The Moodie Report

Specialist technology retailer Sharaf has enabled ADAC to significantly enhance its offer in this sector

Sharaf is another new concessionaire.
The Dubai-based electronics and con-
sumer technology specialist has made a
strong impression at the airport since
winning a three-year contract in Janu-
ary 2008 and Cappell is full of praise
for the incremental revenues it has driv-
en. Its store here is light, bright and
clean, with a tremendous range of skus

that ADAC admits it simply could not
have matched if the category had con-
tinued to be run in-house.

Close by is a Relay outlet - the
Lagardere Services-owned brand trad-

Nearby stands a Boots pharmacy -
another first for a Middle East airport.
Everywhere, Cappell points out, ADAC
has opted for ‘best of class’. Around this
area the consumer also finds a number
of ATMs, public telephones and the

ing here in a joint venture part-
nership with powerful local
market retailer Jashanmal.
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Bureau de Change facilities, which are
run by Travelex.

ADAC is particularly enthusiastic about
what DFS has achieved in the liquor and
tobacco environment, which includes a

walk-in humidor and a tasting bar - the
latter being one of the hallmarks of the
same retailer's acclaimed wines & spirits
operation at Singapore Changi Airport.

"“The tasting bar is fantastically
positioned... right at the front for pro-
motional activity,” says Cappell. "It is a
combination of branded units and
generic fixtures, and the latest liquor
and tobacco fixtures feature videos built
into the display units, which in turn
interact with the promotional activities.”
There's a strong emphasis on ‘premiu-
misation’ here - there's a gorgeous
showcase for Johnnie Walker Blue
Label King George V Edition, for exam-
ple - and the wine offer evokes the feel
of a cellar with its wood finishes and
laid-down bottles.

As the consumers emerge from the dou-
ble voided area towards the gates they
encounter the food, confectionery and
destination merchandise environment. It
was early days during my visit but
already it looked splendidly merchandised.

Brands such as Kit Kat, Toblerone, Fer-
rero, Galaxy, Cadbury and Mars, Quality
Street, M&M's and Celebrations all enjoy
a high profile that reflects the catego-
ry's importance in the Middle East and
the airport's passenger profile. There
are plenty of value messages (Ferrero's
‘Buy 3 get one free', for example) and
due prominence is given to value items
such as Nido, Tang and Foster Clark's.

Traffic growth slows, but the
momentum is still upward

Abu Dhabi International Airport recently announced a +10% year-on-year gain in
passenger traffic for January to 811,530. The robust result, coming against a back-
drop of aviation industry turmoil and global financial crisis, follows a +30.2% rise in
passenger traffic to 9.02 million last year at the UAE capital’s gateway.

Abu Dhabi Airports Company Chairman and Managing Director Khalifa Al Mazrouei
commented: "We have said all along that, even during buoyant market conditions,
growth rates such as we have seen [+30%] over the past two years were not sustain-

able indefinitely.

"But we are pleased that, in light of the added challenge of the global economic
slowdown, we remain an airport of choice — and have continued to realise double-

digit growth.”
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Cappell and I now turn and walk into
the luxury boutique avenue, stopping to
admire the high and intricate ceiling.
This area is stylish and sophisticated,
featuring a dazzling array of boutiques,
including the latest Bvlgari fit-out. The
blend of traditional duty free shopping,
just a few yards away, with consum-
mate luxury, is achieved seamlessly.

That sense of cohesion is everywhere,
from the points of sale to the bou-
tique corridor with its com-
mon Arabic fascia. The brands
enjoy a strong presence, but
they are clearly delineated as
part of a greater whole. The
boutique area also hoasts a
beautiful chandelier and a ceil-
ing painted with a 24ct gold
leaf effect.

Walking back we stroll past Polo Ralph
Lauren, followed by Hugo Boss, Coach,
Ferragamo, Chloé and Cartier (the first
brand you would see post-security).

On the other side Hermes leads the way
post-security, followed by Bvlgari, Bur-
berry and Jimmy Choo - the luxury foot-
wear brand makes its airport debut here.

Within the wide central aisles, designed
to maximise circulation, illuminated and
delightfully merchandised display pods
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Every picture tells a story as Sense of Place is evoked

Many airports talk the talk about the concept of Sense of Place, but
Abu Dhabi Airports Company is literally walking the walk with a breath-
taking display of Arabic culture, crafts, cuisine, history, heritage and
humanity in the transit area between Terminal 1 and the new Terminal 3.

That's exactly what thousands upon thousands of passengers will be
saying as they stop, stare and admire this stunning picture gallery.
What a welcome change from the drab transit zones that typify almost
every airport in the world. Here, every picture tells a story.

The long walkway houses an amazing array of giant photographs that
emphasise the traditions of Abu Dhabi.

ADAC Chairman Khalifa Al Mazrouei is rightly proud of the concept,
and of the quality of its execution. "I told the team: We know the tradi-
tion, we know the culture, and so let's show people.

"It's not just a poster on a wall. As people travel through... we can say
‘Here is the desert; here is the camel; here is the falcon; here are the
people; here's how they used to live; here's a woman cooking; here's how
they used to cook.

"Here is what it was; here is what it is today; here is what is coming.”

“"Basically,” he continues, "you read about Abu Dhabi on the walls of
Abu Dhabi International Airport. This is unique.

"But you're not just reading walls. You're reading history, you're reading
culture, and you're enriching your understanding about Abu Dhabi. And
through this T am hoping that it gives you the Sense of Place, and that
you will say ‘Yes, this is Abu Dhabi International Airport, it's different.’

offer a glimpse of what is to come in
terms of brands and imagery.

Cappell is anxious to see the finishing
touches put to the offer, particularly in
F&B. He concludes that this has been a
fantastic team effort and singles out
ADAC's James McLean and Sulaiman
al Siksek specifically for their contri-
butions. It is noteworthy that many of
his long-held ‘Trinity" principles have
been championed and well-executed
within this landmark project.

Coming soon

"The quality of some of the
work in the ceilings is simply
amazing,” he muses, pointing
upwards. "There's a combination
of different heights, lighting,
materials, textures and feelings.
And the way that the whole
terminal is actually pulled
together through the ceilings,
the flooring and the fascia ele-
ment going all the way around
really does make this some-
thing quite spectacular.”

In coming weeks The Moodie Report will produce a special print supplement dedicat-
ed to Terminal 3 at Abu Dhabi International Airport.

Including interviews with Chairman Khalifa Al Mazrouei, senior Abu Dhabi Airports
Company management, T3 concessionaires and Etihad Airways, the report examines
the terminal's commercial offer and philosophy, the customer experience, and the
guiding principles of best practice, Sense of Place and respect that are central to

ADAC's development.
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