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This repor t highl ights some 
of the most interest ing retai l 
occurr ing in GTR now. Those that 
are redef ining how travel lers 
engage with brands; turning 
transit  spaces into dest inations 
in their  own r ight.  
 
In this  repor t we look at: 
→ Leveraging local ity specif ic ity 
→ Connecting with t i red senses 
→ The vernacular of travel 
→ How to engage the audience 

Discovering innovation and 
immersion that stands out in 
the airport environment.

Retail highlights.
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Travel retail 3.0
RETHINKING HOW BRANDS SHOW UP                                        

ACROSS THE TRAVEL JOURNEY.  

D4R VIEW

CRAFTING CONNECTION  
 
Travel  retai l  today is  no longer just about 
tax-free bargains- it  has transformed into 
a technology-r ich, luxury-focused ecosys-
tem. 

The modern travel ler  doesn’t see an air-
por t store as a mere convenience; they see 
it  as a ref lect ion of their  l i festyle, values, 
and aspirat ions. Shopping in transit  has 
become less about duty-free deals and 
more about self-express ion—choosing prod-
ucts, brands, and exper iences that af f i rm a 
sense of identity. 

At the same t ime, the values shaping retai l 
outs ide the airpor t wal ls  are also shaping 
it  within. Shoppers are drawn to authentic-
ity, sustainabi l ity, and transparency. They 
want their  brands to del iver eco-fr iendly 
design, feature local  sourcing stor ies, and 
create immersive exper iences that go be-
yond the transaction. 

Retai lers are tapping into this  by curating 
spaces that feel  tai lored, immersive, and 
aspirat ional. In this  sense, travel  retai l  has 
evolved into a stage where global  brands 
and local  voices meet the travel ler ’s  desire 
not just to shop, but to belong, indulge, 
and def ine themselves in the f leet ing mo-
ments between depar ture and arr ival .

“�it’s not about where you are 
anymore - it’s about who you 
are when you travel..”
ANDREA ROBINETT,  
DIRECTOR OF CREATIVE & STRATEGY

TR AVEL RETAIL RETAIL HIGHLIGHTS

THE DRAWING AND THE INFORMATION CONTAINED HEREIN IS THE PROPERTY OF 
DESIGN 4 RETAIL LTD. IT MUST NOT BE REPRODUCED OR LOANED, IN PART OR WHOLE 
WITHOUT PRIOR PERMISSION OF THE SAID COMPANY.  ALL DRAWINGS, CONCEPTS AND 
DESIGNS REMAIN THE INTELLECTUAL PROPERTY RIGHT OF DESIGN 4 RETAIL LTD.

3



Authentic evocation.
L’ATELIER MARTELL. SHENZHEN

01

“�Physical and digital dimensions 
complement each other 
harmoniously to accompany 
customers in their discovery of 
Maison Martell.” 
LUXSURE.FR

MORE THAN JUST A SHOP: A MUST-SEE 
DESTINATION  
 
This beautiful  evocation of provenance and 
prest ige was created as a dest ination and 
a brand home to invite luxury customers 
into Mar tel l 's  world. The space blends 
craf tsmanship, digital  innovation, and 
exclusive products, in an envelope inspired 
by the Maison’s Cel lar  Master ’s  Workshop. 
The boutique integrates authentic 
e lements from the Cognac craf t ing 
process, including oak barrels, copper, 
and over 200 glass sampl ing bot t les, 
showcasing Mar tel l ’s  her itage in a 
contemporary way. 
 
Strong local  t ies are ref lected through 
a Shenzhen-exclusive Mar tel l  Nobl ige 
col lector ’s  edit ion and col laborations with 
local  ar t ist  col lect ive J iu Society. 
Vis itors can enjoy immersive exper iences, 

more usual ly found at the cel lar, such 
as “Cognac from the Cask", olfactory 
journeys, and interactive blending sess ions. 
Digital  features, from interactive screens 
and tast ing tables to audio exper iences 
and WeChat integration, ensure the 
physical  and digital  seamlessly connect, 
enr iching the customer journey.
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"Each Aesop store takes 
inspiration from local 
design elements while 
offering a sanctuary of 
quietude and aromatic 
respite amid the chaotic 
airport environment." 

Aesop are known for their  var ied, yet 
total ly harmonious, approach to retai l 
design; and their  appearances at travel 
retai l  are not dif ferent. Each store 
is  conceived to del iver a consistent, 
resonant exper ience, careful ly craf ted to 
evoke the same dist inct ive atmosphere 
whi le at tuned to the nuances of 
local  contexts. Every space remains 
unmistakably Aesop.

Minimal ism, and visual ly and sensor ial ly 
immersive exper iences are key cues from 
the Aesop vernacular- with hand-washing 
r ituals and curated scents of fer ing 
travel lers a moment of tranqui l l i ty whi le 
ref lect ing the brand’s design codes. 
Col laboration with local  architects and 
ar t ists enables bold, boundary-pushing 
projects- such as the algae instal lat ion 
in Hainan- br inging Aesop’s dist inct ive 
aesthetic to l i fe in innovative, local ly 
resonant ways.

Consistently 
different.

02

AESOP GLOBAL TRAVEL 
RETAIL ESTATE.
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Scientific spectacular.

WHERE ART MEETS SCIENCE. 
 
Lancôme brought the breakthroughs of 
Génif ique Ult imate to l i fe with a str ik ing 
f ive-week takeover at Changi Airpor t 
showing their  leadership in beauty 
technology with an omni-channel  journey 
that l inked physical  exper ience with 
cut t ing edge digital , al l  wrapped in a 
hyper- futur ist ic aesthetic. 
 
Interactive, motion-sensor RFID displays 
i l luminate the brand’s ingredient story in 
a tacti le, engaging way, then a menu of 
compl imentary services of fers tangible 
exper ience. T ime-pressed passengers can 
benefit  from a fast Skin Screen analys is, 
whi le those with more t ime can indulge in 
a rejuvenating Pro Radiance Booster facial . 
 
Personal ised, tacti le touch-points 
punctuate the exper ience through the 
entire journey; with every detai l  designed 
to elevate the travel ler ’s  journey. 
Purchasers received bespoke, Changi-
exclusive luggage tags, and vis itors 
are of fered a nutr ient-r ich repair  shot; 
ensur ing they leave not only with radiant 
skin, but also refreshed for the onward 
journey.

“�A destination for discovery, 
care, and connection. 
Bringing scientific 
provenance and tactile 
wellness experience together."
ANDREA ROBINETT. DIRECTOR OF 
CREATIVE & STRATEGY
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L ANCÔME GÉNIFIQUE POP-UP. CHANGI AIRPORT
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A BURST OF CITRUS VITALIT Y 
 
Jägermeister ’s  Orange Era global  travel 
retai l  campaign reimagines the brand’s 
energy through music, v ibrant v isuals, and 
interactive exper iences. 

Designed to introduce Jägermeister 
Orange, a l ighter, c itrus-forward twist 
on the or iginal, the campaign immerses 
travel lers in eye-catching orange-toned 
spaces that invite par t ic ipation rather 
than passive browsing. 

The campaign’s strategy leans heavi ly into 
music and community, core cultural  touch-
points for Gen Z and female shoppers. At 
Ibiza Airpor t, for example, a dedicated DJ 
provides a l ive soundtrack for travel lers, 
whi le Avolta Club members can scan a 

QR code to play the Mix, Spin & Win game 
and even step into the booth as guest DJs 
themselves. By blending night-l i fe culture 
with travel-retai l  exclusiv ity, Jägermeister 
re inforces its  posit ioning as a bold, 
youthful  l i festyle brand rather than just a 
dr ink.

Colour drench.
JAGERMEISTER ORANGE  L AUNCH.

04

“�Orange era is calling! Purposely 
designed to resonate with Gen Z’s 
appetite for shareable, visually 
stimulating brand encounters” 
MOODIE DAVITT REPORT
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"Hong Kong is a city of 
contrast...with many 
layers, to be returned to 
again and again to find 
more stories to tell. The 
whiskey’s incredible 
complexity transporting 
you on a journey of 
Flavour and memory." 

EUAN KENNEDY
WHISKEY MASTERY LEADHong Kong is  a c ity in constant motion, 

where tradit ion meets modernity. Inspired 
by this  spir it , The Macal lan col laborated 
with world-renowned chefs, ar t ists, and 
designers, set t ing out on a sensor ial 
journey, captur ing the city ’s  pulse 
through whisky, ar t, and cuis ine. Their 
col laboration craf ted a local ity specif ic 
travel  retai l  exclusive that ref lects the 
energy, creativ ity, and harmony that 
def ine Hong Kong. 

Enhanced by str ik ing visuals and local 
ar t istry, the project dist i ls  Hong Kong’s 
essence into a celebration of taste, 
culture, and community.

High-net-wor th travel lers increasingly 
seek to exper ience brands and products 
the love, in new ways, through the lens of 
the local  culture, valuing authentic ity and 
a sense of place in every dest ination when 
they travel.

Celebrating 
locality.
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MACALL AN. SPIRIT OF 
HONG KONG.
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Nurtured by nature.

STORY TELLING THROUGH MATERIALIT Y 
 
Designed in col laboration with acclaimed 
architect Jamie Fober t, to represent the 
brand’s newest retai l  phi losophy- ‘Nur tured 
by Nature’-  where every element is  craf t-
ed to tel l  the story of The Macal lan Estate 
and its  S ix Pi l lars. Stepping ins ide, v is itors 
are enveloped in a narrative of craf tsman-
ship and place: oak wood and copper ac-
cents speak to the whiskey ’s soul, evoking 
the mastery of its  s ignature casks and the 
character impar ted by its  uniquely smal l 
st i l ls . 
 
Throughout charred oak petal  shelves and 
sculptural  podiums echo the very staves 
that nur ture each whisky into depth and 
complexity. Botanical- inspired merchan-
dis ing and olfactory displays awaken the 
senses, whi le the exclusive “Dancing Leaf ” 
instal lat ion by local  ar t ist  Sarah Ippol i-
to br ings the beauty and vital ity of the 
Speyside landscape into the hear t of the 
space. 
The exper ience is  completed by an ambient 
sound-scape woven from f ie ld recordings 
captured on The Macal lan Estate.

“�The experience allows 
travellers not only to see and 
touch, but to feel and hear 
the spirit of Speyside itself."

06

MACALL AN BOUTIQUE. LOS ANGELES L AX
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ECHOING THE AIRPORT EXPERIENCE 

Designed entire ly around the evocative 
theme of travel  memories. Travel lers 
v is it ing the Maison Margiela pop up 
weren’t just browsing fragrances; they 
were stepping into an immersive airpor t 
lounge exper ience.

The pop-up echoes the brand’s minimal ist 
design codes and features an al l-white 
colour palet te showcasing the maison’s 
s ignature Bianchet to treatment (an aged 
painted used across its  col lect ions).

To invite the customer and ensure they 
remember the exper ience personal ised 
boarding passes, the abi l i ty to add your 
name to the analogue depar ture board, 
and a giant screen showcasing travel 

Not just about selling fragrance, 
this space is about inviting 
people into The Replica universe, 
merging storytelling with 
sensory exploration.”

memories create a network of memorable 
moments. Even the photo booth, complete 
with luggage, encourages playful 
interaction. 

This  careful ly craf ted exper ience, 
capital is ing on the brands’  DNA and sense 
of place, was designed specif ical ly for 
travel  retai l . I t  demonstrates how pop-ups 
can transform a s imple transaction into 
a last ing memory, dr iv ing engagement, 
craf t ing visual  moments, and adding a 
l i t t le whimsical  distraction to the airpor t 
exper ience by playing with the expected 
visual  tropes of the environment.

An airport in 
an airport.

MAISON MARGIEL A- 
REPLICA POP-UP. HAINAN

07

“
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BRINGING BRAZILIAN SUNSHINE 
 
Sol  de Janeiro’s  three-month global 
promotional  tour transformed over 105 
airpor ts worldwide into v ibrant hubs of 
Brazi l ian-style celebration, designed to 
immerse travel lers in a joyful , summer-
themed retai l  exper ience.

By transforming airpor t spaces into 
immersive, sensory-r ich environments f i l led 
with sampl ing, giveaways, v ibrant v isuals, 
and upbeat energy, the brand turned 
travel  routines into joyful , unforget table 
exper iences.

Engagement was bui lt  in at every turn- 
v intage Vespa photo booths, energetic 
music, and "Happy Hol iday Dance" features 
where customers could see their  moves 

synced on giant screens drew at tention, 
whi lst  products could be explored with a 
“jungle wal l”  of mist dispensers featur ing 
Sol  de Janeiro’s  bestsel l ing scents. 
Shoppers received “wish” bracelets with 
upl i f t ing s logans and cheerful  st ickers for 
customizing their  “funky jar ” purchases—
adding a playful , personal  touch. 

It's giving summer.
SOL DE JANEIRO. 'UNLEASH YOUR SUMMER SELF'  CAMPAIGN

08

“�Rather than a static display, the 
playful photo ops, lively music, 
and shareable moments, tapped 
into Gen Z’s desire for immersive, 
Instagrammable experiences.” 
GTRMAG.COM
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“�The space is an 
holistic combination 
of information layers 
through digital touch-
points and traditional 
liquid-on-lips and 
sensorial flavour 
evocation.” 

Changi Airpor t passengers were invited 
to be the f i rst  in Asia to exper ience the 
WILDMOOR range with an immersive 
activation space that transpor ts to 
the rugged landscapes of the Scot t ish 
countrys ide from which the whiskey 
takes its  inspirat ion. The mult i- sensory 
space invites travel lers to escape into a 
biophi l l ic  oasis  through s ights, sounds 
and touch culminating in a whisky-tast ing 
and food-pair ing exper ience at the pop-
up bar.

Travel lers can nose the smel ls  of the 
forest, coastal  and mountain landscapes 
that have inspired the Wildmoor 23, 30, 
and 40 Year Old express ions respectively. 

The range of seven, rare blended whiskies 
pay homage to dramatic Scot t ish 
landscapes- they're Scot t ish f lavour maps 
in a glass and this  launch activ ity br ings 
this  to l i fe in a deeply sensor ial  and 
connected way.

A biophilic 
oasis.
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WILDMOOR WHISKEY 
L AUNCH. CHANGI AIRPORT.
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TIME TO SPEND AS A STATUS SYMBOL 
 
Luxury rai l  is  fast becoming a plat form for 
cultural  story tel l ing, sustainabi l ity, and 
sof t power; reshaping the f low of tour ism 
and elevating understanding of regions and 
local  tradit ions at an unhurr ied pace.  With 
the inclusion of Michel in-starred dining, 
wel lness suites and pr ivate cabins, luxury 
trains now r ival  boutique hotels. S low 
travel  by train helps people to uphold their 
environmental  values whi le fulf i l l ing their 
desire for memorable exper iences.

In Apri l  2025, Accor launched La Dolce Vita, 
a tour of Italy in a 1960s- c inema- inspired 
s leep train; blending regional  story tel l ing, 
ar t and gastronomy to immerse guests in 
the country ’s  culture.

Luxury train company Golden Eagle is 
reactivating its  ultra-long-haul  routes 
across China and central  Asia’s  ancient 
trade and pi lgr image paths. In the UK, 
this  year, Belmond launched the 18-suite 
Br itannic Explorer and a programme of 
luxury journeys featur ing Michel in-starred 
dining and a wel lness carr iage.

Slooooow travel.
REVIVING LUXURY TRAIN TRAVEL.

10

“�The re-emergence of luxury 
train journeys represents a vision 
of travel that blends heritage, 
indulgence, and exploration with 
narrative-rich experiences.” 
LS:N GLOBAL
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For modern luxe travellers, 
rail journeys can be a 

canvas for atmospheric 
and evocative experiences, 

tapping into a desire for 
nostalgia and heritage.

As time to spend is now a 
status symbol, slow travel 
also provides an antidote 

to the pace and burnout of  
modern life.

LS:N GLOBAL
”

“
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Airport Aesthetic.
BORROWING THE VERNACUL AR OF TRAVEL.

1 1

MAISON MARGIEL A. SHANGHAI. 
 
This temporary instal lat ion presents 
a travel- inspired fashion col lect ion by 
adopting the vernacular of airpor t design 
through a 1970s retro-futur ist  lens. A 
suite of engaging activ it ies bui ld on the 
thematic enveloping to enr ich the themed 
exper ience- in one area guests can craf t 
and pr int personal ised boarding passes 
adding a tangible and bespoke touch to 
their  v is it .

The exhibit ion smar tly echoes Maison 
Margiela's  design ideals- journey, 
memory, and the ar t of the unexpected- 
by immersing vis itors in a ful ly real ised 
environment. The space invites us to 
engage with fashion as a narrative 
exper ience, not just products.

“�Stylised set-pieces that evoke 
retro-futurism and nostalgia. A 
master-class in finely balanced 
narrative and thematic design."
ANDREA ROBINETT. DIRECTOR OF CREATIVE & STRATEGY
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RESPONDING TO CULTURAL SHIFTS 
 
Tradit ional ly, travel  retai l  has been boxed 
into physical  spaces t ied to logist ics-  
airpor ts, cruise ships, border zones. But 
that v iew is  rapidly becoming outdated. 

Around the world, we’re seeing examples 
of travel  retai l  moving into high-footfal l , 
h igh-emotion environments, not just 
transit  points. Think in-town, in-hotel , and 
en route. In Hainan and in neighbouring 
Hong Kong, duty-free has expanded 
into a comprehensive retai l  and l i festyle 
ecosystem, blending physical  stores with 
digital  redemption, international  del ivery, 
and mobi le app order ing. In South Korea, 
travel lers can unlock duty-free pr ic ing 
whi le shopping downtown by using their 

A value-led luxury approach- 
where travellers seek premium 
experiences but demand justified 
indulgence through cultural depth, 
exclusive amenities, or unique local 
elements.- will challenge brands to 
emphasize experiential value over 
mere status positioning.”

boarding pass for ver if ication. These aren’t 
anomalies- they ’re s ignals that travel  retai l 
is  shif t ing from being t ied to location to 
being dr iven by intent. The oppor tunity for 
brands l ies in using travel  retai l  not only 
to sel l  but also to bui ld identity, loyalty, 
and cultural  re levance in places where 
consumers are most receptive. Travel lers 
are of ten in a discovery mindset. They ’re 
more open to inspirat ion, more l ikely to 
engage, and increasingly motivated by 
exper ience over pr ice.

Success requires v iewing travel lers as not 
just buyers but brand story tel lers- ones 
who wi l l  post, share, and inf luence peers 
wel l  beyond the purchase moment. 

Retail without 
borders.

POINT OF EXIT          
POINT OF EXPERIENCE.

FORESIGHT

“

TR AVEL RETAIL RETAIL HIGHLIGHTS

THE DRAWING AND THE INFORMATION CONTAINED HEREIN IS THE PROPERTY OF 
DESIGN 4 RETAIL LTD. IT MUST NOT BE REPRODUCED OR LOANED, IN PART OR WHOLE 
WITHOUT PRIOR PERMISSION OF THE SAID COMPANY.  ALL DRAWINGS, CONCEPTS AND 
DESIGNS REMAIN THE INTELLECTUAL PROPERTY RIGHT OF DESIGN 4 RETAIL LTD.

16



HELLO, WE'RE DESIGN4RETAIL OUR DISCIPLINES,

Backed by insight, 
the D4R difference.
Our strategy teams stay up to date and 
tapped into culture, always keeping an eye 
on what ’s happening. That way, we can 
create more meaningful  exper iences by 
using strategic ins ights to guide every step 
of the project.

→ Brand story tel l ing 
→ Customer exper ience  
→ Pop-ups & activations  
→ Retai l  identity 
→ Store design & f it  out
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