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Executive Summary

Over the past two years, travelers'
demands of the airport have evolved,
and the emergence of new generations
of travelers has meant the old rules no
longer apply when it comes to keeping
passengers happy.
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Returning passengers have grown more
accustomed to using digital services
during their journey, just as they are in
their everyday lives. This means providing
a seamless digital experience is now of
great importance for airports looking to
drive customer satisfaction levels and
revenue performance.
Airport Dimensions is leading the way in
enabling closer connections between the
airport and traveler with Connecta, its ecommerce and relationship management
platform. Combining commercial best
practice with a range of airport services
available to users from their personal
digital device, Connecta provides greater
digital connectivity to travelers. At the
same time, it provides airports with the
tools to expand their traveler data, offer
better experiences and increase revenue
from non-aeronautical services.

To do this, we know that the very best
information is essential to ensure all
decisions are based on detailed
understanding of behaviors and
motivations. The company’s Airport
Experience 2021 research is designed to
provide the latest insights into airport
passengers’ travel habits, attitudes and
needs – informing the challenges and
opportunities airports can expect as
travel moves forward in the postpandemic world.

Younger generations of travelers have
emerged from the COVID pandemic as
the primary drivers of spend across the
airport. The younger traveler is a digital
native, and they expect current and
future services to be accessible from
their phones. They are more open to
establishing a relationship with airports
where it drives greater value for them.
This trend started pre-pandemic, but the
seismic shift in behavior caused by
COVID has amplified and accelerated
it. The airports that are able to respond
more quickly to these needs and
demands, will be best positioned to
capitalize on this opportunity and will
benefit fastest from travel recovery."

As the leading provider of airport lounges
and travel experiences in the US and the
UK, Airport Dimensions is committed to
driving innovation in the travel market to
enhance the passenger journey.

Mignon Buckingham
CEO, Airport Dimensions
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Section 1: The Changing Traveler Profile
Who are the travelers of the future?
What do demographic changes mean for airports?
What role will frequent flyer programs play in the future?

The pandemic has been the tipping point for the dominance of new segments
and new behaviors.
Finding One – Domestic Resilience

Correspondingly, those markets most
dependent on international travel have
seen the biggest drop in travel. Hong Kong
and Singapore faired the worst of all the
markets surveyed, with a 90% drop in
declared travel. Singapore is only now
starting to show signs of recovery and
Hong Kong is still seeking a meaningful
restart.

We launched our research during the
pandemic to better understand how the
drop in traveler behavior impacted
different markets in different ways. Big
domestic markets, particularly China, saw
less overall disruption, with declared travel
only falling by around 50%. There was a
similar picture in the United States, with
greater resilience from leisure travel and a
more marked reduction in declared
business travel.
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Section 1: The Changing Traveler Profile

Section one: The changing traveler profile

Finding two: Millennials and Generation Z are increasingly owning travel.
The pandemic has accelerated the demographic shift towards the dominance of two key
younger generational segments, Millennials and Generation Z. Based on our sample of
travelers, these two groups have increased their share of travel from 62% pre-pandemic to
71% in the year to August 2021.
In markets like the US, these two key segments now represent over 70% of all travelers, and
an even higher proportion of all spend across the airport. Understanding and better catering
to the needs of these two groups is critical.
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Finding three: Mileage junkies?
Overall frequent flyer program (FFP) participation has decreased from 66% to 53% and elite
status membership has dropped by 17%. Understandable perhaps, given the overall drop in
travel, but also recognizing the fact that today’s travelers have more options for their loyalty
and recognition, particularly premium travel credit cards. Whilst newer to travel, the younger,
digital native Generation Z's penetration of FFP membership stands at only 40% significantly lower than older generations.
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Section 1: The Changing Traveler Profile
What This Means For The Airport
Airports must start to consider how
effectively they understand and are
engaging with these new customer
segments, as well as how they design the
experience to meet emerging demands.
By reducing stress at critical touchpoints,
we motivate the passengers to use CPH
facilities as a valued part of their journey
through CPH.

Start to collect data,
preferences and
behavior on new
segments, and quantify
the impact on your
airport

We aim to recognize and meet customer
needs at every step of the journey in order
to create a safe and personalized
experience. The rapid speed of
technological development enables us to
offer the customers a full overview of
their seamless and predictable journey.
Tracking behavior and thus knowing the
level of satisfaction at each touchpoint
enables us be relevant for the customers
at the right channel at the right time."

Establish community
groups, focus groups
and engage them
through their preferred
social channels

Develop a seamless
digital experience from
end to end which
ensures mobile access
and commerce

Susanne Rose Plum
Senior Director & Head of Passenger
Journey Experience at Copenhagen
Airport

Look at new services
and experiences that
would be valued by
these demographics, for
example gaming

Explore and test how to
engage and
communicate directly
with these travelers
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Section 2: Satisfaction With The Airport Experience
Are travelers more satisfied with the airport experience?
What areas of the airport experience are travelers satisfied with and where do improvements
need to be made?
What services and facilities will enhance the overall travel experience, and how can airports best
integrate these into their ecosystem?

Airports are doing better, with fewer travelers dissatisfied with the airport
experience.
32%

30%

25%

6%

6%

1
The airport is
something I have to
tolerate to get to my
destination

2

3

Finding one: Airport satisfaction is up, but
only slightly.

4

5
The airport is an
enjoyable part of the
journey

This came from those that were generally
unhappy, so an improvement, but more
effort is needed to turn these travelers into
advocates, who are happy to spend time at
the airport and share their experiences.

Airports are doing better. Despite the
pandemic, overall satisfaction with the
airport experience has nudged up by nearly
2% over the past two years, to 62%.

There is a notable generational split when it
comes to satisfaction, with younger
passengers twice as likely to be satisfied
with services than elders. They’re also more
open to new innovations. For example, 68%
of Gen Z travelers believe being able to
pre-order and collect food via a digital app
would improve their airport visit, compared
to just 25% of Boomers and older travelers.

Whilst less crowds and shorter queues will
likely have played a part, the deployment of
digital tools also has a role in easing the
journey. Digital natives, (Millennials and
Generation Z) are the most satisfied with
the airport experience with 66% and 67%
respectively.
The biggest increase (3.5%) was of
passengers ambivalent to the airport
experience.

We can also see a marked difference in the
desire to be entertained at the airport.
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Section 2: Satisfaction With The Airport Experience

Finding two: Regional differences, but the gap may be closing.
Huge regional gaps in airport satisfaction still exist. With aggressive development programs
and gleaming new terminals, residents of Singapore and China once again give their airports
the biggest thumbs-up, with over 80% saying they are satisfied. Residents of US and
European markets lag behind significantly where satisfaction remains well below average.
This may be partly due to a poorer terminal experience, but likely also due to their higher
expectations not being met.
Looking at shifts over time, changes in the past two years suggest that satisfaction has
dropped in China by 7% and in the US, it has increased by almost 11%.

Satisfied (4-5 out of 5)
Singapore

86%
84%

China

70%

Brazil

64%

Hong Kong
Italy

55%

France

54%

UK

53%

USA

53%

Spain
0%

48%
25%

50%
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Section 2: Satisfaction With The Airport Experience

Finding three: Satisfaction dips at exactly
the wrong time.

Major pain points here are the overall
range and quality (67%) and value for
money (54%) of retail and dining outlets.

Travelers arrive at the airport relatively
satisfied (72%) and are happy when
boarding their flight (73%), but the
experience in between lets them down,
with satisfaction dropping significantly.

There’s definitely a trend towards hyperconvenience, meaning a seamless
contactless journey through the airport
from a digital perspective.

Travelers also believe that retail preordering (48%) and delivery options (51%)
are not meeting the expectations set by
their daily off-airport experience.

WIFI as a tool to enable other commercial
activities, for example driving people to
stores or influencing their consumption
and time, is absolutely a must, and it has
to be both unlimited and free.

There are also growing numbers of
travelers who want personalized
experiences and everything that goes
along with that. So there’s a two-tier
stratum coming through – whether driven
by age or other demographics which
determine preferences while at the
airport, or comfort and confidence while
traveling.

Eugene Barry, Executive Vice
President Commercial at Dubai
Airports
In conversation with Martin Moodie
during the Moodie Davitt Travel Retail
Expo Airport of the Future session,
October 2021
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Section 2: Satisfaction With The Airport Experience

Finding four: Improvements? Get the
basics right first.

Younger segments are more open to new
innovations. For example, 68% of Gen Z
travelers believe being able to pre-order
and collect food via a digital app would
improve their airport visit, compared to just
25% of Boomers and older travelers.

When asked what would improve the
experience for the traveler, first and
foremost they cited a number of practical
considerations. Better seating (80%),
fewer queues (78%) and better transport
(73%) were highest on their list.

We can also see a marked difference in the
need to be entertained at the airport. Only
7% of Gen Z said that they are not
bothered about having access to
entertainment services such as TV, movies
and gaming areas, compared to 58% of
boomers and elders.

Reflecting frustration with a sometimesfragmented digital experience, 71% asked
for a single app to streamline the journey
and paperwork. A further 60% felt that
mobile services in the lounge would
improve their experience.
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Section 2: Satisfaction With The Airport Experience
What This Means For The Airport

Satisfaction is key for any global brand and improving the in-terminal experience is key for
airports. Airports should consider:

Looking at basic amenities and facilities across the departure
lounge

Aggregating a fragmented digital journey with a single mobile
interface for all services

Enhancing their retail and F&B offerings, with more flexible
options for ordering and collection

Working with concessions to drive better targeted promotions,
which demonstrate more value for the traveler
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Section 3: The Airport Passenger Relationship
What is the current state of the airport-to-passenger relationship?
What are the gaps in communications between airports and passengers, and how these can be
filled?
What will make travelers arrive earlier at the airport?

Desire for a relationship with an airport remains strong, but many airports are missing a
trick here, and levels of engagement have dropped.

Finding one: Travelers want a relationship
with airports

that there are many more who are open to
the idea, but this potential demand is not
being met by the airports themselves.

Overall engagement with airports has
dropped by 14% over the past two years,
which is understandable given the drop in
travel. But areas of deeper engagement use of mobile apps (20%), membership
programs (16%) and regular
communication (14%) - all held steady or
increased slightly, suggesting these
factors can help to sustain relationships.
Only a very small number of travelers (7%)
say they have no interest in a relationship
with an airport, pointing to the conclusion
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Section 3: The Airport Passenger Relationship

Finding two: Communication - must do
better.
When asked about how airports do
communicate and the relevance of that
messaging, results were mixed. Well over
half of travelers felt that promotional
offers were not achievable (54%) or were
sent at the wrong times (50%). This
negative sentiment has increased by 10%
or more over the past two years,
suggesting that communication is not
getting better.
More encouragingly, however, travelers do
agree that promotional discounts do
encourage them to shop more (54%) as
well as persuade them to spend more time
at the airport (52%). This sentiment has
increased over the past two years.

The airport(s) offer me discounts but I have to spend
too much to take advantage of them
The airport(s) offer me discounts that encourage me
to shop/dine at the airport via app or email
The airport(s) encourages me to spend more time at
the airport
Communications are personalized based on my
preferences and past purchases at the airport
Communications are sent at times when I am not
planning to travel
The airport(s) are sent too late to be of
benefit/interest
Communications from the airport(s) are not of any
value to me

Disagree Neutral
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Agree

Section 3: The Airport Passenger Relationship

Finding three: Rewards motivate - but only a bit.
We asked travelers what types of incentives would encourage them to spend more at the
airport.
Reward incentives remain top, although card-based rewards (34%) outperformed FFP miles
(31%), reflecting a potential decline in the role of FFPs and mileage. The desire for the ability
to compare airport pricing with off-airport (28%) reflects the shift towards the increasingly
transparent nature of online retail, with this demand showing strong growth over the past
two years.

Finding four: Time is money
We asked travelers what would encourage them to arrive at the airport earlier. Comfortable
seating (46%) is the biggest draw, with better bars and dining a close second (38%). Very few
passengers think there is nothing that would make them turn up earlier (13%) although this
increased to 50% for the very oldest travelers.
Younger generations are much more enthusiastic about the opportunity to see and do more at
the airport. 40% of Millennials and Gen Z said they’d be keen to see a better range of retail
outlets, compared with just 27% of Boomers, while 38% of Millennials and Gen Z said they’d
enjoy a better range of entertainment options, which excited an underwhelming 15% of
Boomers.
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Section 3: The Airport Passenger Relationship

We need to become far more relevant in the digital world. That means we need to provide
travelers with services that they’re looking for and fit their lifestyle and give them more
choice. It’s also about giving them things that potentially others can’t give. Airlines, for
example, are very good at giving passengers the necessary information they need regarding
their flight and journey. We need to find other ways to communicate with customers in a
more relevant way.
We need to react to new sensitivities and what passengers are looking to do at the airport
and provide access to this insight in a digital framework to allow us to be relevant. Once
we’re relevant, then I think we can have dialogue and really communicate."

Pierre Abignano, Commercial Director at VINCI Airports
In conversation with Martin Moodie during the Moodie Davitt
Travel Retail Expo Airport of the Future session, October 2021
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Section 3: The Airport Passenger Relationship
What This Means For The Airport

Travelers are open to a closer airport relationship, but too many airports are not addressing
this by taking advantage of the desire to connect and build a dialogue. As travel recovers
from the pandemic, airports need to start to build their own relationship and their own
dialogue with the modern traveler.

Airports need to get smarter. Travelers are open to the idea of
good communications and promotions, but there is too much of a
feeling that airports are not always doing a good enough job.

This means better use of data and using it to send the right
message to the right traveler at the right time.

With growing transparency with off airport retail, airports should
consider this as increasingly competitive and be better prepared
to work harder to win the travelers’ business.

This suggests better promotions, better incentives and
demonstrating a better understanding of the travelers needs and
wants.
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Section 4: Airport Commerce, Retail, and Dining
How do travelers feel about the retail experience?
How are attitudes to traditional travel retail and shopping changing
What motivates retail spend?

Airport retail as we know it may be a thing of the past.
Finding one: Airport retail as we know it
may be a thing of the past.

would like to see stores replaced with more
seating (46%) and more food and
beverage options (32%). Only 8% said they
would like to see more retail space across
the airport. That figure rises by 9% for Gen
X and Boomers and drops to 5% for Gen Z
and 7% for Millennials.

Our starting point here was considering
the model airport a veritable shopping
mall. With that in mind we asked travelers
if there was too much retail and, if so, what
should replace retail space.

Whilst travelers are still keen to shop, it is
not at the expense of comfort and wider
facilities

Perhaps surprisingly, 72% said that there
was indeed too much retail and that they
72%
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Section 4: Airport Commerce, Retail, and Dining
Finding two: The walk-through is here to stay.
With the trend for the walk-through duty free concept following immigration and security
growing, we asked travelers if they enjoyed this experience. The results were positive, with
42% saying they enjoyed it and only 10% saying they would prefer to avoid it.
There was only slight variation by generation, with older groups marginally less enthusiastic.
But there was a significant variation by market. Travelers in Brazil (68%), Singapore (54%) and
Italy (52%) were the strongest supporters of the concept, whilst in Spain (14%) and Russia
(20%), travelers more strongly looked to avoid it.
High levels of acceptance for walk-through duty free suggest there may be a bigger role for
this sort of experiential retail in the future.

Finding three: Food & beverage
pre-ordering.

pre-order – a slight drop on two years ago.
There is strong variance in support by
market, with more generally tech-enabled
markets performing better. Encouragingly,
markets where the food ordering
experience is becoming common and
travelers can successfully trial these
services, adoption is growing, and the US
(+8%) and the UK (+5%) have both seen
growth.

One thing we have all learned from the
pandemic is how to order food online and
have it delivered. Whilst this is now
common, the habit has only partially
transferred to the airport. 78% of travelers
look to dine at the airport, but only 60%
say they would consider using an app to
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Section 4: Airport Commerce, Retail, and Dining

Finding four: Accessing information is the
key to airport spend.

Fewer travelers are making impulse
purchases (42%). When it comes to preplanning, Millennials lead the way with 54%
stating that they pre-plan their spend at
the airport. Access to the product and
price information in advance will therefore
be key for them.

There seems to be a trend away from the
historical big-ticket impulse purchases at
the airport. Today’s savvy travelers preplan (47%) and research and compare
online prices (63%), as well as remaining
open to offers and promotions (64%).

I'll make impulse purchases at the airport

I'll spend more if I have a more personalized shopping experience

I'll pre-plan my airport purchases

I'll compare online and airport prices

I'll purchase items on offer
0%
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Section 4: Airport Commerce, Retail, and Dining
What This Means For The Airport

Pre-pandemic, retail was core to the NAR contribution of many airports. This may have
changed for good, as travelers return, they are still willing to spend, but very much on their
terms. Meeting this new demand will be critical for the future of the airport.

Airports need to offer a consistent and seamless digital retail and
e-commerce experience across the airport journey, making it
easier to purchase when and how the traveler wants.

Airports need to look at how retail can be made a more immersive
showroom experience, with walk through duty free being a good
example of this working for travelers.

They also need to consider hybrid space that combines retail with
other amenities such as seating.

Engagement with travelers earlier in the travel journey with offers
and information is key to supporting sales.

Pivoting into unique and more experiential services to be delivered
and consumed whilst at the airport will also be important.
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Closing Quote

Ours is a fast-moving business, and the challenges of the past two years have accelerated
that pace of change. Consumers want personalized, tailored experiences, and new ways of
communicating with the businesses with whom they choose to spend their money. They are
used to conducting much of their day-to-day life online, and their online world needs to
dovetail with their physical environment. They expect that same experience at the airport.
With a new generation of tech-savvy travelers set to dominate our market, it has never been
more important to really get under the skin of the passenger. Most airport commercial
directors recognize that the digital era has already dawned and understand the desirability
of providing a seamless online experience. However, many are uncertain of how to take the
next steps on their digitization journey or lack the supporting data to convince the rest of
their management teams of the investments that are required.
I very much hope that this whitepaper provides answers to some of the most critical
questions that have been posed to airports in recent times, as well as provokes a new debate
about concepts that are not on their corporate agenda, but which may be an opportunity (or
indeed a threat), in the future. Whether an airport has a full plan for a digital future or is just
beginning to think about how to prepare, it's essential that these issues are discussed.
If I or any of my colleagues at Airport Dimensions can help by joining those conversations,
please do get in touch via connecta@airportdimensions.com.

Stephen Hay
Global Strategy Director, Airport Dimensions
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Methodology

In our Airport Experience 2021 research, we surveyed 6,024 global travelers to get a better
understanding of their changing demands and the experiences they look for on their airport
journey. The study took an in depth look at the views of travelers from ten major countries –
covering a range of demographics, genders and age groups ranging from Gen Z (18 to 24year-olds) to Elders (76 to 93-year-olds) – to provide the most accurate picture of what the
modern traveler looks like and determine their needs when moving through the airport.

2
Regular airport passengers surveyed average 42 years old 46% were millennials, and 32%
were boomers. They have a median household income of $71k, slightly higher than the
median US household income of $69K.
The survey was conducted in September 2021 by independent market research agency
Dynata.

Average passenger age: 42 years old
46% were millennials, and 32% were boomers

Median household income of $71k, slightly higher than the median
US household income of $69K
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About Airport Dimensions

Airport Dimensions wants travelers to value their time at the airport. The company
continuously seeks ways to open new dimensions in customer engagement - using a mix of
enriching physical experiences and innovative digital services. From comfortable lounges to
restful sleep pods, and convenient food ordering to contactless collection of duty free,
Airport Dimensions helps improve the traveler experience while critically helping airports
maximize non-aeronautical revenue opportunities, retain airlines, and become more
2
competitive.

Airport Dimensions has a rapidly growing network of locations at the world’s leading airports
across the United States, South America, the Middle East, and the United Kingdom, where its
Club Aspire Heathrow lounges were most recently recognized in the World Travel Awards as
Europe’s Leading Airport Lounge and the FAB Superstars Awards for Innovation. Under its
brands The Club, Club Aspire, No1 Lounges, sleep ’n fly and Ambaar Club, Airport Dimensions
provides award-winning hospitality services tailored to the specific needs of passengers and
currently provides value-added experiences for over 50 airport and airline partners.

Airport Dimensions entered the South
American lounge market for the first time
late last year with the launch of a new
brand called Ambaar Club, in partnership
with Ambaar Lounge and established
already at 3 locations.
Another notable development was the
acquisition of the prestigious No1 Lounges
portfolio, as well as sleep lounge expert
sleep ’n fly, which offers travelers a
personal space for a peaceful sleep.
In addition, Airport Dimensions announced
a partnership with JPMorgan Chase, which
will introduce Chase Sapphire Lounge by
The Club, with locations already in
development.
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About Connecta

Using the latest technologies, Airport Dimensions has invested in driving revenue growth for
airports and increasing traveler satisfaction with the launch of its first digital service
Connecta – a one-stop e-commerce and passenger loyalty platform.
Connecta combines technology, relationship, and commerce platforms with commercial
best practice to support both travelers and airports, all accessible to the user from their
2
mobile phone. It brings together best in class e-commerce connectivity, facilitating single
source access to services across the airport, while also tapping into 25 years of loyalty
management experience to offer the right incentives to motivate behavior. Connecta also
helps create a single view of their travelers and their behavior across the airport, enabling
custom propositions and targeting as well as deep insights into traveler and airport
performance.

Contact Us
Email: connecta@airportdimensions.com
LinkedIn: www.linkedin.com/showcase/connecta-
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