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Looking to attract new travel goods consumers? Embrace innovative technology that helps customers find 
you and exciting new products to hold their attention. Innovation is important to nearly three quarters of leisure  
travelers, who care “a lot” or “somewhat” about whether the travel products, services or experiences they  
purchase are truly innovative, according to a new survey by insurance giant AIG. These results are echoed by 
a recent study by B2B travel management company CWT, which found that 71% of global business travelers 
embrace travel innovation.

New Trends  
in Product  
Development 

Innovation in travel goods prod-
uct development is driven by personal 
experience, large-scale customer feed-
back, new technology, and an obsessive 
investigation of how people travel. “Our 
first product was a large power bank 
that had GPS tracking smart connectiv-
ity,” said Elios CEO Josh Cross. “It was 
really big for people that were on the 
go. That’s the travel accessory we went 
to market with, and all our patents and 
IT are based on and have evolved from 
that product.” 

Elios is debuting their new Smart 
GPS tracker at the Consumer Electronics 
Show in January, and by March retail-
ers will be able to buy it directly from 
Elios as well as order OEM versions 
from major luggage manufacturers at 
The Travel Goods Show. “We’ve started 
to separate the tracker functionality out 
from our charger, to make a product 
that’s much, much smaller,” said Cross. 
“I have four children and I’m always 
concerned that they can’t get in touch 
with me, and that inspired our stand-
alone GPS trackers.” 

The new Elios offerings feature real 
time tracking, movement alarm, geo-
fence, SOS panic button, and track 
share. You can see signal strength and 

display incoming messages on a low 
LED display screen – like a luggage tag 
that you can update remotely in real 
time. If you appreciate the Find My 
iPhone app (and wish it were louder), 
the GPS tracker includes a 90-120 deci-
bel audible alarm so you can find a 
child, pet or bag in a large crowd. 
“We’ve designed the new Smart GPS 
Tracker to be a dual-purpose product,” 
said Cross. “When you’re traveling the 
Smart GPS Tracker tracks your bag, 
and once you arrive at your destination 

you can put it in your pocket to use as a 
safety beacon.” 

While the initial inspiration for 
Elios products is the personal experi-
ence of Cross and his team, he also 
credits the feedback system developed 
with their large OEM partners – similar 
to the power of a meta-analysis that 
combines results from multiple smaller 
studies. “We send out our products, 
including our new tracker, to testers, 
mostly from tier-one bag companies,” 
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said Cross. “They give us development 
ideas based on their experience as mar-
ket leaders.”

While Elios product development is 
inspired by feedback from some of the 
largest travel goods companies in the 
market, a similar product development 
trend is the use of big data analytics to 
analyze a large amount of consumer 
information to uncover hidden corre-
lations and patterns. Bagsmart is one 
travel industry manufacturer that uses 
this kind of data to look for unmet 
needs in the market, to understand how 
products are being used, and to refine 
their market segmentation. Product 
Manager Lynn Chen explains: “we think 
that our customer is smart, so when 
we create our products we start by 
reading customer reviews and analyz-
ing keyword searches.” Bagsmart uses 
this data to storyboard different every-
day travel experiences, categorized 
as “Go to Interview,” “Inspired at the 
Gallery,” “Vlog the Journey” and “Fly 
Away.” These storyboards define what 
is being carried (i.e. clothes, a drone 
or a Nintendo Switch), the goal of the 
journey, how the customer is traveling, 
and what keywords will be used in mar-
keting the product.

At the time of publication, Bagsmart 
is introducing the Falco Collection of 
bags for different types of journeys, 
from a commuter pack to a travel back-
pack, as well as a briefcase, travel duffle 
and even a sophisticated fanny pack. 
The key shared feature of the Falco 

Collection is E-ZONE, an electronics 
organizer offered in different configura-
tions based on the intended electronics 
to be carried, which keeps all electronic 
devices in one place so they’re easy to 
take out at the airport.

The inspiration for Matador’s first 
product came as product designer and 
founder Chris Clearman sat on the 
damp grass in a San Francisco park, 
watching other people gingerly sit on 
rocks, their own jackets, or lug large 
blankets. “With all the technical materi-
als out there for camping, backpacking, 

and skiing, why were people still sitting 
on their coats,” Clearman asked him-
self. The next weekend Clearman was 
back at Golden Gate Park with a book-
size prototype blanket tucked into the 
storage compartment of his motorcycle. 

Clearman went on to refine his 
prototype and produce a truly pock-
et-size blanket, followed by a whole 
range of feature-rich packable dry bags 
and backpacks, designed to facilitate 
spontaneous adventure. Matador inven-
tions are fueled equally by personal 

Cont inued from page 33

Cont inued on page 36

Bagsmart analyzes  
customer reviews and keyword 

searches to storyboard  
everyday travel experiences  

and develop smart  
new products.

Because the Freerain32 weighs 
only 10 oz and folds down to  
fit in the palm of your hand, it’s  
perfect for adventure travelers 
who want to bring a daypack  
but don’t have extra space in  
their luggage.
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experience and innovations in fabric 
and construction technology. Welded 
Cordura® with Dry-Through™ tech-
nology allowed Matador to create the 
FlatPak™ Soap Bar Case, which won 
The Buzz Award at The 2018 Travel 
Goods Show, as well as Best Gear of the 
Year from Popular Mechanics. 

The latest bag from Matador is 
coming out as this magazine is going 
to print. The Freerain32 is a packable 
backpack that includes all the techni-
cal features of a full-size backpack, 
including a completely waterproof 
main pocket, a waist belt with a zip-
pered pocket and sternum strap, sturdy 
loops for gear (such as hiking poles or a 
mountaineering axe), hydration bladder 
compartment, water bottle pockets, and 
small zippered pockets for valuables. 
Because Freerain32 weighs only 10 oz 
and folds down to fit in the palm of 
your hand, it’s perfect for adventure 
travelers who don’t have much space in 
their luggage or as a summit pack for 
people who want to leave their big pack 
at basecamp.

Innovations in  
Retail Technology

You’ve stocked your store with 
exciting new products. But have you 
used technology to make the path from 
research to purchase smooth and easy? 

And does your online presence reflect 
your commitment to the clever and 
novel? NRF’s 2019 survey, “The Robot 
in the Room,” studies how technol-
ogy shapes purchasing decisions. Their 
findings? We’re doing something right. 
Two thirds of all customers (and 80% of 
millennials) believe that technology has 
improved their in-store shopping expe-
rience. And while customers express 
interest in smart dressing rooms or 
virtual reality, they are primarily looking 

for simple, seamless solutions that show 
if a product is available, help compare 
reviews or prices, and make it easier to 
find a store location or product. 

While recommending POS solu-
tions or ecommerce website templates 
is beyond the scope of this article, 
there are three inexpensive technology 
solutions that can be implemented by 
retailers themselves – no coding neces-
sary. Pointy, Yelp, and click-and-collect 
all address potential consumer “pain 
points” in a way that ensures that retail-
ers are putting their best foot forward 
to potential customers, while retaining 
the customers they already have.

Pop Up in Local 
Product Searches 
with Pointy

While the Internet is good for find-
ing products, it’s not good for finding 
them locally. That’s where Pointy comes 
in. Founded by a former Google exec, 
Pointy is designed to help consum-
ers locate items they can buy nearby, 
bridging the gap between offline inven-
tory and available online knowledge. 
Pointy works through a combination 
of hardware and Pointy’s proprietary 
search engine optimization (SEO) 
and search engine marketing (SEM) 
know-how. The hardware consists of 
the Pointy box, which attaches to the 

retailer’s existing hand-held scanner. 
As you scan items, Pointy creates (and 
updates) a simple website for the store, 
pulling photos and product descriptions 
from manufacturers’ websites. While it 
doesn’t matter what POS system you 
use, you do have to use the manufac-
turer’s barcode, and have entered prices 
for the items (without prices the items 
will appear on your Pointy site, but not 
in Google searches). 

The true power of Pointy is geo-
fencing and its ability to appear high 
in search results. Sam Hirsh, owner 
of TripQuipment, explains: “My Pointy 
geofence is set up to target every search 
within 100 miles of Portland, ME. If a 
customer who lives near Tripquipment 
searches for ‘Briggs & Riley,’ our result 
comes up with the sponsored posts 
at the top right-hand side, up with 
Amazon and eBags results. And if they 
search for ‘Briggs & Riley near me,’ 
there are 13 pictures; 10 of them are 
Tripquipment and my results are at 
the top.” 

Without Pointy, Tripquipment 
couldn’t afford to compete for AdWords 
with Amazon and eBags, and they 
wouldn’t appear near the top of the 
search engine results. And the fact 
that the official Tripquipment website 
is under construction (and is not yet 
optimized for mobile devices)? Not a 
problem. “Creating search engine opti-
mized retail websites and then spending 
enough on Google AdWords so consum-
ers actually find you – that’s a huge 
financial drain on a brick-and-mortar 
retailer,” said Hirsch. “This is a much 
easier solution, with better results.”

Find New  
Customers  
(and Keep the 
Old) with Yelp

Are you a brick-and-mortar retailer 
with an aging website (or no website 
at all)? Supplement your web presence 
by claiming your business on Yelp. A 
strong Yelp business page can ensure 
that consumers find you even if you 
haven’t optimized your own website. 
Yelp appears high on search engine 
rankings and looks great on mobile 
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Founded by a former Google 
exec, Pointy is designed  
to help consumers locate 
items they can buy nearby,  
bridging the gap between 
offline inventory and available 
online knowledge. 

A strong Yelp business page can 
ensure that consumers find you 

even if you haven’t optimized your 
own website.
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devices, two frequent problems with 
older websites.

When you visit biz.yelp.com and 
select “manage my free listing,” it’ll take 
you through simple steps to claim your 
business, update business hours and 
create an “about us” section. You can 
also add info about products and ser-
vices offered and store photos. Exterior 
photos are especially important, since 
they give potential customers the confi-
dence that they can find you.

Yelp Senior Manager of Business 
Outreach, Genna Gold, offers addi-
tional pro-level tips, both for begin-
ning Yelpers, and for business owners 
that know they need to update their 
Yelp page to respond to Yelp’s new 
personalization features. Yelp gets to 
know users’ preferences and will sug-
gest businesses and activities, with fea-
tures like “picks for you” that display 
when the consumer opens their Yelp 
app. Making sure you’re in the correct 
category (up to three at a time) means 
that your business may come up as a 
suggestion before the consumer even 
creates a search. “And adding specialty 
information like ‘we have luggage with 
chargers’ can help you get in front of 
customers looking for those particular 
items,” said Gold.

Photos are key, and not just the 
photos uploaded by your customers.  
“In our shopping categories, conversion 
comes with more photos,” said Gold. 
“You want to have pages and pages of 
photos. Look for images you’ve already 
used on social media, and take pictures 
with your phone. Caption all your pho-
tos, and tell potential customers what 
they’re looking at.” You want to give 
users a lot of material to search for, 
because 97% of searches on Yelp result 
in a sale within a week.

Yelp is not just a way for consum-
ers to find your products and services 
and verify your location and business 
hours. It’s also a place to leave positive 
and negative feedback. It’s important 
to respond to both positive and critical 
reviews publicly to show the reviewer 
and potential customers that you care 
and you’re listening. When it comes 
to critical reviews it’s imperative to 
respond publicly to let customers know 
that you’re on top of it. Say something 
like “thanks for your review, we’re sorry 
to hear this,” then let them know you 
will be sending a direct message to 

gather more information and offer a 
solution. 

You always want to respond to criti-
cal reviews within 24 hours. According 
to Yelp’s Data Science team, Yelp users 
are 33% more likely to upgrade their 
review if you respond with a personal-
ized message within a day. Yelp reviews 
are the biggest source of frustration 
for the retailers we spoke to, many of 
whom questioned Yelp’s algorithm that 
chooses which reviews are shown, and 
which are hidden on a “not recom-
mended” list. However, everyone felt 
that while Yelp had downsides (and 
wasn’t their primary source of new 
customers) that it was more than worth 
their time to claim and maintain their 
account on Yelp. 

Move Online  
Customers In-
Store with Click-
and-Collect

Click-and-collect, where a consum-
er buys online and picks up in-store, is 
one of the most popular technologies 
investigated by NRF’s “The Robot in 

the Room” report. With very few excep-
tions, same day delivery is not possible, 
which creates a tremendous opportu-
nity for brick-and-mortar stores with an 

ecommerce website to get online shop-
pers into their physical location. Among 
the 56% of NRF survey respondents 
who were aware of the technology, 71% 
had tried it, with a 67% satisfaction 
rate. For time-stressed travelers, the 
opportunity to get a crucial travel acces-
sory the same day they need it can lead 
to add-on sales. According to a study 
by UPS, almost half of online shoppers 
who choose to pick up an item in a 
brick-and-mortar store will buy addi-
tional items while they’re there. 

One tech-savvy retailer who has 
tried click-and-collect is Guy Paquette, 
director of corporate operations, 
Bagot Leather Goods, Luggage Plus. 
“Consumers really dictate the trends 
and we are always ready and able to spin 
quickly if needed,” said Paquette. “I pro-
mote click-and-collect on our Facebook 
ads,” said Paquette, who pointed out 
that this new retail technology trend 
is essentially what retailers with physi-
cal locations have always done. “I even 
advertise ‘Free Pick Up’ as if that were 
never the case,” said Paquette.

Where Will  
You Go?

“Where will you go?” is no longer 
just a question to ask your customers, 
it’s a question to ask your business. At 
The Travel Goods Show, buyers and 
media attendees comb the aisles look-
ing for the latest conversation-starter 
or problem-solver to bring back to their 
store. They stop at the New Products 
Pavilion, cast a vote for The Buzz 
Award, and jog past the Launch Pods 
to see which brand-new companies are 
making their Show debut. And stand-
ing-room attendance at RETAIL LAB 
seminars like “Marketing Your Business 
on a Dime” attest to how enthusiasti-
cally travel goods retailers are embrac-
ing new ideas. Innovation goes beyond 
the product you stock on your shelves, 
it comes from imagining and reshaping 
your customer journey, based on the 
reality of web research and the ubiq-
uity of Amazon. And while tools like 
Pointy and Yelp may not be right for 
you, new web-based solutions are being 
developed every day that support brick-
and-mortar retailers. It’s possible – and 
profitable – to fight back, to retain old 
customers and win new ones. b

Because same day delivery is  
still (mostly) in the future, click- 

and-collect creates an opportunity 
for brick-and-mortar stores with  
an ecommerce website to get 

online shoppers into their  
physical location.
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