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A new
ecosystem

There’s light on the horizon for travel retail.
After three years of flagging sales, the market
has finally exceeded its 2014 high mark. This
strong performance is in large part due to the
sale of perfumes and cosmetics. Still, the sector's
sales figures, especially in airports, are not yet
commensurate with the growing number of
airline passengers. This begs the question:
are shops not attractive enough? Over
the past few years, their prices, and
more specifically their tax discount,
i.e. the original reason for these
. stores, have not been low enough.
Stores' various initiatives, including
events and exclusive offers, also have
their limits — especially when they're only
advertised by the primary stakeholders, namely
dealers and brands. Customers must be infor-
med of sales offers as soon as they step foot
in the airport — or even when they're buying
their tickets or prepping for their trip — and
not just in front of the duty-free area. Brands
and airports are well aware of this, but are just
starting to implement joint solutions like the one
at Heathrow. The London airport showcases
the stores on site as well as the products they
sell. Customers can even reserve products by
entering their departure date, flight number,
and/or destination. This is a first step that could
be reproduced in other airport hubs. After all,
airports also have an interest in the revenue
generated by commercial activities.
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VERESCENCE

Infinitely responsible.

Glass is naturally recyclable. It inspires us to commit to sustainability
and guides our innovations. Our manufacturing sites become virtuous
ecosystems. On a global scale, and even in minute details, we work with
all our employees and clients to make the most beautiful impression:
a responsible footprint.

MADE OF GLASS AND PASSION.

verescence.com

2018

CSR Rating

GOLD

s
ecoYadis

Verescence Group and all of
its sites have been awarded
Gold Recognition Level by
EcoVadis. This achievement
places Verescence among the
TOP 1% of all global companies
for CSR accomplishment.
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