
Version 2 short ï Feb. 2012 

1 

The Universal Brand Experience 

1 



Version 2 short ï Feb. 2012 

Airport Stories World:  
frequent flyers on every continent 

1 481 Frequent Flyers  

100 Vox Pops 

 6  Focus groups 

* Research conducted in 2010 or 2011 with similar methodologies 

UAE: Dubai 

International 

Singapore:  

Changi Airport 

China: Hong Kong 

Chep Lap Kok 

China *: Shanghai 

Pudong & Honqiao 

Germany: Frankfurt 

USA: New York JFK 

+ top10 US Airports 

UK: London 

 Heathrow 

France *: Paris-CDG 

& Paris-Orly 
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http://upload.wikimedia.org/wikipedia/commons/9/96/AirportFrankfurt_terminal1.jpg
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Airports, a growing global arena 

for brands 
1 
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Air traffic is expected to double in 
the next two decades 
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Sources : Airbus Global Market Forecast - December 2009 - ACI 2009 trafic forecast 

*: Revenue Passenger Kilometres 
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Global growth 

requiring  

higher 

investments 

in airport 

infrastructures 

around the world 

Rapid airport expansion 

Dubaiôs newest 

airport 

$33 billion 

Bangalore terminal 

expansion 

$221 million 

Frankfurt Main  

new T3 

ú420 million 

Jeddah KAIA  

new terminal 

$2.4 billion 

LaGuardia  

new terminal 

$3.6 billion 

Minneapolis 

expansion 

$2.4 billion 
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The big leap 

1900-1960 

Shift from a 

means of 

transport for 

an elite 

to tourism for 

the masses 

Terminal   
Transit area 

1990-2010 

Development 

of passenger 

services, 

airports 

become 

showcases 

for their 

countries  

Airport Cities 

1960-1990 

Liberalisation: 

advent of 

charter flights 

and the 

creation of 

shopping malls 

Place for 

consuming 

& place for living 

From Airports to Airport Cities 

2010-20.. 

To a remote & seamless airport 

experience 
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2 The convergence of the international 
frequent flyer 
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Well-balanced for age 

35 to 49 

years old 

< 35 years 

old 

Over 50 years old 

78%

65%

36%

Laptop PDA/Smartphone Tablet

Early adopters of high-tech devices 

Device carried when travelling 

68%

32%

A growing proportion of women 

40% travel more than 9 times a year 

5 to 6 times 

per year 
7 to 8 times 

per year 

More than 9 times per year 

Convergent in demographics 
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Frequent flyers form a high value, influential 

and cosmopolitan audience for both brands 
and airports. 

Convergent in worth 

Passengers spend almost 3 hours  

per trip in major international airports 

About 40% of all air passengers travel 

on business 

Their average income is at least 30% 

above the average of the local population 
Affluent 

Influential 

Captive 

The convergence of the international frequent flyer 2 9 


