
Tax Free World
Association

23-25, rue de Berri
75008 Paris France

Tel : +33 1 40 74 09 86
Fax : +33 1 40 74 09 85

John Rimmer
Managing Director

j.rimmer@tfwa.com 

Cécile Lamotte
Marketing Director

c.lamotte@tfwa.com

Produced by:

Ian Hill
Publisher

ian@pps-publications.com

Paul Hogan
Managing Director

paul@pps-publications.com

Ross Falconer
Managing Editor

ross@pps-publications.com

Marta Dimitrova
Assistant Editor

marta@pps-publications.com

Richard Jende 
Head Designer

richard@pps-publications.com

Magdalena Matejewska
Designer

magdalena@pps-publications.com

Grant Pritchard
Photographer

photography@grantpritchard.co.uk

PPS Publications Ltd
3a Gatwick Metro Centre

Balcombe Road, Horley, Surrey
RH6 9GA, United Kingdom

 
Tel: +44 1293 783 851
Fax: +44 1293 782 959

post@pps-publications.com

© PPS Publications Ltd 2019

TFWA Daily is distributed by:

60 seconds with… 
Kian Gould, Founder & CEO, AOE

Auckland Airport has launched a downtown tax-
free shopping logistics solution, based on AOE’s OM3 
Platform. The solution provides the airport’s more 
than 20 million annual passengers with the world’s 
first integrated omnichannel solution enabling end-to-
end off- and on-airport retail. Kian Gould, Founder & 
CEO, AOE, explained more to Ross Falconer.

A uckland Airport has been providing tax-free 
downtown shopping for over a decade. 

However, the process was highly manual, and there 
was a lack of track-ability and convenience.

“Since digitalising the process, based on our 
OM3 solution, the airport has managed to grow the 
volume significantly and is now ready for real scale,” 
says Kian Gould, Founder & CEO, AOE. “To be precise, 
we are not digitalising the tax refund process; we are 
making it obsolete. We actually enable true tax-free 
downtown shopping without the need to go through 
a complicated and highly costly tax refund process 
from a tax refund operator.”

For travellers, the process significantly simplifies 
shopping tax-free downtown. The approach so far 
implemented at Auckland Airport, with several 
others in the planning stage, completely replaces the 
tax refund process that has been in place around the 
world for decades. Shoppers only pay the tax-free 
price to start with, which means they no longer have 
to stand in tax refund lines.

“On average, this saves each customer at least 
18 minutes,” says Gould. “Customers also save 
additional money (up to 50%), as they no longer have 
to pay commission or fees for the tax refund process. 
Finally, customers do not have to carry their goods 
with them to the airport. They simply pick up their 
purchases before boarding their flight. By offering 
true tax-free shopping, downtown retailers can 
strongly increase their customer base. Due to the 

simplified process, customers are far more likely to 
purchase high-value items, especially when pressed 
for time.”

The stakeholder that arguably benefits the most 
from this digital process is the airport. Indeed, 
Gould explains that there are three main benefits for 
airports:

• “By opening up its retail channels to downtown 
stores, the airport expands its retail footprint 
without having to enlarge its on-airport retail 
space and can also offer a much bigger brand 
portfolio to passengers.”

• “The airport increases non-aviation revenues 
through a small percentage commission it receives 
from the retailers for providing the service.”

• “The airport expands its customer base and 
improves customer satisfaction and loyalty. At 
the same time, it collects valuable insights into its 
passengers’ shopping behaviour.”

Customers today demand speed, convenience 
and instant availability of offerings. “They also 
want to be flexible in choosing which channel to use 
– and when to use it,” Gould adds. “In my opinion, 
therefore, an omnichannel experience is no longer 
an option. It is a necessity for creating sustainable, 
long-term revenue streams.”

Kian Gould, Founder & CEO, 
AOE: “The key to creating new 
revenue sources is providing 
an omnichannel commerce 
experience that satisfies 
customers’ expectations 
regarding speed and 
convenience, while creating 
an optimal customer journey.”
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