








selection of products, across various
categories, and includes multi-packs and
travel retail-exclusive presentations.

Keeping the passenger in the heart of
the retail/F&B offer is a key objective
for Hamburg Airport, although the air-
port authority chose not to create a
true walk-through travel retail store (it

is possible for passengers to bypass the
Heinemann shop and reach their gates
via the Plaza’s central thoroughfare).

“My answer to the question ‘why didn’t
you build a true walk-through’
is always the same: that the
entire Plaza is a walk-through
shop,” explained Hamburg 
Airport Director Commercial
Development Dr Thomas
Immelmann.

“Because of the way [the facili-
ty] has been constructed, every
single one of our 6.5 million
originating passengers has to
come this way and pass
through the Plaza. So we will
definitely have the footfall;
what we don’t want is to have
travellers walking through just
one shop. We want them to
move from one outlet to the
other, and remain in the Plaza’s
commercial core.”

The compact nature of the air-
port in general, and the Plaza

layout in particular, is particularly con-
ducive to capitalising on dwell-times,
Immelmann maintained. “The distance
from the car park to the boarding gates
is just 70m,” he noted. “And there will
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Infopoint terminals help to
reassure anxious passengers

Shaken – and stirred: The first major themed retail promotion at Hamburg Airport Plaza is the 
James Bond-esque ‘Casino Mondial’ event, complete with an in-store roulette wheel



be 16 new security control stations,
which will further increase efficiency.”
In terms of public transport, the new S-
Bahn city/airport rail link will be opened
on 12 December.

Immelmann also explained the decision

to locate almost all the Plaza’s F&B out-
lets on a mezzanine floor. “Originally we
wanted everything all on one level, but
we didn’t have enough space,” he admit-
ted. “So we decided to lift almost all the
F&B activities up to another floor,
knowing that while still considerable,

their added value would not be as sub-
stantial as the contribution of retail.”

In particular Immelmann reinforced the
importance of tailoring the Plaza offer
to the passenger profile. “Once passen-
gers have accessed the main area, the
flow divides into North and South, or
right and left,” he explained. “In the
South we have the non-Schengen area,
with high-frequency flights to inner
Europe, business and scheduled flights,
and established flag and network carri-
ers. In the North we have more leisure
flights, and the low-cost segment of
our business.

“We’ve tried to match the traffic with
the consumption patterns,” Immelmann
continued, “so that the shops in each
area target a specific customer group.
For example in the Northern part we
have a ‘Kids’ shop, and a duty free store
that focuses on the top-sellers as
demanded by leisure passengers, such
as certain cigarettes and medium-brand
[alcohol]. In the south we’ve installed
the Destination Hamburg shop, a Boss
store and a Marc O’Polo outlet.”

From the second quarter of 2009 all
passengers in search of rest and relax-
ation can visit the airport’s wellness spa
and lounge, which will be located on the
top level. “This will be a single-brand
spa, again imbued with a certain sense
of Hamburg,” Immelmann revealed. n
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Luxury fragrances are highlighted on a smaller promotional stage,
as part of the Casino Mondial promotional event

In addition to its airside Heinemann Duty Free store, Gebr Heinemann
has unveiled a new landside pilot concept at Hamburg Airport called
‘1040 Beauty Project’, situated on the Arrivals level.

Named after the year 1040, when the iconic French town of Grasse
(famed for its fragrance heritage) was officially founded, the store –
which marries baroque elements with a modern design – carries an
eclectic range of fragrances and cosmetics in addition to complementary
items such as photo frames, accessories, jewellery cases and handbags.

“It makes sense for us, and indeed the airport, to control the landside
beauty offer in addition to the airside one,” explained company co-
owner Gunnar Heinemann. “We believe this shop is an ideal support,
while being very different to what we have elsewhere.

“It offers perfume, colour cosmetics, skincare, home fragrance and
accessories, from a combination of mainstream and less widely avail-
able brands.”

Familiar best-sellers such as Chanel and Christian Dior feature heavily,
but so do more niche brands (at least in terms of travel retail) such as
Floris, Penhaligon, Molton Brown and Linari.

Hero products, such as Touche Éclat from Yves Saint Laurent, and Terra-
cotta from Guerlain, are another key element.

Gebr Heinemann’s 1040 Beauty Project goes public


