
’FLY ME TO 
THE STARS’ 

COME WITH US INTO THE DECORATORS’
CHRISTMAS WORKSHOP

Speed dating in China
New routes begin in Chengdu

Cph.dk is undergoing change
It must be easier for customers 
to find what they need online

Music with a purpose
The right playlist gets 
customers to buy more

INSPIRATION FROM AIRPORT SALES / 04-16



THE RIGHT MU-
SIC INCREASES 
YOUR SALES
A survey from Epinion shows that music means much more 
for a customer’s desire to purchase than most people perhaps 
think. Therefore, sound is something we must take extremely 
seriously on a commercial level, says Asger Christensen, who 
is responsible for the survey. 

The right music can get more people 
to buy more, claims Asger Christen-
sen, manager at the market research 
company Epinion, which conducted 
an extensive survey of how cust-
omers are influenced by music in 
Billund Airport. The survey revealed, 
among other things, that sales of 
wine and spirits increased by 13.6 

percent per traveler when classical 
music was played over the loudspea-
kers compared to an increase of 4.3 
percent when the music was more 
rhythmic. 

”Tempo plays an essential role in 
customers’ purchasing patterns. In 
general, you could say that calm clas-

sical music encourages customers to 
stop and take their time. If you have 
a restaurant, calm music will get 
people to sit longer and order more 
while faster, rhythmic music is more 
suited to the fast food concept, whe-
re customers are expected to order 
and eat more quickly,” he explains 
and points out that volume level also 
plays an essential role. 

“In general, you can say that loud 
music attracts a young segment, whi-
le low volume attracts an older seg-
ment. If you have a stylish, high-end 
store then soft, classical music is well 
suited to the concept, as a rule.”

FIND YOUR TEMPO

In general, there is a widespread 
misunderstanding of using music 
commercially, says Asger Christensen. 
Many people believe that it is about 
taste - the customers’ as well as the 
employees’ - but that could not be 
more wrong, he emphasizes.

”People are not especially aware of 
how important the right music is. 
You have to think more strategically 
and take a professional approach, 
because music ranks on an equal le-
vel with, for instance, lighting. If the 
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lighting is bad, it is bad for sales, and 
if the sound is noisy, people don’t 
want to be in your store,” he says, 
and expands:

“Good sound draws people in, while 
bad sound keeps them out.”

Moreover, unfortunately, it is not 
good enough just to take a playlist 
from Spotify, he says. This would 
give too severe a change of tempo. 
If you want a good result, you have 
to approach it thoroughly. 

”You have to begin by considering 
whether you want people up or 

down in tempo. A rough rule of 
thumb is that restaurants and a large 
number of the retail stores should 
attempt to slow customers’ tempo, 
while those appealing to young con-
sumers should speed up the tempo.”

THE RIGHT ASSOCIATIONS

Next, you have to consider what as-
sociations the music gives your cust-
omers. All music creates associations, 
and strangely enough, surveys show 
that when two people from comple-
tely different countries and cultures 
hear the same piece of music, they 
get the same associations. 

”This knowledge is in a way quite 
advantageous when you have a sto-
re in an airport with many different 
customer segments. Here it is about 
creating an association of ‘I belong 
here’ in the individual customer. Mu-
sic can influence a social mechanism, 
and if the place has a quality sound, 
then you will also see that customers 
do not buy the cheapest item on the 
menu, for instance, as this does not 
suit the place,” he explains, stessing 
that radio is ‘100 percent no go’. 

”You must never just turn on the 
radio. You have no control of the 
playlist, and it will be much too 
irregular and constantly interrup-
ted by talking. When music works 
well commercially, customers don’t 
think about the sound, but they do 
as soon as the disc-jockeys begin to 
talk.”

EFFECT ON PERSONNEL

In other words, music is ’a funda-
mental way to manipulate people in 
a way they cannot avoid’, explains 
Asger Christensen. The fact is that 
our bodies react instinctively to 
tempo and volume in a completely 
different way than to, for instance, 
the visual. We are much better at 
shutting out the visual, but we can-
not choose not to hear, he states. 

”When music is played for sleeping 
people, you can see that it influen-
ces their brainwaves, heart rhythms, 
hormones, and breathing.  We can 
even measure music’s influence on 
people who are sedated. This tells us 
a little about how much sound actu-
ally influences us.” 

Moreover, the right music means not 

only a bonus on the bottom-line, it 
also has a good effect on personnel, 
he says. 

”In addition to drawing new custo-
mers into a store and getting more 
people to spend more money, many 
surveys also show that 80-90 percent 
of all employees want to have music 
at work. It is seen as a helpful colle-
ague, especially if you are alone on 
the job. Therefore, it makes really 
good sense to carefully examine 
your choice of music.”

CPH INSTALLING LOUDSPEAKERS 
IN ALL UNITS

A new sound project is in full swing in 
CPH. During the next couple of weeks, 
all units will have loudspeakers instal-
led, as well as a special point where 
each concessionaire can play music 
from, for instance, iPhones or iPods.

The loudspeakers are being installed 
partly because CPH must be able to 
turn off all music in CPH if an evacuati-
on situation arises, and partly because 
CPH wants to give units the oppor-
tunity to be able to achieve greater 
sales via music. The installation work 
will begin in T3 in mid-December and 
take place until mid-February 2017. 
Then, installation work will continue 
on Nytorv during spring 2017, while 
work in T2 is planned to take place 
from autumn 2017 until spring 2018. 
The work will take place at night, so 
that there is minimum inconvenience 
during the day.

ABOUT THE SURVEY

BACKGROUND

Billund Airport wanted to slow down passengers’ 
tempo after Security and get more of them to 
buy more. 

WHAT THEY DID

Epinion tested one area at a time in Billund 
Airport, for example Cosmetics & Perfume. Music 
was played every other day – classical or rhyth-
mic – and every other day there was no music. 
After having played each genre for a month in 
each retail area, they analyzed the purchasing 
behavior of the travelers by looking at sales via 
till receipts. 

RESULTS FOR RHYTHMIC MUSIC

COSMETICS & PERFUME

Sales per customer increased by 2.6%

Number of customers fell by 2.1%

Sales per PAX increased by 0.6%

WINE AND SPIRITS

Sales per customer fell by 0.5%

Number of customers increased by 5.3%

Sales per PAX increased by 4.3%

RESULTS FOR CLASSICAL MUSIC

COSMETICS & PERFUME

Sales per customer increased by 3.8%

Number of customers increased by 4.5%

Sales per PAX increased by 8,8%

WINE & SPIRITS

Sales per customer increased by 9.4%

Number of customers increased by 3.2%

Sales per PAX increased by 13.6%

»People are not 
especially aware of how 
important the right 
music is. You have to 
think more strategically 
and take a professional 
approach«
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»CPH is one of the best 
airports in the world 

 - this must also hold 
true online«

It has to be easier for travelers to find the information they 
need on cph.dk; at the same time, the site must maintain the 
same exclusive ‘look and feel’ as the rest of the airport, says 

Trine Sørensen from Commerce, who is behind the relaunching.

4



»We would like 
people to use a bit 
more money by pre-
paring at home«

If you click onto cph.dk, you will pro-
bably discover that the site has been 
given a notable facelift. In fact, not 
only has the exterior become more 
sophisticated, the structure has also 
been simplified so that navigation 
is far more intuitive. Trine Sørensen, 
Digital Business Development Mana-
ger in the Commerce department, 
explains this.  

”Previously, we had three sites, cph.
dk, shop.cph.dk and a page to book 
your parking, all of which were se-
parate, with  their own ‘look and 
feel’ and various navigation systems. 
Now we have streamlined all three 
of them and made them identical, so 
travelers feel that the digital airport 
is one and the same site,” she says, 
pointing out that the super experi-
ence travelers enjoy in The Shopping 
Center must also be reflected online. 

”Users have high expectations con-
cerning digital solutions, and we 
must be able to live up to these 
expectations on an equal footing 
with all other digital platforms.”

Besides creating a feeling of a cohe-
sive airport, the project is also about 
giving passengers the opportunity to 
prepare for their trip at home.

“Many surveys indicate that our 
travelers ‘research online and pur-
chase offline’. If we can give them 
a good start online so that they are 
well-prepared when they arrive, 
we will be providing an important 
tool for growth in the center,” she 
explains. 

FIRST EVALUATION IS A SUCCESS

For some people traveling is an 
everyday event, but for many others 
it is a big event. They explore all 
sorts of things ahead of time, and, if 
CPH can strengthen this curiosity, it 
means that the travel experience can 
begin at home, she points out. 

”We would like people to use a bit 
more money by preparing at home. 
We must show them that even 
though they want to buy a DIOR 
perfume they can also get much 
more from DIOR - products that are 
perhaps available only in the airport. 
It is not only about conversion on 
the site, but to a great extent about 
opening travelers’ eyes to the range 
of products in The Shopping Center.”

So far, it looks like the new structure 

and design are paying off. CPH has 
already seen the first evaluation 
results, and in general, users find it 
very easy and intuitive, says Trine 
Sørensen. 

”We tried to turn the mindset 
around when we were designing 
the new site – because what is a user 
who doesn’t know CPH like we do 
looking for when s/he clicks onto 
cph.dk? We can see already that they 
can find their way around. We have 
an unbelievably low ‘bounce rate’ 
(i.e. when many people leave a site 
after having seen the first page, ed.), 
and despite the fact that many busi-
nesses experience a fall in conversion 
after a re-design, this is something 
we have not seen. I am quite proud 
of this – especially in view of the fact 
that our target group is so broad,” 
she states.  

Because where do you make the cut 
when the entire population of Den-
mark is your target group?

“We must be able to include aunt 
Tove, aged 70, and ‘the first mover’, 
aged 18. We have an extremely bro-
ad target group, which clearly has 
been a challenge. User-friendliness 
has to be right on. Everyone must be 
able to join in, and it doesn’t work if 
we lose anyone.”

SECOND PHASE STARTS NOW

The next step is fine-tuning and per-
sonalizing the site. 

“We have to meet travelers whe-
re they are at the moment. When 
they arrive in the airport, we should 
not be showing them advertising 
for pre-ordering TAX FREE goods, 
but instead a restaurant- and store 
overview or an article about being 
able to shop when they land again 
in CPH. If they are Advantage mem-
bers, we must show them how many 
points they have, and if they are not 
members, we must show them why 
it is a good idea to become a mem-
ber.”

The work has just now begun, and 
Trine Sørensen has high expectati-
ons. 

“It’s going to be fantastically excit-
ing, and I’m really looking forward 
to seeing what it brings.”

TRINE SØRENSEN

• Multimedia designer specializing in 
digital development 

• Background in the fashion branch and 
IT branch

• Employed in CPH since September 
2015

• Focus:  Digital development of the 
platform, where conversion and 
user-experience (UX) are the primary 
focus
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»WE MUST LIVE
UP CUSTOMERS’ 
EXPECTATIONS«
User-friendliness, demand and relevance. Three things essen-
tial for the success of a webshop.  Malene Hougaard Stokholm 
from E-Commerce gives you insight here into how CPH works 
strategically with shop.cph.dk so that travelers’ motivation to 
buy is strengthened – online as well as offline. 

What is important to think about, in 
general, when constructing a site?

”Basically, you have to meet the 
expectations of your customer, 
whether you are selling a product or 
offering a service. A customer has a 
purpose for his/her visit, and in order 

to have a really good site, you must 
identify the needs of your customers 
so that you are able to provide them 
with the information or products 
they are looking for, thus meeting 
their expect tions. At Shop.cph.dk 
we embrace a number of different 

users and their various needs, and in 
addition we include various services 
and types of product. This in itself is 
very complex; so the most important 
thing is to create a site where users 
easily and intuitively can find what 
they are looking for and not be 
exposed to things not relevant for 
them. We attach great importance 
to the fact that the complex structu-
re behind the shop is experienced as 
being simple and, not least, relevant 
for the customer.”

How has a typical user’s understan-
ding of a site changed over the past 
few years?

”Right now, we see a generation 
of ’digital natives’ who were wea-
ned on the digital media. We keep 
ourselves regularly updated about 
their habits and needs, and not 
least, about how they navigate in 
the digital landscape. They are a 
growing customer group, and this 
requires that we are on our toes and 
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»We know a great 
deal about our us-
ers, and we use this 
knowledge later to 
give them messag-
es customized for 
them«

MALENE HOUGAARD STOKHOLM

• MA in business communication and 
Danish

• Has an E-commerce background from 
the retail branch (PANDORA, IC Com-
panys and SPORT-MASTER) 

• Has been employed in CPH since 
March 2016

• Focus: Optimization of sales through 
shop.cph.dk and maintaining a user 
experience online that can be used in 
CASC offline.

see to it that we actually keep up 
with the newest solutions and that 
we are updated on the design front. 
In general, though, users have also 
become more digital and familiar 
with the online media. Many trave-
lers now print tickets themselves or 
use self-service when they arrive in 
the airport. We meet users on many 
platforms, and they are used to na-
vigating between all these platforms 
– and they expect the same experi-
ence of the brand adapted to the 
individual platform. Therefore,  we 
have also been focusing closely on 
omni-channel for quite a while now, 
because various sources indicate that 
as many as 75-80% search online 
before they buy offline – so custo-
mers must have the same experience 
whether they are interacting with us 
online or offline.”

Are there any general rules of thumb 
when you are involved in designing 
webshops?

”For us, usability is something we 
focus on very much – how you make 
your design intuitive and user-friend-
ly. A customer must easily be able to 
de-code the structure of a site; the 
texts must be short and precise; and 
the message must be relevant for 
the customer. All these elements are 
important in creating customer con-
fidence, which in the final analysis 
results in the customer deciding to 
make a purchase. It is also impor-
tant to make sure that the design 
supports the amount of traffic a site 
has. In CASC, during the summer we 
have many days with over 100,000 
passengers. This is also reflected 
online, as many people want to shop 
before they travel or to investigate 
something about a store, selection 
or something else online. It is impor-
tant that we technically support the 
increased pressure so that people 
don’t have to wait for a page to 
load.”

To what extent can you steer people 
to make a purchase or ’to look’ whe-
re you want them to look?

“Here the code word is knowledge 
about a customer’s needs and rele-
vance. We have invested in one of 
the best personalization tools on 
the market, which in the future can 
collect a great amount of know-
ledge about our users in relation 
to what they buy, which categories 
they are interested in, and which 
channels they come from. We know 
a lot about our users, and we use 
this knowledge later to give them 
messages customized for them and 
thus relevant for them. This of cou-
rse increases the probability of a 
purchase. In addition, we do a lot to 
make travelers aware of the areas in 
which we are unique – for example, 
we offer a number of travel exclusi-
ves that are not available elsewhere, 
and we sell spirits containing 30 ml 
more than what is available elsewhe-
re. We work constantly to expand 
the knowledge we have about cust-
omers through the behavior they 
demonstrate; and we can see that 
the better we become at using this 
knowledge, the greater is the proba-
bility of a sale.”
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CHRISTMAS 
AMONG THE 
STARS
Christmas decorations are in place in CPH and create a cozy, 
seasonal atmosphere in The Shopping Center. Connect met 
with the two decorators in October, when the trees were be-
ing unfolded and glitter was being glued onto the ornaments. 
Come along on a trip to Santa’s airport workshop and get 
some good advice on Christmas decorating. 

”I’m going down to the basement to 
sprinkle the last glitter on the air-
planes!” Abby Weisgard, decorator 
in the airport, slips out of the ware-
house and down the stairs where the 
glitter station is located. She leaves 
the door open even though the 
October air outside today is bitingly 
cold. 

”The silver colour we spray with has 
a strong smell, so the fresh air is 
good to keep us from getting totally 
poisoned,” she laughs. 

We are a ten-minute drive from T3. 
Outside an airplane taxis slowly by 
on its way to or from the runway, 
and reminds us that we are still at 
the airport. Inside, though, the ware-

house looks like Santa’s workshop 
for decorations. A forest of Christ-
mas trees fills most of the first room, 
while a plush reindeer welcomes us 
in another. Christmas bulbs in trans-
parent sacks are randomly situated 
on the floor, waiting to be attached 
to trees. In the middle of this jumble 
sits decorator Mikkel Sonne by a 
brown cardboard box and prepares 
silver stars to be hung up.  

Abby Weisgard and Mikkel Sonne 
decorated CPH for the first time last 
year, using their newly developed 
theme ’Fly me to the Stars’. 

”We found by chance these small air-
planes at a trade show, and thought 
they were brilliant. They just needed 
a bit of glitter. It made sense to buy 
the entire supply when we were to 
decorate an airport,” explains Abby 
Weisgard. 

Subsequently, they developed the 
model for the large illuminated stars 
that today decorate both CASC and 
the check-in areas. ”Actually, it’s a 
bit complicated to decorate CPH 
because of all the things we must 
take into consideration compared to 
other places. We musn’t cover securi-
ty cameras; we must consider fire 
safety; and both screens and stores 
must be visible. So we have designed 
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the big stars on the ceiling as simp-
ly a framework of light instead of 
making them solid,” explains Mikkel 
Sonne. 

CHOOSE YOUR TREE WITH CARE

The two decorators began their 
search for the perfect decorations 
already in January this year; all year 
they travel around visiting Christmas 
trade fairs, where stars, artificial 
Christmas trees and new decorations 
are the order of the day. 

”Actually, trees are a chapter in 
themselves. There are tremendous 
differences in quality, and it is well 
worthwhile to buy a good tree right 
from start. And you have to spend 
time unfolding it properly,” says 
Abby Weisgard, explaining that she 
uses an hour to prepare a 2.5 meter 
tall tree. 

It is only after this that it can be 
decorated, which can easily take two 
hours. The lights go on first, and 
preferably from top to bottom and 
not ‘round and round’, as many have 
a tendency to do, she points out. 

“You have to do your best to conceal 
the wire inside the branches, and 
this is best done by zig-zagging from 
top to bottom. In addition, remem-
ber:  the more illuminated the tree 

is the better. The shiny decorations 
reflect the light, and the tree be-
comes more illuminated when you 
are finished,” she advises. 

CHRISTMAS WITH ITS OWN IDENTITY

Most of the old decorations from 
previous years in brown and bronze 
colours have been stored far away 
and replaced by red and silver deco-
rations, says Mikkel Sonne.

“It is important for us that the deco-
rations work with, and not against, 
the architecture. Therefore, the 
decorations have to be more stream-
lined than previously. Red and silver 
are traditional but still modern, whe-
reas the brownish nuances are very 
old-fashioned and not at all suitable 
for CPH.”

Each year, the idea is that the two 
decorators will add some new de-
corations to the collection, but will 
re-use the majority. 

”Many places change their decora-
tions every year, but that is a misun-
derstanding, I think. I like Christmas 
to have its own identity, and over 
the years, December in CPH will have 
its own, recognizable expression 
which guests remember and love,” 
he states. 

CHRISTMAS IN FIGURES

2 6-meter-tall Christmas trees

87 illuminated-stars of up to 2.5 meters

30.000 ornaments

520 small, sparkling airplanes

2 kilometers of Christmas lights

ABOUT MIKKEL SONNE

Trained and educated in visual commu-
nication at Danmarks Designskole, and 
employed for many years as head-decorator 
with Tivoli. Today he has his own firm, Hello 
Design, where he specializes in decorating 
amusement parks all over the world. 

ABOUT ABBY WEISGARD

Has worked as a decorator nearly her whole 
life, including 10 years in Illlums Bolighus 
and 7 years with Birger Christensen before 
she became self-employed in 1992. Since 
then she has worked with decoration and 
artistic ornamentation for some of Copenha-
gen’s most exclusive stores and brands such 
as  Royal Copenhagen, Bo Bedre, Egmont, 
Gucci, L’Oréal and Jette Frölich Design, to 
name only a few. 
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THE AIRLINE 
INDUSTRY’S 
VERSION OF 
SPEED DATING
Come to speed dating for airports and airlines when Connect 
takes you to the world’s biggest trade fair for route develop-
ment in China.

3,000 representatives from 300 airli-
ne companies, 700 airports and 130 
tourism organizations. The aviation 
conference, World Routes, held this 
year in Chengdu in China, is the 
largest of its kind in the world; it is 
here that CPH develops routes with 
airline companies from all over the 
world concerning who is to fly to 
and from Copenhagen. 

All airline companies have a table 
in a huge conference room, where 
airports can book meetings with 

potential new partners. 

“In many ways it resembles 
speed-dating for the airline industry. 
A bell rings after 20 minutes sig-
naling you to move on to the next 
appointment. In this way, we are 
able to hold 80-90 meetings in three 
days, which is very intense but extre-
mely effective,” says CPH’s Brand 
Manager Susanne Arildsen, who was 
there in Chengdu. 

In general, selling CPH to the airline 
companies goes very well. Copenha-

gen is among the world’s five best 
in route development, and there is a 
very specific reason for this, she says. 
We are also one of the most effe-
ctive at flight turnarounds and at 
getting passengers quickly through 
Security; and these two things go 
hand in hand, she points out. 

”When we negotiate with airline 
companies about new routes, we are 
selling our credibility and ourselves. 
When we say that we are effective, 
we document it with facts and figu-
res. Our reputation is important, and 
we possess plenty of data we are not 
afraid to use. If they can see that 
what we say is true, they are more 
likely to believe that what we say 
next time is also true,” she explains. 

JOE & THE JUICE IN CHINA

In addition to speed dating, many 
airports have their own stand, whe-
re they can hold informal meetings 
and provide new customers with 
insight into what the individual 
airport stands for. For several years, 
CPH has cooperated with Joe & The 
Juice, who have accompanied us and 
served their popular drinks for cust-
omers. The wooden floor in CASC, 
unique to CPH, is also there to show 
a bit of the ‘Scandi-coolness’ that 
CPH is renowned for. 
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»We have to show 
them a cohesive busi-
ness case that they 
can rely on. We are 
selling credibility – 
not gut feelings – and 
we are actually quite 
good at it«

”The stand is extremely important 
for us in our sales work, and the set-
up with Joe & The Juice works fanta-
stically. They contribute to creating 
a Copenhagen atmosphere, which 
we want to show; and the fact that 
something different is going on here 
attracts people.”

However, it is also about attracting 
the right people, and in this context, 
CPH closely examines each and every 
destination. 

”Among other things, we look at the 
economic factors and models, grow-
th in the country, unemployment, 
average income, and existing traffic. 
Everything is very fact-based in rela-
tion to the development potential 
of the place in question. Before we 
initiate the sales process, we want to 
be certain that it will be a balanced 
route, that is, that there is traffic 
both ways, and we also look at 
whether it is pure business, leisure or 
a combination of the two. The pure-
ly leisure markets are more sensitive 
than those that also have business 
traffic,” explains Susanne Arildsen. 

CPH IS POPULAR

The most important task for the air-
port’s route developers is, therefore, 
to make the airline companies calm 

and relaxed. “We have to show them 
a cohesive business case that they 
can rely on. We are selling credibility 
– not gut feelings – and we are actu-
ally quite good at it.”

In this way, CPH opened 56 new 
routes between 2005-2015, giving 
Danes and Danish businesses direct 
access to new destinations such as 
Toronto, Los Angeles, Shanghai and 
Dubai, which previously could not 
be reached by direct flights from 
Copenhagen. At the same time, 
Denmark has climbed the list of inte-
resting destinations for many people 
in continuation of the many new 
routes.   In the first quarter of this 
year alone, the number of tourists 
flying to Copenhagen Airport  in-
creased by more than 27 percent 
compared to the same quarter last 
year. However, even though CPH is 
popular, no routes come by themsel-
ves, Susanne Arildsen emphasizes. 
An air route takes an average of 18 
to 24 months to sell, and  sometimes 
national political causes and civil 
aviation rights  in a country can play 
a significant role in connection with 
closing a deal. 

”Here, we work together with the 
Ministry of Foreign Affairs and 
Wonderful Copenhagen to exert 

influence when it is sensible to do 
so. When we travel to India or China, 
we usually get assistance from these 
two instances, which each can exert 
the kind of influence they are good 
at within their area of expertise.”

The Ministry of Foreign Affairs works 
via diplomacy, while the tourist or-
ganization examines the marketing 
aspect of Denmark in the country in 
question and vice versa. 

“It makes very good sense – for them 
too – to spend money on the routes 
we open. Wonderful Copenhagen 
has allocated funds in their budget 
to market Denmark in other coun-
tries, and therefore, cooperating on 
getting the route off to a good start 
works well for both parties,” she 
says, stressing that in general it went 
very well at this year’s trade fair.

”We received good feedback, and 
people thought we had something 
interesting to offer. At the moment, 
we are focusing primarily on Long 
Haul, where the East and especially 
China are interesting, but there are 
inspiring possibilities in both east 
and west. It is really fascinating to be 
a part of, and it is wonderful when 
we succeed in landing a route that 
we have worked on for a long time.”

11

CONNECT 04-2016



THE T3 SQUARE 
WILL BE CPH'S 
NEW ATTRACTION
New facades, stylish mate-
rials, and a better-defined 
division of units are to con-
tribute to moving  the flow 
on the T3 Square so that the 
stores are more activated 
and sales increase, explains 
project manager Cecilie 
Iversen Nielsen. 

Urban but elegant. These are the 
code words behind the moderniza-
tion of the T3 Square, which is to 
strengthen the flow and draw more 
passengers past the stores in the 
area. The choice of materials ended 
with raw concrete and oak veneer in 
order to create an ‘elegant but mo-
dern’ look that can attract a younger 
segment, explains Cecilie Iversen 
Nielsen, project leader in Constructi-
on Commercial Projects.

“The area must have its own iden-
tity, which also will reflect where 

Copenhagen as a metropolis is at the 
moment. We want to attract some 
new types, such as the younger, 
more hip travelers who don’t belong 
on Nytorv,” she says. 

In addition, the renovations will also 
ensure more visibility for the units. 
The new F&B unit, Paté Paté, has 
become significantly lower than the 
old one, which ensures a better over-
view of the stores located behind it.

“Previously it was a little difficult to 
discern the boundaries between the 
units, but now there will be a clearer 
passage inasmuch as Paté Paté has 
become more open and transpa-
rent.” 

HIGH AMBITIONS

In the future, the goal is, in other 
words, that it must be more fun and 
better to shop on the T3 Square, 
states Cecilie Iversen Nielsen. 

”We expect to upgrade the area to 
such a degree that we will succeed in 
moving the general flow and crea-
ting a new attraction in the airport 

with an appeal equal to that of T2 
and Nytorv. It is a very ambitious 
goal, but that is what we are wor-
king with.”

The canopies now separating the 
stores on the square will be replaced 
by a type of frame between each 
unit, inspired by the stores on Ny-
torv; so this will give an individual 
and exclusive look. The roller grilles 
will be removed and modernized, 
and the façade lifted so that it will 
be easier to brand with signage. 

All of which should result in both 
passenger satisfaction and concessio-
naire satisfaction, says Cecilie Iversen 
Nielsen. 

“We have every reason to expect 
that this will mean increased sales 
for the units. For a long time we 
have been working to improve the 
area and I am certain that in the 
future it will be much more fun to 
have a store on the T3 Square.”

As more and more passengers come, there 
is also a need for more seats. Therefore, CPH 
decided to set up benches with charging 
stations on the T3 Square; and already these 
benches, as hoped, are attracting more 
young travelers to the area. 
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