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Introduction

The objective of this partnership is to 
advance the trading environment of 
Nordic and Baltic travel retail by 
understanding emerging forces that will 
impact shopping trends and behaviours 
in the Nordic and Baltic markets. 

We start by discussing how urbanisation 
is shaping how consumers will live, 
relate, consume and travel. Being urbane 
means ‘refined and courteous’, and 
urbanity is particularly intense among 
consumers in the Nordics and Estonia, 
and this will put more pressure on travel 
retail operators and brands to adapt, 
evolve and revolutionise their value 
proposition. 

We then talk about more and more 
humans being on the move with global 
tourism forecast to rise from 1.2 billion in 
2016 to 1.8 billion by 2030, and 
predominantly being made up of a new, 
expectant class of tourist from Asia, the 
over-60s, Millennials and Generation Z. 

We then shift emphasis to tackle how 
tourism is widely recognised as a human 
activity that is dependent on natural 
resources, while at the same time 
contributing to the depletion of these 
same resources. As for many sectors, 
tourism is a relevant factor in the 
consumption of energy and generation of 
greenhouse gas emissions. 

Finally, we focus on technology is an 
axiom of change in Nordic and Baltic 
travel retail, and the pace and scale of 
disruption appears to be hastening. From 
the sharing economy to the Internet of 
Things, to autonomous vehicles and 
artificial intelligence, and blockchain 
technology to big data analytics – a 
range of new and emerging innovations 
will unlock more opportunities for travel 
retail operators and brands.
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Foreword

Welcome to the future 

The Nordic Travel Retail Group (NTRG) 
is pleased to present this report on 
trends relevant to travel retail in the 
Nordic region. As a member of NTRG 
you join a community and network of 
industry professionals with a common 
interest in developing the travel retail 
industry in the Nordic and Baltic Region. 
You also gain access to relevant new 
information including reports, analysis 
and surveys produced exclusively for 
members of the group. 

Two years ago, we presented a report by 
Peter Mohn which was a status on the 
current situation for travel retail in our 
region. This time, we have decided to 
focus on the future with a report on 
trends and where they will lead us. As 
such, this report is a natural next step 
from the latest report. 

NTRG decided that Tom Savigar, founder 
of Avansere should carry out the task of 
producing this report after a thorough 
selection process. For many years, Tom 
has worked with looking into the future of 
travel retail. He lives in Norway but has a 
global perspective – as we all need to 
have in our industry. 

As the report shows, global trends have 
a major impact on the Nordic and Baltic 
region, and at the same time there are 
also trends that are distinct for our 
region, which we should take seriously. 

In our busy lives with everyday business 
most of us struggle to have enough time 
to look at the wider perspective and to 
get an overview over the trends that will 
develop over time and how they will 
interact. Obviously, this report does not 
provide all the answers to what will 
happen in travel retail in the coming 
years. But it is an intriguing and inspiring 
look into the challenges and not least 
opportunities we will meet. 

The board hopes that you will be inspired 
after reading this report. We would like to 
thank Tom Savigar and our internal 
working group for their hard work. 

Eva Rehnström 

Chairman of the board, NTRG
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Overview

Avansere specialises in moving people 
forwards in a purposeful way, with an 
emphasis on ensuring their financial 
successes exceed human and 
environmental needs. For two decades, 
Avansere founder Tom Savigar has been 
forecasting and making the future 
happen with The Future Laboratory for 
the world’s best known corporations.  

After hundreds of successful projects 
worldwide that benefit corporations 
economically, more often than not, even 
the best foresight, strategies and 
innovations to deliver positive impact lie 
on the shelf unused, or worse still on the 
cutting room floor.  

To tackle this, Avansere focuses on what 
will really matters to all of us in the 
decades ahead — accelerating the 
transformation of complex social, 
economic and environmental systems 
that, if advanced, will ensure billions of 
people live well within planetary 
boundaries. 

This report is designed to: 

• Enable NTRG and its members have 
a clear understanding of future 
shopping trends and behaviours  

• Ensure NTRG and its members are 
able to anticipate and adapt to the 
new and emerging ways of shopping  

• Enhance how NTRG can better 
protect and enhance the general 
trading environment and its members 
with foresight that could create 
innovation  
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Macro one: Urbanity

AVANSERE
The Tide, Greenwich Peninsula, London
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Macro one: Urbanity

At the turn of the 2020s, the urbanisation 
of our planet is one of several macro 
forces shaping how people live, relate, 
consume and travel. More humans are 
and will be physically urbane, with 54% 
of people worldwide living in cities as of 
2014, and an estimated 70% being so by 
2050 according to UN statistics. Indeed, 
the global urban population is expected 
to grow approximately 1.64% per year 
between 2015 and 2030.  

Simultaneously, even more humans are 
will be mentally urbane. This means they 
think those like living in cities, which 
multiplies the number of people who 
share the characteristics and 
expectations of city dwellers. Today 43% 
of the world’s population are online 
according to UNESCO, and according to 
GSMA, 63% of the world’s population 
have a mobile phone subscription.  

By 2020 the number of people accessing 
the internet on mobile devices is set to 
reach 7.6 billion, and the according to 
UNITU, there will be 25 billion networked 
devices by 2020. This means that global 
internet users will exceed human 
population by 2020 and connected 
devices will outnumber connected people 
by 6:1. 

Urbane-ness rising  

Being urbane means ‘refined and 
courteous’, so in other words billions of 
humans are going to be more refined 
(more cultured, sophisticated and 
enlightened) and more courteous (more 
connected, civic and empathetic) and 
demand governments, institutions and 
corporations do more to exceed their 
economic and social expectations. 

Urbanity is particularly intense among 
consumers in the Nordics and Estonia, 
and this will put more pressure on travel 
retail operators and brands to adapt, 
evolve and revolutionise their value 
propositions. According to each country’s 
national statistic bureaus, over 80% of 
people in Sweden, Norway, Denmark and 
Finland are physically urbane (67% in 
Estonia), and there are almost as many 
internet and mobile-broadband users as 
citizens. This makes them an almost fully 
urbane consumer group that expect a lot 
from travel retailers and brands to 
ensure the best physical, emotional, 
intellectual and spiritual existence for 
themselves and others.

IKEA and Space10’s Urban Living 
Project for affordable, liveable and 
sustainable housing
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Price paradox 

While lifestyle expectations are high in 
the Nordics and Estonia, the economic 
outlook in the region is not ideal and this 
is heightening consumers desire to get 
quality products and services at the good 
price. According to OECD, economic 
growth in the Nordic and Estonia region 
is moderate albeit robust, with the 
exception of Norway, which has a 
consistently impressive GDP.  

In Sweden, uncertainties like the global 
slowdown, trade tensions, Brexit and 
financial market volatility shroud the 
outlook and could expand the decline in 
car traffic and BorderShop visits, and 
dampen Swede’s desire to travel South 
on holiday. Indeed, as price is the 
primary determining factor for Swedish 
consumers, this could see more lean on 
travel retail for cheaper offers, according 
to Scandlines. 

In Estonia, according to OECD growth is 
projected to slow over the coming years 
as the global outlook softens and the 
domestic economy runs into capacity 
constraints. However, strong growth of 
real wages and employment will support 
household consumption. Meanwhile, 
public debt is low, and prudential tools 
have been put in place to damp potential 
financial excesses. 

In Denmark, despite being a rich and 
modern country, with a highly qualified 
workforce, household debt is still very 
high and consumption in households has 
been on the decline these past few years 
despite moderate economic growth. But 
while the economy slowly returns, 
Denmark enjoys one of the highest living 
standards in the European Union and so 
lifestyle expectations will continue to be 
high. 

In Finland, the economy is also projected 
to expand at a slower pace. Earnings 
and employment growth will support 
private consumption, even though 
gradually rising inflation is set to erode 
household real incomes, according to 
OECD. But Finland is a sophisticated 
market with a high standard of living and 
a well-educated workforce, so product 
quality, safety and origin will still matter 
even though many will have an eroded 
disposal income. 

But in Norway, according to SSB, while 
household debt remains high, the long-
term trend in retail sales in Norway 
shows a clear increase since the 
beginning of 2019. Compared with the 
Danish or Swedish consumers, 
Norwegians are not as price sensitive 
and are willing to spend more. But the 
right price-quality mix will continue to be 
important than just a low price, and travel 
retailer and brands must innovate with 
this equation in mind. 
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The right price-quality mix  

What does the right price-quality mix 
mean in the 2020s? The Nordic and 
Estonian consumer will not only expect a 
great price in travel retail. They will 
expect travel retail operators and brands 
to deliver great quality product, services 
and experiences that fulfil physical, 
mental and even spiritual expectations.  

By aggregating OECD Better Life Index 
figures and using Maslow’s Hierarchy of 
Needs as a basis for analysis, 
Avansere's proprietary tool assesses the 
five elements of human existence that 
are and not being satisfied in consumer 
lifestyles. The gap analysis of these 
elements highlights opportunities for 
travel retailers and brands to match and 
exceed consumer needs according to 
five elements: 

• Body: the desire to have better 
physical health and life expectancy 

• Wellbeing: the desire to have better 
security, housing, jobs and income  

• Belonging: the desire to have a 
better connection to family, friends, 
community and civic engagement 

• Mind: the desire to enjoy better 
mental health, education and esteem 

• Spirit: the desire to enjoy better life 
satisfaction and a connection to the 
natural environment  

Natural connection 

According to OECD figures, the Spirit 
element of human existence measures 
highest in the Sweden, Denmark, 
Norway, Estonia and Finland markets. 
With an average score of 8.5 out of 10, 
Nordic and Baltic consumers are more 
than satisfied with their life and 
constantly enjoy products and 
experiences that enable them to feel 
self-actualised.  

The quality of their local living 
environment has a direct impact on this 
score, with a direct connection to 
unspoiled nature as a primary 
expectation. To appeal to this human 
need, travel retailers and brands must 
deliver the same if not better when it 
comes to product and experiences to 
enhance life satisfaction and a 
connection to the natural environment.
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Nordic and Estonian consumers enjoy very 
high levels of life satisfaction, a connection to 
the natural environment, physical health and 
life expectancy. While mental health, education 
and esteem are similarly high, security, 
wellbeing and belonging could be improved.
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Embedded wellness  

The Body element of Nordic and 
Estonian consumer existence follows 
Spirit with an average score of 8.5 out of 
10. Good physical health and life 
expectancy are the two most important 
indicators of the Body element, and 
Nordic and Estonian consumers will 
continue to expect travel retails and 
brands to exceed their expectations with 
products and experiences that deliver 
better nutrition, work-life balance natural 
air and light.  

According to Allied Market Research, 
travel retail up to 2025 will continue to 
consist of perfumes and cosmetics, wine 
and spirits, luxury goods, tobacco, 
electronics, and F&B and confectionary, 
in that order. But to exceed Nordic 
consumer Body needs, the brands and 
products that are marketed and sold will 
need to deliver higher levels of 
physiological health and wellness, whilst 
also ensuring moments of delight and 
treating. 

The travel retail industry will need to 
restructure its offer to this to leverage 
the $4.2 trillion global wellness economy. 
Indeed, according to the Global Wellness 
Institute: 

• The global corporate wellness market 
will reach $85bn by 2025; the 
wellness lifestyle real estate and 
communities market is expected to 
be worth €150bn by 2025 

• Wellness tourism is growing at 12% a 
year, with the non-spa-related 
segment of healthy travel 
representing 59% of the wellness 
tourism industry 

• Wellness tourists spending on 
average 130% more than the average 
traveler 

Blackout Track by Asics, UNIT9 
and Edelman Deportivo, London
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Increase discernment 

The Mind element of Nordic and Estonian 
consumer existence follows Body with an 
average score of 8 out of 10. Education 
plays a key role in the Nordics and 
Estonia, in providing consumers with the 
knowledge, skills and competences 
needed to participate effectively in 
society and in the economy.  

More importantly, Nordic and Estonian 
consumers will want products and 
experiences that enhance their 
knowledge, creativity, inventiveness and 
ability to express ones identity. Travel 
retail operators and brands must fulfil 
this need with brands, products and 
services that enable the buyer to 
articulate higher levels of discernment 
and expression during and after the 
travel retail experience. 

Nurture community  

While high levels of Spirit, Body and 
Mind must be matched, the Belonging 
element of Nordic and Estonian 
consumer existence has a lower score of 
7.2 out of 10.  

Humans are social creature, and this 
slightly lower than ideal frequency of 
contact with others and quality of 
personal relationships among Nordic and 
Estonian consumers could be opportunity 
to promote. Studies show that time spent 
with friends is associated with a higher 
average level of positive feelings and a 
lower average level of negative feelings 
than time spent in other ways. Travel 
retail must innovate how it leverages this 
unmet need to belong.  

OECD figures also show that trust in 
government is not as high as could be in 
the Nordics and Estonia, which is 
essential for social cohesion and well-
being. Nordic and Estonian consumers 
demand greater transparency from their 
civic institutes and governments.  

Travel retail operators should assess 
whether they can step in where 
governments are failing and become 
physical and digital platforms to build 
social cohesion and civic involvement 
among Nordic and Estonian consumers.

Wellness has been in accelerator mode. In order 
to remain relevant to consumers seeking a more 
personalised, decelerated and long-term approach 
to wellbeing, travel retail will need to replace 
quick-fixes for products and services that deliver: 

• Movement: Consumers will seek products, 
services and experiences that can help them 
manage mental and physical stress beyond the 
fitness space 

• Outdoors: While consumers have long enjoyed 
outdoor activities that provide a level of safety 
and contentment, an increasing number are 
chasing the primitive, raw nature of the great 
outdoors 

• Nutrition: One of the biggest causes of anxiety 
among consumers when it comes to wellness is 
food, and successful travel retailers will offer a 
simplified version of personalised nutrition in 
restaurant and hospitality environments 

• Mood: New responsive technology will facilitate 
genuine and personalised communication, and 
travel retailers will use technology to reveal how 
people could better serve their own wellbeing on 
a subconscious level  

• Meditation: New online and offline travel retail 
services will offer consumers a chance for regular 
reflection as part of their travels, a moment when 
they can relax, have fun and when they are taken 
somewhere else mentally
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Ensure security  

The Wellbeing element of Nordic and 
Estonian consumer existence measures 
lowest in the Sweden, Denmark, Norway, 
Estonia and Finland markets. With a 
average score of 7 out of 10, while high 
compared to other OECD countries 
worldwide, travel retail operators and 
brands shouldn’t underestimate how 
important it will be to counter people’s 
anxieties about safety, shelter and 
income in the coming decade.    

Interestingly, Nordic and Baltic travel 
retail can leverage how much its industry 
nurtures wellbeing, happiness and 
delivers on security due to Norway, 
Sweden, Denmark, Iceland and Finland 
being in the top 25 safest countries in the 
world, which is why this region is 
considered to be the safest in the world. 
These five countries are also all in the 
top 10 happiest countries in the world as 
well, and companies that emotionally 
engage both employees and customers 
gain a 240% boost in performance 
according to Gallop.  

While money may not buy happiness, it 
is an important means for Nordic and 
Estonian consumers to achieve higher 
living standards and thus greater 
wellbeing. According to OECD figures, 
while safety levels and employment 
levels are generally high in the region, 
household financial wealth and 
household net adjusted disposable 
income in the Nordics are low to 
average, which puts pressure on travel 
retail to deliver peace of mind with an 
offer that match high lifestyle 
expectations at a competitive price. 

The way people socialise, shop, travel and 
connect with each other in travel retail will evolve 
with new and enhanced experiences that inspire 
people to bond and connect in new ways: 

• Belonging: travel retail consumers will seek digital 
and physical spaces to satisfy their need to feel 
part of something bigger  

• Betterment: travel retail consumers will invest in 
digital and physical services that enhance the 
mental and physical state of people’s community 

• Bleisure: travel retail consumers will demand 
more spaces and services that deliver resources 
and services to effectively work and play on the 
move 

• Localism: travel retail consumers will find more 
meaning and pleasure from engaging in local 
cultures and economies 

• Self-actualisation: travel retail will enable 
consumers to explore enjoy experiences that 
elaborate or challenge who they are and who they 
might become 

• Alternatives: travel retail consumers will 
increasingly pursue the unknown and untold 
within their communities to find revelatory 
alternatives to the norm 

• Impact: travel retail will enhance how people 
socialise and connect with brands and others with 
a purpose, to make and do something more with 
their lives
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Urbanity: how to advance the industry

• Proactivity: stay one step ahead and 
consistently exceed the expectations 
of a more refined and courteous 
Nordic and Estonian consumer  

• Assurance: deliver peace of mind with 
propositions that match higher 
lifestyle expectations at a competitive 
price (but acknowledge that heavy 
discounting is not the silver bullet it 
used to be) 

• Security: leverage how Nordic society 
and cultures nurtures wellbeing and 
delivers on security due to the region 
being one of safest and happiest 
areas in the world 

• Belonging: become a unique physical 
and digital platform to build social 
cohesion and civic involvement 
among Nordic and Estonian 
consumers 

• Goodness: lead with ethically and 
environmentally friendly products and 
experiences in your commercial 
strategy  

• Health: prioritise products and 
experiences that ensure higher levels 
of physiological health and wellness 
during and after the travel retail 
moment 

• Learning: enable the buyer to 
articulate higher levels of 
discernment and expression with  
products and experiences that show 
and tell something intriguing and new 

Avia smart hardware device and app
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Macro two: Movement

AVANSERE
Le Coup de Soleil spring/summer 2020 collection by Jacquemus
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Macro two: Movement 

Over the coming decade, more and more 
humans will be on the move. According 
to OECD figures global tourism is 
forecast to rise from 1.2 billion in 2016 to 
1.8 billion by 2030, and will 
predominantly be made up of a new, 
expectant class of tourist. The location, 
capacity, efficiency and connectivity of 
the travel system will play a significant 
role in how the Nordic and Baltic region 
develops, as well as an important 
contributor to the local economy and 
labour market. But more needs to be 
done to attract and retain the new tourist: 

• As living standards rise international 
tourist arrivals from developing 
economies will grow at double the 
rate of that in developed economies 

• Higher life expectancy means a 
higher number of people will remain 
active well into the later years, with 
more time for travel and retail that 
emphasise service, wellness and 
adventure 

• The rise of the Millennial tourism 
segment will seek travel experiences 
over travel products, and prefer to 
head off the beaten track and ‘live 
like a local’ 

• And as early as 2020, Generation Z 
will overtake Millennials in size, and if 
convinced to travel due to climate  
concerns, this social media 
influenced group will also want 
unique experiences

Gucci x Dapper Dan, US. 
Photography by Ari Marcopoulos
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Nordic and Baltic travel dynamics 

Much is already underway to prepare the 
Nordic and Baltic tourism industry for 
more and more touring consumers. 

Enhanced hospitality 

According to OECD, Denmark has 
experienced substantial growth from long 
haul markets such as China, the United 
States and India in recent years, but 
neighbouring European countries 
continue to dominate Danish tourism.  

Indeed, the Danish tourism market 
growth has been below the average in 
Northern Europe. And Denmark scores 
lower than its neighbouring countries on 
a number of parameters, notably in terms 
of the relation between price and quality. 
As such, Denmark tourism industry plans 
to focus on enhancing its hospitality 
industry to meet higher and diverse 
visitor expectations. 

Future proofing the system 

Tourism in Finland has grown more than 
other sectors and is recognised as an 
important contributor to growth in the 
economy and the creation of jobs. The 
tourism strategy is to make Finland the 
number-one tourist destination in 
Northern Europe by 2025, and particular 
emphasis will be given to digitalisation, 
seasonality, supply chain, and a better 
understanding of emerging markets. 

Repositioning the brand 

Domestic tourism, for both leisure and 
business purposes, dominates the 
tourism industry in Norway. Inbound 
tourism has seen a considerable 
increase in the last couple of years 
according to OECD figures. To prepare 
for growth, the Norwegian Government is 
lowering levels of business tax, 
improving infrastructure, digitalising the 
sector, increasing co-operation between 
stakeholders and developing a more 
sustainable, nature-based proposition 
industry to establish better conditions for 
tourism to thrive in Norway. 

Expanding the experience 

Tourism in Sweden has been growing 
steadily for the last ten years and is an 
important contributor to the economy and 
labour market. However, according to the 
Swedish Government, major challenges 
for Swedish tourism include skills, 
connectivity and transport, profitability, 
destination and product development, 
seasonality, and sustainability.  

Indeed, destinations initiated activities 
are underway to prolong the tourist 
season, improve quality in hosting, 
develop new and more sustainable 
products and services, enhance 
accessibility, and generally improve the 
destination’s quality and 
competitiveness.  
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Macro two: Movement: the emerging middle class tourist

Emerging middle class tourist 

As living standards are rising, more and 
more people, especially in China, will 
want to travel to other countries and 
have the means to do it. According to 
OECD figures, at the end of 2016, there 
were approximately 3.2 billion people 
considered to be in the middle classes 
around the world, but annually, 
approximately 130 million consumers 
from Asian markets are joining this 
demographic group.  

Indeed, according to Kharas figures, the 
global middle class spend is expected to 
almost double in size from USD 35 trillion 
in 2015 to USD 64 trillion in 2030, with 
only USD 1 trillion of the increase 
coming from developed economies. So 
what does the emerging consumer 
expect from travel retail?  

Acquisition matters 

Over the past decade, the emerging 
middle class consumer has gradually 
matured. Aggregating learnings from 
several global studies with automotive, 
alcohol, fashion and luxury brands 
conducted by the author of this report, 
one can see that the majority of 
emerging middle class consumers still 
aspires to demonstrating wealth, defining 
social position and visibly separating 
themselves from the mass market and 
identifying others of the same group. 
Travel retail is and continues to be a key 
to that aspiration. 

For this consumer, travel retail 
experiences and product stories evolve 
around aspirational values and should 
always seek to make the brand and 
product heroes. Indeed, brands in this 
stage are status symbols and the 
marketing of travel retail must be direct, 
obvious in its communication and 
suitable for celebratory moments with a 
group of people to impress others. 

Furthermore, this emerging consumer 
will continue to want to flaunt their 
money and show off what they are 
wearing and consuming, so instant 
gratification and the moment of purchase 
matters the most. Nordic and Baltic travel 
retail needs to create environments that 
are shared on social media, and 
operators must think of its target group 
as consumers, as opposed to an 
audience or friends. Indeed, Nordic and 
Baltic travel retail might even consider 
setting a high price and being obvious 
about it if it to compete with price 
discounting elsewhere. 
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Acquisition matters 
People aspire to demonstrating wealth, define social position and visibly separate the buyer from the 

mass market and identify others of the same group

Story
Aesthetic 

Bold, flashy, burnished and decorated
Relationship

• Stories evolve around 
aspirational values 
and should always 
seek to make the 
brand and product 
heroes  

• Brands in this stage 
are status symbols 

• Be direct and 
obvious in your 
communication  

• Suitable for 
celebratory moments 
on a trip, or with a 
group of people who 
want to impress 

• They want to flaunt 
their money and show 
off what they are 
wearing and 
consuming  

• Moment of purchase 
and matter the most 

• Create environments 
that to easily be seen 

• Think of your target 
group as consumers, 
as opposed to an 
audience or friends 

• Instant gratification is 
key  

• Set a high price and 
be obvious about it  

•
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Discernment growing 

But more of the emerging middle class 
see aspiration about using wealth to 
purchase brands, products and services 
that enable them to articulate higher 
levels of discernment and discrimination. 
This is a new emerging consumer that is 
ready to tone down what they have to 
indicate they have taste, and value travel 
retail brands that are known names but 
have a heritage (that does not need too 
much explaining). This is a consumer 
that increasingly wants Nordic and Baltic 
travel retail to add depth to products and 
celebrate a brand’s history, provenance, 
quality and craftsmanship before, during 
and after the travel retail moment. 

When it comes to engaging this new 
middle class consumer, it is still about 
acquiring objects, limited edition ranges 
and name-checking brands — but they 
want to be treated as a member of an 
audience and seek to be educated and 
informed about a brand and the world 
around it. This creates a sense of 
belonging and the feeling of being part of 
a selective physical and digital club 
before, during and after the Nordic and 
Baltic travel retail experience. 

Emerging (over) promises 

The statistics clearly show a swing to the 
east; but while Copenhagen and Helsinki 
airports increasingly look east to 
underscore their strong positions as 
leading internationals airport in the 
Nordic and Baltic region, should the 
Nordic and Baltic travel retail industry 
ready itself for growth based on the 
promise of the Asian tourist market?  

According to OECD figures, international 
tourist arrivals in emerging economy 
destinations are projected to grow at 
double the rate of that in advanced 
tourism economies. Furthermore, middle 
class growth may not be stable, with the 
current trajectory susceptible to influence 
from geopolitical or macroeconomic 
instability, while automation and 
emerging technologies could alter growth 
patterns and expectations.  

This presents an interesting challenge 
for Nordic and Baltic travel retail. The 
industry will need to continue to monitor 
these signals, estimate their likely 
impacts, adjust long-term strategies and 
target markets where necessary and 
strike a balance between satisfying 
emerging and domestic consumer needs 
if indeed a more discerning Asian 
consumer decides to enjoy staycations in 
Asia.

WeGrow by WeWork, New York
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Story
Aesthetic 

Bold, flashy, burnished and decorated
Relationship

• Consumers are ready 
to tone down what 
they have to indicate 
they have taste 

• The brands are known 
names that are well 
crafted  

• Have a heritage that 
does not need 
explaining  

• Add depth to products 
and celebrate 
heritage and history, 
provenance, quality 
and craftsmanship 

• It is still about 
acquiring objects, 
limited edition ranges 
and name-checking 
brands  

• Treat people as an 
audience  

• Seek to educate and 
inform them about 
your brand and the 
world around it  

• Create a sense of 
belonging  

• The feeling of being 
part of a selective 
club 

Discernment growing 
Aspiration is about using wealth to purchase brands, products and services that enable the buyer to 

articulate higher levels of discernment and discrimination
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Macro two: Movement: the Boomer tourist

Boomer tourist 

Another expanding demographic group is 
that of the over 60s consumer. Higher life 
expectancy means a higher number of 
people will remain active despite their 
advanced age, and more leisure time 
means more opportunities for travel. The 
United Nations has projected that by 
2050, nearly all regions of the world will 
have almost a quarter of their population 
aged 60 or older. In Europe, 25% of the 
population is already 60 years of age or 
older and that figure is expected to 
increase to 35% by 2050.  

Tourism is one of the major areas that 
will benefit from an ageing population 
that is increasingly more inclined to 
pursue leisure-oriented experiences 
compared to past generations. Indeed, 
tourism targeted at older markets has 
been identified as a particularly high 
yield and high growth opportunity for the 
industry.  

A recent study commissioned by the 
European Commission highlights the 
growth potential for accessible tourism in 
Europe. If tourism destinations in areas 
like the Nordics were improved to 
achieve almost complete accessibility of 
buildings, hotels, restaurants, museums, 
and various accessible services, by the 
early 2020s demand would increase 
almost 45% resulting in a potential rise of 
40% in economic contribution. 

Confident change-makers 

Getting it right with the older tourist will 
be largely determined by how travel 
retailers cater to the over 50s woman. 
According to AdWeek, the spending 
power of females aged 50 and over 
accounts for more than 27% of all 
consumer spending, which is 3% more 
than their male counterparts; while  96% 
of women over 50 say they have a clear 
sense of their own identity and a third 
describe themselves as being very 
confident in their own skin. 

This confidence will force many over 50s 
to realise that the way they are maturing 
is changing. The Boomers (born between 
1946 and 1957, with an average of 73 in 
2025) see their parents moving into 
nursing homes, and realised that these 
are the worst places on the planet. It’s a 
model that they want to avoid, for 
themselves and their parents. Less than 
25% of British adults would consider 
moving to a care home if they become 
frail in old age, according to Demos. 

What does this mean? This powerful 
group have the follow characteristics that 
need to be appealed to: 

• Re-adventurous, re-romantic and 
entrepreneurial  

• Youthful, treated and immortal 

• Well, conscientious and sophisticated 
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Re-adventurous: According to AARP, 
Boomers continue to be avid 
travellers, and US Boomers look set 
on continuing to at least three 
international leisure trips every year: 

• Travel planning is taking place earlier 
as compared to past years 

• Connecting with locals for an 
authentic experience on vacation is 
growing in interest 

• Half say they can’t travel without their 
smartphone to deepen and delight 
their experiences 

• They want trips that are sustainable, 
intrepid and where they can spend 
time with their families 

Re-romantic: More over 50 stand to be 
single because of divorce than 
because of the death of their partner, 
according to The New York Times. 
With divorce rates on the rise among 
Boomers, dating and sex are bound to 
follow: 

• Boomers are sexually active, more so 
that Millennials according to sum 
studies 

• Rates of sexually transmitted disease 
have doubled for the 50–70s in the 
past 10 years 

• Some 14% of 57–85-year-old men 
use medication or supplements to 
keep them in their sexual prime 

• New dating platforms are also 
springing up letting Boomer singles 
find potential partners 

Entrepreneurial: Because of financial 
need or simple passion, Boomers are 
striking out and starting their own 
companies.  

• People aged 55–64 are the most 
active entrepreneurs in the US 
according to Kaufmann Foundation 

• With the education and the skills that 
they have in advanced economy, 
there is no reason why they shouldn’t 
be dynamic and driving the 
economies in the same way younger 
people would

LSN Global case study MPS Puri, St 
Moritz. Photography by David McGovern
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Youthful: Old? Us? Never. That’s the 
attitude of Boomers, many of whom 
still regard themselves as middle-aged 
or younger 

• ‘Old’ is an irrelevant concept 

• They are looking for beauty 
messages that celebrate their faces 
rather than focus on their flaws 

• They want to have a much more 
memorable experiences of fun and 
romance 

• Seek brands that understand their 
youthful, open-minded outlook  

• They like retail that welcomes them 
with authenticity, sophistication and 
fun, allowing them to live the lives 
they’ve always led  

Treated: Boomers enjoy a good glass 
of alcohol, but they are also keen to 
stay in good health. 

• Lower-alcohol wines are a growing 
category worldwide, with 80m regular 
wine drinkers now purchasing sub 
10.5% abv wines, according to Wine 
Intelligence  

• Daytime consumption is beginning to 
replace night-time drinking with older 
consumers 

• CBD is fast becoming a mainstream 
panacea for this group 

Immortal: Exercise is the key to 
longevity, and Boomers take their 
health and fitness seriously.  

• One of the fastest-growing gym 
membership groups comprises 
consumers aged 55 and older  

• The market in physical health 
Boomers will see the gym, health and 
fitness clubs industry revenues grow  

• They are also keen to boost their 
nutrition with the proportion of mature 
consumers buying vitamins and 
supplements rising 

• Personalised, convenient retailers 
increasingly offer a suite of 
personalised vitamins that are 
delivered every month  
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Over the coming years, within perfume and 
cosmetics travel retail category the natural and 
niche will continue to grow, but consumers will 
also further embrace individual expression 
through make-up and the heavily contoured ideal 
of Instagram beauty. 

• Cyclical: as consumers get to know their skin 
better, they will begin to understand how 
external products can interact with their body’s 
individual cycle. Travel retail needs to offer 
brands like Amareta and Knoursoffer that cater 
for women’s changing skin during their 
menstrual cycle  

• Body: body care products will increasingly no 
longer be considered an afterthought. Connect 
with brands like Glossier who has launched the 
Body Hero body care range, inspired by oil 
cleansers and rich facial creams to ‘clean, 
hydrate and enhance skin all over’ 

• Instagram: the channel has become a thriving 
environment for cult beauty brands, with 44% of 
cosmetics and skincare purchases influenced by 
beauty brands on social media according to 
Facebook IQ. In response, travel retailers must 
take the success of cult beauty brands offline, 
like the Bloomingdales in-store beauty boutique 
Glowhaus that features products from the 
medium  

• Substance: New fragrance brands will tap into 
the niche premium market, but with a marked 
down price to appeal to a wider set of 
consumers. Travel retail can deliver more 
premium, unique and memorable experiences 
by offering brands like A N Other that bypasses 
marketing in favour of ingredient formulation 

• Unusual: anti-perfumes are set to disrupt the 
very concept of fine fragrance travel retail by 
capturing scents that draw on decay and 
disorder, with the likes Etat Libre d’Orange is 
renowned for its fragrance Sécrétions 
Magnifiques, which draws on the scent of blood, 
sweat, sperm and saliva 

• Naked: in a UK survey by Ditch the Label, 75% 
of respondents aged 13 and over said they think 
some women would look better if they wore less 
make-up or none at all, and 27% of respondents 
said they feel judged for wearing make-up. 
Travel retail should take heed of a desire for 
true self-expression with or without make-up 

A. N. Other perfume brand
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Well: a niche segment that is likely to 
experience significant growth among 
this group in the coming years is that 
of medical tourism. 

• As the cost of medical insurance and 
procedures, whether for health or 
cosmetic purposes, continue to 
increase in developed economies, 
emerging economies will be become 
attractive options 

• Affluent Boomers moving are turning 
to technology to keep track of their 
fitness 

• Longevity technology is also set to 
boom as Boomers look to technology 
to enhance their longer lifespans 

Conscientious: Boomers want to 
spend on the pleasures in life. That 
doesn’t mean ostentation, however. 
Instead, they honour their local 
environment and community. 

• Indeed, one of the activities of older 
life is having a purpose and making a 
difference, so in many ways 

• The things that they want – 
authenticity, truth, locality, purpose – 
are also the same the younger group 

Sophisticated: Boomers also want 
safety, security, luxury, all the things 
that make them feel comfortable. 
Travel retail experiences will have to 
become increasingly personalised and 
sophisticated  

• High-quality delivery services will 
make life easier for busy or less 
mobile Boomers 

• More and more consumers over 50 
old shop online primarily for the 
delivery option 

• Wine packaging is becoming easier to 
open and pour than a traditional wine 
bottle  

• New retailers and services deliver 
wines selected by sommeliers every 
month  

• Subscription services within the food 
and beverage industry will enable 
Boomers to ‘get out of that ‘same old’ 
white wine rut’ or explore a new 
variety, region or style each month 

Saverglass by Akatre
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Macro two: Movement: the new generation tourist

Despite the projected increase in the 
over 60s market in the years ahead, 
Millennials and Generation Z will 
comprise the bulk of domestic and 
international tourists by 2040.  

According to OECD figures, Millennials 
(born between 1980 and1990, with 
average age of 40 by 2025) currently 
account for approximately 20% of 
international travel, spending an 
estimated USD 203 billion around the 
world. By 2040, they will range in age 
from 45 to 60, with the oldest beginning 
to approach retirement, and having 
accumulated additional wealth over the 
next 25 years, their proportion of total 
spending is expected to increase 
substantially.  

Meanwhile, Generation Z (born between 
1990 and 2000, with average age of 30 
by 2025) will also be a major force in the 
tourism market and labour force by 2040, 
ranging between the ages of 30 and 45 
by that point. By as early as 2020, this 
demographic group will make up the 
largest share of the global population at 
2.6 billion, projected to overtake 
Millennials who are estimated will 
number 2.3 billion. 

The Nordic and Baltic travel retail 
industry will need to adapt to each 
generation’s characteristics and adopt 
innovative approaches to accommodate 
a shift away from more traditional sun, 
sea and sand, and attraction based 
tourism.  

The transformational Millennials 

Members of this group often receive a 
hard time in the mainstream media for 
their love of avocados and Millennial 
pink. Millennials display unique traits that 
result from coming of age during the 
internet boom. Far from being lazy, 
narcissistic, entitled selfie-lovers, 
Millennials have transformed the 
workplace, media landscape and travel 
sector; and have led to the development 
of many products and services that are 
common today.  

The radically different attitude of 
Millennials will continue to influence new 
generations to come: 

• Idealistic, pioneering, collaborative 
and career-hopping 

• Post-materialistic and experience-
driven 

• Wellness-centric and mindful
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Idealistic: Growing up in a 
time of prosperity and 
opportunity, they were told 
by their parents they could 
be anything they wanted to 
be.   

• They are confident and 
are motivated by purpose 
rather than by pay 
cheque 

• They are guided by their 
moral principles 

• They are experience-led 
and according to Airbnb 
consider travel more 
important than other 
priorities 

Pioneering: They are the 
last generation to have 
experienced life before the 
internet.  

• They accept that 
progress takes time, even 
in an age of instant 
gratification 

• They pioneered digital 
comms tools, and see 
them as an efficient and 
effective way of 
communicating 

• No surprise that they 
prefer to communicate via 
social networks and 
social media 

Collaborative: In school, 
they were taught that the 
best results were achieved 
when they were part of a 
team, melding different 
strengths. 

• They possess a strong 
team spirit and prioritise 
inclusion 

• They prefer access over 
ownership to maintain a 
fluid existence 

• They seek aspirational 
and collaborative 
relationships with brands 
and retailers 

Career-hopping: Having 
been brought up with the 
idea that the world is their 
oyster, Millennials expect 
to get to the top, and look 
for fast progression in 
their careers. 

• They have little patience 
for stagnation and get 
itchy feet from staying in 
the same job for too long 

• They are job-hopping to 
keep moving 

• They are re-evaluating 
the effectiveness of their 
expensive educations 
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Post-materialistic: Millennials are 
embracing access rather than 
ownership and a post-material 
lifestyle, finding fulfilment outside of 
product purchases. 

• Subscription services for amenities 
including cars and clothes are a 
Millennial norm 

• They don’t own as much as previous 
generation 

• Anything and everything you 
considered a product has become a 
service 

Experience-driven: Millennials are 
turned off by the mass consumption 
model and are searching for 
something with deeper meaning and a 
bigger impact. 

• Millennials are replacing consumption 
of physical goods with investment in 
experiences 

• They are seeking one-of-a kind 
experiences that they feel have a 
longer-lasting impact on their lives 
than any physical item 

• According to Airbnb they are more 
likely to create their own travel 
itineraries than to rely on the advice 
of travel agents or participate in 
package tours 

Omakase Shanghai envelops diners in 
pink surroundings, drawing them into 
the cherry blossom-inspired design 
concept
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Wellness-centric: Millennials were the 
first adopters of the athleisure culture 
and have been surrounded by the all-
pervasive nature of the global 
wellness industry. 

• They are driving the movement 
behind 70% of the world’s population 
reducing meat consumption 

• With more studies showing a link 
between high sugar intake and 
depression, they (and Gen Z) are 
rethinking both alcohol and soft 
drinks consumption 

• (Like Gen Z) they will increasingly 
eschew the extremes of binge-
drinking and abstinence in favour of a 
more considered relationship with 
alcohol 

• From technology to hospitality and 
retail, they are interested in the 
repositioned and repackaged CBD 
market as an alternative to alcohol  

Mindful: Millennials are seeking apps, 
‘dumb tech’ and retreats that force 
them to switch off their devices and 
focus on what’s important: 
themselves and their loved ones. 

• Millennials are rationing time online 
to allow for real-world experiences 

• Live events that ban phones are 
adding to the highly experiential 
nature of events catering for 
Millennials  

• More and more of them have 
purposely gone on a digital detox  

•

CaliFlow, London teaches people how 
to ‘move in a way that has been lost 
amid the sedentary lifestyles of today’s 
population’
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The purposeful Generation Z 

A new type of consumer is emerging – 
one that is significantly different from the 
Millennials. Members of Generation Z are 
no self-absorbed souls. They don’t 
indulge in drink and drugs. They value 
realness and, when it comes to activism, 
they fight the powers that be.  

This is a generation that will drive 
change and create a new consumer 
dynamic for brands by being 

• Pragmatic, independent and legacy-
driven 

• Digital natives, IRL-led and 
knowledge-seeking 

• Identity-flexing, hacker-minded and 
on-demand 

• Eco-anxious, ad-averse and 
decelerators 

Pragmatic: A significant portion of 
their lives has been defined by 
financial struggles during the 
recession. 

• They look for security and are 
realistic about money  

• They are future-focused, planning for 
the later stages of life 

• They are financially literate and 
driven by brand and products that 
deliver stability  

Independent: This generation are 
highly competitive with an 
independent approach to 
achievement. 

• They seek to be judged on their own 
merits, not those of the team 

• They don’t want to depend on other 
people to get work done 

• They don’t want to be defined by a 
brand – other than their own 

Legacy-driven: Their hard-working 
parents have taught them that no one 
will hand you success – you have to 
create it yourself.   

• They are skipping higher education to 
avoid student loans and using their 
time to build a business 

• They seek on-demand learning and 
skills development to stay relevant 

• They want to create a legacy through 
their work 
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Digital Natives: Growing up with 
smartphones and free wifi has made 
them true multitaskers whose biggest 
fears are to miss out (FOMO) or, 
worse, to be offline (FOBO). 

• They have an instinctive relationship 
with technology 

• They use technology to blur the lines 
between work and life 

• This generation’s perception of 
money makes them much more open 
to cryptocurrencies, with a fifth of 
cryptocurrency users worldwide being 
under 18 according to Bitcoin 
Exchange Guides 

IRL-led: Despite growing up with a 
plethora of apps, Generation Z value 
face-to-face communication and 
interaction. 

• Adoption of video chat and social 
video has been integrated into 
messaging platforms to bring people 
closer together   

• A 2017 report by IBM found that 
socialising offline is just as important 
as socialising online for Generation Z 

Knowledge-seeking: When it comes to 
finding information, Generation Z are 
adept researchers and savvy 
knowledge-seekers, relying heavily on 
the ‘Google it’ mentality. 

• Having grown up with multiple 
devices, Generation Z can filter large 
volumes of content at a rapid pace 

• Generation Z are comfortable 
multitasking across screens 

• They face the pressure of 
overstimulation and content fatigue 
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Identity-flexing: Labels regarding 
gender and sexuality are increasingly 
rejected by Generation Z. This group 
have a non-binary outlook and 
increasingly use gender-neutral 
pronouns such as ‘they’. 

• More than one-third of US Generation 
Z believe that gender does not define 
a person as much as it used to, 
according to JWT 

• They manage various personas 
across online accounts, with a 
balance of private and public  
profiles for friends and family 

Hacker-minded: Reflecting an era of 
mobility, this generation is keen to 
question and improve existing 
systems. 

• They are a generation of makers, 
creators and inventors 

• They resist the limitations of 
traditional structures like 9–5 jobs, 
opening and closing hours 

• They will work and shop anywhere, 
and at any time 

• Every system is ripe for being hacked 
and improved 

On-demand: The on-demand economy 
has made Generation Z become the 
least patient generation ever. From on-
demand entertainment (Netflix) to 
dining (Deliveroo), Generation Z 
refuse to wait for anything.  

• They have instant feedback 
expectations 

• Review culture has led to a new eco-
system of discovery 

• They have high expectations of 
connectivity and technology 

Nike’s Adapt BB changes shape 
according to the developing needs of 
the foot during a game
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Eco-anxious: Generation Z, more than 
any other generation, recognise that 
climate change and environmental 
degradation pose the biggest threats. 

• They cite climate change as one of 
the biggest challenges in the next 
decade, ahead of the economy and 
terrorism 

• Generation Z believe they can have 
an impact on social and 
environmental issues through  
social media 

Ad-averse: Generation Z consumers 
engage less with branded content and 
are increasingly uninterested in 
spending time with advertising. 

• The line between content and 
marketing is increasingly blurred  
for Generation Z 

• They engage through ‘advertainment’ 
– a hybrid of advertising and 
entertainment 

• The majority (69%) of Generation Z 
avoid ads (Kantar Millward Brown) 

• In the wake of fake news and fake 
retailing, they are launching their own 
peer-to-peer information platforms to 
make better sense of the world 

Decelerators: Known as Generation 
Sensible, these teenagers are much 
more risk-averse than previous peer 
groups. This cautious attitude is 
closely linked with the prevalence of 
teen anxiety.  

• They have experienced a 
compression of youth 

• Overexposure to content and media 
has led to de-sensitisation, and even 
indifference 

• Their attention span is eight seconds 

• They value digital tools that help 
them deal with their rising anxiety 

• As they grow up this generation will 
use augmented reality to visualise 
stress and anxiety in a more intuitive 
and social way

Patagonia is a sustainable business that 
grows every time it amplifies its social 
mission
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Movement: how to advance the industry

• Show: for the mainstream emerging 
middle class consumer, ensure your 
experience and offering enables to 
define social position and visibly 
separating themselves from others, 
digitally and physically 

• Tell: for early majority emerging 
middle class consumer, add depth to 
products and celebrate a cultural and 
brand history, provenance, quality 
and craftsmanship during the travel 
moment 

• Enhance: match Boomer’s growing 
desire for more adventure, romance, 
youthfulness and passion, and 
provide Millennials with the platform, 
experiences and content to be who 
and what they want to be in the 
moment of travels 

• Balance: deliver experiences and 
product ranges that help Millennials 
find a balance between ‘on and 
off’ (be alcohol and non-alcohol, 
sugar and no-sugar, meat and no 
meat etc) 

• Reassure: market that travel retail is 
a secure, stress-free, eco-friendly, 
down-to-earth and human-to-human 
environment to immerse in the joy of 
travel retailing  

• Upgrade: always deliver end-to-end 
travel retail experiences that feel 
secure, personalised, sophisticated 
and surprisingly convenient 

• Experiential: satisfy their growing 
desire for something with deeper 
meaning and one-of-a kind 
experiences, and work hard to 
remove all barriers to instant 
gratification 

• Community: invite them to join your 
club, and prioritise an ‘access over 
ownership’ revenue model by 
removing all channel constraints to 
engage, shop and share 

• Untarget: find a way to market to 
them without marketing, as they 
engage less with branded content 
and are uninterested in spending time 
with advertising 
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Macro three: Climate

AVANSERE
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Macro two: Climate 

Tourism is widely recognised as a human 
activity that is dependent on natural 
resources, while at the same time 
contributing to the depletion of these 
same resources. As for many sectors, 
tourism is a relevant factor in the 
consumption of energy and generation of 
greenhouse gas emissions.  

According to OECD analysis, it also 
contributes to fresh water and land use, 
environmental degradation, and 
unsustainable food consumption. The 
sector also has various impacts on global 
biodiversity. Tourism’s interrelationship 
with these resources can be direct or 
indirect, and even though tourism 
activities are ultimately local, they add up 
to phenomena of global significance.  

1.5 degrees 

It is becoming increasingly accepted that 
the observed mean land surface air 
temperature has risen considerably more 
than the global mean surface (land and 
ocean) temperature. According to IPCC, 
since the pre-industrial period 
(1850-1900) the observed mean land 
surface air temperature has risen 
considerably more than the global mean 
surface (land and ocean) temperature 
(GMST). And this is hand in hand with 
the rise of capitalism, mass consumerism 
and global tourism rates. 

Increases in GMST, relative to pre-
industrial levels, affect processes 
involved in desertification (water 
scarcity), land degradation (soil erosion, 
vegetation loss, wildfire, permafrost 
thaw) and food security (crop yield and 
food supply instabilities). Changes in 
these processes drive risks to food 
systems, livelihoods, infrastructure, the 
value of land, and human and ecosystem 
health. 

However, even while climate change has 
become a more prominent issue in the 
media, out of 30 countries surprisingly 
Norwegians are the third most climate 
sceptic nation in the world, behind the 
USA and Saudi Arabia. They are three 
times as likely as Chinese consumers to 
believe either that the climate is not 
changing at all, or that it is not changing 
due to human causes, according YouGov 
figures. And furthermore, Sweden is 7th, 
Finland is 8th and Denmark is 14th out of 
30 in these climate sceptic rankings. 

According to Leo Barasi, author of The 
Climate Majority, a book that examines 
climate apathy, ‘as climate change 
impacts become more visible, in the 
countries where it is happening, concern 
about climate change is increasing’.  

Globally, the YouGov survey reveals that 
poorer countries or those most exposed 
to the extreme weather events that 
climate change may exacerbate are the 
most likely to acknowledge its existence 
and the role humanity plays in 
accelerating the process. They are also 
most worried about its impacts.
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Even if Europeans are on average twice 
as likely as those in Asia to be climate-
sceptics, and not as exposed to the 
challenges associated with increases in 
GMST, climate change will no doubt 
impact the tourism sector, and 
consequently the frequency of 
consumers entering the Nordic and Baltic 
travel retail space: 

• Snow sports are at obvious risk from 
rising temperatures, with lower-
elevation resorts facing progressively 
less reliable snowfalls and shorter 
seasons 

• Outdoor activities will be affected by 
large-scale forest dieback and rising 
temperatures will change lake 
habitats, affecting fishing tourism 

• Behavioural changes, such as 
holidaying locally in favour of long-
haul destinations, would reduce the 
impacts of tourism 

• City visits account for a large 
percentage of the Nordic and Baltic 
tourism industry, but coastal cities are 
at risk from sea-level rise  

• While adaptation can protect at-risk 
infrastructure, beaches and coastal 
infrastructure enjoyed by millions of 
tourists each year will be difficult to 
protect without reducing their 
attractiveness 

• Extreme weather events will increase 
operational uncertainty, and 
insurability will decline in areas 
exposed to extreme weather or sea-
level rise 

• Efforts to cut emissions may add 
costs to the industry, particularly from 
transport emissions 

• There may be some positive impacts 
of climate change for the sector, with 
Scandinavia likely to become more 
popular with visitors as temperatures 
rise 

• Certainly, the reduction in sea ice is 
expected to add to an already rapid 
increase in Arctic cruises, however, 
the opportunities presented by such 
‘last-chance’ tourism will, by 
definition, be short-lived 

Oslo Opera House, Oslo
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Neutrality rising 

According to the UNWTO, while it 
accounts for a lower percentage of global 
emissions than its percentage 
contribution to global GDP, Nordic and 
Baltic tourism is, in parts, an energy-
intensive industry. Nordic tourists from 
Asian and America travel long distances, 
using highly polluting forms of transport. 
Indeed, international and domestic 
Nordic tourists tend to have a larger 
carbon footprint on average than the 
local population. The sector’s emissions 
are also forecast to grow by 130% 
between 2005 and 2035, and the 
emissions from air travel and 
accommodation might triple.  

According to the IPCC, while the built 
environment accounts for around 20% of 
the sector’s climate impact, transport 
makes up 75%. Mitigation options for 
buildings include building-integrated 
renewable energy systems; system 
efficiency, such as through building 
codes and standards; and behavioural 
and lifestyle changes.  

For transport they include more efficient 
vehicles, alternative fuels, operational 
improvements and modal shifts. Hence, 
the Nordic ferry, airline and airport 
operators are already strongly committed 
to reducing carbon dioxide emissions, 
but more needs to be done to prioritise 
more measures, branding and 
communications that potentially wrap 
travel retail in sustainability messaging.  

Swedavia strategy is already dominated 
by new investments in the transformation 
of the aviation industry and its own 
operations in the face of climate change. 
Indeed, Swedavia has the target for all 
ten of its airports of zero fossil emissions 
in their own operations by 2020. Three of 
Swedavia's airports have already 
achieved this target, and it is beginning 
work to analyse the effect of electric air 
travel on airport operations. 

Meanwhile, in order to support the 
development of sustainable jet biofuel 
based on Norwegian biomass (wood), 
Avinor has entered into an agreement 
with Quantafuel AS and undertaken to 
buy fuel worth NOK million. Together with 
ENOVA, Avinor will thereby facilitate the 
development of sustainable fuel that can 
help to reduce greenhouse gas 
emissions caused by aviation.  

Elsewhere, since 2013, CPH’s energy 
savings amount to 30.8 GWh. As a 
result, CO2emissions declined from 1.3 
kg CO2 per passenger in 2013 to 0.96 kg 
in 2018 – a 26% decrease. The first 
major goal of CPH’s new climate strategy 
is eliminating all carbon emissions from 
the airport – including land traffic to and 
from the airport – by 2030 at the latest. 
The same is true for all Finavia airports, 
to be carbon neutral already by 2020. At 
Helsinki Airport, this goal has already 
been achieved putting Finavia as one of 
the global forerunners of reducing 
emissions.
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Countering the Anthropocene 

Much of the pressure to change the 
tourism system is coming from 
consumers, although sentiment is not yet 
unilateral.  

• 77% of Europeans feel products that 
have a negative environmental impact 
should cost more, according to JWT 

• Passenger numbers at Sweden's ten 
busiest airports were down by more 
than 8% in 2019 partly due to 
flygskam, and the rate of air travel in 
Sweden is slowing suggesting that 
the new flight tax which came into 
effect April 2018 may be having an 
effect 

• However, 75% of people living in 
northern Norway do not feel ashamed 
about flying due to their geographic 
context and need to fly, according to 
NRK. 

The environment is no longer a pristine 
space to be protected from the effects of 
consumerism. According to the Varkey 
Foundation, more young people 
worldwide believe the world is becoming 
a worse place to live than believe it is 
becoming better; and according to 
GlobalData, 70% of the world’s 
population are reducing meat 
consumption; and according to Unilever; 
33% of global consumers are now 
choosing to buy from brands they believe 
are doing social or environmental good. 

Greta Thunberg says she has travelled 
halfway around the world "the wrong 
way" after the United Nations global 
climate meeting was moved from Chile 
to Madrid
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Growth fallacy 

The ‘growth is good’ mantra is at odds 
with our 21st-century lives. Gross 
Domestic Product (GDP), used to 
measure the size of an economy through 
transactions, has become skewed. 
According to David Pilling, author of The 
Growth Delusion: The Wealth and Well-
Being of Nations, ‘we have put this 
number on a pedestal, but it tells you 
nothing about sustainability or 
distribution’.  

While well-planned tourism development 
has the ability to contribute to the 
economic and socio-cultural well-being 
of host communities, rapid and 
unplanned tourism growth can equally 
result in negative impacts, such as 
overcrowding, which can impact upon 
both the communities and the 
environment upon which it depends.  

It has been widely report that 
Norwegians increasingly feel 
overshadowed and overwhelmed by the 
big vessels and their passengers, with 
some residents and officials have 
resorting to issuing a ‘Code of Conduct’ 
after growing weary of tourists’ garbage, 
illegal camping, invasion of private 
property and even failure to use public 
toilets. 

Rise of long-termism 

Businesses are slowly understanding 
that long-term thinking is not the enemy 
of profits. According to the Food and 
Agriculture Organisation of the UN more 
than half of all businesses worldwide 
ignore the UN’s sustainable development 
goals.  

This is despite McKinsey proving that 
companies that fully integrate social 
responsibility into their business 
operations enhance sales by as much as 
20%. 

In Denmark, electric mobility provider 
CLEVER and design firm COBE are 
transforming petrol station forecourts 
into green spaces that offer a 
meaningful break for drivers
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Climate: how to advance the industry

Systemic: To engineer 
collective benefits and 
change at a faster pace, 
travel retail needs to 
become a system change 
accelerator. 

• How could you see long-
term thinking as a viable 
growth plan, not a moral 
imperative? 

• What you do to make the 
climate challenge as 
tangible as plastic to 
people?  

• How could you become 
the change agent to shift 
big ideas away from 
something abstract and 
into something impactful? 

Desirable: travel retail 
needs to rebrand 
responsibility in a way that  
inspires action and 
optimism. 

• How can you talk about 
sustainability and ethics 
in a fun, real and honest 
way – without losing an 
aspirational tone of 
voice? 

• How could you create 
conscious travel 
experiences, products 
and services that are 
exciting and alluring, 
desirable and 
motivational? 

• How can you use the 
tools that shape the 
‘onlife’ to promote 
behaviour change 
commensurate with just 
1.5°C of warming? 

Human: consumers 
increasingly seek human 
engagement, deeper 
connections, deeper 
meaning and to be part of a 
journey that is no longer 
just a product or a service. 

• In a region strongly 
swayed by nationalism, 
how do make climate 
strategies more present 
in people’s minds?  

• Will action be more 
effective if it is seen as 
safeguarding national 
integrity, stability and the 
economy, highlighting 
security, resilience and 
speaking the language of 
populism? 

Civics: Many consumers 
will expect travel retail to 
affirm its role, for people to 
look up to for guidance 
and ideas. 

• How could you enable 
consumers to ‘travel 
good, feel good, do 
good’, but without 
compromising on quality, 
convenience or 
experience? 

• How can you move the 
industry away from 
individualistic thinking, 
and guide consumers to 
travel, consume and live 
better, for themselves 
and the planet? 
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Macro four: Connectivity

Swedish company Foreo's UFO
AVANSERE
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Macro three: Connectivity 

Alongside urbanity, movement and 
climate, technology is an axiom of 
change in Nordic and Baltic travel retail, 
and the pace and scale of disruption 
appears to be hastening. From the 
sharing economy to the Internet of 
Things, to autonomous vehicles and 
artificial intelligence, and blockchain 
technology to big data analytics – a 
range of new and emerging innovations 
will unlock more opportunities for travel 
retail operators and brands. 

According to OECD and ITU, the Nordics 
and Estonia is one of the most advanced 
information societies in the world, with 
consumers who are amongst the fastest 
to adopt new products and technologies. 
Travel retail must mirror this digitally-
minded human by delivering seamless, 
expansive and intimate retail 
experiences. 

Subconscious commerce 

With Internet of Things technology 
creating newly immersive brand touch-
points and data analytics allowing 
businesses to anticipate every desire, 
consumers are deferring choice in favour 
of convenience. The combination of 
advanced data analytics and accelerated 
delivery mechanisms is creating a 
constant stream of algorithmically refined 
retailing, goods and services, 
anticipating and satisfying consumers’ 
desires before they know them.  

This is enabling retailers to cross the line 
between public and private life, and 
become increasingly intimate with their 
customers. According to IDC/Seagate, by 
2025, an average connected person 
anywhere in the world will interact with 
connected devices nearly 4,800 times 
per day – about one interaction every 18 
seconds – up from an expected 601 in 
2020.  

Indeed, by 2020, 85% of consumer 
interactions in retail will be managed by 
AI according to Gartner, and one of the 
main reasons for this increase will be the 
big rise in consumer interest in IoT 
devices, particularly in retail moments. 

Travel retail will need harness the 
blockchain, AI and automation to 
optimise operations, interactions and 
retention. ‘Personal customer experience 
in physical stores is absolutely critical, 
and technology, including things like AI, 
should take care of behind the scenes to 
allow that interaction to take place’ Andy 
Done, director of data engineering, 
Farfetch recently told LSN Global.  
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Consider how potential of robots will 
optimise the travel retail services 
proposition, scan floor space usage, 
check for stock levels, pricing and 
misplaced items. Indeed, find optimal 
retail partners to help deliver end-to-end 
technology systems that automate 
logistics and release humans to do what 
they do best: interact with humans. 

Consumers are increasingly treating 
convenience as a key differentiator when 
choosing which brand to shop with, as 
well as demanding ever more seamless 
forms of commerce in their channel 
choices. According to a study in the US, 
Western Europe and Australia by Lux 
Research, shoppers are willing to pay 
11% more for each added layer of 
convenience in the food chain in 
anything from online grocery delivery to 
restaurant takeaways. Travel retail might 
leverage these new expectations within 
the F&B category. 

Convenience is increasingly a core 
driver of brand loyalty. PwC’s Total Retail 
report revealed that almost a third of 
European shoppers consider fast and 
reliable delivery and a good returns 
policy key reasons for shopping with a 
physical retailer. Convenience, in 
particular the importance of saving time, 
will become key to consumer demand 
within travel retail. 

AutoX is the first autonomous grocery 
delivery and mobile store service in the 
heart of Silicon Valley 
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Travel fintech 

Financial technology, or ‘fintech’ as it is 
often abbreviated to, refers to the use of 
computer programmes and other 
technology used to support or enable 
banking and financial services.  
It is a form of financial innovation 
focused on technology, with the potential 
to disrupt the existing financial 
framework, which will have profound 
effects on travel retail. 

Investment in fintech is reaching new 
records, with double digits increases 
being invested in companies that pursue 
technological innovation in the financial 
sector according to KPMG. Out of the 
activities conducted by consumers 
globally using fintech companies, 84% 
are for payments according PwC.  

The normalisation of fintech among 
passengers in the Nordic and Baltic 
region, and as consumers expectations 
proves to be the biggest driver in 
disrupting travel retail, the push towards 
a cashless travel retail moment will 
inspire a new visual language around 
financial values, transactions and the 
appearance of money.  

Scrip is a conceptual device that enables 
consumers to see and feel their 
spending. The copper-coloured Scrip 
device is billed as ‘a modern 
replacement for cash’ and creates the 
friction that has been lost in the ease of 
seamless payments. Meanwhile, 
Pocopay, which was launched in early 
2016 in Estonia, Spain and the 
Netherlands, aims to make transferring 
and managing money as simple as 
sending an iMessage.  

The design uses a fluid graphic to 
represent transactions as a quick way to 
interpret data visualisation. Monzo, with 
more than 1m users, and Klarna, which 
has a 10% e-commerce market share in 
northern Europe, have proved the power 
of good UX. 

Whilst developments in financial 
technology are changing how we spend, 
travel retail must recognise the ability for 
fintech software to authenticate products 
and offer seamless and cashless 
payment systems. Costa Coffee and 
Barclaycard have unveiled the UK’s first 
reusable coffee cup with integrated 
contactless payment technology. 
Powered by Barclaycard’s bPay, the 
“Clever Cup” allows users to make 
purchases with the cup, making an 
everyday accessory into a smart 
payment device.
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Meanwhile, the luxury e-commerce 
website Farfetch is teaming up with 
Facebook for the launch of the Libra 
Blockchain. As the only fashion-related 
company to partner with the social 
network’s blockchain, Farfetch are 
looking for the technology to authenticate 
the quality of its apparel and accessories 
and stamp out counterfeits. 

As Nordic and Baltic travel retail 
consumers migrate to digital channels, 
omni-channel systems are crucial to link 
up the services in a consumer-centric 
way. According to McKinsey, about 60% 
of banking customers worldwide use 
digital channels; 80% of customer touch-
points and 23% of sales occur on digital. 
And it is expected that these numbers 
are higher in the Nordics and Asia.  

Travel retail systems built on a multi-
channel strategy that allow access 
anytime, anywhere, on any device with 
consistent experience across channels, 
will enable interactions across multiple 
customer touch-points where intents are 
captured, insights are derived and 
conversations are personalised and 
optimised.  

Furthermore, as consumers live more 
nomadic lives and e-commerce sites 
make global shopping easier, monetary 
borders are blurring. Borderless travel 
retail propositions in the Nordics will be 
increasingly expected among consumers, 
making shopping across countries as 
frictionless as possible. According to 
Nomadlist, the number of digital nomads 
globally is predicted to reach 1bn by 
2035.  

Stellar is an open-source, decentralised 
protocol for digital to fiat currency 
transfers, which allows cross-border 
transactions between any pair of 
currencies. Supported by a non-profit-
making organisation, Stellar brings the 
world together by increasing 
interoperability between diverse financial 
systems and currencies. 

With digital payments experiencing a 
boom, driven globally by developing 
markets, security of transactions has 
never been so important. A rise of 
wearable and connected digital 
technology is facilitating biometric data 
to be used by fintech as an additional 
layer of security and protection when 
paying. Swedish firm Biohax 
International is leading the field in 
microchip implants with more than 4,000 
individuals having had the procedure. 
The connected chips offer extra security 
and access to digital services like 
payments and transactions. 
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Data retailing  

With the advent of advanced analytics, 
travel retail will personalise the store 
experience through the use of consumer 
data profiles linked to specific regions or 
cities. The industry will learn from brands 
like Nike, which is optimising its 
localisation strategy by gathering data 
from the community surrounding its 
recently opened Los Angeles concept 
store, adjusting its product mix based on 
the shopping profiles of NikePlus 
members living in the local area. Styles 
change every two weeks – faster than in 
other Nike outlets – with the store’s 
Melrose Avenue location based on a 48% 
year-on-year rise in NikePlus member 
activity around that location.  

Retailers in China are using customer 
data to offer bespoke product 
recommendations in real time. Alibaba’s 
Hong Kong FashionAI concept store, 
created in collaboration with Guess, 
asked shoppers to enter their Taobao ID 
code or take part in a facial scan. The 
system, based on RFID technology 
embedded into clothing racks, then noted  

which items shoppers touched or picked 
up, serving them further product 
information and mix-and-match 
suggestions via smart mirrors.  

Amalgamating automated commerce and 
biometric data, e-commerce giant 
JD.com has announced plans to open 
hundreds of unmanned stores in China, 
using data analytics and facial 
recognition to show customised adverts 
and promotions based on a customer’s 
demographic and past shopping habits. 
Travel retailers will need to adapt and 
deliver experiences that match the 
moods, interests and personalities of 
unpredictable and transient consumers. 

Stocking the products that match 
travellers’ tastes is a fine balancing act. 
With limited time to capture customers’ 
interest, retailers can’t afford to run out 
of stock. But in a busy terminal, or on a 
ferry, there is no room for excess either. 
Knowing what sells well to various 
passenger groups in different locations is 
increasingly important to enticing  

travellers and boosting sales, as well as 
to ensuring efficient operations. 
According to LS Retail, to optimise 
traveller's performance, travel retail 
must: 

• Use better tools to see where sales 
occur, understand shopping patterns 
and see how passengers in different 
locations respond to promotions 

• Automate stock ordering based on 
average sales and stock levels so you 
always have the products travellers 
want to buy 

• Integrate retail and supply chain 
systems for efficient ordering and 
insights into supply and demand. 

• Use apps, loyalty programs and 
online interactions to get information 
about travellers’ tastes and interests
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Rise of the mega systems 

These shifts have in large part been 
driven by the exponential growth of 
mega-systems. A small handful of 
companies can now satisfy almost every 
consumer need. Such is their ability to 
comprehend an almost complete picture 
of their customers’ lives – and therefore 
colour in any unfulfilled areas – that the 
relative cost of stepping outside of their 
scope in a less than optimal travel retail 
experience will become prohibitive.  

Big technology brands such as Google, 
Apple, Facebook and Amazon (GAFA) in 
the West, and Baidu, Alibaba, Tencent 
and Xiaomi (BATX) in Asia, are reaching 
near monopoly status and now have a 
controlling stake in tomorrow’s travel 
retail experience.  

Travel retailers will invest in delivery 
solutions with the global last-mile 
delivery market expected to reach £42bn 
by 2025 according to MarketWatch. 
While this isn’t the same level in the 
Nordics due to regulatory issues, 
consumers in the region will soon wish 
they can enjoy the hyper-connectivity 
experienced outside their locale.  

Given the importance of the Asian tourist 
to the Nordic and Baltic region, in Asia 
BATX are similarly pervasive, expanding 
beyond their main areas of influence in 
e-commerce, finance and consumer 
electronics, with an eye increasingly on 
building market share in other territories. 
With BATX’s business eco-systems 
leading, creating and disrupting markets, 
not only in China, but in the rest of the 
world as well, travel retailers in the 
Nordics need to become mega-system 
themselves, or at least partner with data 
and logistic partners to match connected 
consumer expectations.  

The Moby Mart by Wheelys, Shanghai
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Community commerce 

Until now, e-commerce has been defined 
by the promise of convenience, with 
retailers striving to create seamless 
paths to purchase and fulfilment. But 
now, according to The Future Laboratory 
the lines between m-commerce, 
entertainment and social are blurring as 
Generation Z comes of age. Although still 
nascent in form, travel retail needs to 
take notice of these decentralised retail 
channels being fostered by 
entertainment-driven, mobile-first 
consumers.  

Passengers worldwide are embracing 
technology to make every step of their 
journey as easy as possible according to 
SITA, which notes that 98% of airline 
passengers carry at least one mobile 
device – and 70 percent carry two or 
more. Travel retailers who embrace a 
desire for a mobile-driven seamless 
shopping experience will easily entices 
passengers into the travel retail moment 
before, during and after a trip. 

While global e-commerce sales rose by 
18% in 2018, average online conversion 
rates continue to pale in comparison with 
offline rates according to Digital 
Commerce 360. With fewer than 4% of 
customers shopping with desktop 
devices converting into sales, online 
conversion remains steadfastly low in 
contrast. For tablet and smartphone 
users, the numbers are even lower at 
3.78% and 1.84%, respectively according 
to ComQi and Monetate. 

What this shows is that, while e-
commerce has been seen as the 
apparent thorn in travel retail’s side, 
consumers will still desire more 
communal, intimate and curated physical 
retail experiences – albeit connected to 
their digital existence. Travel retailers will 
need to find ways to tap into peer-to-peer 
networks, provide forums for socially 
connected shoppers and evolve to keep 
up with a two-way exchange between the 
physical and digital moments of In this 
brave new world, engagement will rule 
travel retail. 

New multi-brand retail formats are 
bridging the gap between online brands 
and physical spaces. Fourpost’s curated 
retail destinations provide a flexible, 
efficient way for direct-to-consumer 
(DTC) brands to set up studio shops in 
its stores. Meanwhile, Neighbourhood 
Goods presents a showcase of DTC 
brands, with the in-store experience 
bolstered by content and technology.  

Another way retailers are re-inventing 
the department store is through digitally 
savvy staff. Galeries Lafayette’s new 
Champs-Élysées flagship store is staffed 
by 300 personal stylists Recruited via 
Instagram, staff are equipped with omni-
channel solutions to serve customers a 
seamless experience in-store.
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Data-driven beauty 

Based on product, the Europe travel 
retail market will continue to be 
dominated by the perfumes and 
cosmetics segment up to 2025, 
according to Allied Market Research. But 
as beauty brands increasingly embed 
technology into their offering. Indeed, 
technology has infiltrated all aspects of 
life, and beauty travel retail will be no 
exception.  

Connected beauty devices and at-home 
analysis tools have proved popular, with 
the skincare diagnostics market 
predicted to expand at a CAGR of 11.9% 
to 2023 according to Research and 
Markets. Smart mirrors, devices and 
apps are all making the skincare and 
cosmetics buying process much more of 
a science than a trial-and-error process, 
which will have a direct affect on the 
future perfume and cosmetic buying 
moment in travel retail. 

Swedish company Foreo recently 
launched its latest skincare device, the 
UFO, which combines four professional-
grade therapies: LED light therapy, 
cryotherapy, thermotherapy and T-sonic 
pulsations to activate its single-use 
masks to make masking a quicker and 
more effective process.  

Net-A-Porter has also found that sales of 
doctor-founded skincare brands were up 
by an average of 127%, with brands by 
female doctors up 200% according to 
WWD. 

New technologies are also being used to 
objectively scan a user’s face to give 
them advice. Eyewear brand Warby 
Parker recently incorporated smart 
glasses sizing in its app. Taking 
advantage of Apple’s new TrueDepth 
camera, available only on the iPhone X, 
the app reads the contours of a user’s 
face in order to create a 3D depth map.

In order to evolve, travel retailers will need to 
consider adding new ingredients to the retail 
experience: 

• Fintech: see consumers expectations for 
personalised, convenient, frictionless and secure 
methods for transactions  

• Voice: consider how to connect with consumers 
via sonic branding 

• Delivery: as e-commerce sales grow, invest in 
home and office delivery solutions 

• Ethics: there is a growing disconnection between 
retailers and consumers when it comes to data, 
so ensure ethical ways of using people’s data  

• Gaming: gaming and retail will converge, creating 
new opportunities for travel retail to extend its 
offering 

• Diagnostics: travel retailers will assume a new 
role as advisers, providing personalised lifestyle 
guidance as a service 

• P2P: peer-to-peer driven marketplaces are on the 
rise, so create a transition towards a 
decentralised travel retail experience 

• Direct: provide a flexible, efficient way for direct-
to-consumer (DTC) brands to set up studio shops 
in your spaces bolstered by your content and 
technology 

• Agnostic: recruit staff via Instagram, as they will 
be equipped with omni-channel mindsets to serve 
customers a seamless, channel-agnostic way
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P2P rising 

Overwhelmed by the sheer number of 
choices available online, Nordic and 
Estonian consumers will spend more and 
more time researching products and 
evaluating what to buy. As fake reviews 
continue to plague consumer websites, 
the rise of inauthentic voices and paid-for 
content online has fostered greater 
distrust among online shoppers.  

We are experiencing a trust crisis that 
will change the way we are influenced 
and the ways we search for products. In 
light of this, travel retail must 
increasingly help consumers to make 
educated and confident purchasing 
decisions, while eradicating bias. In 
particular, luxury spirits are becoming 
democratised through access points 
available to all.  

Consumers are looking for a grain-to-
glass story that enables them to appear 
more informed and which validates their 
purchasing decisions. Whisky-Me is a 
whisky subscription service that 
educates people without the need to 
commit to a full bottle; Caskers is an 
online retailer that helps members 
discover craft spirits that aren’t available 
in local stores; and Bottles and Bubbles 
is an Alexa skill by Moët Hennessy that 
enables consumer communities to learn 
about champagne.  

This is the future of consumer-centred 
travel retail: a community of shoppers 
one can trust. Highlighting the 
opportunity for this kind of peer-led 
network, four out of five UK consumers 
say they are more likely to trust a 
customer product review over a well-
known influencer according to Morar 
Research.  

In a similar vein, Belgian specialist food 
retailer Njomly’s online platform, which 
offers hobby cooks a one-stop shop for 
culinary products and hard-to-find 
ingredients, recently launched an 
alternative to faceless, nameless mass 
retailers. The live-stream provides 
consumers with an opportunity to engage 
with the people behind the products, and 
draw on their expertise.  
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Retail-tainment 

Globally, online video will account for 
82% of all internet traffic by 2022, up 
from 75% in 2017. Meanwhile, live-
streamed video in particular will account 
for 17% of internet video traffic by 2022, 
growing 15-fold from 2017 to 2022 
according to CISCO.  

As online leisure time evolves, a new 
hybrid of interactive, entertainment-
driven commerce is emerging. To 
capitalise on this market for shoppable 
content, travel retailers will consider 
digital content as a primary channel to 
purchase products. 

Launched in late 2018, NTWRK is a 
burgeoning video commerce platform 
that combines pop culture and 
purchasing ability. The mobile-only app, 
whose investors include Warner Bros 
Digital Networks, sells exclusive products 
such as toys and t-shirts via live video 
content, all presented by well-known 
personalities.  

According to NTWRK’s founder, 
‘statistically, people are spending their 
time on their phones, on social media, 
streaming stuff, watching YouTube, web-
browsing. That is where the market is, 
that’s where the attention is, so that is 
where travel retail needs to also play.’ 

Furthermore, retailers will continue to 
capitalise on the purchasing power of 
speech. Voice assistant usage is set to 
grow by 320% by 2023 according to 
Juniper Research. Travel retailers need 
to consider how they connect with 
consumers via sonic branding, as the 
likes of Mastercard create an audio 
identity that will encourage brand 
recognition across physical, digital and 
voice travel retail touch-points. 

NTWRK app
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Direct-to-manufacturer 

The direct-to-consumer (DTC) model has 
transformed how shoppers interact with 
digital-first brands. Within the next five 
years, one third of US consumers claim 
they will make 40% of their purchases 
from direct-to-consumer brands 
according to Diffiusion.  

Now, new direct-to-manufacturer models 
are actively involving consumers in 
industry processes that were previously 
restricted or simply not shared. 
Recognising the benefits of these direct 
channels, white-label manufacturers are 
stepping out of the shadows, ready to 
disrupt travel retail value chains. 

Connecting consumers directly with 
manufacturers, Italic is a new members-
only marketplace that lets shoppers buy 
unbranded products made in the same 
factories as luxury brands. The company 
works with luxury manufacturers to hand-
select the design, materials and finishes 
of its exclusive products, from bed linen 
to handbags, which are then sold directly 
to consumers.  

By removing brands and labels from the 
process, consumers can buy these high-
end products without the mark-up. As 
retail evolves to meet a new generation 
of empowered consumers, the role of 
travel retailers will change dramatically 
as they begin to operate more like public 
platforms. 

Indeed, fuelled by technology, the 
demand for personalisation and 
customisation will usher in a new era of 
micro-commerce and creator-driven 
travel retail. Instead of having monolithic 
entities who create and consumers who 
consume, we will enter a new phase of 
creative consumption in which 
consumers will act as producers. This 
age of creator culture will be driven by 
Generation Z. 

One company driving this change is 
Obsess, an augmented and virtual reality 
software platform that helps retailers to 
create 3D 360-degree shopping 
experiences on their websites, mobile 
apps and social media channels. 
Signalling the potential, Nike recently 
launched its 720 Air Store pop-up online. 
The virtual store was stocked with 
limited-edition merchandise – including 
water bottles, socks and stickers – 
developed with the brand’s network of 
high-profile collaborators, avatars of 
whom also doubled as digital store 
assistants. 
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Connectivity: how to advance the industry

• Immersive: Capture tomorrow’s 
contradictory consumers with 
intriguing, discovery-driven paths to 
purchase  

• Mobile: Focus on mobile-first 
behaviour and its ramifications as the 
consumer’s path to purchase 
becomes increasingly dictated by 
smartphone innovations – and also 
imagine how these manifest 
physically 

• Social: Consider optimising social 
media and video content platforms to 
convert into transactions, as these 
will play a critical role in future 
shopping habits 

• Personal: Use consumer-generated 
data from social media to inform your 
retail strategies. Be where the 
consumers are and with what 
consumers want, and make 
personalisation and localisation less 
of a guessing game for procurement 

• Real: Find the right technology that 
can add that much-needed human 
element back into digital-led retail 

• Augmented: harness AI and 
automation to optimise operations, 
interactions and retention 

• Transparent: use Blockchain to close 
the disconnection between the food 
and drink we consume, its sources 
and how the techniques used to 
produce food affect the planet 

• Rewarding: As consumers become 
researchers they are the new experts 
on brands, so reward them to sell for 
you 

• DTM: Foster more direct, personal 
relationships with consumers through 
subscription and members-only 
models 

Masse is a shopping app that uses 
peer-to-peer product recommendations 
from users’ social networks
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Industry advances

Magic Hour by Peak Performance
AVANSERE
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To make the most of the advances 
outlined in this report, the Nordic and 
Baltic travel retail industry needs to shift 
from its current state to a new business 
as usual. 

Advance one: the joy of smart travel 

Travel retail relies on several emission-
heavy industry (food and drink 
manufacturing, transport and 
construction) and must quickly reposition 
itself to counter emerging negative 
consumer associations.  

Travel retail in the Nordic and Baltic 
region specifically can market itself as a 
secure, stress-free, eco-friendly, down-
to-earth and human-to-human 
environment that immerses people in the 
joy of shopping with the smarter way of 
travelling. This means becoming far more 
proactive and systemic in how you run 
your business; showing you take a long-
term approach to business growth and 
using technology like the Blockchain to 
connect how consumers travel, eat and 
drink, shop and the effect they and 
others have on society and the planet. 

• Systemic: To engineer collective 
benefits and change at a faster pace, 
travel retail needs to become a 
system change accelerator 

• Assured: deliver peace of mind 
(socially, economically and 
environmentally) with propositions 
that match higher expectations at a 
competitive price  

• Secure: leverage how Nordic society 
and culture nurtures wellbeing and 
delivers on security as one of safest 
and happiest areas in the world 

• Transparent: close the disconnection 
between how we consume, product 
sources and how this affects our 
world 

• Civic: ensure one can ‘travel good, 
feel good, do good’, without 
compromising on ‘quality at the best 
price’
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Advance two: the world of connecting 
humans 

Travel and travel retail are inherently 
human-to-human experiences, and travel 
retail must deliver on people’s growing 
desire more engaged, deeper and 
meaningful connections with societies 
and cultures during their travels.  

This means expanding the concept of 
travel retail so that it is no longer simply 
about transactions in a physical location; 
but a highly localised, personalised and 
authentic (physical and digital) platform 
to build social cohesion and civic 
involvement between consumers and 
brands.  

 

• Connected: build social cohesion and 
civic involvement between and within 
Nordic and Baltic culture 

• Communal: invite consumers to join 
your club, and explore ways to 
monetise the new ‘access over 
ownership’ dynamic 

• Human: build authentic and rewarding 
consumer journeys that are not just 
about product sales 

• Personal: make personalisation and 
localisation less of a guessing game 
by being where the consumers are 
and with what consumers want  

• Real: Find the right technology that 
can add a much-needed human 
element back into retailing 

• Mobile: be mobile-first as the 
consumer’s path to purchase 
becomes increasingly dictated by 
device-to-device social moments, not 
your physical store
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Advance three: the betterment of 
humans 

Travel retail is not associated with 
delivering higher levels of health and 
wellness, and yet it is about joy, treating, 
holidaying and adventure. Travel retail 
must play into growing wellness industry 
that will transcends every aspect of 
consumers lives so as not to be left 
behind as an industry that has a negative 
effect on people’s existence.  

Indeed, one of the biggest causes of 
anxiety among consumers when it comes 
to wellness is food, and successful travel 
retailers will offer a simplified version of 
personalised nutrition in restaurant and 
hospitality environments. 

 

• Good: lead with ethically and 
environmentally friendly products in 
your commercial strategy  

• Healthy: prioritise products and 
experiences that ensure higher levels 
of physiological and psychological 
wellness during and after the travel 
retail moment 

• Balance: deliver experiences and 
product ranges that help people find a 
balance between ‘on and off’ (alcohol 
and non-alcohol, sugar and no-sugar, 
meat and no meat etc) 

• Emotional: use technology to 
facilitate personalised communication 
and reveal how a consumers could 
better serve their own wellbeing on a 
subconscious level  

• Meditative: offering online and offline 
travel retail services that give 
consumers a chance for regular 
reflection and moments to relax, have 
fun and be taken somewhere else 
mentally 

•
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Advance three: the art of elevated 
retailing 

Travel retail must prepare for millions 
more discerning, expecting and 
experienced consumers. This tsunami of 
travel retail consumers, whether they be 
leisure or business travellers, will 
demand that travel retail enable them to 
articulate higher levels of discernment 
and expression with products and 
experiences that show and tell something 
intriguing and new; while also delivering 
frictionless end-to-end travel retail 
experiences that make them feel 
elevated, gratified, sophisticated and 
stress-free. 

 

• Deep: add depth to retail experiences 
by celebrating cultural and brand 
provenance and premium-ness 
before, during and after the travel 
moment 

• Enhanced: match the growing desire 
for more adventure and passion with 
retailing that enables consumers to 
be the best version for themselves  

• Experiential: satisfy the growing 
desire for retailing that one-of-a kind 
experiences, and removes barriers to 
instant gratification 

• Desirable: show and talk about 
sustainability in a fun, real and 
honest way, without losing an 
aspirational tone of voice 

• Augmented: harness AI and 
automation to optimise operations, 
interactions and retention and 
empower human-to-human services 
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