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With 80 years of aviation expertise, we create 
digital and physical touchpoints, like our 
award-winning Escape Lounges and global 
marketplace, to enhance travel, deliver value, 
and grow non-aeronautical revenue.

WE HELP YOU

Create a seamless booking experience

Increase revenue and drive awareness

Expand your customer reach

Offer premium physical in-airport products

OUR CLIENTS INCLUDE

Unlock value  
from the airport  
passenger journey

Scan or visit ca.vu to learn more
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SPOTLIGHT ON AIRPORT LOUNGES

Today’s travellers expect more comfort, simplicity, and control 
from their airport experience, along with connected, 
personalised services that improve every step.

Premium travel is no longer reserved for first or business class. With 
rising expectations across the board, airports are rethinking what 
‘premium’ really means – and CAVU is helping shape experiences 
around what travellers value most.

HOW ARE PREMIUM LOUNGES LIKE ESCAPE LOUNGES 
EVOLVING TO MEET MODERN TRAVELLER EXPECTATIONS?
“We’re continuing to evolve our offering to reflect the needs of today’s 
travellers – improving comfort, choice, and the overall experience,” 
explains Stancliffe.
 
“Whether travellers want to check emails, enjoy a bite with friends, or 
simply take a breather, Escape Lounges offer a vibrant and social space 
that adapts to their needs.
 
“At CAVU, we’re rethinking what’s possible in the lounge space – 
bringing greater comfort, style, and flexibility to the airport journey. The 
aim is to make time at the airport feel more intuitive, elevated, and 
aligned with what travellers now expect.”

HOW DO PREMIUM SERVICES LIKE aether ENHANCE PASSENGER 
SATISFACTION AND DRIVE NON-AERONAUTICAL REVENUE?
“CAVU recently launched aether, The Private Terminal at Manchester 
Airport – a reimagined premium experience designed to bring ease, 
privacy, and tranquillity to the beginning or end of your journey,”  
says Stancliffe.

“From private check-in and security to panoramic views of the runway 
and a dining experience by renowned Manchester chef Adam Reid, 
every element is designed to feel seamless and personal. Our team 

manages every detail – including passport control and chauffeur-driven 
transfers to or from the gate.

“Whether it’s a business trip, weekend getaway, or special occasion, 
aether gives travellers the freedom to tailor their experience. Express 
options offer speed and ease; inclusive packages add lounge access 
and curated dining. Premium services like this not only improve 
satisfaction by offering choice and control; they also unlock new 
revenue opportunities. The same traveller might choose different 
services depending on the journey - making flexibility a commercial 
advantage as well as a customer benefit.”

HOW CAN PREMIUM EXPERIENCES BE BETTER MONETISED 
THROUGH CONNECTED TRAVEL?
“Research shows most travellers follow a similar booking journey – from 
inspiration to research, then purchase,” notes Stancliffe.

“Flights and accommodation typically come first, followed by services 
like transfers, activities, parking, lounges, and insurance, in that order 
of priority.

“A connected approach allows us to reach customers earlier, 
introducing them to premium services when they’re most open to 
adding value. It creates natural opportunities to cross-sell and upsell, 
improving the experiences and capturing more spend.”

As airports look to the future, one thing is clear: experience is 
everything. CAVU’s powerful e-commerce platform, propel™, helps you 
put passengers first, delivering personalised journeys that meet rising 
expectations and unlock new revenue.

Stancliffe explains: “With real-time data, integrated systems, and 
dynamic retail tools, it turns insight into action – enhancing 
satisfaction, loyalty, and spend at every touchpoint.”

Heidi Stancliffe, head of product, strategy & bids at CAVU, shares how premium airport 
experiences are evolving, and how they are creating new opportunities to grow loyalty  
and revenue.

Focus on: CAVU
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RETAIL/F&B

A new generation of traveller wants something very different 
from their journey through an airport. A different age, cultural 
and geographic demographic is looking beyond the functional 
and the transactional – they want an experience. 

According to Philippe Margueritte, president of travel retail trade body Tax 
Free World Association, it’s a misconception that even the younger, more 
tech-savvy passenger doesn’t want to shop in physical stores. 

“They very much do enjoy bricks and mortar retail, but as part of that 
they want ‘Instagrammable’ experiences that add excitement to their 
journey,” notes Margueritte. 

Experiences that draw travellers, such as the chocolate brand 
Valrhona’s reconstruction of Notre Dame at Charles de Gaulle Airport to 
commemorate the reopening of the cathedral, have real resonance. 

At the TFWA Asia Exhibition earlier this year cosmetics brand L’Oréal 
demonstrated concepts including destination-inspired fragrance-themed 
cocktails accompanied by a curated ‘silent disco’ to create an immersive 
brand experience that can add additional levels of engagement.

Food and drink are, of course, a big part of the airport experience, and 
can do a lot to turn an ordinary journey into something special. 

Paul Passmore, group portfolio commercial director of food and 
beverage operator SSP, says: “As traditional points of connection have 
been eroded, consumers are looking for new ways to reconnect with the 
world around them and experiences that engage multiple senses. 

“The food and beverage offer can go a long way to provide the 
memorable moments today’s traveller craves.”

SENSE OF PLACE
Creating a sense of place has long been on the agenda for international 
airports looking to add excitement to the experience their passengers 
enjoy, but the way this is being tackled is also becoming more 
sophisticated, in Margueritte’s view.

“While of course well recognised global brands still have a major role to 
play in the airport landscape, there is also demand for a local feel that 
gives an authentic travel experience,” he says.

“Local brands can add that colour, and there is also room for  
localised versions of international brands, such as specially  
packaged travel editions.”

Food and beverage offers that truly reflect the culture and heritage of 
the city or region the airport serves, and that appeal to all senses, can 
also allow passengers to quickly immerse themselves in the local 
atmosphere when they arrive, or retain the spirit of their travels on their 
way home.

“SSP’s Alas at Barcelona Airport created in partnership with Michelin-
starred chefs the Torres brothers serves classic Catalan dishes with a 
contemporary twist, while the menu at Eastward Long Island Kitchen in JFK 
is as seafood forward as any Long Island menu should be,” says Passmore.

At the Hithes London Bar & Eatery at London City Airport, SSP has 
created a real sense of place rooted in the diverse food culture and 
vibrant culinary scene of the UK capital. 

It serves food that celebrates the city as a multicultural melting pot, and 
menu highlights include ‘City Boys’ all-day breakfast, the ‘Best of Brick 
Lane’ chicken tikka masala and ‘Notting Hill’ jerk chicken. 

Clare Williams Fannin of travel business specialist consultancy Templemere PR explores the 
importance of food and retail in elevating the airport experience.

It’s all about the experience
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RETAIL/F&B

But evoking the authentic ambience of a city involves more than offering 
great local produce.

“All the boxes of delivering local are ticked, but in a way that’s more 
interesting than just putting local ingredients on a plate,” adds Passmore.

“There are so many other customer touchpoints that contribute, and  
it’s as much about the look and feel and the architecture as what’s  
on the menu.”

THE ENTERTAINING AIRPORT
While adding ‘entertainment’ such as art displays or sports areas to the 
terminal can contribute to the airport experience, there has been some 
debate about whether it could be detrimental to revenue as it can 
distract from the commercial offer. 

However, when it is part of the retail mix, Passmore believes it certainly 
can be beneficial. 

“On the high street, we’re seeing more and more offers that combine 
dining with some sort of sporting activity or other entertainment and 
this trend is also playing out at the airport,” he says.

“Video gaming facilities such as those at our BrewDog outlet in London 
Gatwick or our Sky Gamerz restaurant in Seattle draw customers in and 
give them a reason to stay.” 

THE ROLE OF TECHNOLOGY
Technology can also enhance the retail experience. “When it comes  
to providing high quality service, displays with ‘lift and learn’ functions 
that cue informative videos are among the technologies that can  
help maintain standards and even add an extra element of fun,”  
says Margueritte. 

“These functions are particularly helpful in the 24/7 environment of an 
airport, where it may not be possible to have staff on duty all the time. 

“AI-generated sales assistants can be used to speak with passengers in 
multiple languages, which would again not be possible with human 
sales teams.”

In F&B, service robots, order at table technology, screens that display 
waiting times and digital ordering kiosks can deliver better experience 
as well as drive sales, Passmore believes. 

“Our Mezz food hall at Dublin Airport allows customers to order  
at one touchpoint, with one transaction and one delivery point  
serving a number of offers, and is the first of its kind in a travel  
F&B environment. 

“The average time from order to delivery is under three minutes, 
making it ideal for the busy airport environment. Smart upsells  
mean 24% of transactions include a side, increasing average 
transaction value.” 

COMMERCIAL BENEFITS
Delivering an outstanding experience isn’t just a nice to have – it has  
a meaningful impact on the bottom line and the perceived value of  
the airport offer. 

“Time and price used to be the most important factors for our 
customers,” says Passmore. “The experience – the offer, the 
environment and the service – are now more important in  
delivering value.”

And airports should do all they can to ensure their passengers make 
the most of that experience, according to Margueritte.

“One of the main issues that stops airports from maximising the 
benefits of providing an outstanding experience is time,” he notes.

“Travellers are arriving at the airport a little later, and check-in and 
security procedures are still taking too long. This means passengers 
have less time to enjoy the retail experience and are likely to be in a 
less relaxed frame of mind to enjoy it. 

“But today’s traveller is in a unique mindset. Whether they’re looking to 
treat themselves before a stressful business trip or celebrate ahead of 
an important holiday, they’re open to new and inspiring experiences 
and they are eager to spend. It’s well worth making sure that they have 
plenty to enjoy.” AW



MULTIMEDIA INNOVATION

Immersive story-telling digital displays are helping enhance the airport experience for 
passengers across the world, writes Moment Factory’s Mikael Charpin.

Magic moments!

It’s been twelve years since Moment Factory transformed Los Angeles 
International Airport’s (LAX) Tom Bradley International Terminal into 
North America’s largest airport multimedia ecosystem. 

At the time, it marked a decisive shift — a visionary blend of storytelling, 
technology, and placemaking that reimagined the passenger journey, 
transforming a bustling environment into a calming oasis. 

This groundbreaking initiative arguably set a new global standard  
for transportation hubs, putting LAX firmly on the map. 

Today, the world’s leading airports are no longer just traditional  
transit points; they’ve evolved into vibrant destinations that offer 
immersive collective experiences. 

Indeed, four of SKYTRAX'S Top 10 airports in 2025 — Singapore Changi 
Airport, Hamad International Airport, Seoul Incheon International 
Airport, and Hong Kong International Airport — have collaborated with 
award-winning entertainment studio Moment Factory to integrate 
multimedia into their terminals.

Each project is uniquely tailored to reflect the culture and identity  
of its location, showcasing how innovation transforms travel 
experiences into memorable moments. 

We approach every airport as an original canvas — where  
architecture, multimedia, and storytelling converge to create  
a sense of place.

By integrating immersive environments into airport architecture, these 
transportation hubs are positioning themselves as powerful economic 
engines and brand ambassadors for their cities. 

Beyond enhancing ambiance, they spark emotional connections,  
drive visitor numbers, and unlock new revenue-generating 
opportunities — all while restoring a sense of wonder long missing  
from modern air travel.

DIGITAL ART CELEBRATES KOREAN CULTURE AT INCHEON’S 
TERMINAL 2
For the expansion of its Terminal 2 Departure Hall, Incheon International 
Airport collaborated with Moment Factory to develop visual content  
that celebrates Korea’s rich cultural heritage. 

Displayed on two curved 16K LED screens at the departure gates 
(pictured above), the content activates a monumental digital canvas 
visible from multiple angles. 

The terminal’s video content features five original capsules inspired  
by the airport’s core values and vision, establishing a sense of  
place that highlights Korean culture, historical architecture, and  
natural landscapes. 

The journey also ventures into the surreal, with scenes of fantastical 
underwater worlds and visions of a futuristic Korea. Each digital  
artwork is custom-made, combining 3D animation with  
live-action performance. 
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MULTIMEDIA INNOVATION

THE WONDERFALL AND DREAMSCAPE AT SINGAPORE CHANGI
For its third partnership with Changi Airport Group, Moment Factory, in 
collaboration with design studio BOIFFILS Architectures, created two 
signature multimedia installations for Singapore Changi Airport's newly 
renovated Terminal 2. 

The main objective was to capture the essence of the natural world, 
blurring the lines between nature and architecture, physical and digital, 
indoor and outdoor.

In the Departure Hall, passengers are greeted by ‘The Wonderfall’, a 
four-story digital waterfall. Nestled between vertical gardens, a curved 
LED screen showcases a dynamic cascade of water and rock formations. 

Several times each hour, the waters change direction and form, 
choreographed to an original musical composition by pianist Jean-
Michel Blais. 

Changi Airport Group’s executive vice president of airport management, 
Jayson Goh, says: “It is always part of our service design to create a 
stress-free and sometimes surprising environment for our passengers. 
We found multimedia technology and digital content to be an ideal 
solution, enabling us to introduce new creative experiences.”

Airside, passengers unwind in ‘The Dreamscape’, a lush garden 
beneath a digital sky. This overhead installation mirrors real-time 
daylight and meteorological conditions by integrating the airport’s 
meteorological system. At intervals, the sky transforms into an 
underwater scene (pictured above). Embedded within the greenery, an 
evolving soundscape draws from local wildlife recordings, spatialised to 
create a fully immersive experience.

ENHANCING HAMAD’S GARDEN EXPERIENCE WITH DIGITAL ART
As part of the expansion to increase Hamad International Airport’s capacity 
to over 75 million passengers, Moment Factory was commissioned to create 
a digital art signature for the airport’s ‘Orchard’ tropical garden. 

This kilometre-long LED ribbon spans two stories, showcasing native 
botanical themes and Qatar’s cultural heritage across a continuous, 
24-hour ambient loop.
 
JOURNEY OF DISCOVERY IN HONG KONG
We also collaborated with the Airport Authority Hong Kong on the 
creation of its ‘Journey of Discovery’ experience at Hong Kong 
International Airport's Terminal 1. 

Spanning from kerb to gate, this immersive experience transforms  
the passenger journey for both arriving and departing travellers. 
Multiple multimedia installations, featuring interactive technologies 
and original content crafted by local artists, are strategically placed 
throughout the terminal. 

Key installations include the Crystal Elevator in the Meeters and 
Greeters Hall, featuring a prismatic glass facade that displays eight 
themed videos offering a dynamic glimpse into the city, and the Twin 
Waterfall Gardens, where interactive sights and sounds respond as 
passengers stand still.

Modernising functional display elements, Totems of Joy are located at 
each departure gate. These installations offer a friendly farewell to 
travellers with engaging, destination-inspired selfie prompts, refreshing 
and enlivening the airport’s pre-boarding waiting areas. 
 
As multimedia transforms transportation hubs into vibrant  
destinations and aerotropolises expand into vast ecosystems,  
Moment Factory is driving innovation with new projects, including  
a major collaboration at SKYCity near Hong Kong International Airport, 
set to open in 2026.
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About the author
Mikael Charpin is the general manager and producer for the Cities 
Unit at Moment Factory.
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