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Welcome, and thank you for joining us.

We often think about travel retail as what happens 

between security and boarding. But the opportunity 

to influence a purchase starts much earlier—and 

the relationship with the traveler need not end 

when they leave the airport.

What is new is not simply that travelers are digitally 

connected. It is that AI can help turn their 

preferences and travel context into better 

decisions: which products to recommend, how to 

prepare the store, and how to make the purchase 

fit the time they have available. That is the 

opportunity behind the Connected Traveler.

Our starting question today is therefore not “Where

can we deploy AI?” It is “How can we serve this

traveler better—and turn that into profitable 

growth?”
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Together with TFWA, Kearney has helped frame the 

strategic conversation at each stage of Travel Retail’s 

evolution, from recovery and expanding the ecosystem, to 

the fight for relevance, new growth opportunities, 

geopolitical resilience, and the application of data and AI.

Today, we are at an inflection point. The tools are here, and 

the time to act is now. Travelers are forming preferences 

before departure, making decisions across digital and 

physical touchpoints, and staying connected after the trip. 

Our commercial approach needs to reflect that whole 

journey.

That requires us to be bolder in putting our insights to work: 

connecting partners, data and AI to anticipate a need, make 

an offer more relevant, and give the traveler a reason to 

buy—and return.

Speaker: Alex 

From recovery to connection: now comes the Connected Traveler

The Connected 
Traveler

Connect pentarchy 
partners, data and AI 
across the traveler 
journey to drive travel 
retail growth

Post-COVID 
reset 

Adapt to returning 
traffic, shifting 
travel flows and 
changing shopper 
needs

From trinity to 
pentarchy

Bring airlines and 

media partners into 

the airport-retailer-

brand ecosystem

The fight for 
relevance

Tailor offers and 
experiences to 
maximize dwell time 
and convert more 
footfall into 
purchases

Geopolitical 
resilience

Build resilience to 
geopolitical 
disruption, shifting 
travel flows and 
changing demand

New growth 
frontiers

Identify where to play 
and how to win in 
India and the wider 
APAC region

Data and AI in 
action

Use data and AI to 
anticipate traveler 
needs and guide 
commercial decisions

ConnectExpand Convert AdaptRecover Explore Predict

20262023
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Win the Connected Traveler journey

Mobilize the ecosystem to scale commercial value

Turn fragmented data into shared intelligence

Our Connected 
Traveler Radar 

Consumer research in 
collaboration with

800
international 

travelers surveyed

20+
expert

interviews

100+
non-travel retail 

benchmarks

Speaker: Alex 

Agenda

Our Connected Traveler Radar 

grounds this discussion in a survey of 

800 international travelers in the US 

and Germany, alongside more than 20 

expert interviews and over 100 

benchmarks from beyond Travel Retail.

We'll work through three questions. 

– How can we win across the traveler 

journey? 

– How can shared intelligence improve 

the business behind it? 

– And what should each ecosystem 

participant do to turn that opportunity 

into value? 

Victor, let's start with the Connected 

Traveler.
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The Connected Traveler 

arrives with a shortlist shaped 

by AI 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.

The connected traveler emerges from two shifts coming together: AI is 
changing how consumers make shopping decisions, and businesses are 
gaining the ability to interpret and act on more of the context surrounding 
those decisions.

Digital channels have long helped travelers discover and research products. 
AI adds the ability to bring their needs, preferences and travel circumstances 
into one conversation. A traveler can ask for a gift suited to a particular 
person, within a budget, available at their departure airport. When supported 
by reliable product and availability information, that conversation can turn 
broad inspiration into a practical shortlist. More of the decision can therefore 
develop before the traveler reaches the store. They may arrive with clearer 
preferences and more specific questions. The physical interaction then builds 
on that preparation through product trial, advice and reassurance. 
Commercial value comes when that intervention helps the traveler take the 
next step toward purchase. With permission, useful preferences and 
purchase history can also inform the next journey. Each interaction creates an 
opportunity to make the next one more relevant. 

What makes this significant is the connection between what the traveler 
wants, what their journey allows and what the business can deliver. Creating 
that continuity requires the relevant information to reach the right decision 
while there is still time to act.

Let us follow the connected traveler and see where those opportunities arise.

Speaker: Victor 
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The Connected Traveler journey goes beyond the airport 

DISCOVER DECIDE EXPERIENCE CONVERT RETAIN 

Before travel At the airport Next journey

There are five moments to consider 
across the journey. 

– Discover is about entering the shortlist. 

– Decide helps the traveler compare 
options and narrow the choice.

– Experience builds confidence through 
product trial and human advice.

– Convert makes buying easy, with quick 

checkout and convenient collection.

– Retain uses preferences shared with 
permission to personalize the next 
journey.

We’ll explore how data and AI support 

each moment, starting with how products

earn attention before departure.

Speaker: Victor 
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Earn a place on the traveler’s shortlist 

Traveler shortlist

39%
AI-influenced purchase 
decision 

42% Gen Z I 21% Gen X

Social media is the leading 
discovery channel#1

Discover 

AI- & social-led discovery

At Discover, travel retail needs to earn a place on the traveler’s shortlist before they reach the airport.

Social / AI discovery
– 68 percent of respondents reported discovering or comparing products through AI or social channels on their last trip. 

Discovery channel
– Social media led discovery at 45 percent, 
– followed by booking-linked offers at 41 percent, 
– AI recommendations at 39 percent 
– Creator content at 34 percent.

Discovery through AI and social channels was particularly prevalent among younger cohorts. Across the combined sample, 72 percent of Gen Z and 73 percent of Millennials reported 
discovering products this way, compared with 43 percent of Gen X.

– Amazon

– Amazon’s Alexa for Shopping works inside its U.S. shopping app and website. It uses customer preferences, shopping history, and conversations across Amazon and Alexa to 

personalize recommendations and compare products.

– Unilever

– Through Vaseline Verified, scientists tested viral product hacks, validated those that worked and challenged those that did not. The campaign generated more than 136 million 

social views in its first three months in 2025

– In April 2026, Vaseline took this further: creator-inspired brow-taming and primer-and-highlighter products launched on TikTok Shop in Thailand and sold out within minutes. The 

progression is useful—consumer behavior informed credible content and then new products.

– At group level, Unilever reports working with approximately 300,000 creators and has announced plans to raise social’s share of advertising spending from 30 to 50 percent. It also 

describes using AI to analyze social conversations across languages and respond faster to emerging demand.

– L’Oréal
– L’Oréal illustrates how brands are preparing for discovery inside conversational AI. In June 2026, it announced a collaboration with OpenAI to strengthen product discovery within 

ChatGPT in the United States, including Lancôme and Kérastase. The announced work focuses on providing enhanced signals for product discovery; commercial results have not 
been disclosed in the announcement.

– Profound 
– Profound helps brands understand how they appear in AI-generated answers—which questions surface their products, which competitors feature and which sources are cited. 
– For consumer packaged goods: 

– 48% branded third-party sources
– 34% earned media
– 14% social platforms
– 2% the brand’s own sources

Speaker: Victor 

Note: Generative Engine Optimization

Social advocacy

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

AI-led discovery 
Adapts content, products and 
brand visibility for AI 
discoverability 

AI-native commerce

Uses AI to personalize 

discovery, making users >60% 

more likely to purchase
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Turn the shortlist into a deeper consideration 

Decide

Visualizes clothing fit 
on a personalized 3D 
avatar

Shopping app inside 
ChatGPT for AI-native 
discovery and purchase

Recommends products 
tailored to shopper’s 
beauty profile

At the Decide stage, the traveler has a shortlist. 

A traveler needs to feel confident about which option is right for them.

Take the illustrative fragrance example on the left. The traveler wants to know: Is this exclusive to my destination? Is it good value 
compared with downtown? Can I find it at my terminal? And what do the reviews actually tell me?

AI can help bring these answers together and relate them to the traveler’s preferences, making the comparison easier and more 
personally relevant.

– Sephora brings the shopper’s beauty preferences into the conversation. Its U.S. ChatGPT pilot, announced in March 2026, allows 
shoppers to ask for advice—for example, help finding a foundation for dry skin. If they choose to link their Beauty Insider account, 
recommendations can draw on preferences in their existing profile. This connects Sephora’s beauty expertise with information the 
shopper has already shared. The relevance at Decide is more tailored guidance: helping someone narrow the options according to their 
individual needs.

– Zalando helps shoppers judge how a product could fit them. Its size recommendations combine product information with purchase and 
return patterns and customer feedback. Shoppers can add their own measurements and fit preferences to make the advice more 
personal. Its Virtual Fitting Room then uses body measurements to create a 3D avatar, allowing customers to compare how different 
sizes of an item could look on their body shape. Zalando reports up to 40% lower return rates in recent Virtual Fitting Room pilots. This 
illustrates how helping customers assess suitability before buying can also reduce costly mistakes after purchase. 

– Target connects product recommendations with ways to obtain the purchase. Through its app in ChatGPT, shoppers can describe what 

they need, receive suggestions from Target’s assortment and build a basket. The experience also lets them choose fulfillment options 

such as Drive Up, in-store pickup or shipping. Although this extends into conversion, its relevance at Decide is that shoppers can 

consider the product alongside how they will receive it. 

For travel retail, personal relevance must connect with the realities of the journey. Accurate product details, exclusivity claims and terminal-
specific availability need to be visible to travelers and accessible to the AI tools advising them, so shoppers can judge both what suits 
them and what they can actually buy on their trip.

Speaker: Victor 

41% Used AI or social to 
compare and choose

Compared airport prices to 
online / downtown 49%

8
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Prepare the physical store for demand and optimize live

Equip staff with 
AI-insights

Prepare operations 
for demand

Measure & optimize 
execution

Guide staff with live product, 
stock and traveler intelligence

Adapt staffing, inventory, and 
promotions to expected demand 

Leverage footfall, dwell and 
behavior insights 

Experience 

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

CURRENT ADOPTION

50%
Already have 

FUTURE INTEREST

82%
Would like to in future 

Speaker: Victor 

At the Experience stage, the physical store needs to deliver on the expectations built 
before arrival. 

AI can help in three ways: equipping staff, preparing operations for demand, and improving 
execution as shoppers move through the store.

Our study shows that 
– 50 percent of airport shoppers used a digital in-store tool or AI advisor on their last trip
– 82 percent had either used one or wanted to try one
– Usage was higher among Gen Z: 61 percent, compared with 38 percent of Gen X.

First, put useful knowledge into the hands of staff.
– Lowe’s rolled out Mylow Companion across more than 1,700 stores. Associates can ask 

questions on their existing handheld devices and retrieve product information, practical 
advice and inventory details while helping customers. 

– MediaMarktSaturn: Staff can ask for feature comparisons or warranty information by voice 
while continuing the customer conversation. 

Second, prepare the store for the demand that is coming.
– Rituals: connects AI demand forecasting with replenishment and production planning. The 

aim is to align product availability with expected demand across stores and distribution 
centers. 

– The Body Shop: uses traffic and performance data to plan staffing around peak periods. 
Estée Lauder’s work with Microsoft adds another dimension, using consumer research and 
trend insights to inform product and marketing choices. 

Third, use actual shopper behavior to improve execution.
– adidas in Dubai used heatmaps to redesign displays and test activations. Its provider, Aura 

Vision, reports 33 percent higher engagement with key product areas.

– Gymshark identified underused changing rooms at its Regent Street flagship and changed 

their location and layout.

Selected examples 

9
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Convert by adapting fulfillment to time and place

AI-enabled purchase 

AI completes purchase

Merchant fulfills order 

Traveler confirms order 

Convert 

68% of airport buyers are receptive to both AI-assisted transactions and reserve & collect

ChatGPT

I like it. Finalize the 
purchase for me.

Confirm purchase

YSL Libre
Travel Retail 
Exclusive

Best price at SIN Airport✓

In stock at Terminal 3✓

Reserve & pay now✓

•••• 4821

Journey-aware fulfillment 

Order routed to airport partner

Collect in-store / deliver to gate 

Purchase is confirmed
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At Convert, the traveler wants to buy. We need to make both the transaction and the handover easy.

For the traveler, two questions matter: Can I buy this easily? And can I get it before boarding?

Our study shows 
– 68 percent of airport buyers are receptive to both AI-assisted purchase completion and reserve and collect

– 27 percent of airport buyers used reserve and collect on their last trip. Another 50 percent had not used it 
but would like to.

– 41 percent of airport buyers had not used an AI assistant to complete a purchase but would like to.
– 52 percent of travelers who walked past airport shops without entering would like to try reserve and collect. This 

suggests an opportunity to engage travelers beyond the physical storefront.

First, bring checkout into the conversation.
– Google has announced checkout within AI Mode and Gemini for participating US retailers. Shoppers can move 

from researching a product to buying it using saved payment details. The retailer remains the seller. 
– Alibaba’s Qwen connects conversational shopping with Taobao and Tmall’s catalogs in China. Since the May 

2026 integration, shoppers can describe a need, compare products, place orders and manage deliveries 
through conversation. The assistant connects directly to the commerce services needed to execute the 
purchase.

Second, get the purchase to the traveler where they are.
– Adani and Blinkit illustrate this at Mumbai Airport’s Terminal 2 domestic departures. A passenger orders 

essentials through Blinkit, and trained staff deliver them to their gate, lounge or another terminal location. The 
passenger can shop without leaving their waiting area. 

– Dubai Airports launched DXB&more with a similar model for duty-free shopping: passengers could order 
products such as fragrance or electronics from their phone, then choose outlet collection or delivery to their 
gate or lounge at selected Terminal 3 gates.

The opportunity is to connect these capabilities: let the traveler confirm the purchase, then fulfill it at a 
place and time that works before boarding.

Speaker: Victor 
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Carry traveler memory forward through frontier loyalty

Retain

Personalize through AI-memory

For consented consumers, leverage saved 
preferences and real-time context to deliver 
hyper-personalized recommendations 

86% would join a free loyalty program 

recognized across airports and airport shops

Personal discounts are the strongest value exchange 

for data sharing

Speaker: Victor 

At Retain, the aim is to make sure the next journey does not start from zero. A traveler may return months later, through a different airport and with a different shopping mission. 

With their permission, what we learned about their preferences and previous purchases should help make that next interaction more relevant.

Our study shows

– 86% would consider joining a free loyalty program recognized across airports and airport shops. This includes 48% who would definitely join and 38% who would join if 

the benefits were right. The opportunity is substantial, but the benefits matter.

– Among those open to joining, 60% selected personal discounts as a benefit worth sharing data for. Other valued benefits included lounge or fast-track perks at 41%, points 

across airlines and shops at 38%, and personalized recommendations for their destination at 34%. Travelers see value in savings, convenience and relevance.

– The relationship already continues after departure. Among airport buyers, 46% reported buying the same product again at home, online or in a local store, while 54% had 

planned to buy the same product at an airport on their next trip. This suggests an opportunity to influence where the next purchase happens.

The three examples show how businesses can respond to these expectations.

– First, personalize with AI memory. With memory enabled, ChatGPT can carry saved preferences and useful context from earlier conversations into later interactions. Users control 

memory through their personalization settings. OpenAI documentation

For Travel Retail, an illustrative application would be combining a remembered fragrance preference with a destination or budget shared for the next trip. The recommendation can 

then build on what the traveler has already explained. Our finding that travelers use AI to locate products again makes this continuity commercially relevant: the assistant may help 

shape the next purchase as well as the first.

– Second, re-engage when another purchase becomes relevant. Flormar’s work with Pleasepoint shows how purchase history and predictive AI can inform product 

recommendations, replenishment triggers and the timing of personalized emails. The system supports communications across the customer lifecycle, including reactivating 

customers who have stopped purchasing. Pleasepoint reports that 69% of club members make a second purchase, and that members spend 47% more per transaction than 

nonmembers. These are vendor-reported program results, which do not isolate AI’s incremental effect. Pleasepoint case study

For Travel Retail, the application would be to connect a likely replenishment need with the next known trip and a practical purchase option.

– Third, extend loyalty across partners. In Hong Kong, Starbucks and 7-Eleven participate in yuu, connecting purchases across selected brands through a shared loyalty currency. 

Starbucks customers can also link their yuu and Starbucks Rewards accounts to earn both points and Stars on eligible purchases. DFI Retail Group, Starbucks. In Travel Retail - 

Club Avolta already connects loyalty across participating airport shops and dining outlets in multiple locations. Its partnership with Air Canada’s Aeroplan extends that connection into 

airline loyalty.

– The priority is to make remembered preferences useful when the next need arises—and give travelers a clear benefit for continuing the relationship.

Re-engage in anticipation  

Predict next buying moment and initiate 
timely outreach to encourage follow-on 
purchase on next trip

#1
Extend loyalty across partners

Provide a single loyalty identity with benefits 
across multiple brands, retailers and 
partners 

AI-memory

ChatGPT builds consumer 
memory across conversations 
unlocking true personalization

Predict repeat purchase 

Uses purchase history and 
predictive AI to time 
personalized content

One identity across partners 

In Hong Kong and Singapore, 
yuu is one loyalty currency 
across selected brands
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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
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Travel retail sees demand coming, fragmented data limits value

Speaker: Victor 

We have heard of the opportunities of AI and data in 

the connected traveler journey. 

Now this brings us to the question of how do it. 

TR has a distinctive advantage: tis industry sees 

demand coming. 

Flight schedules and passenger information provide 

advance visibility into who may arrive, where, and when. 

That gives time to prepare the offer, the stock, and the 

people. 

But the challenge is useful information sits across 

airlines, airports, retailers, brands, and media 

partners. 

The question is how to connect enough of those separate 

views to act before the opportunity passes.

The challenge

Data remain isolated across the ecosystem.

Airline Airport Retailer Brand MediaWhat volume and quality of traffic arrives?

The advantage

Tomorrow’s travelers are already visible.

12
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Shared intelligence links the traveler journey to the organization

CONNECTED 
TRAVELER
JOURNEY

DISCOVER DECIDE EXPERIENCE CONVERT RETAIN

SHARED
INTELLIGENCE

TRAVELER CENTRIC 
ORGANIZATION

Shape the 
proposition

Optimize
the offer

Operate on 
forward demand

Monetize
attention

ANTICIPATE  DEMAND

Expected mix, missions, 
timing and dwell

SENSE CHANGE

Material shifts in flow, price, 
availability and exposure

PRIORITIZE ACTION

Highest-value changes to 
offer, stock, service and 
media

LEARN

Incremental effect on 
conversion, spend, 
availability and margin

Speaker: Victor 

Shared intelligence connects what is happening in the traveler’s journey with what the business needs to do about it.

The information needed to improve a decision often sits with another participant. An airline has visibility into the arriving 

passenger mix. The airport knows the gate, passenger flows and available dwell time. The retailer knows stock and 

sales. A brand knows which campaign is running. Connecting these signals allows teams to act on a shared view of the 

commercial opportunity.

The four capabilities in the middle describe how that works.

– First, anticipate demand. The question is who is likely to arrive, what they might need and where there is an 

opportunity to serve them. The report illustrates this with an expected wave of premium-cabin passengers arriving 

near a particular gate while a premium-beauty campaign is live. Combining the journey information with relevant 

purchasing patterns and current stock could indicate stronger beauty demand than the store would normally expect. 

That gives teams a reason to prepare inventory and adviser coverage before travelers arrive.

– Second, sense change. That initial expectation needs to evolve as conditions change. A gate switch can move the 

opportunity to another location. A delay can change the time available to shop. A stock-out can make an advertised 

offer impossible to fulfill. Shared intelligence helps identify which changes are commercially material and which 

decisions need updating. Timing matters here. Several days ahead, a demand signal can influence inbound stock or 

staffing. A few hours ahead, it may trigger replenishment or redeployment. Close to boarding, the remaining options 

might be a nearby offer or a more convenient collection point.

– Third, prioritize action. AI can help evaluate the available responses against expected demand, stock, service 

capacity and margin. In the beauty example, the recommendation could be to bring forward priority stock, add 

adviser coverage and activate nearby media. Those actions need to work together: attracting more shoppers only 

creates value if the product is available and the team can serve them. This is where the intelligence reaches the 

organization at the bottom of the slide. It informs the offer, the operating plan and media activation. Over time, 

recurring patterns can also reveal opportunities to reshape the proposition.

– Fourth, learn. We need to establish whether the intervention changed the commercial outcome. Did conversion 

improve? Did availability increase? Did additional sales generate enough margin to justify the extra resources? The 

comparison needs to account for the fact that a more valuable passenger mix might have increased sales anyway. 

Across all four capabilities, partners need agreed definitions, permitted uses and clear responsibility for acting. Many 

planning decisions can use aggregated passenger or cohort information; individual identity is only relevant where the 

decision requires it and appropriate permissions exist.

The outcome then feeds back into the next forecast and recommendation, helping teams refine which interventions 

work, for which travelers and under which conditions.

13
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How does shared intelligence work? It starts with a commercial question.

Take something simple: What should we put in front of tomorrow’s passengers? To answer that, we need to understand who is traveling, what they 

might want, how much time they have and what we can actually offer.

Each stakeholder contributes a different part of that picture.

The traveler brings needs, preferences and shopping intent, expressed through searches, saved products or information they choose to share. The 

airline contributes itinerary, passenger mix and disruption updates. The airport adds gate, passenger flows and estimated dwell time, helping 

establish where and when shopping is possible.

The retailer contributes assortment, prices, promotions, stock availability and transactions. Brands add product knowledge, customer needs and 

engagement insights. Media partners contribute exposure and response data, helping us understand which messages attract attention and prompt 

action.

External intelligence adds a wider view of consumer interest, spending and future travel demand. The logos on the slide represent 

complementary inputs:

– Brandwatch analyzes public online conversations, including social posts, reviews and forums. It can reveal emerging product trends, sentiment 

and topics gaining momentum. For Travel Retail, this could help identify growing interest in a beauty product or gifting occasion before it becomes 

visible in local sales. Brandwatch Consumer Research

– Visa and Mastercard provide aggregated, depersonalized spending insights. Depending on the product and market, these can show spending 

patterns by visitor origin, merchant category, location and period. This helps assess the commercial potential of different visitor groups and their 

category preferences. Visa spending insights, Mastercard Tourism Insights

– Cirium provides flight schedules, routes and capacity information, alongside flight-status updates such as delays, cancellations and arrival times. 

These inputs can help anticipate traffic patterns and adjust commercial activity when operations change. Cirium schedules, Cirium flight status

– ForwardKeys adds passenger-demand intelligence based on actual bookings and forecasting models. Its traveler statistics provide insight into 

expected passenger flows by trip origin, airport, terminal and route, including departing, arriving and connecting passengers. This can inform stock, 

staffing and promotional planning ahead of travel. ForwardKeys / Amadeus Traveler Statistics

The next step is to connect the signals needed for the decision.

Partners need agreed definitions, permissions and responsibility for acting on the result. For tomorrow’s commercial plan, signals could be aligned by 

airport, terminal and time window. Much of that planning can happen at passenger-group level.

AI can then help translate those combined inputs into three practical capabilities:

– Demand forecasting: Estimate which categories are likely to be in demand, where and when.

– Next-best action: Recommend which products to replenish, which promotion to run and when to activate media, taking stock and shopping time 

into account.

– Learning from outcomes: Test whether those actions improve conversion and margin, then use the results to refine subsequent decisions.

Shared intelligence creates value when it changes what we stock, what we show and when we act—with results feeding the next decision.

Build shared intelligence to shape better commercial decisions

Airline Airport Retailer Brand Media

– Itinerary

– Passenger mix 

– Delays 

– Timetable

– Gate

– Dwell

– Assortment

– Price

– Promotion

– Demand spaces

– Product 

– Engagement 

– Exposure

– Attention

– Response

Traveler

– Demographics

– Needs

– Behavior 

SHARED INTELLIGENCE TO ANSWER COMMERCIAL QUESTIONS 

Demand forecasting Next-best action Reinforcement learning

EXTERNAL SYNDICATED INTELLIGENCE

+ + + + + +

Speaker: Victor 

PROPRIETARY STAKEHOLDER DATAPROPRIETARY STAKEHOLDER DATA 
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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/
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Leading players already translate shared intelligence into impact

Let’s make shared intelligence concrete with a brand, a media company and a retailer working together.

Each holds a different piece of the picture: the brand understands its audiences, the media company measures

advertising exposure, and the retailer records purchases. Connecting those signals allows them to assess

whether reaching the right audience actually generates additional sales.

Heineken, ITV and Tesco put this into practice around a clear commercial question: did advertising on 

ITVX drive sales at Tesco?

Heineken and its agency selected relevant audiences from the brand’s own customer data, using characteristics

such as age and drinking preferences.

ITV then matched those audiences to registered ITVX viewers. Its data scientists also built lookalike audiences

to reach potential new customers with similar profiles. This supported both engaging existing audiences and 

finding new ones. ITV case study

Tesco supplied the purchase evidence that completed the picture. Campaign exposure was connected with

Tesco Clubcard purchase data to measure sales outcomes. InfoSum reports that the Cruzcampo and Old Mout 

Cider audience segments outperformed control groups. InfoSum case study

The collaboration used InfoSum’s clean room, enabling audience matching and measurement while keeping

the partners’ underlying personal data separate. Each organization contributed the evidence needed to answer

the shared question. InfoSum case study

The reported results were substantial: ITV cites sales uplifts of 189 percent for Cruzcampo and 54 percent

for Old Mout Cider. It also reports an average uplift of 32 percent for Heineken’s 2025 activity under this

approach, year to date at publication. These figures describe measured campaign outcomes. ITV case study

For Travel Retail, this suggests a practical application: a brand, an airport media partner and a retailer could

connect campaign exposure with purchase outcomes, where the data can be matched with appropriate

permissions.

That would help answer which audiences and messages generate additional purchases—and where the next

media investment should go.

Speaker: Victor 

First-party audience data

Identify relevant audiences for 
beer drinks with travel occasions 
and timing

Campaign exposure data

Match brand’s audiences with 
viewers and measured 
advertising exposure

Purchase data

Link exposure to actual 
purchases to measure 
incremental sales

Shared data 
collaboration

BRAND MEDIA RETAILER

OUTCOMES
Improved media ROIIncremental sales

Does media exposure increase sales of the brand at the retailer? 
COMMERCIAL 
QUESTION
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Pay
Buy privileged intelligence

Pay for access

Pay for usage

Pay for activation

Pay for outcome

Exchange audience data 

Exchange loyalty data 

Exchange transaction data 

Exchange demand data 

Exchange
Share complementary assets

Co-Invest
Fund data capability together

Share operating cost 

Share technology cost  

Share data insights

Share commercial returns

Buy shopper signals to identify 

households and activate targeted 

campaigns

Combine retailer sales data with 

brand insights to reduce inventory 

and accelerate replenishment

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

Data sharing scales through clear value proposition for partners

Three commercial models for data sharing Connecting the ecosystem’s data requires a clear commercial reason for each partner to participate.

Pay: purchase access to another partner’s intelligence or capabilities.

– Payment can be linked to access, usage, campaign activation or agreed outcomes. The contributor earns revenue, while the buyer 

gains a capability that improves its commercial decisions.

– LEGO’s collaboration with Amazon Ads in India illustrates this model. In 2023, LEGO wanted to reach relevant audiences for its 

different product themes. Amazon used shopping, browsing and entertainment signals to help build those audiences. For example, 

fantasy-book purchases and fantasy viewing on Prime Video helped identify audiences for LEGO Ninjago. LEGO then reached these 

audiences through video, display and sponsored advertising, using campaign insights to refine its approach. Amazon reports 163 

percent sales growth for LEGO on Amazon as part of the broader 2023 results. That figure reflects the wider campaign and 

business activity; it does not isolate the effect of using shopper signals. Amazon Ads case study

Exchange: contribute complementary assets that create value for both partners.

– Walmart and P&G provide a longstanding example. Walmart contributed store sales and distribution-center inventory data. P&G 

brought consumer research, category knowledge and replenishment expertise.

– Together, these inputs helped P&G determine shipment quantities and timing based on stock levels and expected demand. The 

historical case study reports a three-to-four-day reduction in the time from order generation to delivery to Walmart, alongside 

lower inventory.

– The collaboration also supported assortment decisions. P&G recommended removing 56 weak-selling items and adding 25 

products performing strongly in the wider market. The case reports a 32.5 percent sales increase following those changes. 

This was a separate assortment exercise from the replenishment improvement. Grean and Shaw case study. Both partners had a 

reason to contribute: Walmart gained better availability and lower inventory requirements; P&G gained better demand visibility and 

more effective replenishment. Their complementary information supported decisions that benefited both businesses.

Co-invest: build a shared capability and participate in its commercial returns.

– Carrefour and Publicis formalized this through Unlimitail, their retail-media joint venture launched in June 2023.

– Carrefour contributed retail-media expertise and access to its retail ecosystem. Publicis brought advertising technology through 

CitrusAd and Epsilon. The venture’s offering combined advertising on retailers’ websites, audience activation across external media, 

campaign operations and clean-room capabilities.

– The ambition extended beyond Carrefour: Unlimitail launched with 13 initial retail partners, allowing a common capability to serve a 

broader network. Joint launch announcement

– The commercial logic is that Carrefour develops additional revenue from its retail-media assets, while Publicis expands the 

reach of its technology and services. Joint ownership gives both a stake in the venture’s success.

The model has also extended into travel: in July 2025, Unlimitail announced live retail-media offerings on Carrefour Voyages and 

Carrefour Location, applying the capability to travel-booking and rental websites. Unlimitail announcement

For Travel Retail, the partnership agreement needs to make the value explicit: what each party contributes, which decisions 

improve, and how the resulting revenue or savings are shared.

Speaker: Victor 
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Speaker: Alex 

The opportunity here is to use AI to connect the travel 

retail ecosystem around the traveler, from anticipating 

demand to making relevant offers available at the right 

moment. 

Each of the five players contributes a different piece. Lets 

look at what that is.

Every ecosystem player has a distinct role. 

How can you start now?

17
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Pentarchy players unlock growth by connecting the journey 

Airports

Digital & Media

Retailers

Brands

Traveler

Brands

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

Digital & Media

Display personalized 
content across the journey 
and measure media ROI

Retailers

Translate demand into 
relevant AI-augmented retail 
experiences

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 

Speaker: Alex 

The five players each have a distinct contribution. 

– Brands create the reasons to buy. AI can help identify 

emerging trends and translate them into relevant 

exclusives, gifting propositions and product stories.

– Digital and media channels connect discovery with 

action, helping travelers and their AI agents find 

relevant offers and move toward reservations or store 

visits.

– Retailers then translate expected demand into store 

readiness—aligning inventory, replenishment and 

adviser deployment, and ensuring that product, price 

and availability information is current.

– Carriers bring the pre-trip context. Booking information 

and permitted loyalty signals can help tailor offers 

across booking, check-in and airline apps, giving 

travelers an opportunity to reserve before they arrive.

– Airports can combine flight and passenger-flow signals 

to forecast demand and understand how delays or gate 

changes could affect where travelers go and how long 

they stay.
18
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Thank you. 

We'd welcome your questions.
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Earn a place on the traveler’s shortlist 

Traveler shortlist

68%
AI- or social media influenced 
purchase decision 

72% Gen Z I 43% Gen X

Social media is the leading 
discovery channel#1

I’m flying London 
to Tokyo via 

Dubai. I have 90 
minutes. 

What can I do?

Dubai airport is great for 
duty-free shopping. Based 
on your preferences, you 

could explore these 
options:

ChatGPT

Discover 

AI- & social-led discovery

ChatGPT

Fragrance exclusive
Popular

Luxury sunglasses
Selection & pricing

Premium chocolate
Exclusive

Fragrance

Sunglasses

Chocolate 

✓

✓

✓

3 things actually 
worth buying during 
a Dubai layover 

At Discover, travel retail needs to earn a place on the traveler’s shortlist before they reach the airport.

Our study shows that 68 percent of respondents reported discovering or comparing products through AI or social channels on their last trip. 

Social media led discovery at 45 percent, followed by booking-linked offers at 41 percent, AI recommendations at 39 percent and creator content at 34 percent.

Discovery through AI and social channels was particularly prevalent among younger cohorts. Across the combined sample, 72 percent of Gen Z and 77 percent of Millennials reported 
discovering products this way, compared with 43 percent of Gen X.

– Amazon

– Amazon’s Alexa for Shopping works inside its U.S. shopping app and website. It uses customer preferences, shopping history, and conversations across Amazon and Alexa to 

personalize recommendations and compare products.

– Unilever

– Through Vaseline Verified, scientists tested viral product hacks, validated those that worked and challenged those that did not. The campaign generated more than 136 million 

social views in its first three months in 2025

– In April 2026, Vaseline took this further: creator-inspired brow-taming and primer-and-highlighter products launched on TikTok Shop in Thailand and sold out within minutes. The 

progression is useful—consumer behavior informed credible content and then new products.

– At group level, Unilever reports working with approximately 300,000 creators and has announced plans to raise social’s share of advertising spending from 30 to 50 percent. It also 

describes using AI to analyze social conversations across languages and respond faster to emerging demand.

– L’Oréal
– L’Oréal illustrates how brands are preparing for discovery inside conversational AI. In June 2026, it announced a collaboration with OpenAI to strengthen product discovery within 

ChatGPT in the United States, including Lancôme and Kérastase. The announced work focuses on providing enhanced signals for product discovery; commercial results have not 
been disclosed in the announcement.

– Profound 
– Profound helps brands understand how they appear in AI-generated answers—which questions surface their products, which competitors feature and which sources are cited. 
– For consumer packaged goods: 

– 48% branded third-party sources
– 34% earned media
– 14% social platforms
– 2% the brand’s own sources

Speaker: Victor 

Social advocacy

Vaseline’s success led UL to 
scale to ~300k creators and 
50% media spend on social

AI-led discovery 
Adapts content, products and 
brand visibility (GEO) for AI 
discoverability 

AI-native commerce

Uses AI to personalize 

discovery, making users >60% 

more likely to purchase

AI-visibility

AI visibility intelligence – social 

(14%) and third-party (48%) 

content matter most20
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Turn the shortlist into a deeper consideration 

Decide

Visualizes clothing fit 
on a personalized 3D 
avatar

Shopping app inside 
ChatGPT for AI-native 
discovery and purchase

Recommends products 
tailored to shopper’s 
beauty profile

At the Decide stage, the traveler has a shortlist. 

A traveler needs to feel confident about which option is right for them.

Take the illustrative fragrance example on the left. The traveler wants to know: Is this exclusive to my destination? Is it good value 
compared with downtown? Can I find it at my terminal? And what do the reviews actually tell me?

AI can help bring these answers together and relate them to the traveler’s preferences, making the comparison easier and more 
personally relevant.

– Sephora brings the shopper’s beauty preferences into the conversation. Its U.S. ChatGPT pilot, announced in March 2026, allows 
shoppers to ask for advice—for example, help finding a foundation for dry skin. If they choose to link their Beauty Insider account, 
recommendations can draw on preferences in their existing profile. This connects Sephora’s beauty expertise with information the 
shopper has already shared. The relevance at Decide is more tailored guidance: helping someone narrow the options according to their 
individual needs.

– Zalando helps shoppers judge how a product could fit them. Its size recommendations combine product information with purchase and 
return patterns and customer feedback. Shoppers can add their own measurements and fit preferences to make the advice more 
personal. Its Virtual Fitting Room then uses body measurements to create a 3D avatar, allowing customers to compare how different 
sizes of an item could look on their body shape. Zalando reports up to 40% lower return rates in recent Virtual Fitting Room pilots. This 
illustrates how helping customers assess suitability before buying can also reduce costly mistakes after purchase. 

– Target connects product recommendations with ways to obtain the purchase. Through its app in ChatGPT, shoppers can describe 

what they need, receive suggestions from Target’s assortment and build a basket. The experience also lets them choose fulfillment 

options such as Drive Up, in-store pickup or shipping. Although this extends into conversion, its relevance at Decide is that shoppers 

can consider the product alongside how they will receive it. 

For travel retail, personal relevance must connect with the realities of the journey. Accurate product details, exclusivity claims and terminal-
specific availability need to be visible to travelers and accessible to the AI tools advising them, so shoppers can judge both what suits 
them and what they can actually buy on their trip.

Speaker: Victor 

Is it available at my terminal?

Is the price lower than downtown?

Is this a Dubai exclusive?

Summarize the reviews

Which is the best option for me?

ChatGPT

Help me decide on 
fragrance for my trip 

to Hong Kong.

Here’s a comparison based 
on your preferences:

Which option fits me?

Chanel
Travel Retail Exclusive
Available Terminal 2
      4.7 (1,200 reviews)

Tom Ford
Airport exclusive 
Available Terminal 1
      4.6 (850 reviews)

Dior
Collection
Available Terminal 2
      4.5 (430 reviews)

41% Used AI or social to 
compare and choose

Compared airport prices to 
online / downtown 49%
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Convert by adapting fulfillment to time and place

AI-enabled purchase 

AI completes purchase

Merchant fulfills order 

Traveler confirms order 

Convert 

68% of airport buyers are receptive to both AI-assisted transactions and reserve & collect

Speaker: Victor 

At Convert, the traveler wants to buy. We need to make both the transaction and the handover easy.

For the traveler, two questions matter: Can I buy this easily? And can I get it before boarding?

Our study shows 
– 68 percent of airport buyers are receptive to both AI-assisted purchase completion and reserve and collect

– 27 percent of airport buyers used reserve and collect on their last trip. Another 50 percent had not used it 
but would like to.

– 41 percent of airport buyers had not used an AI assistant to complete a purchase but would like to.
– 52 percent of travelers who walked past airport shops without entering would like to try reserve and collect. This 

suggests an opportunity to engage travelers beyond the physical storefront.

First, bring checkout into the conversation.
– Google has announced checkout within AI Mode and Gemini for participating US retailers. Shoppers can move 

from researching a product to buying it using saved payment details. The retailer remains the seller. 
– Alibaba’s Qwen connects conversational shopping with Taobao and Tmall’s catalogs in China. Since the May 

2026 integration, shoppers can describe a need, compare products, place orders and manage deliveries 
through conversation. The assistant connects directly to the commerce services needed to execute the 
purchase.

Second, get the purchase to the traveler where they are.
– Adani and Blinkit illustrate this at Mumbai Airport’s Terminal 2 domestic departures. A passenger orders 

essentials through Blinkit, and trained staff deliver them to their gate, lounge or another terminal location. The 
passenger can shop without leaving their waiting area. 

– Dubai Airports launched DXB&more with a similar model for duty-free shopping: passengers could order 
products such as fragrance or electronics from their phone, then choose outlet collection or delivery to their 
gate or lounge at selected Terminal 3 gates.

The opportunity is to connect these capabilities: let the traveler confirm the purchase, then fulfill it at a 
place and time that works before boarding.

ChatGPT

I like it. Finalize the 
purchase for me.

Confirm purchase

YSL Libre
Travel Retail 
Exclusive

Best price at SIN Airport✓

In stock at Terminal 3✓

Reserve & pay now✓

•••• 4821

Journey-aware fulfillment 

Order routed to airport partner

Collect in-store / deliver to gate 

Purchase is confirmed
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