTIVE
Ensure passengers always trust

their location on the map is correct.

* intelligentTrack™™""




The 5 building blocks

OBIJECTIVE
Communication and advertising must be relevant by
intelligently targeting
the right passenger, at the right time and location.

‘ intellige ntTrack” ™™



Using Boarding Pass to help pax feel at ease — and to produce data

Z=  Grab this FREE cart
i to help you ..

Board your flight on time ‘i§| SANDIEGO

Easily find your way around < Back

S 2 .' - 2 : - sS4 SARbiEaS &) Phoenix Departure Gate i
QR - Dbarcode (] o AAB25 6:55 AM 349 | ON TIME 1:02pm

onyour

i sanpieso | ON TIME 1:02pm

X

BOARDING
Please go to gate A6

A 11 min

@ Show me to Gate



Personalized User Experience

— Frankfurt-am-Main  Departure
' SK3416 12:10 PM 5 ON TIME

Personal data: S
 Chinese as selected language gl
* Female

* 15t Class seat

* Qantas Airlines

* Flight: QF5674

* Destination: San Francisco
* Intransit

* No frequent flyer program

Context:
e Afternoon

R\

Louis Vuitton Concept Store

* Near Louis Vuitton store D{E R B R Soft
* + 1hr to departure HorizonFh %%

: SAVE 15%
Behavior:

. Pgs'senger searched for “travel bags GO NOW ¥
* Visited other Luxury stores



The 5 building blocks

OBIJECTIVE

To empower ongoing optimization of passenger experience, sales, and

terminal and flow design

* intelligentTrack™™ ™"



The 5 building blocks

OBJECTIVE

To increase passengers digital screen attention
the digital services must be so easily accessible
‘ that passengers can’t avoid using them.
intelligentTrack ™




The Effect



Systems




Passenger Survey Key Stats (From San Diego & Nice Airports) il nteligentTrackc™™

How do you like using
the intelligent trolley?

How helpful do you find
the features on the 4.74

trolley's screen? * * * * *

How helpful do you find
your personal flight info 4.67

on the screen? * * * * *

How helpful do you find
the map on the screen?




4) Passenger Survey Key Stats (San Diego & Nice Airports) W intelligentTrack”'"

33% say the ads on the trolley
screen made them buy something

48% used the map tofinda
commercial outlet

90% say the trolley enhanced
their shopping experience

94% say they will use a trolley next
time they travel from the airport




Documentation for Increased Sales
& Commercial Foot Traffic

PAX data from SAN DIEGO, Nice and Oslo Airports show:
90% said YES Q: Did.the cart make you.r
shopping experience easier?

Q: Did the promotions on the

Avg. 33% _
screen make you buy anything?

Data on the use of free-to-use traditional (non-intelligent)
trolleys in a European 30M passenger airport

Cart users on average buy for
$6-8 more than non-cart users.

20% take 15-20% of all passengers take a cart

a cart
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For every 1% increase
in passenger satisfaction,

Based on a survey of 500,000 passengers
at 300 airports of different sizes worldwide in 2016.

M AIRPORTS COUNCIL
/ INTERNATIONAL




THANK YOU! wall neligentTrack™“"

“lloved the interactive map!” = ey
(Female, 40-49) et

BT

“Very interesting and intuitive
product!”(Male, 50-59)

“It's perfect, don't change
anything” (Male 40-49)

“Perfect trolley, the experience
was awesome” (Male, 40-49)

B so practical when you're alone
with a child”(Female, 30-39)

“It was awesome”
(Female, 40-49)

“Very convenient, especially
for older patrons”(Male, >70)

‘It was very helpful. It's
amazing!”(Female, >70)

“Bravo”(Female, 30-39)

“ intE”igentTrucksystems



THANK YOU!



