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From recovery to connection: now comes the Connected Traveler

2023 > 2026
Recover Expand Convert Explore Adapt Predict Connect
Post-COVID From trinity to The fight for New growth Geopolitical Data and Al in The Connected
reset pentarchy relevance frontiers resilience action Traveler

Adapt to returning : Bring airlines and Tailor offers and Identify where to play : Build resilience to Use data and Al to Connect pentarchy
traffic, shifting media partners into experiences to and how to win in geopolitical anticipate traveler partners, data and Al
travel flows and maximize dwell time India and the wider disruption, shifting needs and guide across the traveler

changing shopper

needs

the airport-retailer-
brand ecosystem

and convert more
footfall into
purchases

APAC region

travel flows and
changing demand
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journey to drive travel
retail growth

The Connected
Traveler: How Al turns
data into travel retail
growth
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Our Connected
Agenda Traveler Radar

-YoX:! 800

' |_.|—' international

Win the Connected Traveler journey travelers surveyed

— 20+
D‘l] expert

Turn fragmented data into shared intelligence MSREE

100+

|H"I non-travel retail
benchmarks

Mobilize the ecosystem to scale commercial value

Consumer research in
collaboration with
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The Connected Traveler
arrives with a shortlist shaped
by Al and social media, uses
the store to experience and
decide, and stays connected
beyond the purchase.

Let us follow the Connected
Traveler along this journey.
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The Connected Traveler journey goes beyond the airport

Before travel At the airport Next journey

B e —— ) —

DISCOVER DECIDE EXPERIENCE CONVERT RETAIN
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Earn a place on the traveler’s shortlist

Discover

39%

Al-influenced purchase
decision

42% Gen Z121% Gen X

#1

Social media is the leading
discovery channel

Al-native commerce

ama;on Uses Al to personalize
S— discovery, making users >60%
more likely to purchase
Al-led discovery
’ Adapts content, products and
LOREAL brand visibility for Al
discoverability
s 2 Social advocacy

Scale to ~300k creators and
50% media spend on social —
main driver for Al-visibility



Turn the shortlist into a deeper consideration

Decide

4 1 0 Used Al or social to 4 0 Compared airport prices to
(O compare and choose (O online / downtown
Recommends products

tailored to shopper’s
beauty profile

® zalando

Visualizes clothing fit
on a personalized 3D
avatar

®TARGET

Shopping app inside
ChatGPT for Al-native
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Prepare the physical store for demand and optimize live

Experience

Equip staff with
Al-insights

Guide staff with live product,
stock and traveler intelligence

Selected examples

LOWES
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Prepare operations
for demand

Adapt staffing, inventory, and
promotions to expected demand

aa
RITUALS...

THE BODY SHOP

ESTEE LAUDER

Measure & optimize
execution

Leverage footfall, dwell and
behavior insights

q‘d}d\qs GYMSHARK >

Have you used a
digital or Al-enabled
in-store experience?

CURRENT ADOPTION

50%

Already have

\

FUTURE INTEREST

82%

Would like to in future



Convert by adapting fulfililment to time and place

Convert

6 8 % of airport buyers are receptive to both Al-assisted transactions and reserve & collect

Al-enabled purchase Journey-aware fulfillment
@ ChatGPT I I
|§H Traveler confirms order Q.  Purchase is confirmed
I I
Al completes purchase Order routed to airport partner
I I
%  Merchant fulfills order 5 Collect in-store / deliver to gate
o . m m LU llac
Googdle §Qwen 5% BER adani blinkit puerirPORTS
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Carry traveler memory forward through frontier loyalty

Retain
8 6 O/ would join a free loyalty program 1 Personal discounts are the strongest value exchange
O recognized across airports and airport shops for data sharing
Personalize through Al-memory Re-engage in anticipation Extend loyalty across partners
For consented consumers, leverage saved Predict next buying moment and initiate Provide a single loyalty identity with benefits
preferences and real-time context to deliver timely outreach to encourage follow-on across multiple brands, retailers and
hyper-personalized recommendations purchase on next trip partners
oe

&) ChatGPT flormnar #@s  T-ELEVEN

Professional [Mle[=RVe] ’,/ : \“ @

°“'“°’s°“'°“’{.l‘°:r‘:;:. s‘ STARBUCKS

Al-memory Predict repeat purchase Tom One identity across partners

for you

ChatGPT builds consumer
memory across conversations
unlocking true personalization

In Hong Kong and Singapore,
yuu is one loyalty currency
across selected brands

Uses purchase history and
predictive Al to time
personalized content

Membership code
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https://learn.chatgpt.com/docs/personalize
https://learn.chatgpt.com/docs/personalize
https://pleasepoint.com/en/resources/case-study-flormar/case-study-flormar-revolutionizes-loyalty-predictive-ai-higher-average-ticket
https://pleasepoint.com/en/resources/case-study-flormar/case-study-flormar-revolutionizes-loyalty-predictive-ai-higher-average-ticket
https://pleasepoint.com/en/resources/case-study-flormar/case-study-flormar-revolutionizes-loyalty-predictive-ai-higher-average-ticket
https://www.dfiretailgroup.com/en/our-businesses/yuu/
https://www.dfiretailgroup.com/en/our-businesses/yuu/
https://www.starbucks.com.hk/en/starbucksyuu

Travel retail sees demand coming, fragmented data limits value

The advantage The challenge
Tomorrow'’s travelers are already visible. Data remain isolated across the ecosystem.
v ANY D — H I

+ & a8 a 4
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Shared intelligence links the traveler journey to the organization

CONNECTED Q — @ — B > B —5 QO

JOURNEY

DISCOVER DECIDE EXPERIENCE CONVERT RETAIN
ANTICIPATE DEMAND SENSE CHANGE PRIORITIZE ACTION LEARN
Expected mix, missions, Material shifts in flow, price, Highest-value changes to Incremental effect on
SHARED timing and dwell availability and exposure offer, stock, service and conversion, spend,
INTELLIGENCE media availability and margin

O @ & o
" AN <z X VY

TRAVELER CENTRIC
ORGANIZATION

R A

A| Shape the Optimize |\°/| Operate on T Monetize
Nl proposition the offer [3 forward demand 0 attention
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Build shared intelligence to shape better commercial decisions

PROPRIETARY STAKEHOLDER DATA .

'ﬁ;’im
/
\

Traveler Airline Airport Retailer Brand Media

— Demographics — Itinerary — Timetable — Assortment — Demand spaces — Exposure

— Needs . — Passenger mix . — Gate i — Price . — Product . — Attention

— Behavior — Delays — Dwell — Promotion — Engagement — Response

@ Brandwatch  @PVISA EXTERNAL SYNDICATED INTELLIGENCE L cirium @ ForwardKeys
"""""""""""""""""" an GMADEUS company

@ SHARED INTELLIGENCE TO ANSWER COMMERCIAL QUESTIONS

il Demand forecasting (5 Next-best action EJ Reinforcement learning
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https://www.brandwatch.com/products/consumer-research/features/
https://www.brandwatch.com/products/consumer-research/features/
https://pub-mediabox-storage.rxweb-prd.com/exhibitor/document/exh-e5594192-db82-43ad-8573-295978d093e8/53f5acf6-8e78-4ec9-b9d8-eb0ebb73bd73.pdf
https://pub-mediabox-storage.rxweb-prd.com/exhibitor/document/exh-e5594192-db82-43ad-8573-295978d093e8/53f5acf6-8e78-4ec9-b9d8-eb0ebb73bd73.pdf
https://www.mastercard.com/global/en/business/insights-intelligence/economic-market-insights/solutions/tourism-insights.html
https://www.mastercard.com/global/en/business/insights-intelligence/economic-market-insights/solutions/tourism-insights.html
https://www.cirium.com/data/flight-schedules/
https://www.cirium.com/data/flight-schedules/
https://www.cirium.com/data/flight-tracking-status/
https://www.cirium.com/data/flight-tracking-status/
https://www.amadeus-hospitality.com/solutions/travel-intelligence/traveler-statistics/
https://www.amadeus-hospitality.com/solutions/travel-intelligence/traveler-statistics/
https://www.amadeus-hospitality.com/solutions/travel-intelligence/traveler-statistics/

Leading players already translate shared intelligence into impact

COMMERCIAL _ _ _
QUESTION Does media exposure increase sales of the brand at the retailer?

BRAND MEDIA RETAILER

Purchase data

Link exposure to actual
purchases to measure
incremental sales

Campaign exposure data

Match brand’s audiences with
viewers and measured
advertising exposure

First-party audience data

Identify relevant audiences for
beer drinks with travel occasions
and timing

Shared data |

collaboration = —__ g S22 —
THTHE THTHE THTHE
OUTCOMES i
TTT Incremental sales @ Improved media ROI
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https://www.itvmedia.co.uk/success-stories/heineken%2C-tesco-%26-itv
https://www.itvmedia.co.uk/success-stories/heineken%2C-tesco-%26-itv
https://www.itvmedia.co.uk/success-stories/heineken%2C-tesco-%26-itv
https://www.infosum.com/case-studies/itv-and-tesco-drive-189-sales-uplift-for-heineken
https://www.infosum.com/case-studies/itv-and-tesco-drive-189-sales-uplift-for-heineken
https://www.infosum.com/case-studies/itv-and-tesco-drive-189-sales-uplift-for-heineken
https://www.infosum.com/case-studies/itv-and-tesco-drive-189-sales-uplift-for-heineken
https://www.infosum.com/case-studies/itv-and-tesco-drive-189-sales-uplift-for-heineken
https://www.infosum.com/case-studies/itv-and-tesco-drive-189-sales-uplift-for-heineken
https://www.itvmedia.co.uk/success-stories/heineken%2C-tesco-%26-itv
https://www.itvmedia.co.uk/success-stories/heineken%2C-tesco-%26-itv
https://www.itvmedia.co.uk/success-stories/heineken%2C-tesco-%26-itv

Data sharing scales through clear value proposition for partners

Three commercial models for data sharing

Pay

Buy privileged intelligence

> Pay for access
> Pay for usage
> Pay for activation

> Pay for outcome

a\mag on Buy shopper signals to identify
P households and activate targeted

campaigns
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Exchange
Share complementary assets

> Exchange audience data
> Exchange loyalty data
> Exchange transaction data

> Exchange demand data

Walmart ):( Combine retailer sales data with
pa brand insights to reduce inventory
PG and accelerate replenishment

Co-Invest
Fund data capability together

> Share operating cost
”> Share technology cost
> Share data insights

> Share commercial returns

¥rCarrefour Jointly fund and operate a shared
retail-media and data platform at

%% fpublwqu scale


https://advertising.amazon.com/library/case-studies/lego-india
https://advertising.amazon.com/library/case-studies/lego-india
https://isoncc.weebly.com/uploads/1/0/1/0/10105517/how_wal_mart_adds_value_by_is.pdf
https://isoncc.weebly.com/uploads/1/0/1/0/10105517/how_wal_mart_adds_value_by_is.pdf
https://www.publicisgroupe.com/sites/default/files/press-releases/2023-06/Press%20Release%20Carrefour%20Group%20and%20Publicis%20Groupe%20launch%20Unlimitail.pdf
https://www.publicisgroupe.com/sites/default/files/press-releases/2023-06/Press%20Release%20Carrefour%20Group%20and%20Publicis%20Groupe%20launch%20Unlimitail.pdf
https://www.unlimitail.com/news/unlimitail-supports-carrefour-services-in-launching-its-retail-media-offering
https://www.unlimitail.com/news/unlimitail-supports-carrefour-services-in-launching-its-retail-media-offering

Every ecosystem player has a distinct role.
How can you start now?

N | = ——— R — _“E o~ R~ ‘ -
-s\;.\ \ 1 el
o y
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Pentarchy players unlock growth by connecting the journey

Airports

Share passenger-flow and
provide the physical estate for
partners to scale innovation

Carriers

Share booking, loyalty and
traveler insights for early
visibility into traveler demand
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Airports

4

A

Carriers

AT
Brands
3«

Digital & Media
14 —
Traveler

{
oOnp
Retailers

Brands

Create early desire and
make offers discoverable in
Al and social media

Digital & Media

Display personalized
content across the journey
and measure media ROI

Retailers

Translate demand into
relevant Al-augmented retail
experiences



Thank you

Alex Liu Victor Dijon
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San Francisco Zurich

+1 310 975 9667 +41 799 478 169

Alex.Liu@kearney.com Victor.Dijon@kearney.com

Fabian Lux Lea Hubsch Rene Ceipek
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+49 +33 698 195 319 +41 796 820 269
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Paris Munich

+33 612 483 267 +49 175 265 9389

Dag.Rasmussen@kearney.com German.Slobodenyuk@kearney.com

For 100 years, Kearney has been a leading management consulting firm and trusted partner to three-
quarters of the Fortune Global 500 and governments around the world. With a presence across more
than 40 countries, our people make us who we are. We work impact first, tackling your toughest
challenges with original thinking and a commitment to making change happen together.

By your side, we deliver—value, results, impact.
www.kearney.com

Stay connected with Kearney

in/ (O] 7] [43) (&

This document is exclusively intended for selected client employees. Distribution, quotations and duplications — even in the form of extracts
— for third parties is only permitted upon prior written consent of KEARNEY.

KEARNEY used the text and charts compiled in this report in a presentation; they do not represent a complete documentation of the presentation.
Some images in this document may have been created, in whole or in part, with the assistance of generative Al tools.
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https://www.linkedin.com/company/kearney
https://www.instagram.com/kearneyofficial/
https://twitter.com/Kearney
https://youtube.com/KearneyOfficial
https://www.facebook.com/Kearney/
https://www.linkedin.com/company/kearney
https://www.instagram.com/kearneyofficial/
https://twitter.com/Kearney
https://youtube.com/KearneyOfficial
https://www.facebook.com/Kearney/

Earn a place on the traveler’s shortlist

Discover

Al-native commerce

O Al- or social media influenced Social media is the leadi
purchase decision oclal media 1S the feading
O discovery channel

72% Gen Z143% Gen X

Al- & social-led discovery

s ¥
d Tiktox ~ o i

Traveler shortlist

amazon
~—"

Uses Al to personalize
discovery, making users >60%
more likely to purchase

Al-led discovery

@ ChatGPT : @ ChatGPT LOREAL Adapts content, products and
(1 ° brand visibility (GEO) for Al
m flying London ‘ . -
o el s ol . discoverability
Dubai. lh 90 .-
) r1a1linut:}slfe | h Fragrance v
Whatcanldo? » l
Dubai airport isgreatfor 3 things actually m 3 SOClaI advocac
duty-free shopping. Based (¥ worth buying during VAL @@ ;e% y
onyour preferences, you aDubai layover , R < iﬁ' .
COU[df;SLonr:-these W ! Sunglasses v/ ‘g’ﬁ&\é@_ Vaseline’s success led UL to
§ o Zc(:)%/le to c~j'300k crgators a_n(?
1. F lusi media spend on socia
h P;z;gl];;:;lce exclusive > a Q UN.QWW o p
842
___ Luxury sunglasses | Chocolate v
/. i Selection & pricing —
@travelwithlara » e an ene
= Premium chocolate Dubai airport shopping hits 12K AI 'VlSlbl I |ty
\\ | Exclusive different ‘+ #dubailayover L : .
— #traveltips % Profound Al visibility intelligence — social
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(14%) and third-party (48%)
content matter most



Turn the shortlist into a deeper consideration

Decide

4 1 O/O Used Al or social to

compare and choose

@ ChatGPT

i 2 Help me decide on
(| 185 B fragrance for my trip
AL to Hong Kong.

Here’s a comparison based
on your preferences:
Chanel
Travel Retail Exclusive

é\ﬁilflgle Terminal 2
4.7 (1,200 reviews)

- Tom Ford

=

if

rs

Airport exclusive
Available Terminal 1
KHXEKX 46 (850 reviews)

Dior

Collection

é\’/(a*il;(agle Terminal 2
4.5 (430 reviews)

Which option fits me? >

21 KEARNEY

> B 6 A

il

0 Compared airport prices to
(O online / downtown

Is this a Dubai exclusive?

Is the price lower than downtown?

Is it available at my terminal?

Summarize the reviews

Which is the best option for me?

Recommends products
tailored to shopper’s
beauty profile

® zalando

Visualizes clothing fit
on a personalized 3D
avatar

OTARGET

Shopping app inside
ChatGPT for Al-native
discovery and purchase



Convert by adapting fulfililment to time and place

Convert

6 8 % of airport buyers are receptive to both Al-assisted transactions and reserve & collect

Al-enabled purchase Journey-aware fulfillment

© chatept l |
e [ Traveler confirms order Q. Purchase is confirmed
'( o | like it. Finalize the

«? purchase for me.

ﬁ YSL Libre Al completes purchase Order routed to airport partner
Travel Retail
Exclusive I I
@ Best price at SIN Aot %  Merchant fulfills order 5 Collect in-store / deliver to gate
v/ In stock at Terminal 3
v/ Reserve & pay now \l/ \l/
S Google fpQwen TIAY =M adani  blinkit RECEE
|‘j Confirm purchase g wen . 32* ’ Taobao.com DU BAIRPORTS
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