Where next for travel retail?






“Analyses the true impact of new tech”

Curator, TED Global 7
Award-winning

- Futurist &

“Merges remarkable insights with vision” Broadcaster

Britain’s former Digital Minister

“Thought leader beyond compare"
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Are you future-proof enough to meet the
demands of next-gen travellers?

Is your customer service as seamless and
'real-time’ as it should be?
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- Multiple access points
- Under utilised pockets of time
- Democratic airport layout
- Optimistic forecasts
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High immersion, Low cost,

Lasting brand imprint
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HAPTICS
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The vibration is in frequencies to which humans are naturally
receptive, so it’s accepted by the brain as “Real Touch”




Nothing there but... air







Engineering & Medicine (training)




Movie industry (bringing digital posters to life)
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Courtesy: UltraHaptics



Auto industry (dashboards & car model walkthroughs)
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Courtesy: UltraHaptics



Courtesy: UltraHaptics
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VR + AR + Tuch = Next-gen of brand
engagement?

Products become “Always On” channels
= Alternative to static advertising

= Experiential, with potential to boost dwell
time and recall

8 =  |deal whilst on-board, queuing, even at
= pboarding gates to capture attention
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53% of millennials: “Store
associates don’t have the
tools they need to deliver
great customer service”
1% 69% of baby boomers: @S
=-4 “Staff need instant visibility M2
| into available inventory” | h












This is Rachel







> On-demand chatbots that read our
moods & respond accordingly

> Augmenting vs displacing role of a human

> Brands can harness “conversational data”
to make better business decisions

> Would allow upselling of products, instant
recommendations, live info
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62% of travellers would make an unplanned purchase
off the back of an immersive brand experience and
seamless customer service
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