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INFLIGHT RETAIL WORKSHOP

Luxury Brands in Inflight
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LUXURY BRANDS IN INFLIGHT

The Importance of Inflight for Luxury brands:

Inflight plays a crucial part in PR
and communications due to a high
reach and captive audience

Inflight is perceived as a proper
sales channel for accessible luxury
goods

Perfect match of customers in
Business and First Class.

Frank Passmann

Duty Free Category Shares

Wines & Spirits
16% /

Waitches, Jewellery
& Fine Writing
10%

L_-_-_________._.‘

V4

Tobacco Goods
14%

Confectionary &
Fine Food
8%

N Electronics, Gifts &
9 Other
9%

Fashion &
Accessories
14%

o
y o
F o

P

Fragrances &
Cosmetics
28%



LUXURY BRANDS IN INFLIGHT

Inflight Customer Potential

Number of Airlines with Inflight Sales: 225

Middle East
6,7%

Asia & Oceania

21,3%
Europe

44,4%

Americas

13,8%

Africa
13,8%

Customer Potential: 233.9 million

Middle East
9.1%

Asia & Oceania
20,9%

Europe
55,9%

Americas
11,4%

Africa
2,7%

*Customer potential = no. of passengers having the theoretical opportunity of visiting the shop(s) (i.e. departing/transit passengers and

those on international routes)
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LUXURY BRANDS IN INFLIGHT

Examples of Luxury Brands Inflight Listings
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LUXURY BRANDS IN INFLIGHT

Examples of Luxury Brands Inflight Listings
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EDUCATION IS THE FOUNDATION FOR A BETTER FUTURE.

Visie thl 1o learn abour cur Sgnarure for Good Initatve

and to buikd 2 better future - brick by brick. With the Signamrr for Good Callarnion, Montblanc mupports
UNICEF's education projects in Asia, Africa, and Latin America. Part of the procesds of this collection
will be donated to UNICEF projects to build and run schools in these regions and belp children
pave their way to a succesful, sedf determined, and happy life.
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mzo unicef @

VISIT MONTBLANC.COM

Montblanc Mei:
Lecen und 5o

ertin Anlehnung
ail nummeriert und sine feine
unft aufzubeuen.

i b dusly rumbered and € 235,~ o mis w00 " =

€ 330,- oder/or miles 96.000 UVP/RAP € 365~
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MARKETING

Examples of Luxury Brands Inflight Listings
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LUXURY BRANDS IN INFLIGHT

Examples of Luxury Brands Inflight Listings
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LUXURY BRANDS IN INFLIGHT

Examples of Luxury Brands Inflight Listings
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LUXURY BRANDS IN INFLIGHT

Examples of Luxury Brands Inflight Listings
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LUXURY BRANDS IN INFLIGHT

Inflight Promotion Example: Singapore First and Business Class Flyer

Finst AND Business CiLass ExcLusive

INFLIGHT DuTty Frie SHoPp
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LUXURY BRANDS IN INFLIGHT

Inflight Promotion Example: KLM Business Class Flyer
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LUXURY BRANDS IN INFLIGHT

Inflight Promotion Example: Emirates Airline campaign “Make a Winning Bid "

e 3-months on-board charity
auction for a special “one
of one” MB watch on all
Emirates’ flights worldwide

* Promotion open to all passengers

"
Jtn, T P rwiem piere of Moet Bles perterton wes cafvee. The

e Min. starting bid US$ 65.000 Wl -
* Winning bid US$ 250.000.

e This was the highest onboard
purchase ever made. Make a winning bid

for the limirted edirlon one of one
Mont Blanc chrono centennial warch
created exclusively for Emirates
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LUXURY BRANDS IN INFLIGHT




LUXURY BRANDS IN INFLIGHT

Inflight Promotion Example: Emirates Airline campaign ,Fly, Bid, Win"

Emlrarespwm e MRV  « To celebrate 190th anniversary
Collection IJ‘LJQ of the Chronograph

e 3 months on-board charity auction for a
Limited Edition Nicolas Rieussec
TimeWriter Collection created exclusively
for Emirates

* Promotion open to all on-board Emirates
passengers with
*  Minimum starting bid US$ 45.000
e  Winning bid US$ 90.000

e 87 bids were made

! B s JBOGA US$45.000
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LUXURY BRANDS IN INFLIGHT

Frank Passmann



INFLIGHT RETAIL WORKSHOP

The Inflight Market




THE INFLIGHT MARKET - PROMOTION

Proposed Airline and Concessionair Actions to Promote Onboard Offer

‘Mrss» Understand & focus on customer needs

Utilize mobile computing to train crew

Use of digital media to engange passengers

Use of Bl and analytics to target passengers 7\\;:\
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THE INFLIGHT MARKET - ATTRACTIVENESS

Inflight Retail - Attractiveness for the Luxury Market?

Missing luxury appeal and environment. ..
...due to a lack of luxurious boutique atmosphere:

Frank Passmann 20



THE INFLIGHT MARKET - ATTRACTIVENESS

Inflight Retail - Attractiveness for the Luxury Market?

Missing luxury appeal and environment...
...due to a lack of presentation:

In-store & MB online shop packaging Inflight packaging
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THE INFLIGHT MARKET - ATTRACTIVENESS

Inflight Retail - Attractiveness for the Luxury Market?

Missing luxury appeal and environment...
...due to a lack of say in catalogue layout:

Luxury brand appropriate layout Typical catalogue layout

Collection
PRINCESSE
GRACE DE
MONACO
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INFLIGHT RETAIL WORKSHOP

The Future of Inflight Retail
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THE FUTURE OF INFLIGHT RETAIL

How Inflight retail aftractiveness may be ensured for luxury brands?

Allow brands to advertise their products according to their wants and needs.
= Respect brand image and DNA.

= Allow brend to layout the catalogue pages

* |mprove onbord catalogues. Cluster in premium brands and low-end of the price
segment.

= |ntensive training for flight attendants to sell luxury products appropriately.

= |mprove on-board presentation
= Use trolleys not as a selling tool rather than a mobile storage tool
= Seat delivery. Packaging. Special Airline wrapping.
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THE FUTURE OF INFLIGHT RETAIL

How Inflight retail aftractiveness may be ensured for luxury brands?

Cross Media approach
= Advertise already at airports
» Onboard video and interactive animated shopping site
» Catalogue reference to other media
= Distribution through Crew

Cross Channel Marketing

= Partner with ground retailers.

Expand and improve Pre-order options

= Use new media interact with passengers and anticipate needs
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THE FUTURE OF INFLIGHT RETAIL

New Marketing Tools & Techniques

- HEAA
Social

YEGIE! Artifical Linked T3],
Interest Intelligence
Groups

Business
Intelligence
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THE FUTURE OF INFLIGHT RETAIL MONT

L
BLANC

How to Make Inflight A Competitive Point-of-Sale: Improve Service-Value-Chain

- A
virginatlantic
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PRE-ORDER NOW!

Touch-points
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INFLIGHT RETAIL WORKSHOP

Thank You For Your Attention
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