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Sangster International Airport (SIA), in 
Montego Bay, Jamaica, officially opened its 
newly Expanded Departures Area this week. 
A leading gateway to Jamaica, the airport is 
operated by MBJ Airports Limited (MBJ) 
under a 30-year concession awarded in 2003.  

The design of the new area was created to 
win the heart of the visitor, said Shane 
Munroe, MBJ CEO, who guided the 
execution of the project.   

The redevelopment of the 4,000-sqm 
departures area includes a 1,300 sqm walk-
through Duty Free store operated by global 
travel retailer Dufry at the entrance to the 
departures retail area. This strategic design 
has created a functional and effective layout 
of the entire retail program, providing clear 
sightlines and footfall to the broader retail 
offering.  

The newly upgraded retail offer at 
Sangster International Airport spans 68 
outlets and a wide variety of product listings, 
with store aesthetics infused with a strong 
Jamaican ‘sense of place’, to create mean-
ingful experiences for passengers.  

 
Rotunda, Marley highlight design 

A 12 meter-high Rotunda double-height 
space, with a floor-to-ceiling curtain wall, 
creates the focal point of the newly developed 
food court.  

Highlighting the food court is a palm-tree 
inspired bar with wrap around LED screens 
and the Bob Marley - One Love Restaurant, 
currently exclusive to Sangster International,  

MBJ Airports officially opens the New Departures 
Expansion at Jamaica’s Sangster International Airport  

which is scheduled to open in February 2023.  
Planning for the Departures Expansion 

originally began in 2017. Pragma Consulting 
provided expertise in Airport Space & 
Category Mix Planning and The Design 
Solution (TDS) provided support for the 
airport’s commercial planning strategy and 
design services for the airport retail. 

The goal was to transform the retail and 
service offering at the airport to international 
standards by delivering a memorable and 
stimulating shopping experience for 
passengers.   

 
Blending architecture and commercial 
drivers 

The new design for the departure terminal 
seamlessly blends creative architectural 
design with commercial drivers by enhancing 
natural light, more circulation space and 
seating for passengers.  

The new retail program consists of well-
appointed concessions creating a sense of 
place, providing passengers with a 
memorable experience to indulge in their last 
moments in Jamaica.  

Jamaica’s Minister of Transport & 
Mining, Audley Shaw, sees the expanded 
departures area as a prime example of a 
successful public private partnership and 
underscores the benefits of such development 
to the country.   

“MBJ Airports have been consistently 
raising the bar for airports in the region. It 
serves as a true representation of the vision to  
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 Airport and government officials unveil the plaque dedicating the New Departures 
area at Sangster International Airport in Montego Bay, Jamaica on Dec. 14, 2022. 
 

bring Jamaica’s aviation into the 21st century and 
well beyond. Congratulations to the MBJ Airports and 
the team at the SIA on this new milestone. Job well 
done!” said Shaw.  

  
To create an emotional connection… 

Shane Munroe, who transitioned into the role of 
Chief Executive Officer at MBJ at the onset of the 
pandemic, commented:   

“Every step of the customer journey on Arrival and 
Departure is an opportunity to win the heart of a 
visitor so that they will choose to visit Jamaica over 
and over again.  

“We want our passengers to 
develop an emotional connection to 
our country and by extension, 
Sangster International Airport, 
creating wow experiences at each 
step of the journey that will draw 
them back to Jamaica.  

“Our intention with facilities such as this 
Departures area that you see here today is to do just 
that, win their hearts, and have them remember why 
they must visit this beautiful country once more,” said 
Munroe. 

More details on the design aspects on next page.  
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Jamaica’s tourism “back to 
normal” says Minister, 
expects record winter season 
with US$1.4 b in earnings 

Jamaica’s Minister of Tourism, 
Edmund Bartlett, announced that 
the island nation has recovered 
from the effects of the pandemic 
and is set to have a record winter 
tourist season, with more than 1.4 
million visitors between Dec.15 
and mid-April.  

Speaking Dec. 16 before 
workers at Sangster International 
Airport in Montego Bay, Bartlett 
projected that Jamaica will receive 
1,474,219 visitors, a 67.5% 
increase compared to the same 
period in 2022. Earnings are 
projected to reach approximately 
$1.5 billion, up by 36.3%. 

“We’re back to normal and I 
want to really thank all our 
stakeholders for the enormous 
work that they have put into 
enabling this very strong growth-
filled recovery,” he said. 

The Minister said projected 
earnings were based on 1.3 million 
air seats which have been secured 
for the period and the full recovery 
of cruise shipping.  

“This winter is going to be the 
best winter Jamaica has had with 
record arrivals for the season 
projected at this time to be 950,000 
for stopovers and 524,000 for 
cruise (+257% over 2021 cruise 
arrivals). So, that makes it pretty 
close to 1.5 million visitors for the 
season; the largest number of 
visitors we’ve ever had.” 

Last winter, Jamaica welcomed 
146,700 cruise passengers.   

Overall tourism earnings stood 
at just over US$1 billion last year. 
Jamaica says that stopover visitors 
alone should generate US$1.4 
billion during the 2023 winter 
period, a 33.4% increase. Cruise 
earnings are projected to grow 
from US$14 million last year to 
US$51.9 million this year. 

The launch of Sangster Inter-
national Airport’s new $13 million 
terminal development on Dec. 14, 
heralds a new era of passenger-
centric experience in the country.  

The expansion marks a major 
step towards serving the 6.9m 
passengers anticipated to travel 
through the gateway in 2035, based 
on pre-COVID forecast levels.  

Principal design partner The 
Design Solution (TDS) says it has 
been one of the most comprehen-
sive design projects in the agency’s 
35-year history.   

 
Holistic approach 

Delayed by the global crisis, the 
project began planning in 2017. 
The ambition was to achieve a 
radical development that would not 
only transform the passenger 
experience but also underpin the 
airport’s future growth and 
success. Airport operator MBJ’s 
holistic focus reached across 
almost every aspect of the airport’s 
operations, from retail design to 
environmental targets, according to 
TDS.   

Originally appointed in 2017 to 
support the airport’s commercial 
planning strategy, The Design 
Solution’s role gradually expanded 
to encompass four major design 
elements of the airport develop-
ment: commercial spaces, 
operational areas, the new Dufry-
operated walkthrough Duty Free 
store, and design and branding for 
a new Food & Beverage (F&B) 
concept exclusive to Sangster 
International. 

 
For TDS, the core commercial 

planning challenge was that pass-
engers split north and south in the 
duty free shop, passing through 
two separate commercial zones on 
their way to the two departure 
piers. Analysis by Pragma Con-
sulting, working with TDS on the 
initial planning, suggested that 
around 40-45% of footfall was 
being lost.  

 
 

TDS overcame the retail vis-
ibility barriers by expanding and 
reconfiguring the space (6,600 sq. 
m), and re-setting the guest path to 
ensure 100% exposure to the com-
mercial space on their way to the 
gates.  

After optimizing the flow, TDS 
created a new design ethos and 
design guidelines for use across the 
whole commercial space to drive a 
cohesive passenger experience.  

The expanded retail and F&B 
experience is complemented by 
additional seating, improved 
natural lighting and a terminal-
wide focus on giving travelers a 
genuine expression of Jamaica. 

Across from the commercial 
space, the local spirit is expressed 
through a design emphasizing 
Jamaica’s natural beauty, heritage, 
iconic local products (such as Blue 
Mountain coffee) and the airport’s 
role as the tourist gateway to the 
island.  

The TDS team further strength-
ened the cohesiveness of the 
‘whole airport’ experience by 
integrating a number of these core 
design themes into the operational 
areas of the terminal. 

The airport’s F&B area --with a 
strong focus on local brands-- also 
integrates core design elements to 
link the holistic passenger 
experience across the retail, F&B 
and operational spaces.  

The dominant theme was 
 

inspired from Jamaican icon Bob 
Marley and the centerpiece of the 
new F&B experience is the TDS-
designed Bob Marley - One Love 
Restaurant. 

Currently exclusive to Sangster 
International, the restaurant is 
scheduled to open in February.  

TDS provided design support to 
regional specialist F&B operator 
Margaritaville and the Marley 
Group family estate to help 
develop the world’s first restaurant 
themed around the life and work of 
Jamaica’s most revered musician 
and campaigner. 

“The depth of our working rela-
tionship with Sangster in devel-
oping commercial planning and 
design across the whole airport has 
enabled our multidisciplinary 
design team to develop an 
exceptional understanding of the 
airport, its needs, ambitions and 
personality and then embed those 
factors into our design work right 
across the airport space, from 
commercial planning to retail 
design,” said Robbie Gill, Manag-
ing Director of The Design 
Solution. 

For 2023, MBJ plans to expand 
the Immigration Hall, Outbound 
Security area, Check-in area and 
landside roads. By the end of 2022 
traffic at Sangster International is 
forecast to be 92% of 2019 levels, 
which was the busiest year in the 
airport’s history. 

 
 

How The Design Solution integrated unique Sense of Place at SIA 

The newly expanded departures area at Sangster International Airport in 
Montego Bay, Jamaica.  
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Hennessy has launched an 
immersive activation at Los 
Angeles International Airport 
Terminal B in partnership with 
DFS Group to celebrate the third 
season of its global basketball 
collaboration. The promotion will 
engage travelers with the dynamic 
spirit of a basketball game as they 
visit the airport.   

With Los Angeles the home of 
both the Lakers and Clippers 
basketball teams, the Hennessy 
activation echoes the brand’s 
“Never Stops, Never Settle” mantra 
with engagements that begin 
outside the airport as well as inside. 

Travelers flying into LAX can 
catch view of a 12,300-square foot 
LED installation featuring a 
striking black basketball court on a 
rooftop on the approach to LAX 
from November 1 to December 31, 
2022, featuring the phrase “Take 
Flight.”  

The basketball court could be 
seen by more than two million 
international and domestic travelers 
upon their visit to Los Angeles. 

 

 Inside the LAX’s Terminal B 
(TBIT), a pop-up space of white, 
iridescent colors and concrete 
finishes reflect the vibrant energy 
of a basketball game, says the 
company. 

Inside the pop-up, virtual avatars 
invite travelers to play a digital 
game and attempt to break shot 
blocking records. Players can 
capture the experience in a photo, 
while winners will receive a white 
and gold basketball.  

Limited Collector’s Editions of 
Cognac Hennessy V.S and 
Hennessy V.S.O.P are available for 
purchase at the pop-up.  

Both Limited Edition bottles 
feature basketball elements to com-
memorate the collaboration. 

Significant investments have 
also been made in a comprehensive 
paid- and earned media program to 
raise awareness of the campaign, as 
well as local market campaigns and 
influencer partnerships. The 
campaign will be further amplified 
through OOH Digital Display 
advertising in LAX. 

 

Hennessy immerses LAX pax with engaging basketball pop-up  

  Victoria's Secret, in conjunction with Attenza Duty Free, has opened a new 
boutique in Mariscal Sucre International Airport, Quito. 

Located within the International Departures area of the airport between Gates 
9 and Gate 10, the store will offer a wide selection of Victoria’s Secret’s 
signature intimate apparel, sleepwear, accessories, fragrances, and body care 
products.  

Featuring the brand’s newest store design, as well as state of the art 
technology and lighting throughout, the store’s interior is reflective of Victoria’s 
Secret’s iconic and global presence, says the company. 

With more than 1,350 retail stores worldwide and a predominantly female 
workforce of more than 25,000, Victoria’s Secret has committed the company to 
inspiring women around the world with products and experiences that uplift and 
champion them and their journey while creating lifelong relationships and 
advocating for positive change. 

 

Victoria’s Secret expands global  
presence with new boutique in  
Quito airport with Attenza Duty Free 
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Glenfiddich’s Perpetual Collection immersive pop-up  
makes U.S. debut in Miami 

Glenfiddich’s ground-breaking 
Perpetual Collection immersive 
pop-up concept has made its U.S. 
debut at Miami International 
Airport – a key location and market 
for the brand.  

The innovative in-person experi-
ence – created to showcase 
Glenfiddich’s new travel retail 
exclusive Perpetual Collection – is 
situated in MIA’s North Terminal, 
Concourse D rotunda.  

The event is running at the 
airport from Dec. 8- Jan. 5.   

This immersive pop-up is com-
plemented by in-store Glenfiddich 
Perpetual Collection activations in 
partnership with Duty Free 
Americas (DFA), in the retailer’s 
12 airport stores at MIA.  

A digital campaign running 
across all North, Central, and South 
terminal screens is designed to 
maximize awareness and visibility 
at all points of the passenger 
journey. 

 “We are excited to launch the 
new Glenfiddich travel retail exclu-
sive collection in our stores at 
MIA,” noted DFA VP Spirits & 
Wine Jonathan Bonchick.  

“It’s a pleasure to collaborate 
with global brand partners such as 
William Grant & Sons to tailor our 
travel retail offer to our customers’ 
evolving tastes and preferences.” 

The Miami pop-up offers 
travelers an exclusive immersive 
discovery experience during the 
busy Holiday period.  

Visitors to the space have their 
movements captured by motion-
sensors and projected in waves of 
color onto a digital screen. The 
result is a unique piece of evolving 
generative art that references the 
pioneering Solera Vat process by 
which the whisky is made. 

A Brand Ambassador then 
invites pop-up visitors to sample 
the four Glenfiddich Perpetual 
Collection expressions.  

 

A personalized gifting service 
allows travelers to customize their 
chosen bottle with a written or 
recorded message that is added via 
QR code- creating an extra-special 
gift. 

“We have been thrilled by the 
reception to our Perpetual Collec-
tion pop-up at Miami Interna-
tional,” noted Lindsay Hitzeroth, 
Head of Customer Marketing 
Global Travel Retail at William 
Grant & Sons. 

“Immersive, experiential 
launches like this appeal to both 
existing customers and new drin-
kers, and illustrate our strategy of 
investing in activations that offer 
premium, exclusive products in an 
attractive and engaging way.” 

The Perpetual Collection began 
its global travel retail roll-out in 
August 2022. The Collection 
features four single malt whiskies, 
each matured within vats that have 
never been emptied, adding 
continuous layers to flavors. The 
line-up comprises: 

Vat 01 (ABV 40%) – This 
expression uniquely layers sweet 
creamy vanilla and subtle oak, due 
 

to its maturation in bourbon & red 
wine casks.  

Vat 02 (ABV 43%) – Mellow 
yet complex. Matured in Spanish 
sherry casks. 

Vat 03 (ABV 50.2% – non-chill 
filtered) - Elevated over 15 years of 
maturation in American, Virgin 
American oak, and European 
Sherry casks. 

VAT 04 (ABV 47.8% – non-
chill filtered) - aged in Oloroso 
sherry and bourbon casks for 18 
years, VAT 4 delivers a deep, rich 
aroma of robust oak, ripe orchard 
fruit and baked apple.  

The first Perpetual Collection 
immersive pop-up took place in 
Singapore Changi Airport Terminal 
1 Departures, in association with 
Lotte Duty Free, Sept. 27 – Oct. 31, 
and attracted 3,500 visitors.  

Changi was followed by a 
second pop-up installation at 
Amsterdam Schiphol Airport, from 
Oct. 1-31. 

Hitzeroth says that the next 
locations for the pop-up concept 
will be Hainan and Dubai, both of 
which are scheduled to go live 
during Q1 of 2023. 

EssilorLuxottica extends Ferrari 
partnership, inks new license for 
Prancing Horse brand 

EssilorLuxottica has renewed 
and expanded its licensing 
partnership with Ferrari S.p.A., 
which began in 2016.  

 Under the new multi-year 
agreement, effective from 1 
January 2023, EssilorLuxottica will 
continue to design, produce and 
market eyewear products featuring 
the Scuderia Ferrari and Ray-Ban 
brands. The licensing activities 
also extend to the first collection of 
monobrand eyewear featuring the 
Prancing Horse trademark.  

 Under the new agreement, 
EssilorLuxottica will expand the 
use of the Ray-Ban logo, in 
addition to remaining on the 
Formula 1 single-seaters, to the 
cars and apparel of the official 
drivers in Competizioni GT, 
competing in the World Endurance 
Championship with the Le Mans 
Hypercar and in a Gran Turismo 
championship with GT3 cars.  

 
De Rigo aquires Rodenstock’s 
eyewear division 

De Rigo Vision S.P.A., a 
family-owned global market leader 
in design, production and 
distribution of high-quality 
eyewear, has signed an agreement 
to acquire the full ownership 
of Rodenstock’s Eyewear division. 
The Rodenstock Group is a global 
leader in eye health innovation and 
manufacturer of biometric, 
ophthalmic lenses developing 
market leading technologies. The 
transaction will be completed 
towards the end of second quarter 
of 2023. 

The acquisition of Rodenstock 
Eyewear is part of De Rigo's 
strategic plan for further 
international expansion and growth 
in the premium eyewear segment. 

The acquisition includes the two 
high-quality brands Rodenstock 
Eyewear and Porsche Design 
Eyewear, which will complement 
the existing De Rigo product 
portfolio. This will strengthen De 
Rigo’s position on the premium-
quality eyewear market and further 
diversify the offering. 

MIA’s North Terminal Rotunda reverberates with the innovative immersive pop-
up created for Glenfiddich’s Perpetual Collection, which will run through Jan. 
5, 2023.  
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Puig has announced the release 
of WikiParfum, a digital platform 
dedicated to all things perfume.   

Composed of an enriched web-
site (www.wikiparfum.com) now 
available in 7 languages and a 
brand-new mobile app, Wiki-
Parfum gives users access to a vast 
online compendium of expert con-
tent, functionality and features de-
veloped by industry professionals.   

The platform enables users to 
browse, compare and choose 
fragrances from a constantly 
updated library which currently 
includes some 19,600 scents.  

  
Decoding perfume  

WikiParfum helps users 
discover what a perfume smells 
like, even before they try it in a 
store.   

When a user searches for a 
fragrance on the website or the app, 
a digital tool draws from a database 
containing 1,400 photographs of 
raw materials used in perfumery 
and organizes the images into a 
visual representation.  

This scent visualizer allows the 
user to “see” the fragrance. The 
larger the image, the more domi-
nant the ingredient. Displayed on a 
black background, the ingredient is 
intense; less so if the background is 
white.   
 
 Invitation to explore  

In addition to visual data, Wiki-
Parfum delivers such key informa-
tion as the perfume’s olfactory 
family, its main ingredients, the 
perfumer who created it, and the 
price range.  

A selection of related fragrances 
with similar ingredients completes 
the search results.   

Each data point offers a pathway 
for users to expand their knowledge 
via links to deeper levels of the 
platform’s encyclopedic content: 
from the origins and history of per-
fumery’s raw materials to biogra-
phies of noted perfumers and their 
signature creations, or news of the 
latest fragrance trends and releases.  

 
 

The information and recom-
mendations provided by Wiki-
Parfum are based on science and 
perfume expertise, to ensure 
accuracy, objectivity, and brand-
agnostic results.  

   
Personal perfume shopper  

To create this complex anal-
ytical system behind the interface, 
Puig has collaborated with Fra-
grances of the World, the largest 
independent guide to fragrance 
classification. Created over a 40-
year career by fragrance authority 
and historian Michael Edwards,  
the database supplies the expert  
 

perfume information for Wiki-
Parfum.   

Based on the olfactory mapping 
of the database and on an indi-
vidual’s stated preferences, the 
platform’s powerful algorithm 
provides users with personalized 
fragrance recommendations.  

 Tailor-made for in-store use, 
the WikiParfum mobile app (avail-
able on Google Play and the App 
Store) features a barcode reader 
called EAN.Nose.   

By scanning a perfume’s label at 
the point of sale, shoppers can 
“see” how the fragrance smells and 
learn key facts.   

Puig notes that this information 
can enable users to shop with 
confidence, for themselves or for 
others: one need only know a  
person’s preferred scent, ingredient, 
or olfactory family to identify a 
suitable present.  

 
Enhances AirParfum system   

AirParfum, the innovative air-
borne fragrance system patented and 
launched by Puig in 2018 for use at 
the point of sale, completes the 
WikiParfum platform. 

AirParfum addresses what was 
seemingly an intractable consumer 
pain point: the inability to sample 
multiple fragrances in-store without 
incurring olfactory saturation.       

AirParfum technology transforms 
purified air into perfumed air, enab-
ling shoppers to experience scores of 
scents without confusion or sensory 
fatigue.  

With WikiParfum, Puig offers the 
public an educational, useful, and 
innovative tool, one that makes the 
complex world of fragrance at once 
accessible, personal and pleasurable.  

  
  
 

Puig launches WikiParfum, a search engine containing close to 20,000 perfumes, 
1,400 ingredients, 900 brands, available in 7 languages 

Nestlé ITR Marketing Manager 
Tamara Spada is moving into the 
NITR sales function, where she 
will be responsible for running the 
key Dufry account.  

Spada will be replaced by Aura 
Sanchez, currently KitKat Global 
Brand Manager at Nestlé’s confec-
tionery Strategic Business Unit. 
     “Tamara has contributed fully to 
the development of our business 
strategy, and skilfully led her team 
in navigating our industry’s roller- 

 

coaster ride of the past four years,” 
noted Nestlé ITR General Manager 
Stewart Dryburgh. “… I have no 
doubt that she will continue to 
contribute added value to our 
marketing efforts, via the insight 
she will bring from the other side 
of the fence.” 

Aura Sanchez was formerly 
Marketing Manager at PepsiCo, 
before working with Nestlé 
beginning in 2006, and rejoining 
the group in 2017.  

 

Nestlé ITR announces new  
travel retail appointments 

Tamara Spada 

Aura Sanchez 
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Coty’s new corporate ID unleashes “every vision of beauty” through fearless kindness 

Beauty giant Coty has unveiled 
its new corporate identity centered 
on the value of fearless kindness. 
The company also announces its 
new company purpose: together, 
we unleash every vision of beauty.  

The introduction of this 
framework represents the next 
phase in Coty’s growth under the 
vision and leadership of CEO, Sue 
Y. Nabi. 

“Beauty has always been, and 
will always be, at the heart of 
society and culture,” says Nabi in a 
statement.  

“The question of what is 
beautiful has built and fueled our 
industry through time. We believe 
that today, no one can control or 
should dictate what is or is not 
beautiful.  

“Beauty is formless, like water, 
a constantly evolving and adapting 
concept. Therefore, we need to 
UNDEFINE the notion of beauty,” 
she continued. 

Coty says that it is on a mission 
to create forward thinking beauty:  

products that provide new, inno-
vative, and simply better science-
based solutions.  

A pioneer in beauty since 1904, 
Coty has a history of ‘firsts’ and 
‘bests’ that has laid the foundation 
for the industry of today.  

A key part of this new 
perspective is a belief in working 
together with the wider beauty 
industry to break down barriers 
and address harmful stereotypes.  

Following a business-wide 
review, Coty has codified its 
corporate values under the 
framework of fearless kindness – 
its processes, businesses, and 
people are now anchored in this 
philosophy.  

The business sees fearless 
kindness as a strength; a value to 
live by and a commitment to  
stand by.  
     This vision was launched 
internally over the summer, 
receiving overwhelming support of 
Coty’s 11,000 associates around 
the world. 

 

Nestlé maximizes visibility of coffee category rollout in travel retail  

Coty’s new corporate identity campaign invites people to “undefine” beauty and 
address harmful stereotypes. 

Coty encapsulates its new identity under a tagline which invites all its 
associates, partners, consumers and beyond to join the movement: Coty, 
Fearless. Forward. You.  

 “In synchrony with our people, our partners, and our customers, we will 
develop products that provide new, innovative, and simply better science-
based solutions. Together, we will make over the world of beauty,” noted 
Nabi.  

Nestlé is building momentum 
for its coffee portfolio travel retail 
roll-out, in line with the company’s 
ambition to build Food into the #1 
most purchased category in the 
channel, supporting the airport 
launches with high profile activa-
tions.  

As announced, this ambitious 
strategy will be delivered through 
the VERSE model: Value, Engage-
ment, Regeneration, Sense of Place 
and Execution. 

Seven key airports are now 
selling coffee products to travelers 
– including Dubai, Madrid, Barce-
lona, Panama, Dubai, Doha, and 
Singapore -- with further roll-outs 
in the pipeline.  

All of Nestlé’s major airport 
coffee launches to date have been 
supported by a variety of high-
profile traditional and digital media 
initiatives, to maximize awareness 
and visibility. 
 

“We know that there is a huge 
amount of untapped potential for 
coffee in the travel retail channel,” 
noted ITR general manager Stewart 
Dryburgh.  

“The findings of the m1nd-set 
research study we commissioned 
last year revealed that 84% of 
travelers said they were likely to 
buy coffee in travel retail, for 
consumption during their trip, or 
for family/self-gifting purposes. 
Importantly, 69% of travelers 
questioned said they preferred 
global brands to local brands – a 
hugely encouraging result for 
Nescafe, the world’s leading coffee 
brand.” 

To support the launch of the 
Nescafé Gold Roastery Collection 
in Dubai Duty Free, Nestlé has 
created a combined out-of-home 
(OOH) and digital media cam-
paign, which is running throughout 
November and December. 
 

The digital campaign aims to 
bolster pre-trip awareness, and in-
trip conversions. Nestle’s Nescafé 
Gold Roastery Collection is initi-
ally available in Terminals 1 and 3 
and listed on the DDF website. 

Digital media campaigns have 
also been created to support pre-
trip awareness and in-trip conver-
sions for Qatar Duty Free shoppers.  

The Dubai OOH campaign also 
likely reached FIFA World Cup 
fans on shuttle flights from Dubai 
to Doha, as it covers JCDecaux’s 
Boutique Digital Network across 
Terminals 1 and 3.  

At Singapore Changi, the focus 
has been on Nestlé Roastery 
gondolas, installed in T2 Central 
and T4 Central. 

Nestlé Roastery gondola in Changi, Singapore

 


