THE AIRPORT GATEWAY DISTRICT: THE DESTINATION TERMINAL
Strategic Vision: The ‘Micro-Changi’ Approach

The Concept: A culinary and acoustic sanctuary The Signature: ‘Airport-Only’ culinary exclusives
designed to disrupt the ‘waiting room’ paradigm. and acoustic soundscapes.

The Behavior: Engineering voluntary early arrival HTEM Status: Silver Precinct (Lifestyle Logistics).
(Target Dwell Time: +3 Hours).




EXECUTIVE SUMMARY: THE ‘MICRO-CHANGTI" EFFECT

Transforming logistics into the final excursion of the ho
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The Metric: Targeting an
average pre-flight dwell time of
3 hours, converting

low-value waiting time into
high-yield revenue.

iday.

The Mechanism: Increasing
Dwell Time by offering
experiences—specifically
gastronomy and music—that
are unavailable elsewhere in
the archipelago.

The Outcome: A lush,
sensory playground where
the holiday experience
extends until the aircraft
door closes.



TARGET AUDIENCE: THE RELUCTANT DEPARTER

Capitalizing on the psychology of the ‘Soft Landing’.

Persona Grid
* Primary Demographic: Departing guests
seeking “one last taste” of paradise before Wallet Share:
returning to reality. Stress Level: High
Low

« Behavioral Economics: Incentivizing early
villa checkout (optimizing housekeeping
flows) by offering "Early Bird" access to
exclusive terminal amenities.

Time Remaining:
180 mins

« Spend Profile: High density of “farewell
spending,’ focused on premium gifts, comfort
food, and experiential dining.

» Psychographics: Travelers willing to pay a S () s

premium to delay the onset of “travel fatigue”. Villa Checkout Early Bird Conversion Terminal Arrival
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b Design Philosophy: The Anti-Terminal.
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* The Core: A central atrium anchored by a natural waterfall, providing natural air cooling and acoustic white noise. /y/

» Biophilic Design: 40% of the floor plate is dedicated to indigenous flora, seamlessly blending the terminal with the surrounding jungle. ,,///

 Human-Centric Layout: Seating is designed as ‘Lounge Pods' to encourage social dining and relaxation, rejecting the sterile rows of /

traditional gate seating. j

» Atmosphere: Natural ventilation and light replace conditioned air and artificial glare. 7//2
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CULINARY STRATEGY: THE TERMINAL EXCLUSIVES

Driving early arrival through Scarcity and FOMO.

L J
_ '.1 Signature Examples:

* The ‘Runway Ramen’:
48-hour broth, available
exclusively at Gate 1.

* The ‘Bon Voyage’ Burger:
Mainland-sourced Wagyu
blend, exclusive to the
Hangar Bar.

The Hook: ‘Airport-Only’
Menus. Signature dishes
Signature dishes are
unavailable at the resort,
compelling foodies to arrive
early.

The Logic: Creating a
‘Must-Visit’ dining
destination rather than a

Result: Food becomes the
vending machine hub.

primary driver of the +90
minute dwell time extension.
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SIGNATURE VENUE: THE HANGAR HALL R
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A curated food hall with decentrallzed serviceg it

The Concept:
Combining the vibrancy of a street food market
with the comfort of a business lounge.

The Mix:
« The Roastery: Live coffee roasting (olfactory
branding permeates the terminal).
e The Mixology Lab:
“Pre-Flight” botanicals formulated for
hydration and sleep aid.

Service Innovation:

“Table Service at the Gate.”

Guests order via the Mentawai.one app,
and food is delivered to their specific
lounge pod or gate seat.
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ENTERTAINMENT: THE ACOUSTIC SEND-OFF

Curated soundscapes to soothe pre-flight anxiety.
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The Strategy: A dedicated music program to
extend the ‘island vibe' and reduce stress.

il 3 - —
_Programming Blocks:
8 B ‘Sunset Strings”: Live classical guitar during the golden
- hourdeparture window.
* ‘| o-Fi1 Beats": Dds spinning ambient tracks synced to the
rhythm of the waterfall.
Value: Entertainment drives engagement, keeping guests
spending rather than staring at flight information screens.

The Stage: A central performance riser featuring the
region's best acoustic artists, curated by MoHo.



VIP STRATEGY:
THE "HORIZON
LOUNGE"

A sanctuary for Estate Owners
and Premium Travelers.

The Concept: An open-air “"Sky Deck”
offering unparalleled views of the runway and
ocean, contrasting with enclosed
commercial lounges.

Differentiation: Replaces the sterile “glass
box” lounge model with an outdoor, sensory
experience.

The Ritual: “Champagne Sunset.” A
complimentary tasting flight of rare vintages,
served exclusively to lounge guests prior to
evening departures.




RETAIL: THE LAST CHANCE GALLERY

Positioning retail as “Souvenirs of Worth”.

The Hook: Exclusive merchandise drops
available only at the airport.

The Offer:
e “Runway Ready” Fashion: Limited edition

streetwear collaborations.

e “Farm-to-Flight” Market: Fresh produce
(Avocados, Mangosteen) packed in certified
crates for carry-on regulations.

Strategy: Moving beyond “trinkets” to high-
value, exclusive goods that serve as status

symbols of the trip.



SEASONAL
STRATEGY: THE
INDOOR PARK

Optimizing the terminal for the
‘Green Season'.

The Draw: During monsoon season, the
terminal transforms into a dry, air-
conditioned “Indoor Park.”

Activations: Pop-up art galleries, book
readings, and “Meet the Pilot™ sessions for
children.

Atmosphere: The acoustic backdrop of rain
on glass, combined with warm lighting and
“Airport-Only” hot chocolate, turns inciement
weather into a cozy, memorable farewell.




FACILITIES: TRANSIT WELLNESS

Bridging the gap between the beach and the boarding gate.

The Need: The friction of changing out of
swimwear and jungle gear before a
long-haul flight.

The Solution: “The Refresh Suites.”
 Private, spa-grade shower suites
bookable by the hour.
« “Express Massage" chairs positioned
with jungle views.

Outcome: Guests depart the island feeling
clean, relaxed, and restored, associating
the transit experience with wellness.




TECHNOLOGY: FRICTIONLESS FLOW

Invisible tech enabling a hands-free experience.

Identity: Palm Vein biometrics remove
the need for repeated document checks
at shops and gates.

Logistics: "Invisible Luggage.” Bags
are collected directly from the villa and
appear on the plane. Guests roam the
terminal unencumbered, maximizing
hands-free capacity for shopping

and dining.
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Smart Alerts: The Mentawai.one app
drives behavior: “Your flight is
boarding in 20 mins. Time for one last
Runway Ramen?”



Monetizing the pre-flight window.

The Equation: Every additional hour of dwell
time correlates to +US$45 in F&B and Retail
spend per passenger.

The Target: 3 Hours Dwell Time.

Mechanism: ‘Departure Yield Management.
Dynamic discounts on F&B are offered to
guests who check in 3+ hours early, smoothing
peak security demand and boosting revenue.

HTEM Classification: Silver Precinct (High
Volume / High Margin).
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QPERAIICONS QG ISTICSIAS LF EATRE

Turning back-of-house operations into front-of-house entertainment.

Visibility: The kitchen and coffee
roastery feature glass walls (‘The
Glass Galley'), showcasing the craft.

Spectacle: Viewing decks allow
guests to watch seaplane servicing
guests to watch seaplane servicing
and luggage loading, turning logistics
iInto a spectator sport for aviation
enthusiasts.

Assurance: Visible, high-tech
biosecurity screening reassures
guests that ‘Farm-to-Flight’ produce

IS certified safe for export. BIOSECURITY | ~ |
SCANNERS N




CONCLUSION

The Holiday Ends When
You Say It Ends.

The Goal: To establish the Airport Gateway
District as a ‘Must-Visit’ precinct, not just a
transit hub. |

The Result: Guests depart with a full
stomach, a relaxed mind, and a desire to
return.

The Vision: A terminal that feels like a club,

tastes like a restaurant, and sounds like a
concert.

Reference: [Mentawai Bay Strategy vi8.1] | [Sumatran Engine Slide 16] | [The Crescent Bazaar Slide 10]



