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Uncertainty clouds year ahead in 
Travel Retail Americas

Travel Markets Insider is 
celebrating our 20th anniversary 
in business in 2017, a year we 
see clouded by uncertainty in the 
region.

More than a dozen key 
industry figures shared their view 
of the future as part of a special 
retrospective in this issue. While 
they all see a bright future for 
the industry ahead, they agreed 
that they cannot predict how 
the current year will pan out, 
especially in the U.S. market.

On the surface, numbers 
are extremely promising. At this 
year’s Seatrade Cruise Global 
event, top industry executives 
enthusiastically predicted that 
more than 25 million people 
will cruise this year – and 
with forward orders for new 
ship builds topping $50 billion 
over the next ten years, this 
increasingly important travel 
retail market promises great 
opportunities for the future.

The Caribbean, too, is 
celebrating record tourism 
arrivals in 2016, with growth 
above the global average.

Latin America, after several 
years of dismal economic 
performance, appears to be 
recovering, and the improvement 
is reflected in better travel retail 
sales.

But geopolitical issues 
beyond our control can seriously 
wipe out advantages, particularly 
in light of the unsettled 
environment in the United States 
right now.

Carnival Corp. CEO Arnold 
Donald probably summed up the 
industry’s biggest fear: “The only 
thing that stops our industry is 
people’s inability to travel. As 
long as the world stays open to 

travel, we’ll do fine. If the world 
shifts to closed borders that would 
be a problem.”

From an internal perspective, 
both travel retail operators and 
suppler companies continue to 
consolidate, with independent 
distributors looking for ways 
to partner and work together 
with other companies to better 
compete. Many tell us that tighter 
margins are the new reality.

Many industry players are 
facing the year with extreme 
caution, worrying that the industry 
is under siege and undergoing 
change with issues from pricing to 
margin restraints.

Whether one is gleefully 
celebrating what is called the 
“Trump Effect” – a soaring stock 
market and removal of restrictive 
regulations; or bemoaning the 
“Trump Slump” blamed for a 
precipitous fall in tourism arrivals 
in reaction to travel bans, the fact 
remains that incoming travelers 
are nervous.

International tourists also 
have other destination options 
than to visit an unwelcoming U.S. 

Tourism to Canada just hit a 
14-year high, for example.

Looking ahead, I am sure 
that the always resilient travel 
retail business will find ways 
to adapt to whatever the future 
delivers. Every prediction sees 
world tourism only growing, and 
if we can keep travelers shopping 
along the way, we should thrive. 

This issue of TMI touches 
on all of these topics, including 
a detailed report on the booming 
cruise market that offers exciting 
new opportunities for travel retail. 
We also feature the island of 
Grenada and how it is upgrading 
its tourism offer while carefully 
protecting its distinctive allure. 
The government is seeking more 
business partnerships, including 
retail. 

Lois Pasternak, 
Editor/Publisher

Grenada has embarked on an ambitious development program for its airport, hotels, 
a free zone and revitalization of The Carenage harbor in downtown St. George’s, and 
much more. Photo courtesy of Camper & Nicholsons Marinas.
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BY THE NUMBERS

ACI 2016 Airport Service Quality Awards honor Guayaquil Airport
Guayaquil Airport in Ecuador was 

announced the winner of Airport Council 
International’s 2016 Airport Service 
Quality (ASQ) Awards in the Latin 
America category and the Best Airport 
by Size, 2-5 million category, the highest 
ranking of any airport in the Americas this 
year.

In the size category, Guayaquil tied 
with Jaipur Airport in India and Sochi 
Airport in Russia for the top position.

The ASQ Awards are presented to 
those airports whose customers have rated 
them the highest over the course of the 
year.

“These airports have dedicated 
themselves to delivering a stellar customer 
experience. Promoting a culture of 
continuous service improvement has 
become a matter of gaining competitive 
advantage and optimizing non-aeronautical 

revenue performance. ACI proudly 
recognizes these accomplishments and we 
look forward to seeking more effective, 
efficient and profitable ways of serving 
the flying public together,” said Angela 

Gittens, Director General, ACI World.
In other regional awards, Indianapolis 

Airport, Jacksonville Airport and Toronto 
Billy Bishop Airport tied for first place in 
the North America category.

Air transport ended 2016 on a strong footing despite terrorist 
attacks, geopolitical tensions and economic uncertainty  

Global passenger traffic grew 7.3% 
in December 2016 and 5.5% for the year 
as a whole, reports Airports Council 
International (ACI), in its latest PaxFlash.

International passenger traffic grew 
faster than the domestic component in 
2016 (6.5% versus 4.9%). All regions 
except Africa posted growth in passenger 
volumes for the year, ranging from 2.2% in 
the recessionary Latin America-Caribbean 
region to over 9.0% in the buoyant Asia-
Pacific and Middle East regions. African 
passenger traffic dropped by 1.9%.

The mature markets of Europe and 
North America grew 5.0% and 3.9% 
respectively for 2016 and continued to be 
well above the regions’ historical growth 
levels.

The fact that Christmas and the 
Gregorian New Year holidays fell on the 
weekend partly accounted for the boost 
in traffic for the month of December, says 
ACI.

ACI commented that in a year 

permeated by economic uncertainty 
caused by a range of factors from Brexit 
and the American 
presidential election, 
to the hostilities 
in Syria, aviation 
is characterized 
by its ability to 
adapt and recover 
from adversity. 
The organization 
also cited the 
increased rhetoric 
about protectionist 
policies in some 
Western countries 
that threatens 
the trend toward 
increased air service 
liberalization.

Nevertheless, 
since the end of the 
recession in 2009/
early 2010, global 

passenger traffic has risen 5.5% on an 
annualized basis, ACI reports.
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UNWTO: Tourism shows “extraordinary” strength and 
resilience in 2016 
Sustained growth in international tourism despite challenges

Demand for international tourism 
remained robust in 2016 despite challenges, 
reports the latest UNWTO World Tourism 
Barometer. International tourist arrivals 
grew by 3.9% to reach a total of 1.235 
billion, according to preliminary figures. 
Some 46 million more tourists (overnight 
visitors) traveled internationally last year 
compared to 2015.

2016 was the seventh consecutive 
year of sustained growth following the 
2009 global economic and financial crisis. 
A comparable sequence of uninterrupted 
solid growth has not been recorded since 
the 1960s. As a result, 300 million more 
international tourists traveled the world in 
2016 as compared to the pre-crisis record 
in 2008. International tourism receipts grew 
at a similar pace in this period (complete 
2016 receipts results will be reported in 
May, says UNWTO).

“Tourism has shown extraordinary 
strength and resilience in recent years, 
despite many challenges, particularly 
those related to safety and security. Yet 
international travel continues to grow 
strongly and contribute to job creation and 
the well-being of communities around the 
world,” said UNWTO Secretary-General 
Taleb Rifai.

By region, Asia and the Pacific 
(+8%) led growth in international tourist 
arrivals in 2016, fueled by strong demand 
from both intra- and interregional source 
markets. Africa (+8%) enjoyed a strong 
rebound after two weaker years. In the 
Americas (+4%) the positive momentum 
continued. Europe (+2%) showed rather 
mixed results, with double-digit growth in 
some destinations offset by decreases in 
others. Demand in the Middle East (-4%) 
was also uneven, with positive results in 
some destinations, but declines in others.

Experts remain optimistic about 2017
The latest survey of UNWTO’s Panel 

of Experts shows continued confidence 
in 2017, with the large majority (63%) of  
some 300 respondents expecting ‘better’ 
or ‘much better’ results than in 2016. 
The Panel score for 2017 virtually equals 
that of 2016, so growth is expected to be 

maintained at a similar level.
Based on current trends, the outlook 

of the UNWTO Panel of Experts and 
economic prospects, UNWTO projects 
international tourist arrivals worldwide to 
grow at a rate of 3% to 4% in 2017. Europe 
is expected to grow at 2% to 3%, Asia and 
the Pacific and Africa both at 5% to 6%, the 
Americas at 4% to 5% and the Middle East 
at 2% to 5%, given the higher volatility in 
the region.

2016 Regional Results
International tourist arrivals in the 

Americas (+4%) increased by 8 million 
to reach 201 million, consolidating the 
solid results recorded in the last two years. 
Growth was somewhat stronger in South 
America and Central America (both +6%), 
while the Caribbean and North America 
recorded around 4% more arrivals.

Results in Europe were rather mixed 
with a number of destinations affected by 
safety and security challenges. International 
arrivals reached 620 million in 2016, or 12 
million (+2%) more than in 2015. Northern 
Europe (+6%) and Central Europe (+4%) 

both recorded sound results, while in 
Southern Mediterranean Europe arrivals 
grew by 1% and in Western Europe results 
were flat.

Asia and the Pacific (+8%) led 
growth across regions in both relative and 
absolute terms, recording 24 million more 
international tourist arrivals in 2016 to total 
303 million. Growth was strong in all four 
subregions, with Oceania receiving 10% 
more arrivals, South Asia 9% more and 
North-East Asia and South-East Asia both 
8% more.

Available data for Africa points to 
an 8% rebound in international arrivals in 
2016 after two troubled years, adding 4 
million arrivals to reach 58 million. Sub-
Saharan Africa (+11%) led growth, while 
a gradual recovery started in North Africa 
(+3%).

The Middle East received 54 million 
international tourist arrivals in 2016. 
Arrivals decreased an estimated 4% 
with mixed results among the region’s 
destinations. Results for both Africa and the 
Middle East should be read with caution as 
they are based on limited available data.

BY THE NUMBERS

INSIDER
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ACI-NA: U.S. Airport infrastructure needs near $100 billion

     Airports Council International 
- North America (ACI-NA) President 
and CEO Kevin M. Burke has called for 
immediate action to improve U.S. airport 
infrastructure following the release of 
a “D” rating for the state of America’s 
aviation infrastructure by the American 
Society of Civil Engineers (ASCE), on 
March 9. 

Burke’s call to action comes just 
two days after ACI-NA released a study 
detailing the scope of airport infrastructure 
needs and projects, including those projects 
not eligible for Airport Improvement 

Program (AIP) grant funding. ACI-
NA estimates that U.S. airports have a 
collective funding need of $99.9 billion 
over the next five years, or nearly $20 
billion per year, to begin these projects. 

The study, entitled Airport 
Infrastructure Needs: 2017-2021, looks at 
infrastructure needs during 2017 - 2021 
to accommodate growth in passenger 
and cargo activity, rehabilitate existing 
facilities, and support aircraft innovation. 

The study finds that 63% of the 
increase in infrastructure needs will come 
from passenger and cargo growth, with 

30% attributable to the need to continually 
maintain a good state of repair for aging 
airport facilities. 

Key Findings 
•Terminal projects represent 54.1% 
of overall airport infrastructure needs, 
landside projects represent 24.7% and 
airside projects represent 21.1%. 
•Large hub airports, which handle 72.6% of 
all enplanements, account for $60.4 billion 
of total airport infrastructure needs, an 
increase of 50.6% in infrastructure needs 
from 2015. 
•Medium hub airports, which handle 15.4% 
of all enplanements, account for $11.7 
billion of total airport infrastructure needs, 
up 28.8% from 2015.
•Small hub airports, accounting for 8.4% of 
all enplanements, account for $8.5 billion 
of total airport infrastructure needs, up 
35.4%. 

ACI-NA says that the overall increase 
in airport infrastructure needs reflects 
the fact that a recovering economy and 
increasing traffic demand, coupled with 
airline consolidation and their strategic 
shift to focus on hub operations, require 
large and medium hub airports to invest in 
major infrastructure improvement projects.  
Despite a decrease in flights at many small 
airports, additional funding is still needed 
for upgrading aging infrastructure, meeting 
federal mandates, and improving the 
passenger experience. 

Burke went on to say: “With nearly 
$100 billion in infrastructure needs over 
the next five years, America’s airports are 
at risk of losing their position as leaders 
in the global aviation system.  As today’s 
report card by the American Society of 
Civil Engineers demonstrates, we must 
act quickly to get Washington out of the 
way and eliminate the outdated federal 
restrictions that hold America’s airports 
back.” 

Improved airport infrastructure—
particularly landside developments- bode 
well for travel retail operations throughout 
the nation.

BY THE NUMBERS

INSIDER
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U.S. Aviation industry applauds Trump administration’s actions 
and urges reforms

While the first months of the Trump 
administration have been characterized as 
chaotic and contentious at best, the U.S. 
aviation industry has generally welcomed 
the new government with open arms. 

Elaine Chao approved head of DOT
First, the new Secretary of 

Transportation, Elaine Chao, sailed through 
the confirmation process, winning full 
Senate approval by a vote of 93-6. And the 
6 negative votes were more in protest to a 
lack of response to the Senator’s questions 
regarding the “Muslim ban” imposed by 
President Trump than lack of confidence in 
Chao’s qualifications.

On the contrary, Chao served as the 
Secretary of Labor under George W. Bush 
and as Deputy Secretary of Transportation 
under George H.W. Bush, and is one of the 
most qualified of the new administration’s 
Cabinet picks. (Ed. Note: For those who 
do not know, she is also married to the 
Republican majority leader of Congress 
Mitch McConnell.)

Secretary Chao is a popular choice 
among executives across the aviation 
industry: Delta Airline’s comment: “She 
brings extensive experience and a strong 
record of policy leadership to the role, and 
we are looking forward to working with 
her on the important policies that affect 

the airline industry, our 80,000 employees, 
and the more than 180 million customers 
who choose to fly with Delta each year,” 
and Hawaiian’s “On behalf of Hawaiian’s 
6,000 employees…We look forward to 
working with her on aviation policies that 
will prioritize infrastructure investment, 
foster competition, and spur economic 
growth,” are typical of the responses to her 
appointment.

White House meeting
On February 9, groups representing 

U.S. airports and U.S. airlines participated 
in a “productive” meeting with President 
Donald Trump and senior White House 
officials to discuss a range of topics, from 
the critical role that U.S. airlines play as 
drivers of the economy and job growth 
across the country to modernizing airport 
infrastructure. The industry, which has 
been chafing under regulations imposed 
by the last administration, welcomed the 
opportunity to meet with the White House 
so early in the administration.

“During the meeting, the President 
stated four times that America must 
modernize and rebuild our airports,” said 
ACI-NA President and CEO Kevin M. 
Burke, who was lobbying for removing 
federal limits on the local user fee known 
as the Passenger Facility Charge and giving 

airports more control of local investment 
decisions.

Burke was joined by ACI-NA 
members including William R. Vanecek, 
director of aviation, Buffalo Niagara 
International Airport and chair of ACI-NA; 
Ginger S. Evans, commissioner, Chicago 
Department of Aviation; Deborah Flint, 
CEO, Los Angeles World Airports; Patrick 
J. Foye, executive director, Port Authority 
of New York and New Jersey; Joseph 
W. Lopano, CEO, Tampa International 
Airport; John E. Potter, president and 
CEO, Metropolitan Washington Airports 
Authority; Robert R. Wigington, president 
and CEO, Metropolitan Nashville Airport 
Authority.

“We are grateful to President 
Trump for hosting this meeting and were 
encouraged by his in-depth understanding 
of our industry and the need to reform our 
air traffic control system,” said Nicholas E. 
Calio, president and CEO of industry trade 
group Airlines for America (A4A).

According to both groups, their policy 
priorities are: jobs and economic impact, 
air traffic control modernization, regulatory 
reform and taxation issues (A4A); and 
airport infrastructure and security, air traffic 
control reform and air service flexibility 
(ACI-NA).

The International Air Transport 
Association (IATA) announced that global 
passenger traffic for January 2017 rose 
9.6% compared to January 2016. This was 
the strongest increase in more than five 
years.

Results were positively affected by 
traffic associated with the Lunar New Year 
celebrations, which occurred in January 
this year, compared to February in 2016. 
IATA estimates the holiday-related travel 
contributed up to one-half a percentage 
point in extra demand growth. January 
capacity rose 8.0%, and load factor climbed 
1.2 percentage points to 80.2%.

January international passenger traffic 
surged 9.3% compared to the year-ago 
period. Capacity rose 7.5% and load factor 

climbed 1.3 percentage points to 80.3%. 
All regions recorded year-over-year 
increases in demand led by the Middle East 
and Asia Pacific.

North American airlines had the 
slowest demand growth, with traffic rising 
3.2% in January, compared to a year ago.

Latin American airlines’ traffic 
climbed 8.2% in January. Load factor 
increased 1.9 percentage points to 83.7%, 
highest among the regions. Robust 
international demand within South America 
is offsetting weaker demand to North 
America.

Asia Pacific carriers recorded an 
increase of 10.9% compared to January 
2016.

European carriers’ international traffic 

climbed 8.3% in January compared to 
the year-ago period against a backdrop 
of moderate momentum in the Eurozone 
economy.

Middle East carriers had the strongest 
year-over-year demand growth in January 
at 14.4%.

African airlines saw January traffic 
rise 5.6% compared to January 2016. 

For full year 2016, IATA reports 
that global passenger traffic rose 6.3% 
compared to 2015 (or 6.0% if adjusted for 
the leap year). This strong performance was 
well ahead of the ten-year average annual 
growth rate of 5.5%. Capacity rose 6.2% 
(unadjusted) compared to 2015, pushing 
the load factor up 0.1 percentage points to a 
record full-year average high of 80.5%.

IATA: Passenger demand hits five-year peak in January

INSIDER
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Singapore Changi named World’s Best Airport by Skytrax
YVR Best Airport in North America for 8th straight year

Singapore Changi Airport has been 
named as the World’s Best Airport by air 
travelers for the fifth consecutive year, at 
the 2017 Skytrax World Airport Awards.

Changi was followed in the rankings 
by Tokyo Haneda, Incheon, Munich, 
and Hong Kong International Airport. 

Vancouver International Airport, at number 
thirteen, was the top-ranked airport in the 
Americas, and was named Top Airport in 
North America for the eighth straight year.

Seven North American airports were 
ranked among the top 50 in the world, 

with Cincinnati/Kentucky (26), Denver 
Airport (28), San Francisco Airport (39), 
Atlanta Hartsfield-Jackson (41), Toronto 
Pearson (46), and Dallas/Fort Worth (46) 
following Vancouver. Cincinnati/Kentucky 
was also named Best Airport 5-10 million 
passengers and Best Regional Airport: 
North America.

Bogota El Dorado (42) was named 
Best Airport in South America, while 
Panama Tocumen (90) won Best Airport in 
Central America/Caribbean.

Three U.S. airports placed among 
the top ten in The World’s Most Improved 
Airports with Houston IAH coming in at 
number three, Phoenix at number seven, 
and Los Angeles at ten.

London Heathrow was awarded with 
The World’s Best Airport Shopping title, 
followed by Seoul Incheon, Hong Kong, 
Singapore Changi, and Doha Hamad.

INSIDER
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CiR tracks Chinese traveler attitudes and behavior 
Alcohol attracts the most footfall, 

but beauty has the highest conversion 
rate among Chinese travelers surveyed 
by Counter Intelligence Retail in its 
largest and most comprehensive study of 
Chinese travelers’ attitudes to shopping 
in the duty free and travel retail market. 

Travel retail analyst, research and 
category expert CIR conducted online 
research among over 1,400 recent 
Chinese travelers living in or near 80 
Tier 1, 2 and 3 cities across 29 regions 
for its Chinese International Traveller & 
Shopper Report 2017, says CIR President 
Garry Stasiulevicuis.

 “As well as uncovering general 
buying trends, one of the aims of the 
survey was to identify key variations in 
shopping and travel behavior between Tier 
1 city residents, and the emerging middle 
classes in Tier 2 and 3 cities,” he said.

CIR reports that international travel 
has become relatively commonplace with 
close to half (47%) of respondents taking 
2-3 trips in the past year, and 27% taking 
four or more trips.  

More than 8 out of 10 duty 
free shoppers of both sexes visit the 
alcohol category, higher than the others 
categories of beauty, confectionery, 
tobacco, fashion/accessories and jewelry/
watches; but 80% of visitors go on to 
purchase a beauty item, says the CIR 
research. This percentage rises to 84% 
among female shoppers. 

Tobacco appeals to Tier 1 shoppers 
more than expected, whereas Tier 2 
shoppers have a strong propensity to 
purchase confectionery and jewelry & 
watches.

Another highlight of the report 
indicates that 70% of Chinese travelers 

say their spend on duty free is higher 
now than two years ago, primarily 
due to more frequent travel and taking 
advantage of cheaper prices in duty free.

The report is a fresh perspective 
on the important Chinese shopper and 
comes at a time when traveler numbers 
are soaring.      

“The Chinese are the fourth most 
traveled nationality, with over 65m 
flight passengers in 2016, an increase of 
+17% on the previous year, higher than 
any other in the top 30 list of traveling 
nationalities,” says Stasiulevicuis. 

CiR’s forecasting data predict that 
Chinese international flight passengers 
will have increased by +38% to 90m by 
2025, indicating that Chinese shoppers 
will continue to be a key nationality for 
the duty free and travel retail channel in 
future. 

Graphic courtesy of CiR
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Wide variance of tech usage among global airport 
shoppers says Q4 DFWC KPI Monitor 

Chinese travelers are by far the most 
avid users of smartphones and airport wifi 
to check duty free prices according to the 
latest DFWC quarterly KPI Monitor, and 
do so nearly triple the times of a traveler 
from North America.

The Q4 2016 monitor, produced in 
partnership with Swiss based research and 
consultancy agency m1nd-set, reveals that 
53% of Chinese travelers use airport wifi 
when traveling, 25% higher than the global 
average. Only 19% of North America 
travelers surveyed by m1nd-set reported 

they used wifi in the duty free shop. The 
North Americans were closely followed by 
European travelers, with only 20% of those 
surveyed reported using their smartphones 
in airport shops.

The Q4 DFWC quarterly KPI Monitor 
reports that the most common usage of 
smartphones in airport shops according 
to travelers is to seek information on 
products, not only from the web, but also 
from friends and family and on social 
media. Price comparison with online and 
downtown stores is the other commonly 

cited reason for using smartphones when in 
duty free shops.

The Chinese are also identified in the 
report as the most active when it comes 
to seeking information about duty free 
shopping before traveling. 50% of Chinese 
travelers seek information before traveling 
compared to a global average of 27%. 
Latin America is ranked in second place, 
at 39%, for pre-travel information seekers. 
The categories most affected by the online 
information searches are electronics, 
beauty and fashion, while purchasing 
behavior for the tobacco, souvenirs and 
alcohol categories is less influenced by 
online searches.

The DFWC global satisfaction 
index shows an overall gain of 1% on the 
previous quarter. Asia Pacific saw a 2% 
improvement over Q3 2016. The Middle 
East & Africa region registered a 1% drop 
in overall satisfaction. The satisfaction 
level among North and South American 
travelers remained the same as the previous 
quarter.

The aspects of the duty free shopping 
experience which have the most impact on 
the overall satisfaction level have evolved, 
with service level moving up the rankings 
from 5th to 3rd place. Products suitable for 
gifting enter the top 5 criteria, due most 
likely to the festive period when gifting 
purchasing is more common.

According to the m1nd-set research, 
the leading customer perception continues 
to be “duty free is part of the travel 
experience,” cited by 43% of travelers. The 
percentage of travelers who believe duty 
free is a great place to purchase gifts has 
seen continued growth over the past four 
quarters, increasing to 37% in Q4 2016. 
Other aspects that have seen an upward 
trend include the suitability of the retail 
channel to find new brands, which has risen 
from 23% to 26% since the last quarter as 
well as the channel’s suitability for finding 
exclusive products, up 2% to 23%.

The report is compiled from 
interviews with over 4000 travelers 
across all major world regions during Q4 
2016. More detailed data on the regional 
disparities for each aspect studied in the 
Monitor is available from m1nd-set upon 
request (info@m1nd-set.com.) 

INSIDER
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TFWA Asia Pacific Exhibition & Conference
Asia-Pacific: The persistent powerhouse

The TFWA Asia Pacific Exhibition 
& Conference, taking place in Singapore 
on May 7-11, provides a critical forum for 
industry stakeholders to meet, do business 
and network. It is becoming an increasingly 
important market even for businesses based 
in the Americas. Pre-registration for the 
2017 edition is open through April 6.

In a global duty free and travel retail 
market beset by slower growth, changing 
traveler preferences and volatile passenger 
flows, Asia Pacific continues to drive the 
industry forward, four years after becoming 
its lead region.

TFWA reports that Asia Pacific 
kept worldwide sales to passengers in 
positive territory during the first half of 
2016, gaining a healthy 8.2% according 
to Generation Research. Recent headlines 
suggest the trend continued into the second 
six months. Sydney Airport’s CEO reported 
the “fastest growth rate we’ve experienced 
in 12 years” as 2016 passenger traffic rose 
8.9%. 

With more people flying, airport 
sales are on the rise, too, and other sales 
channels have flourished. Downtown duty 
free stores are enjoying a renaissance; 
the growth of high-speed rail in China is 
bringing new opportunities for suppliers 
and retailers; and an Asia Pacific cruise 
industry long in the shadow of its larger 
American and European counterparts is 
starting to emerge.

Building on the 9% rise in 2016 
exhibitors, new and returning companies 
taking stand space this year include 
Guerlain, Tommy Hilfiger, Whyte & 
Mackay and APM Monaco in the fashion, 
fragrance, liquor and jewelry categories. 
The participation of Korea Ginseng 
Corporation (confectionery) and KT&G 
Corporation (tobacco) underlines the 
growing presence of Asian-based brands, 
says TFWA.

An important factor in the event’s 
success is its location in Singapore, and 
TFWA recently confirmed the show will 
remain there until at least 2020.

The Asia Pacific region continues 
to lead the global duty free & travel 
retail industry, both in terms of size 
and dynamism. Yet growth has slowed 
compared with recent years, and the 
political and economic climate would 
appear fragile.

This year’s TFWA Asia Pacific 
Conference on May 8 is themed Re-
igniting our industry, and will explore the 
implications of the current political and 
economic environment for travel, tourism 
and related markets.

The Conference will feature two 
plenary sessions during the morning, with 
presentations by Erik Juul-Mortensen, 
President, Tax Free World Association, 
Jaya Singh, President, Asia Pacific Travel 
Retail Association, and two renowned 
keynote speakers, followed by three 
themed, simultaneous workshops after 
lunch. 

Keynote speaker Professor Anil 
Gupta, author, commentator and member 
of the World Economic Forum is widely 
regarded as one of the world’s leading 
experts on strategy and globalization. He 
will explore the rise of Asia at a time of 

global flux, examining the economic and 
geopolitical factors that will affect the 
region’s future growth.

Rafidah Aziz, former Malaysian 
Minister of International Trade and 
Industry, Chairman of AirAsiaX is 
regarded as an authority on regional and 
global trade. She will examine the future 
for regional economic integration, and 
assess the implications for trade and free 
movement.

In the second plenary session of 
the TFWA Asia Pacific Conference, 
delegates will hear from senior retail 
executives on how the current economic 
climate is affecting consumption trends, 
and on how brands and operators can 
cooperate to deliver durable growth. 
Speakers announced to date include Isetan 
Mitsukoshi Holdings President & CEO 
Hiroshi Ohnishi, and Andrea Belardini, 
the CEO of Dufry’s Asia, Middle East and 
Africa division, in a session moderated by 
John Rimmer, Conference, Research and 
Corporate Affairs Director, Tax Free World 
Association.

The three afternoon workshops will 
cover Japan, ways to drive customer 
loyalty, and how the industry can handle 
regulatory pressures that could potentially 
restrict its ability to trade. 

TFWA President Erik Juul-Mortensen at last year’s Asia Pacific Exhibition & Conference
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Big changes ahead for ASUTIL and IAADFS events as 
groups announce collaboration

In January, ASUTIL and IAADFS 
announced a new collaborative partnership 
for their annual events.

The two associations will fully 
integrate their events in March 2018, 
when they will introduce a Summit of 
the Americas. The new event “will offer 
a revitalized business, educational and 
networking event for all attendees,” 
said the organizations in the official 
announcement.

“We have all reflected on the shifting 
industry environment and recognize 
the need to make efficiencies for doing 
business in the Americas,” stated Gustavo 
Fagundes, ASUTIL President and COO 
of Dufry Brasil and Bolivia. “From our 
viewpoints, there is an opportunity to 
achieve a more valuable and cost-effective 
annual event for both suppliers and buyers 
on the exhibition side, and strengthen our 
educational offerings by combining our 

activities.”
“Everyone recognizes that 

collaboration allows us to better adapt 
to changes within the industry,” added 
IAADFS Chairman of the Board Erasmo 
Orillac. “In addition to the benefits that 
will be seen for our tradeshow, we want to 
bring together and enhance the educational 
conference aspects of what we each do. 
From the top of Canada to the tip of South 
America, the Americas offer a powerful 
growth opportunity for the duty free and 
travel retail industry. We want to help 
maximize that future for everyone.”

TMI spoke at the time of the 
announcement with IAADFS President 
Michael Payne and ASUTIL Secretary 
General Jose Luis Donagaray, who shared 
further details of the collaboration.

The first effect of the new 
“convergence” between the two 
organizations will be a joint educational 

session at this year’s Orlando Duty Free 
show, that will take place on Tuesday 
morning, says Payne.

“Then we will work together through 
2017 to bring more ASUTIL participation 
and engagement into the Show,” he added.

The ‘Summit of the Americas’ will 
launch in 2018. It will take place in March 
in Orlando, since this is where the IAADFS 
still has space.

Payne says that future venues of the 
event are part of the current discussions. 
He expects to have further details about the 
2018 event by the time this year’s show 
takes place.

“We think that ‘Summit of the 
Americas’ is a more fitting title as we 
consolidate some activities with the 
other trade organizations. We are still 
speaking with Canada’s Frontier Duty Free 
Association to see what their participation 
will be, and with ASUTIL, it will no longer 
be predominantly a trade show. ASUTIL 
has always been more of a conference 
driven event.”

Donagaray was able to discuss some 
specifics of the new collaboration

“The idea is to have a great event that 
combines the best elements of the IAADFS 
and ASUTIL. Along with a trade show we 
will have networking time, as we have in 
ASUTIL, and educational sessions two 
mornings. This is a good opportunity to 
give more value and the goal is to have all 
of the buyers in the continent attend.

“With one event, people will have to 
travel less, spend less money, and have 
more opportunities to network and connect. 
We are hoping that by consolidating all of 
this into one event, it will be much more 
valuable to those who attend and successful 
all around.  Michael and I have already had 
meetings and will have more through the 
year.”

Both organizations acknowledge 
that it was time to make a change in their 
main events to accommodate the changing 
business environment.

Payne concludes: “We have to change 
the way the show looks and feels. We have 
been talking about this for some while, but 
now we really have to do it.  We anticipate 
that if this plan develops as we envision, 
some companies that have not participated 
in a while may return in another setting.”

The IAADFS Duty Free Show of 
the Americas, now in its 49th year, is the 
longest running event for the duty free and 
travel retail industry.

Following the success of its new 
industry education sessions, the Association 
has expanded its education program this 
year. Sessions will be held Monday, March 
27 and Tuesday, March 28 from 8:00 – 9:30 
a.m, with all registered attendees welcome 
to attend.

The Monday morning education 
program begins with a panel, Growth 
Opportunities in the Americas. 
Moderated by Martin Moodie of The 
Moodie Davitt Report, the panel includes 
Gustavo Fagundes, ASUTIL president 
and COO of Dufry Brasil; Abe Taqtaq, 
FDFA president and vice president of 
Windsor-Detroit Tunnel Duty Free Shop, 
Inc.; and Erasmo Orillac, IAADFS 
chairman of the board and CEO of Motta 
Internacional, SA.

This panel session is followed by 
a presentation from Peter Mohn, owner 
and CEO of m1nd-set, and Christine 
Martin, managing director of Travel 
Retail Training. In Sales and Customer 
Insights – Maximizing Your Potential, 
Mohn and Martin will share their insights 

about techniques to increase sales volume 
and customer penetration, focusing on 
employee engagement in the duty free and 
travel retail channel. The presenters will 
also discuss how to attract and engage the 
millennial shopper and how to use social 
media more effectively.

Tuesday morning’s education session, 
Border Duty Free – Crossing the Frontier, 
features a discussion about the special 
challenges and tremendous opportunities 
for duty free border store operators. Simon 
Falic, COO of Duty Free Americas, Inc.; 
Abe Taqtaq, vice president of Windsor-
Detroit Tunnel Duty Free Shop, Inc.; and 
Enrique Urioste, CEO of Neutral Duty Free 
will discuss border duty free stores from 
their unique geographic perspectives in this 
session, moderated by Peter Mohn, owner 
and CEO of m1nd-set.

Gala to honor Pancho Motta
This year’s Gala Evening will include 

a tribute to industry icon Alberto “Pancho” 
Motta Jr., who made many contributions to 
IAADFS and the industry, and who served 
as President of IAADFS for 16 years. Motta 
passed away last April 11 in Panama City, 
Panama, just days after attending the 2016 
IAADFS Duty Free Show of the Americas.
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With nearly $8 billion in turnover, profitable Dufry delivers 
on its main goals for 2016 

Travel retail giant Dufry posted a 
profitable year in 2016, and reports that it 
reached all its main goals during the period, 
which confirms the validity of its growth 
strategy.   

Julian Diaz, Dufry Group CEO, said: 
“2016 ended up being a successful year 
for Dufry after a tough start. Throughout 
the year we focused on and successfully 
accomplished our three main goals: driving 
organic growth, completing the integration 
of World Duty Free, and maximizing cash 
flow generation to deleverage.”

For the full year 2016, Dufry’s 
turnover grew by 27.5% and reached CHF 
7,829.1 million (approx. US$7,843.22 
million). EBITDA increased by 29.2% 
to CHF 935.1 million, and free cash flow 
reached CHF 483.8 million, an increase of 
43.0% compared to 2015. 

Gross profit grew by 28.2% and 
reached CHF 4,584.1 million in 2016 
versus CHF 3,574.7 million in 2015. 
Gross margin improved by 40 basis points, 
reflecting the synergies achieved from 
the integration of Nuance and operational 
improvements. 

Changes in scope, which include 
the consolidation of WDF, contributed 
28.6% to turnover growth, while the FX 
translation effect was -0.6%, mainly driven 

by the devaluation of the British Pound. 
As of the third quarter, Dufry 

managed to return to positive pro-forma 
organic growth of +1.3%. The company 
reports that the trend accelerated even more 
in the fourth quarter, with organic growth 
reaching +5.6%, resulting in a full-year 
organic growth of +1.0%. 

“The clear rebound of the business we 
saw in the last two quarters of 2016 with a 
+5.6% organic growth in Q4, was driven 
by our growth initiatives,” said Diaz.  

Those initiatives included the global 
alignment of Dufry’s operational approach 
and the extensive refurbishment plan 
covering over 30,000 sq meters of retail 
space in 119 shops. These will continue to 
be key organic growth drivers in 2017, said 
Diaz.  

Dufry developed a “customer focused, 
digitally driven” strategy approach, which 
allowed it to drive sales by increasing its 
penetration rate, the average spend per 
ticket and the spend per passenger. 

“A key element of this strategy is the 
intensified use of digital technology to 
multiply the customer touch-points during 
the whole travel journey and to improve the 
customer experience with individualized 
offers, promotions and services along with 
an intensified training of our sales force,” 
said Diaz. 

 
New contracts over next 8 years 

Dufry signed contract extensions 
amounting to close to 80,000 square meters 
of space. The remaining average life-time 
of the concession portfolio amounts to over 
8 years. 

“This is an important achievement 
as it secures the business for many more 
years to come and underlines the trust from 
landlords in Dufry,” said the company in 
its earnings statement. Dufry also opened 
41,800 sqm of gross new retail space and 
refurbished additional 30,000 sq meters. 

INSIDER
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WDF integration, deleveraging
The integration of WDF was 

successfully completed by year-end 2016, 
ahead of plan, and generated synergies of 
CHF 105 million per annum, and Diaz says 
they can reach over CHF 125 million.  

Deleveraging was another priority for 
2016. 

“We reduced net debt and leverage 
in 2016 as expected and this focus 
on cash generation will also remain a 
focus for 2017. Despite our focus on 
cost control and cash generation, we 
have continued to invest in the ongoing 
acceleration of organic growth,” said 
Diaz.  

Dufry also completed defining a 
new Business Operating Model (BOM), 

Latin America 
With turnover growing to CHF 

1,531.1 million in 2016 versus CHF 
1,409.6 million one year earlier, organic 
growth in the division was -4.1% for the 
full year. But the fourth quarter contributed 
+3.7%. 

In Central America, Mexico and most 
of the Caribbean performed very well, 
particularly the Dominican Republic and 
Jamaica as well as the Cruise business. In 
South America, Brazil saw an important 
acceleration in the second half, recording 
double-digit growth. Ecuador, Peru and 
Chile did well, while Argentina remained 
negative throughout the year, but is 
showing improvements so far in 2017. 

 
North America 

Turnover reached CHF 1,660.9 
million in 2016 from CHF 1,352.2 million 

in the previous year. Organic growth 
reached +4.5% in the full year, and 
+7.2% in 4Q. Growth was stronger in the 
duty-paid business, while duty free saw 
the strong performance in Canada being 
mitigated by lower trading in the United 
States, due to the stronger US Dollar. 

Southern Europe and Africa 
Turnover reached CHF 1,702.3 

million in 2016, from CHF 1,269.9 million. 
Organic growth was -2.5% in the full year 
and +1.6% in the fourth quarter. Spain had 
a fantastic year, Turkey was impacted by 
the travel ban for Russians. Italy posted a 
solid performance. 

 
UK, Central and Eastern Europe 

Turnover grew to CHF 2,088.9 
million in the year, versus CHF 1,427.8 
million in 2015, with organic growth in 

Dufry results by region

a pilot of which was successfully tested 
in Mexico. 

“The new business operating model 
aims at refining our processes, benefitting 
from best practices and adopting new 
efficient ways of working to better serve 
our customers, drive our sales and generate 
additional efficiencies. Our current 
estimates suggest that we could generate 
more than half a percentage point of 
savings at EBITDA level. The BOM will 
now be implemented country by country in 
multiple waves, with completion expected 
for end 2018,” he said.   

Diaz also noted that the markets such 
as Brazil and Turkey, which had been 
challenged by “significant headwinds” in 
2016, have started to turn around and he 

expects significant improvement in 2017 
relative to 2016. 

“We also continue to see a reduction 
of currency volatility in emerging markets. 
Thanks to the additional efficiencies we 
implemented over the past 12 month, our 
organization is ready to perform, backed by 
our solid strategy,” he said. 

“Positive fundamentals on the 
global economy and the resilient 
growth in passenger numbers indicate a 
positive overall business environment. 
Combined with our focus on operational 
improvements and the already signed 
additional space of 22,000 m2 to be opened 
in 2017 and beyond, we expect a successful 
year for Dufry,” he concluded. 

the division reaching +3.9% (+8.7% in 
Q4 2016). The business in the UK was 
positively impacted by the weakening 
of the British Pound following the vote 
on BREXIT. Organic growth in Russia 
and other Eastern European locations 
remained negative, but started improving 
in the second half of the year.   

 
Asia, Middle East and Australia 

Turnover amounted to CHF 770.7 
million in 2016, from CHF 638.5 million 
in 2015. Organic growth in the division for 
the full year and fourth quarter was +0.4% 
and +1.5% respectively. India and Sri 
Lanka saw strong growth while the Middle 
East was flat. South Korea, Indonesia and 
Cambodia performed well, but Hong Kong, 
Singapore and Australia were impacted by 
a lower spend from Chinese consumers. 

INSIDER
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LAX breaks ground on $1.6 bn Midfield Terminal

The groundbreaking for the new 
$1.6 billion Midfield Satellite Concourse 
(MSC) at Los Angeles International 
Airport –marking another milestone in 
the modernization of LAX — took place 
February 27, 2017.

The 750,000-square-foot Midfield 

Satellite Concourse will add 12 new gates, 
a new baggage system, and additional 
dining and shopping amenities.

The new MSC will be an extension 
of Tom Bradley International Terminal 
(TBIT). It is located in the airfield just west 
of TBIT, and will connect passengers to it 

directly through a 1,000-foot underground 
tunnel.

The MSC is set for completion in 
2019. The terminal is part of a $14 billion 
modernization plan that includes upgrades 
to nearly every terminal in the airport.

It also encompasses a rail project that 
will connect airport passengers directly into 
L.A.’s public transportation system.

The modernization includes nearly 
two dozen projects with almost $3 
million spent each day to improve the 
guest experience, points out the airport 
announcement.

The new construction is taking place 
on the airfield and will have minimal 
impact on passengers. Tunnel and Gateway 
building construction around the Tom 
Bradley International Terminal (TBIT) will 
be phased so that no more than two TBIT 
gates will be closed at any time.

LAX welcomed nearly 81 million 
passengers in 2016.

City and airport officials, including 
Mayor Eric Garcetti, center, marked the 
groundbreaking of the Midfield Satellite 
Concourse on February 27.

Paradies Lagardère opens three new stores at JFK T4
Paradies Lagardère opened three new 

fashion and accessories retail offerings at 
John F. Kennedy International Airport’s 
Terminal 4 in February. The three well-
known brands, PANDORA, Brooks 
Brothers and CORSA Collections, are 
located in a 4,000 square-foot store walk 
through space in the main part of the 
terminal.

PANDORA features a wide selection 
of hand-finished and contemporary 
bracelets, necklaces earrings and rings 
made from high-quality materials at 
affordable prices. Brooks Brothers, the 
country’s oldest clothing retailer, offers 
a variety of men’s, women’s and kids 
clothing. The multi-brand designer 
boutique, CORSA Collections, offers a 
variety of upscale branded accessories, 
including Kate Spade, Lolë, Tory Burch 
and Calvin Klein.

“The addition of these stores will 

fit nicely with our existing retail space in 
order to create a truly superior passenger 
experience,” said Gert-Jan de Graaff, 
President & CEO of T4 operator JFKIAT, 
LLC.

“We’re thrilled and appreciative to 
grow our partnership with Terminal 4 at 
John F. Kennedy International Airport, and 
debut PANDORA, Brooks Brothers and 
CORSA Collections,” said Gregg Paradies, 
President and CEO of Paradies Lagardère. 
“Terminal 4 is truly a world class terminal 
and we believe that our brands are a nice 
complement to the overall concessions 
program.”

The new retail offerings join Terminal 
4′s expansive retail lounge – with more 
than 122,200 square feet devoted to 
shopping and dining that features 49 retail 
shops and 28 restaurants.

Among the other retail brands 
presented in T4 are Coach, Guess, Hugo 

Boss, Kiehl’s, Michael Kors, Swarovski, 
Thomas Pink, Victoria’s Secret, Hudson 
News, XpresSpa and The Metropolitan 
Museum of Art Store. Restaurants include 
The Palm, Danny Meyer’s Blue Smoke and 
Shake Shack, Uptown Brasserie by Marcus 
Samuelsson and innovative, original food 
and beverage concepts line the terminal’s 
retail lounge.

JFK Terminal 4 served 33 
international and domestic airlines with an 
annual passenger volume of 20.6 million 
travelers in 2016.

Travel retailer and restaurateur 
Paradies Lagardère operates more than 
850 stores and restaurants in 98 airports. 
The company specializes in three airport 
concessions areas: Travel Essentials, 
Specialty Retail and Food and Beverage, 
and has expertise in international, national 
and local brands.

INSIDER
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MCO’s South Terminal complex nears construction start

Construction will begin soon on the 
$1.8 billion South Terminal Complex 
(STC) Phase 1 Terminal C at Orlando 
International Airport (MCO).

The airport reports that the design 
team (Fentress Architects, HNTB and 
Schenkel Shultz) recently reached the 
60% threshold, with only two design 
benchmarks remaining.

The Greater Orlando Aviation 
Authority Board approved initial concepts, 
which had been presented in November.

The STC design focuses on a unifying 
theme through “The Boulevard”– a corridor 
that runs the length of the terminal and 
connects the major civic areas, including 
the ticket hall and concessions hub. Other 

innovative aspects of the STC include:
+ Arrivals and bag claim will be 

located on the third level so passengers 
can view the Central Florida landscape 
immediately after deplaning. Departures, 
ticketing and security will be located on the 
second level and ground transportation on 
the first level.

+ State-of-the-art Baggage 
Handling System using Radio Frequency 
Identification (RFID) technology will offer 
100% baggage tracking.

+ More concessions will be 
located beyond security. Club/Lounge 
opportunities will be available along with a 
“concessions in the park” area.

+ Interactive video displays will be 

featured in the ticket hall and concessions 
hub.

The first phase of the South Terminal 
Complex will feature 16 gates with a 
flexible configuration that will be able to 
accommodate narrow body, jumbo and 
super jumbo aircraft. Construction is set 
to begin in the first quarter of 2017 with 
projected completion in 2020.

The total STC building program will 
comprise approximately 2.7 million square 
feet with a terminal that will serve both 
international and domestic flights.

MCO handles nearly 42 million 
annual passengers, and is the second 
busiest airport in Florida and 14th busiest 
in the U.S.

Westfield redevelops nine specialty retail shops at Orlando 
International Airport

The Greater Orlando Aviation 
Authority and Westfield have partnered 
to redevelop nearly 10,000 square feet of 
space at Orlando International Airport’s 
Main Terminal.

The redeveloped area houses nine new 
retail destinations that include luxury and 
specialty retail, plus a 2,000+ square foot 
old-fashioned arcade.

Westfield transformed six existing 
spaces into nine new concepts that will 
“maximize the fun for Orlando travelers,” 
says the company.

“Our guests expect the highest caliber 
travel experience at Orlando International 
Airport. Part of that expectation is a lineup 
of world-class retail destinations,” said 
Ray Anderson, Greater Orlando Aviation 
Authority Senior Director of Concessions 
and Properties. “The more quality options 
we can offer, the more enjoyable the visit.”

“Working with our partners at GOAA, 
we really wanted to extend the vacation 
for travelers and bring the excitement of 
Orlando into the airport,” said Dominic 

Lowe, EVP, Westfield Airports.
The new destinations include fashion 

brands Desigual and Guess and footwear at 
Skechers; watches at Timeless Travel; eco-
friendly hand-crafted wares at Naturally 
Inspired; confectionery mecca Natalie’s 
Candy Jar; and TUMI along with XpresSpa 

and the Power Play Arcade.
Seven operating partners worked 

together with GOAA and Westfield 
including DFASS, Master ConcessionAir, 
Naturally Inspired Inc., Melshire DFW, LP, 
Power Play Arcade Inc., Skechers USA Inc. 
and XpresSpa Orlando.

INSIDER
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New shops & restaurants land at AIRMALL Maryland
AIRMALL at Baltimore/Washington 

International Thurgood Marshall Airport 
(BWI Marshall) has opened a variety of 
new shops and restaurants at the airport, 
including local concept Pen & Prose and a 
first of its kind airport gym for passengers. 

Pen & Prose, covering 800 sq. 
ft. in the new D/E connector, presents 
elegant specialty gifts and souvenirs. This 
destination store offers a wide selection 
of stationery, greeting cards, desktop 
accessories, ornate collectables, handbags 
and gifts.

AIRMALL opened the new connector 
between concourses D and E at BWI 
Marshall in November. The new D/E 
connector includes a diverse array of 
new offerings, including ROAM Fitness, 

Hudson News, NYS Collection, R&R 
Seafood Bar and a new Starbucks, in 
addition to the new Pen & Prose Boutique. 
The connector also features a spacious 
outdoor patio.

The ROAM Fitness, opened at the end 
of January, is a first-of-its-kind fitness and 
shower facility.

The 1,175 square-foot facility features 
a workout space for up to 21 people with 
amenities including a range of cardio 
equipment, free weights and designated 
stretching space. The storage wall includes 
secure cubbies where travelers can safely 
store their carry-on luggage and personal 
belongings while also charging their 
devices. All members have access to 
private shower rooms with complimentary 

towels and shower products.
Membership also includes 

complimentary rental of lululemon athletic 
apparel and Brooks Adrenaline GTS 17 
running shoes. Membership passes are 
priced at $40 for a day pass, $175 for a 
monthly pass and $600 for an annual pass. 

Other new food offerings at BWI 
include Brix & Vine (1,370 sq. ft.) in 
Concourse D, which offers an extensive 
selection of wines from around the world, 
served in a sophisticated setting, and DC-3 
Hot Dog, another local brand. The 150 sq. 
ft. “vintage hot dog shop” in Concourse B 
takes its design cues from the glory days of 
aviation and is styled like a classic DC-3 
airliner.

AIRMALL is a Fraport company.

Airport tech: FLIO launches with HMSHost International and 
selected for start-up funding from easyJet

Global airport app FLIO received 
a major endorsement when HMSHost 
International partnered with the platform 
to give travelers access to HMSHost’s 
extensive food and beverage at more than 
50 HMSHost International point of sales at 
major airports worldwide late last year.

“The FLIO app provides a complete 
offering including information about 
airport food and beverage which is crucial 
to us and indispensable in the travelers 
experience,” said Marlijn van Straaten, 
Director Marketing and Communications at 
HMSHost International. “Our partnership 
with FLIO represents an important first 
step in HMSHost’s Omni-channel strategy 
to get in touch with travelers through as 

seamless an experience as possible.”
The partnership launched first with 

HMSHost food and beverage locations 
at Amsterdam Airport Schiphol, at four 
airports in the UK and at Pier Zero in 
Helsinki.

“Partnering with a company of the size 
and reputation of HMSHost International 
is another big step forward for FLIO,” said 
Andy Watson, Co-Founder and Head of 
Global partnerships at FLIO. “HMSHost 
embraced the FLIO concept with real 
enthusiasm. We’re looking forward to 
delivering against their expectations and 
rolling out our coverage of their impressive 
portfolio of airport food & beverage 
locations around the world.”

Last month FLIO received another 
major endorsement when it was selected 
as one of only two startups to enter a 
six-month accelerator program funded by 
easyJet and Founders Factory in London.

FLIO bills itself as “the ultimate 
app for frequent travelers.” It delivers 
information on maps, shopping deals, 
airport tips and departure information to 
help passengers navigate the airport.   
        Founded by Stephan Uhrenbacher 
(founder Qype), Brian Collie (ex BAA plc 
and lastminute.com), Andy Watson (early 
Spotify), and currently working with 900 
airports, FLIO aims to become the single 
app solution for every airport in the world, 
says the company.  

INSIDER
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www.dutyfreeamericas.com

U.S.A. AIRPORTS: Baltimore–Washington International Airport, Charlotte Douglas International Airport, Cincinnati/Northern Kentucky International Airport, Dallas/Fort Worth International Airport, 
Hartsfield–Jackson Atlanta International Airport, John F. Kennedy international Airport, Laredo International Airport, LaGuardia Airport, Miami International Airport, Phoenix Sky Harbor International Airport, 

Ronald Reagan Washington National Airport, Salt Lake City International Airport, San Antonio International Airport, San Diego International Airport, Washington Dulles International Airport

U.S.A. BORDER:U.S.A. BORDER: Arizona, California, Idaho, Maine, Michigan, Minnesota, Montana, New Mexico, New York, North Dakota, Texas, Vermont, Washington

LLATIN AMERICA AIRPORTS:  Belize: International Airport, Brazil: Congonhas Airport, Curitiba International Airport, Manaus International Airport, Maceio International Airport, Porto Alegre International 
Airport, Colombia: Barranquilla International Airport, Bogota International Airport,Cartagena International Airport, Medellin International Airport, San Andres International Airport, El Salvador: El Salvador 

International Airport, Haiti: Port Au Prince International Airport, Panama: Tocumen International Airport, Dominican Republic: Punta Cana International Airport. Venezuela: Maracaibo International Airport.

LLATIN AMERICA BORDERS:  Belize: Corozal, Chile: Iquique, Panama: Paso Canoas, Uruguay: Acegua, Artigas, Bella Union, Chuy, Rio Branco, Rivera, Venezuela: Santa Elena, Ureña.

MIDDLE EAST:   Israel: Ovda International Airport.   ASIA:   China: Macau.

THE PREMIER TRAVEL 
RETAILER IN THE AMERICAS

DFA HAS OVER 200 DUTY FREE STORES AND 

INTERNATIONAL BRAND BOUTIQUES IN AIRPORTS, 

BORDER CROSSING AND SEAPORTS, WITH 

LOCATIONS IN THE UNITED STATES,

LATIN AMERICA, THE CARIBBEAN, MACAU AND ISRAEL
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SFO breaks traffic record with double-
digit gains in international pax

San Francisco International Airport 
(SFO) served a record 53,106,505 
passengers in 2016. The 2016 traffic 
numbers eclipse the milestone of 50 million 
passengers set in 2015, and represents 
the seventh straight year of passenger 
traffic growth at SFO. Overall traffic grew 
by 6.1% year-over-year, which included 
double-digit growth in international 
passenger traffic.

SFO posted a 10% increase in 
international traffic in 2016. Gains included 
new international airlines at SFO, including 
the Icelandic low-cost airline WOW, Fiji 
Airways, and Volaris, the second-largest 
airline in Mexico. In addition, United 
Airlines launched three new international 
destinations from SFO in 2016, including 
first-ever nonstop flights from SFO to Tel 

In a deal worth about US$620 million, 
Delta Air Lines completed its acquisition 
of an additional 32% of Grupo Aeroméxico 
on March 13.

With the completion of the tender 
offer, Delta owns 36.2% of the outstanding 
shares of Grupo Aeroméxico and holds 
options to acquire an additional 12.8% for 
a total of 49%.

“We are pleased to successfully 
complete the tender offer,” said Ed Bastian, 
Delta’s Chief Executive Officer. “This is 
yet another milestone that strengthens the 
Delta- Aeroméxico relationship as we move 
toward implementing our joint cooperation 
agreement in the second quarter.”

Delta Air Lines completes deal for Aeromexico shares 
Delta and Aeroméxico launched their 

first codeshare in 1994. In 2011, Delta 
entered into an enhanced commercial 
agreement with Aeroméxico, and in 
2012, Delta invested USD $65 million in 
shares of Grupo Aeroméxico, the parent 
company of Aeroméxico. In March 2015, 
Delta and Aeroméxico entered into a joint 
cooperation agreement relating to flights 
between the United States and Mexico. 

The two airlines received clearance 
for the strategic joint-venture alliance 
from regulatory authorities in the U.S and 
Mexico after divesting slots at Mexico City 
and it will be implemented in the second 
quarter.

Aviv and two new cities in China: X’ian 
and Hangzhou. China Eastern also added 
the first nonstop service to Quingdao. 
With these gains, SFO now serves more 
cities in China than any other airport in the 
Americas.

In March 2016, the International 
Trade Administration, an agency of the 
Department of Commerce, reported that 
the San Francisco International Airport 
(SFO) experienced the highest rate of 
international passenger traffic growth of 
any airport in the United States for 2015.  
According to statistics, SFO posted a 9% 
increase in international travelers, ahead of 
other major international gateway airports 
such as New York-JFK, LAX, and Miami.  
SFO exceeded these figures with a 10% 
traffic gain in 2016.

Hartsfield-Jackson Atlanta 
International Airport (ATL) was named the 
world’s busiest airport for the nineteenth 
consecutive year.

ATL served 104,171,935 passengers 
in 2016, an increase of 2.64% over 2015’s 
total. ATL also saw 898,356 aircraft 
operations in 2016, more than any other 
airport in the United States and, pending 
final tallies from international airports, 
likely to be more than any other airport 
worldwide.

“No other airport in the world 
serves more passengers or handles more 
aircraft in a more efficient manner than 
Hartsfield-Jackson,” Mayor Kasim Reed 

ATL world’s busiest airport for 19th straight year
said. “That distinction is sure to continue 
as a multibillion-dollar capital plan now 
underway at Hartsfield-Jackson will ensure 
ATL is positioned to lead the aviation 
industry in the decades ahead.”

“We are proud to be named the 
world’s busiest airport for the 19th 
consecutive year,” said Airport General 
Manager Roosevelt Council, Jr. “We are 
just as proud to remain the most efficient 
airport in the world. We pledge to continue 
efforts to maintain both positions.”

ATL reached the 104.1 million total 
by hosting 92,696,320 domestic passengers 
while serving 11,475,615 international 
passengers.

Denver International 
Airport sets another 
passenger record

Nearly 58.3 million passengers 
passed through Denver International 
Airport (DEN) in 2016 – breaking the 
previous all-time passenger traffic record 
by more than four million passengers. 

A total of 58,266,515 passengers 
traveled though DEN in 2016, an increase 
of 7.9% over the 54,014,502 passengers 
in 2015 – which was previously the 
airport’s busiest year on record. 

Denver’s total international 
passenger traffic had strong gains 
in 2016, with a total of 2,304,253 
international passengers – an increase of 
5.1% over 2015. 

December 2016 also was the 
busiest December in DEN history, with 
4,825,224 passengers and was the 16th 
consecutive month of record- setting 
passenger traffic. The summer of 2016 
was particularly busy, setting nine of 
the top 10 busiest days in the airport’s 
history in July. The airport also set a new 
record for the single busiest day in its 
history, with 188,486 passengers on Nov. 
27. 

“Denver International Airport has 
now seen three consecutive years of 
impressive record-setting passenger 
growth, driven by strong demand for 
travel to and from Denver, large increases 
in airline capacity and our efforts to 
secure new airlines and destinations 
around the world,” said airport CEO 
Kim Day. “In 2016, we welcomed five 
new airlines – Allegiant, Elite Airways, 
PenAir, Sun Country Airlines and Virgin 
America – and added a dozen new 
destinations to our growing portfolio.” 

“We once saw Denver International 
Airport as a leading connecting hub, but 
over the last several years we have seen 
a transformation take place as more and 
more people are flocking to the Mile 
High City as their final destination,” 
Denver Mayor Michael B. Hancock said. 
“These historic passenger numbers point 
to the continued strength of the Denver 
market as we continue our efforts to 
expand our economic influence and reach 
around the world.”
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MIA breaks passenger 
record in 2016

Miami International Airport served 
nearly 44.6 million travelers, a new 
record – up by 234,000 over 2015. This 
was the airport’s seventh-consecutive 
year of passenger growth.

MIA was also confirmed as the 
busiest U.S. airport for international 
freight, and broke its 2015 record for 
annual freight traffic, growing 0.37%   
to 2.18 million tons in 2016, according 
to final audited statistics from the 
Miami-Dade Aviation Department 
(MDAD).

MIA’s passenger growth came 
despite a large downturn in travel 
between MIA and top South American 
markets with struggling economies. 
Travel to the Miami area was also 
affected by the presence of the Zika 
virus in South Florida. Nevertheless, 
annual passenger traffic increased 
by a little more than half a percent. 
While travel between MIA and Brazil 
alone – the airport’s top international 
market – fell by 600,000 passengers in 
2016, increases in other countries and 
domestically kept the global gateway on 
an upward trend.

“We had a 30% decrease from our 
busiest international market, and we 
still ended 2016 better than 2015,” said 
Miami-Dade Aviation Director Emilio 
T. González. “With sustained growth 
by hub carrier American Airlines, more 
international carriers on the way, and 
new business opportunities for our cargo 
airlines, we expect another prosperous 
year in 2017.”

The airport launched 10 new 
entrant airlines in 2016: AeroUnion, 
Dominican Wings; Eurowings; KF 
Cargo; Northern Air Cargo; Pan 
American World Airways Dominicana; 
Scandinavian Airlines; Silver Airways; 
Surinam Airways; and 21 Air. MIA is 
now home to 109 carriers, the most of 
any U.S. airport. MIA also welcomed 
six new international nonstop routes: 
Bimini, Bahamas; Cologne, Germany; 
Copenhagen, Denmark; Oslo, Norway; 
Paramaribo, Suriname; and Varadero, 
Cuba.

MIA will add four more carriers 
in 2017, all of which will serve 
international destinations.

Hawaii Tourism Industry set records in 2016
$15.6 Billion in Visitor Spending; 8.9 Million Arrivals

More than 130 million estimated 
passengers traveled through Port Authority 
airports in the New York/New Jersey 
area in 2016, setting a new record for the 
fourth consecutive year. The number is 
approximately 6 million or 4.7% more than 
in 2015 at the agency’s airports, which 
include John F. Kennedy International 
(JFK), Newark Liberty International 
(EWR), LaGuardia (LGA), Stewart 
International (SWF), and Atlantic City 
International (ACY) airports.

New York’s Port Authority airports sets record 
for fourth straight year

The airports served a total of 45.6 
million international passengers last 
year. JFK welcomed 58.8 million total 
passengers – with records for its 31.6 
million international and 27.2 million 
domestic passengers. Newark Liberty 
set new standards with 40 million total 
passengers – 27.7 million domestic and 
12.3 million international passengers. 
LaGuardia established new records with 
29.8 million total passengers – 28.1 million 
of them flying domestically.

Hawaii’s tourism industry hit new 
records in total visitor spending and visitor 
arrivals in 2016, according to preliminary 
year-end statistics released by the Hawaii 
Tourism Authority, the fifth straight year of 
record growth in both categories.

Total spending by visitors to the 
Hawaiian Islands increased 4.2% to a new 
high of $15.6 billion. 

A total of 8,941,394 visitors came 
to Hawaii in 2016, up 3% over 2015. On 
average, there were 219,625 visitors in the 
Hawaiian Islands on any given day in 2016, 
an increase of 2% versus 2015.

Arrivals by air rose 3.1% to 8,832,598, 
driven by growth from U.S. West, U.S. 
East and Korea. However, arrivals by 
cruise ship decreased 6.6% to 108,976, due 
to eight fewer cruise ships servicing the 
islands compared to 2015.

Source markets highlights
U.S. West: Arrivals increased 11 out 

of 12 months in 2016, resulting in total 
growth of 4.3% to 3,658,380 visitors.

U.S. East: Arrivals grew 3.7% to 
1,869,826, with increases realized from all 
regions. For December 2016, arrivals rose 
7% percent to 183,944. 

Japan: While growth in arrivals 
(+0.4% to 1,488,396) was flat in 2016 
compared to 2015, increased daily 
spending (+1.9% to $241 per person) led to 
a gain in total visitor spending (+2.3% to 
$2.1 billion).

Canada: Decreases in visitor arrivals 
(-6.5% to 478,871) and daily spending 
(-1.8% to $159 per person) resulted in a 

decline in total visitor spending (-9% to 
$958.1 million) in 2016.

Highlights from All Other Markets: 
Visitor arrivals from All Other 

International Markets increased +6.4% to 
1,337,124 in 2016 versus 2015, and the 
combined spending also rose +6.4% to $3.1 
billion.

China: Fluctuating monthly visitor 
arrivals throughout the year resulted in a 
decrease (-2% to 170,078) for 2016. Average 
daily spending by visitors was down -7% to 
$365 per person in 2016, but remained the 
highest among the visitor markets.

Korea: Visitor arrivals jumped +27% 
to 245,857 in 2016, boosted by double-digit 
growth every month. Average daily visitor 
spending in 2016 was $295 per person, 
similar to 2015.

Taiwan: Visitor arrivals increased +5% 
to 18,410 in 2016 versus 2015.

Australia: There were 335,753 visitors 
in 2016, virtually unchanged from a year 
ago. Visitors spent more on a daily basis in 
2016 ($276 per person) compared to last 
year ($264 per person).

New Zealand: Visitor arrivals were flat 
(+0.2% to 63,890) in 2016 but saw growth 
in the second half of the year. 

Europe: Visitor arrivals combined 
from the United Kingdom, France, 
Germany, Italy and Switzerland declined in 
2016 -1.6% to 142,684).

Latin America: Visitor arrivals 
combined from Mexico, Brazil and 
Argentina decreased in 2016 -6.1% to 
26,265.
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FDFA looks to boost value for its members 

While Canada’s Frontier Duty Free 
Association studies the best way to 
strengthen its ties to the other industry 
associations in the Americas in the future, 
the trade group is also making changes to 
ensure the value of membership today. 

“We’ve developed a mandate to 
ensure that the FDFA has value for all our 
members and we are providing a platform 
for everyone to be heard,” explains FDFA 
Executive Director Laurie Karson.

A Strategic Convention Committee, 
made up of Tania Lee of Blue Water Bridge 
Duty Free, Abe Taqtaq of Windsor-Detroit 
Tunnel Duty Free Shop and current FDFA 
president, Simon Resch of DFS Ventures 
(Emerson Duty Free), and Allison Boucher 
and Karson from FDFA, sent out detailed 
surveys to members querying them on what 
they want from the convention, followed 
by in-depth telephone interviews with 
suppliers and non-members.

“We want to understand what is 
working and what isn’t working so we can 
identify the themes and the structure our 
members really want. Is the trade floor 
delivering the way they want? Maybe we 
would enhance the visibility of exhibitors 
on the trade floor with an allotted time for 
suppliers to pitch their products on a stage 
before the members. Then, if the buyers 
are interested, they have the opportunity to 
go see the product in more detail,” Karson 
tells TMI. 

The Association has also conducted an 
extensive SWOT (Strengths, Weaknesses, 
Opportunities and Threats) analysis based 
on previous post-convention surveys. 
“This is a framework for an organization 
to analyze strengths and weaknesses, and it 
allows us to really look at what’s working 
and what people say is not working,” says 
Karson

Striving to improve the annual 

FDFA Convention does not preclude the 
FDFA working more closely with the 
International Association of Airport and 
Duty Free Stores and the Association of 
South American Duty Free Stores, says 
Karson.

“That doesn’t mean that we’re not 
still in discussions with ASUTIL and 
IAADFS. We are meeting with Jose Luis 
Donagaray and Michael Payne at the Duty 
Free Show in Florida to further discuss our 
cooperation. We are trying to identify if 
there are components of the FDFA that we 
may want to merge. We know that keeping 
our Canadian identity is very important to 
us,” says Karson. 

 She confirms that for 2017, the 
FDFA’s Convention will take place as 
planned at the Weston in Montreal, since a 
contract is in place.  

Meanwhile, the Association has 
announced a significant change to its 
semi-annual meeting in May. The FDFA 
has made arrangements to align part 
of their business meeting to that of the 
“Store” convention of the Retail Council 
of Canada, the influential organization 
to which 80% of all retailers in Canada 
belong.

“The RCC holds their annual 
convention in Toronto at the end of 
May. The past few years at our semi-
annual meeting the FDFA has brought 
in a business professional development 
speaker—last year RCC president Diane 
Brisbois was our presenter.  But the Store 
Convention has over 60 different key retail 
leaders giving sessions on everything from 
merchandising to operations, to assortment 
planning, and customer experiences. We 
are developing a tailored agenda for our 
members: it could encompass a few hours 
on the trade floor, then attending four or 
five seminars, with separate time for us to 

discuss our industry issues the next day.
“In this way, we are leveraging a much 

bigger pool of expertise from RCC and 
then still keeping to the traditional format 
of our semi-annual,” says Karson.

In other FDFA developments, the 
Government Relations Committee’s 
advocacy plan calls for the Association to 
remind government officials and industry 
stakeholders of the importance of the Land 
Border and Duty Free industry, educating 
them on the economic benefits that the 
duty free stores provide to both border 
communities and the national economy.

“We want to make sure that 
government decisions are not adversely 
impacting our members because of a lack 
of information about our industry.  We are 
compiling an advocacy list and identifying 
the officials we should be meeting with.”

Karson says that different FDFA 
subcommittees will also be looking at 
tobacco issues, and may pursue Roadtrip 
in the future, as well as meet regularly 
with the Canada Border Services Agency 
(CBSA), the office that governs the 
industry in Canada. 

Commenting on the 4% increase 
in duty free border sales this past year, 
Karson is optimistic this growth trend will 
continue. 

“With Canada’s 150th anniversary 
being celebrated all over Canada 
throughout the year, I think we should see 
even better numbers. In addition, Montreal 
is celebrating its 375th anniversary and 
we are using this as the theme of our 
convention. Quebec celebrates good things 
and the good life with ‘Joie de Vivre’--
it’s a Quebec theme that we are going to 
adopt. We are going to celebrate everything 
Quebec in 2017.”

FDFA Executive Director Laurie Karson

INSIDER
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2016 FDFA Gold Standard Awards
The Frontier Duty Free Association (FDFA) presented its Gold Standard Awards to 

the companies voted the best operators and suppliers in Canadian duty free at the Gala 
Dinner during the FDFA’s Annual Convention in November in Toronto. 

The winners are:
Platinum award category A – Abbotsford Duty Free
Platinum award category B – Importations Guay
Best Canadian Airport Duty Free company 2016 – AerRianta International North America
Supplier of the year (small supplier) – Michel Germain Parfumes
Supplier of the year (large) – JTI- Macdonald Corp
Duty Free distributor/agent of the year – Distribution Fontaine
Best new idea – Niagara Duty Free 
Best marketing idea – West Coast Duty Free
Best specialty product: jewelry, watches, handbags, accessories – Relic Handbags 
Best specialty product: confectionery, food and souvenirs – Maple Cream Cookies – 
Turkey Hill Sugarbush
Best new fragrance/cosmetic – Dior Sauvage (DFX Distribution/BHI)
Best new spirits/tobacco /beer – Crown Royal Northern Harvest (Diageo GTR)

Importations Guay won Best Large Land 
Border Duty Free Store at the 2016 FDFA 
Gold Standards Awards

Canadian duty free sales up in 2016
Canada’s duty free sales were up in 

both airport and land border stores in 2016, 
according to the year-end figures from the 
Canadian Border Services Agency (CBSA).

Airport duty free sales were $407 
million in 2016, rising approximately 8% 
versus 2015 sales. 

Perfume, Cosmetics, Skincare, the 
number one category in Canada’s airports 
(35.37% of sales) increased 9.84% in 2016. 
Number two category Alcohol (20.45%) 
rose 11.78%. Tobacco, the third biggest 
category in Canada’s airports (11.69%) 
dropped 2.67% for the year.

Land border sales were up 4.93% in 
2016 to $156.4 million. 

Alcohol, which accounts for more 
than 40% of Canadian land border sales, 
increased 12.11% in 2016. However, 
tobacco (24.25% of sales) dropped 6.26%, 
with Perfume, Cosmetics, Skincare 
(15.13%) falling 1.09%.

Ontario, the largest land border region 
with sales of $90 million, saw sales increase 
6.43% in 2016. The Atlantic/Quebec region’s 
sales rose 4.80% to $33 million. Pacific sales 
were up 3.76% to $24 million, while Prairie 
sales dropped 5% to $8.8 million.

FDFA Executive Director Laurie 
Karson spoke with TMI about the positive 
sales increases:

“We have seen, and Destination 
Canada confirms, that we are getting more 
Americans coming back- probably as a 
result of the dollar and more confidence in 
the economy – and this is reflected in the 
higher sales numbers.

“And certainly the higher sales are 
a “hats-off” to some of our stores, which 
have really been working hard to create 
a better customer experience, and using 
much better marketing locally. Some of 
the renovations are fantastic and some 
of our stores have really been attracting 
consumers. In addition, many of the stores 
work closely with the border communities 

and we are starting 
to see the results of 
their labor coming 
to fruition.

“Canada’s 
150th anniversary 
is being celebrated 
throughout the 
year, and I am 
hopeful that we 
will be seeing even 
better numbers in 
2017,” concluded 
Karson.

INSIDER
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means a perfectly carbonated beer every time.
BrewLock™ perfectly preserves the beer’s taste 
and aromas, providing an outstanding taste

BREWLOCK™, a revolutionary new draught 
technology developed by HEINEKEN to bring 
draught beer at brewery quality to consumers 
at signifi cantly reduced logistical and handling 
complexity. 

Available for:
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Queenston-Lewiston Canadian border store caters to 
“Starbucks” customer with new opening

Queenston-Lewiston Duty Free, 
located on the Canadian side of the 
Lewiston-Queenston Bridge, opened a 
1,600 sqf Starbucks at its land border 
duty free earlier this month to attract new 
customers into the store.

“We want to draw more customers 
from the street into our store. It was pretty 
much a no-brainer when we thought about 
the options out there. Our store caters to 
that Starbucks customer. We didn’t feel 
like a Tim Horton’s would be a good fit for 
us,” says Operations Manager Chris Foster, 
who runs the store with his brother Jim and 
sister Katie.

 Queenston-Lewiston DF previously 
had a local café where the Starbucks is now 
located and Foster feels the internationally-
known brand is exactly what his store 
needs to increase sales.

 “We focused on how we can optimize 
the experience coming into our plaza to 
capture the maximum amount of traffic. We 
hope to run a very successful Starbucks, 
but we also want to draw in the maximum 
number of customers so we can educate 
them about duty free and then convert them 
to shoppers.”

 Store traffic last year was mixed, say 
the Fosters. While a stronger US dollar 
brought in more Americans, the threat of 
bad weather kept other customers home.

 “2016 was a pretty good year. We 

were up a bit and there were probably a 
few more U.S. customers. 2017 is kind of 
hard to gauge. With talk of there being a 
terrible winter, traffic has been a bit flat 
because people have been concerned about 
the weather and that dictates their travel 
plans,” says Chris Foster.

In fact, the store has seen a change 
among one of its traditionally strong 
customer bases, Canadians driving to 
the U.S. to catch a flight who used the 
Queenston-Lewiston Bridge.

“The Buffalo airport has experienced 
a decline in Canadian passengers over 
the last 6-8 months probably in part to 
the dollar. More people are flying out of 
Toronto now because it has almost equated 
itself for airline travel cost-wise. I think 
those customers that the Buffalo airport 
was grabbing are starting to filter over to 
Porter Air and some of the discount airlines 
that you are seeing flying out of [local 
airport] Hamilton and Toronto.”

Despite the shift in passenger mix, 
the store’s best-selling product category 
continues to be liquor, although with more 
Americas passing through, Foster says that 
he is selling more premium brands.

“Liquor accounts for 50-60% of sales 
at the store. Within that category, Grey 
Goose is doing very well. Whiskey seems 
to be selling better and better every year. 
Canadian whisky and low-end vodka    

seem to take a backseat when Americans 
are traveling more and scotch whisky, 
cognac, and American whiskey increase in 
sales.”

Jim Foster, Pat Darte (Lord Mayor Niagara 
on The Lake), Rob Nicholson (Member of 
Parliament Niagara Falls), Chris Foster
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Canadian tourism arrivals hit 14-year high in 2016

Canada welcomed 19,979,334 
travelers in 2016—the highest number 
since 2002 and second highest ever.

International arrivals increased by 
16% in Destination Canada’s 10 overseas 
markets, and 10% in the U.S. market, for 
an average of 11% growth across the board.

“I’m excited to say that 2016 was a 
fantastic year for our tourism industry,” 
said David F. Goldstein, Destination 
Canada’s CEO and President. “Canada is 
open, welcoming, and has something for 
everyone—and people are seeing that. 
Together with our industry partners, we are 
encouraging travelers to explore Canada 
and experience a life less ordinary. I 
couldn’t think of a better time to visit than 
right now.”

The almost 20 million visitors to 
Canada was only 0.4% below the record set 
in 2002. The impressive number includes 
a record-breaking number of U.S. travelers 
by air – up 17% over 2015.

Canada set new records in a number 
of markets in 2016: South Korea - 244,442 
arrivals, an increase of 30% over 2015; 
China - 610,139 arrivals, up 24% over 

2015; Australia - 333,437 arrivals, an 
increase of 16% over 2015; India - 215,664 
arrivals, up 13% over 2015; France - 
545,786 arrivals, an increase of 9% over 
2015; and Brazil - 114,261 arrivals, up 2% 
over 2015.

Destination Canada markets Canada 
internationally in 11 countries: Australia, 
Brazil, China, France, Germany, India, 
Japan, Mexico, South Korea, the UK and 
the U.S..

United States
Overnight arrivals from the U.S. in 

2016 hit 13.90 million, up 9.7% over 2015. 
The strong performance of U.S. arrivals 
was underpinned by remarkable growth in 
arrivals by air (+17.4%) throughout 2016 
and solid overall gains in auto arrivals 
(+6.8%). The number of Americans 
arriving to Canada by air breached the 4 
million mark for the first time with 4.53 
million arrivals, an all-time high nearly 
15.3% above the previous peak from 2004.

The top five states of origin for U.S. 
overnight arrivals by vehicle in 2016 were 
New York (18.4% of arrivals), Washington 

State (15.6%), Michigan (11.8%), 
Massachusetts (5.1%), and Pennsylvania 
(5.0%).

The vast majority of the 19.98 million 
international overnight visitors to Canada 
entered the country via Ontario (9.4 
million), British Columbia (5.5 million), 
and Québec (2.9 million). Alberta (+12.0%) 
and New Brunswick (+14.0%) also 
observed notable increases in the number 
of international visitors entering Canada 
through those provinces compared to 2015.

The strongest year-over-year growth 
in U.S. visitors driving across the border 
was noted in Yukon (+16.7%) and Alberta 
(+11.5%). Ontario (+18.2%) and British 
Columbia (+14.2%) saw particularly strong 
growth in the number of U.S. residents 
arriving by other forms of transportation, 
including airplane, train, and bus. The 
decline observed in U.S. auto arrivals into 
Manitoba (-9.8%) in 2016 followed an 
exceptional performance in 2015 in part 
related to the FIFA Women’s World Cup 
events in Winnipeg.
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GTAA unveils plans for future Pearson Transit Center
The Greater Toronto Airports 

Authority (GTAA) has announced plans 
for a regional transit center to connect the 
airport to key employment and residential 
areas throughout the greater Toronto 
area. In addition to serving as a regional 
transportation center, it would also be home 
to airport passenger processing, including 
security screening.

“Toronto Pearson is a world-class 
airport in every respect, and Southern 
Ontario is a diverse and dynamic region,” 
said Howard Eng, President and CEO of 
the Greater Toronto Airports Authority. “By 
the time New York and Chicago were the 
size that Toronto is today, they each had at 
least two major transportation hubs. Now is 
the time to ensure that better transit options 
are in place; otherwise we risk squandering 
the significant opportunities that are part 
and parcel of the exciting growth that 

the airport, the city and the region are 
experiencing.”

The GTAA’s proposed transit center 
located on airport lands will help to address 
the low transit mode split in the area today 
with only 10% of people taking transit. The 
center will potentially connect a number of 
transit lines that are already in development 
or have been proposed by various levels of 
government, including: Eglinton Crosstown 
West LRT; Mississauga Bus Rapid Transit; 
Finch West LRT; Regional Express Rail 
on the Kitchener line; and the Province of 
Ontario’s High-Speed Rail concept.

The area around Toronto Pearson is 
the second largest employment zone in 
Canada after downtown Toronto according 
to NEPTIS Research Foundation. More 
than 300,000 people work in the zone that 
includes parts of Brampton, Mississauga, 
and Toronto. NEPTIS found that the area 

generates more than 1 million car trips 
daily.

The center, proposed to be located 
across Airport Road from Terminals 
1 and 3, with access from Highways 
409 and 427 and from Airport Road, 
will be at the heart of a new mixed use 
commercial area that will include office, 
retail, hotel and other commercial space. 
The vision for the area around the transit 
center calls for improved streetscapes 
through sidewalks, landscaping, and 
improved lighting. The GTAA has held 
preliminary discussions with all levels 
of government to raise awareness about 
the opportunity for the regional transit 
center at Toronto Pearson. It anticipates 
continued planning discussions 
throughout 2017 both for the center, as 
well as for the individual transit lines that 
will connect into the center.

Vancouver International unveils 20-year Master Plan

Vancouver International Airport 
(YVR) unveiled Flight Plan 2037, the 
airport’s blueprint for the future, which 
includes a Capital Plan, Terminal Plan, 
Financial Plan and the YVR 2037 Master 
Plan.

Details of the $5.6 billion plan include 
expanded terminals, new taxiways, a 
geoexchange system and upgraded roads 
and bridges to Sea Island which will help 
YVR support the estimated 35 million 
passengers expected to travel through YVR 
annually by 2037.

“This plan is built to provide for 
the long-term capacity needs at YVR, 
while meeting and enhancing our 
sustainability goals and ensuring we build 
in an incremental fashion,” said Craig 
Richmond, President & CEO, Vancouver 
Airport Authority, speaking at a Greater 
Vancouver Board of Trade event. “Our 
future is being shaped by the ongoing 
dialogue with thousands of British 
Columbians and our airline partners, who 
participated in our Phase 1 and 2 Master 
Plan consultations.”

YVR also launched Phase 3 of the 
YVR 2037 Master Plan, a community 
and stakeholder consultation process that 
guides YVR’s land use decision-making 
and facility development for the next 20 
years.

Canada’s second busiest airport, YVR 
welcomed a record 22.3 million passengers 
in 2016, generating $5.3 billion in total 
Gross Domestic Product and drove $11.7 
billion to the Canadian economy.

YVR opens four stores in domestic terminal
Vancouver International Airport 

(YVR) and Paradies Lagardère opened four 
retail stores in the domestic post-security 
terminal: Lolë, Brooks Brothers, Coastal 
News and Sea to Sky Marketplace.

“YVR is always looking to provide 
exceptional customer experiences and a 
big part of that is offering engaging and 
diverse retail options,” said Scott Norris, 
Vice President, Commercial Development, 
Vancouver Airport Authority. “We know 
that for many passengers their trip starts 
right here at YVR and we hope these new 
offerings will give them a reason to arrive 
earlier and get their shopping done prior to 
flying out.”

Paradies Lagardère currently operates 
24 stores at YVR, ranging from newsstands 
to apparel, gifts, confectionery and 
souvenirs.

“We’re thrilled and appreciative to 
grow our partnership with Vancouver 
International Airport, and debut Lolë, 
Brooks Brothers, Coastal News and 
Sea to Sky Marketplace to travelers,” 
said Gerry Savaria, Executive Vice 
President, Paradies Lagardère. “Paradies 
Lagardère seeks to contribute to the 
enticing and comprehensive shopping 
environment this airport gives travelers 
by providing them with exciting new 
retail options that complement the 

existing concessions program.”
Canada’s up-and-coming women’s 

lifestyle and active wear, Lolë is committed 
to sustainability, quality and community. 
Sea to Sky Marketplace offers a broad 
range of west coast gifts and gourmet 
products and also features two exclusive 
shop-in-shops with powerful Canadian 
anchor brands, Herschel and Hudson’s Bay 
Company. Brooks Brothers offers classic, 
casual and business clothing collections 
and accessories for men and women. 
Coastal News is a one-stop-shop for all 
travel essentials.  
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Vancouver International Airport 
(YVR) welcomed a record total of more 
than 22.3 million passengers—an increase 
of 9.7% over 2015—putting the airport 
on track to meet the goal of 25 million 
passengers by 2020. 

 “This is an exciting time for YVR as 
we celebrate a record year of growth with 
an additional two million passengers over 
last year,” said YVR’s President & CEO 
Craig Richmond. “We are looking forward 
to another strong first quarter in 2017, 
working closely with our airline partners 
to grow our global network and bring in 
more travel options and economic growth 

to our community.” 
For the year, international traffic 

increased 16.5% over 2015, with domestic 
traffic up 7.6%, and Transborder (U.S.) 
traffic rising 7.4%.

Traffic from Latin American 
destinations grew 27% in 2016, largely 
contributed by Aeromexico’s increased 
service to Mexico City. With the Canadian 
government lifting the visa requirement for 
Mexican visitors to Canada on December 
1, the carrier will further increase its 
frequency to double daily service at YVR 
in June 2017.  

Asia Pacific passengers increased 

15.6% last year, strongly driven by Air 
Canada’s increased capacity and increased 
frequencies by Asian carriers. The sector 
also saw four new services launched 
in 2016, including Xiamen by Xiamen 
Airlines, Delhi and Brisbane by Air 
Canada, as well as Hangzhou-Qingdao by 
Beijing Capital Airlines.

Europe traffic increased by 13.5% 
over the same period in 2015. This increase 
was driven by the launch of the British 
Airways A380, the largest passenger 
aircraft in the world, WestJet’s new London 
Gatwick service and Air Canada’s second 
daily service to London Heathrow.  

Canadian airport partnership launches website to educate 
about the risks of selling off Canada’s airports

Calgary, Ottawa and Vancouver 
international airports have unveiled a new 
website noairportselloff.ca that highlights 
the risks of selling Canadian airports to 
private investors.

As Canada’s federal government 
contemplates a potential sale of major 
Canadian airports, the website tells 
Canadians that a sale to private, for-profit 
investors will have a negative impact 
on travelers and local communities, and 
“would increase travel costs for passengers, 
remove local voices from airport boards, 
and undermine Canada’s economic 
competitiveness.”

Canada’s major airports are currently 
owned by the federal government 
and operated by not-for-profit airport 
authorities.

“Canada is recognized as having 
the best aviation infrastructure and most 
efficiently-run airports in the world, and we 
are immensely proud of that,” said Craig 
Richmond, President & CEO, Vancouver 
Airport Authority. “Our success is due in 
part to the community-based, not-for-profit 
governance model for our airports. The 
current model works – for passengers and 
for the communities we serve.”

“It’s important that Canadians 
understand how airports have flourished 
under the current model,” said Mark 
Laroche, President and CEO of the 
Ottawa International Airport Authority. 
“Our passengers benefit from world-
class facilities, prudent management and 
world-renowned customer service, and 
our communities benefit from significant 

economic impact. It’s in our collective 
best interest to ensure that our airports can 
continue to succeed.”

“Airport authorities re-invest every 
penny earned back into our airports and 
that investment has created some of the 
best airport facilities in the world, but 
we’re more than a business that builds 
runways and terminals. We are closely 
connected to our community, working 
with our partners to develop strategies 
that drive the economy of our cities and 
regions,” said Bob Sartor, President and 
CEO of The Calgary Airport Authority. 
“We are launching this campaign to 
educate Canadians about the impacts to 
travelers and local communities if the 
federal government proceeds with selling 
the country’s airports.”

YVR sets passenger record in 2016

Montréal-Trudeau traffic up for seventh straight year
Montréal– Pierre-Elliott-Trudeau 

International Airport welcomed a total 
of 16.6 million passengers in 2016, an 
increase of 1.1 million, or 6.9%, over 
2015. This marked the seventh consecutive 
increase in annual passenger traffic at 
Montréal–Trudeau and established a new 
record. 

 “If the present trend continues, our 
annual traffic will be in the neighborhood 
of 20 million passengers by 2020, 
propelling Montréal–Trudeau to the next 
level. The prospects for 2017 are already 
very promising: Air Canada’s new daily 

route linking Montréal and Shanghai, 
which was inaugurated on February 16, 
is expected to generate some 125,000 
yearly passengers, including large numbers 
of tourists from China; meanwhile, 
Air Transat’s roster of destinations is 
expanding to include Tel Aviv,” says 
Philippe Rainville, the new President and 
Chief Executive Officer of Aéroports de 
Montréal (ADM).

International traffic was up by 5.9%, 
thanks in part to the arrival of new carriers, 
including Air China, which completed its 
first full year of operations at Montréal– 

Trudeau in 2016. Domestic traffic rose 
nearly 9.7% in 2016, helped by the 
Montréal–Toronto route.

Flights to and from Europe also hit 
new highs during the summer, reflecting 
the increased capacity deployed by Air 
Canada, Air Transat and international 
airlines alike. Transborder (Canada–U.S.) 
traffic grew by 4.3%, with destinations 
in the American West (Los Angeles, San 
Francisco and Las Vegas, along with newly 
added Denver) and the three New York 
City airports strongly driving up demand. 
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Caribbean tourism records 7th consecutive year 
of record growth with 29.3 million arrivals

Announcing that 2017 is the Year of 
Adventure for the CTO, the Caribbean 
Tourism Organization revealed that 
Caribbean tourism surpassed 29 million 
arrivals for the first time, with its record-
breaking performance once again growing 
faster than the global average.

The Caribbean continues to break new 
ground, said Hugh Riley, CTO Secretary 
General, during the annual Tourism 
Industry Performance broadcast live from 
Barbados in February.

“Despite political uncertainties, 
security and economic challenges in our 
main source markets, tourist arrivals 
to the Caribbean increased by 4.2% 

in 2016, better than the 3.9% overall, 
internationally.”

These numbers translate into more 
than one million more visitors last year 
than in 2015, to reach 29.3 million, the 
region’s seventh straight year of record 
growth.

Additionally, cruise passenger arrivals 
grew by an estimated 1.3% reaching 
approximately 26.3 million.

The United States continued to be 
the Caribbean’s primary long-stay market. 
The U.S., which grew by 3.5% in 2016 
and accounted for about half of all arrivals, 
nevertheless turned in the slowest growth 
rate of all the regions.

Europe was the Caribbean’s star 
performer in 2016, climbing by more 
than 11% to 5.6 million. Arrivals from the 
UK were up more than 4% and Germany 
tourism was up more than 8%, reported 
Riley, “despite terrorist attacks in some 
countries, the Brexit referendum in the 
UK and bumpy economic outcomes across 
continental Europe…”

Europe turned in “healthy increases” 
of between 6%-16.8% each month, 
compared to the corresponding months in 
2015.

Intra-regional travel within the 
Caribbean also increased for the second 
straight year.

Canada, however, was 
“uncharacteristically feeble” last year, he 
said. Traditionally a “strong and reliable 
market for us during the challenging 
recession years,” Canadian arrivals to the 
Caribbean dropped nearly 3.5% compared 
to 2015.

CTO research notes that Canada’s 
weak currency and sluggish first half 
economic output contributed to the decline 
in Canadian trips to the Caribbean. More 
than 70% of the reporting CTO destinations 
reported decreases in arrivals from this 
market. Consequently, Canadian market 
share fell to 11.3%.

Growth among the CTO member 
countries was uneven, ranging from flat, to 
as high as 19%; one-fifth of the countries 
reported declines.

Hotel revenue down
Hotels also had a challenging year. 

According to Smith Travel Research, 
all hotel indicators were down, with the 
exception of the number of available 
rooms, which grew by just over one 
percent.

“These are important metrics which 
require particular attention. While it is 
critically important to monitor the numbers 
of visitors we welcome to our shores, 
knowing where they stay, how long they 
stay, what they spend and what contribution 
they make to the overall economy are all 
vital data points,” said Riley.
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Looking ahead, the CTO predicts that 
tourist arrivals to the region will grow at a 
slower rate; between 2.5%-3.5% in 2017, 
with cruise passenger arrivals up between 
1.5%-2.5%.

“So all things being equal we’re 
expecting growth in 2017, but it will not be 
robust,” concluded Riley.

Visitor expenditure
Consistent with increases in stay-

over and cruise visits, total visitor 
expenditure is estimated to have increased 
by approximately 3.5% to reach US$35.5 
billion.

2016 was also a record breaking 
year for Caribbean cruising, reported 
Ryan Skeete, Director of Research & IT, 
during his part of the CTO presentation.

Cruise passenger arrivals to the 
region grew by about 1.3% to reach 26.3 
million, in line with expectations at the 
beginning of 2016, said Skeete.

He credited larger ships, port 
enhancements and new destinations 
on the Caribbean cruise itineraries for 
helping to increase the attractiveness of 

CTO dissects the numbers by sub-region
Following an increase in the 

Caribbean market share of global visits 
in 2015, rising by 0.1 percentage points, 
market share remained steady at 2.4% in 
2016, reported Ryan Skeete, Director of 
Research & IT, during the annual CTO 
State of the Industry in February.

Skeete attributes negative events 
such as a weak Canadian dollar and the 
most active hurricane season since 2012, 
especially in October, as contributing 
factors preventing the region from reaching 
its target of 30 million arrivals.

Among the destinations, tourist 
arrivals showed uneven growth. Of the 
28 destinations reporting data for varying 
periods between January and December, 
22 recorded increases ranging from quite 
modest to a robust 17.5% (the Turks & 
Caicos Islands), while the remaining six 
destinations experienced declines. Besides 
Turks & Caicos Islands, four countries 
- Belize, Cuba, Guyana, and Bermuda - 
reported double digit growth rates.

The positive results in these markets 
benefited from greater air access from the 
source markets and significant investments 
to enhance infrastructure (airport 
redevelopment) and product (hotels), says 
Skeete.

With the exception of the Dutch 
Caribbean-- Aruba, Bonaire, Curacao, 
Saba, St. Eustatius, St. Maarten-- which 
was down -5.6%, the major Caribbean sub-
regions reported healthy growth.

The Other Caribbean countries’ 
market-- Cancun, Cozumel, Cuba, 
Dominican Republic, Haiti, Suriname—
which accounts for almost half of all 
arrivals to the region, recorded the fastest 
growth rate (7.4%) in 2016.

The Commonwealth Caribbean-- 

OECS + Bahamas, Barbados, Belize, 
Bermuda, Cayman Islands, Guyana, 
Jamaica, Trinidad & Tobago, Turks & 
Caicos Islands  -- and French Caribbean 
--Guadeloupe and Martinique-- grew by 
4.1% and 4.2%, respectively.

Market Trends
Demand for Caribbean vacations rose 

in all the major source markets, except 
Canada, which fell by 3.4%.

There were over 14.6 million U.S. 
visits to the region, 3.5% more than the 
previous year. Solid economic growth, low 
unemployment rate and high consumer 
confidence in the U.S. contributed to this 
positive performance.

Seven destinations recorded double 
digit increases from the U.S.: Belize, 
the Turks & Caicos Islands, Bermuda, 
Antigua & Barbuda, Barbados, Grenada 
and Montserrat. Six destinations reported 
declines.

Arrivals from the European market 

totaled 5.6 million and improved by an 
estimated 11.4%. This was the strongest 
growth among the main markets, in spite 
of terrorist attacks in some countries, the 
Brexit referendum and mixed economic 
outcomes across continental Europe, said 
Skeete. 

72% of the reporting destinations 
registered increases in arrivals from 
Europe. The top performing destinations, 
which registered double-digit increases, 
were the Turks & Caicos Islands, St. 
Maarten, Guyana and Anguilla. 

Caribbean intra-regional travel broke 
another record in 2016, with arrivals up 
by 3.6% to just over 1.7 million trips, the 
second consecutive year of growth. Robust 
double-digit growth was experienced in 
Guyana, St. Vincent & the Grenadines and 
the Turks & Caicos Islands. 

In total, the Caribbean received about 
11% fewer tourist arrivals from South 
America in 2016 compared to 2015.

Caribbean cruise holidays.
However, only 48% of the reporting 

destinations registered growth, with 
the best performances occurring in the 
Dominican Republic, the British Virgin 
Islands and Grenada, which all grew 
by double digits; in addition, Belize 
became the eighth destination to record 
over one million cruise passenger visits 
in 2016.

In total, the Caribbean received 
33.7% of all cruise deployments in 2016.

Caribbean Cruise Trends
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Grenada spices up its tourism 
With cinnamon, nutmeg, mace and a 

generous pinch of cocoa, the government 
of Grenada is spicing up its tourism offer 
and inviting businesses in all related 
industries to join the party. 

Through an innovative combination 
of public and private initiatives, the lush 
island known as a yachting paradise has 
embarked on an ambitious development 
program that includes an upgrade and 
expansion of its airport, significant hotel 
construction, improvements at the Port 
Louis marina, establishment of a business 
to business free zone, a redevelopment 
of The Carenage harbor in downtown St. 
George’s, and much more. Grenada is also 
in the forefront of the new appreciation for 
agro-tourism. Many of the projects will 
entail retail opportunities, say government 
and tourism officials. 

 “Grenada is an island poised to move 
to the next level. It has everything that is 
needed to do so. I truly believe that this 
pristine gem is the next best thing on the 
map to be developed. And we will go 
where the future needs us to go. Those who 
have the opportunity should come and see 
us because we are ready,” said Adrienne 

Joseph, who works with Grenada’s 
Ministry of Foreign Affairs.

“Grenada has always been more on the 
luxury end of the market,” explained Barry 
Collymore, a director of Savvy Grenada 
Limited, which operates Grenada’s famed 
Mount Cinnamon Beach Resort among 
other businesses and consults with the 
Ministry on various projects. “We need 
to expand our tourism, and certainly to 
become less seasonal, but we also know we 
must develop with care so that we preserve 
our unique eco-system, our culture and the 
incredible beauty of the island.”

Grenada – known worldwide as the 
Spice Island – is actually three islands 
at the southeastern part of the Caribbean 
Sea, northeast of Venezuela. Although the 
islands are located below the hurricane 
belt, and have only been struck by three 
hurricanes in the last 50 years, one of 
those – Hurricane Ivan in 2004 destroyed 
90% of the island’s homes. And less than 
a year later in July 2005, Hurricane Emily 
destroyed the remainder of the homes on 
the north of the island. The storms also 
destroyed much of Grenada’s nutmeg trees, 
but today, with stronger, better trees and 

good crop management, the country is 
once again supplying 40% of the world’s 
nutmeg, surpassed only by Indonesia.

The island has had a checkered 
history. Originally a French colony and 
then conquered by the British, today it is an 
independent commonwealth, and a member 
of the Organization of Eastern Caribbean 
States (OECS). But independence had a 
rocky start, and between 1950 and 1983 
the island was buffeted by civil unrest, 
coups and even an invasion by the United 
States. Today, however, it is considered one 
of safest and most peaceful nations in the 
region. 

Grenada boasts 50 world-class white 
sand beaches, 15 stunning waterfalls, 
countless hiking trails, 30 dive sites 
including the largest shipwreck in the 
Caribbean, ‘Bianca C’, and the world’s 
first Underwater Sculpture Park, but is 
positioning itself as much more than sun, 
sea and sand. It has tropical forests filled 
with fruit and nut trees, and the island is 
the site of St. George’s University, which is 
affiliated with colleges in the U.S., Canada, 
the United Kingdom, Ireland and Australia 
and has a renowned medical and veterinary 

View of Grenada’s capital St. George’s showing The Carenage Harbor and the Port Louis Marina for mega-yachts. 
Photo courtesy of Camper & Nicholsons Marinas.
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doctoral program. The university has an 
enrollment of around 10,000.

Grenada saw tourist arrivals grow by 
2.6% in 2016, although stayover visitors 
only amounted to somewhat more than 
144,300.  Another 314,700 tourists came by 
cruise ship, up a healthy 16% according to 
Caribbean Tourism Organization figures.

Hotel development
Francine Stewart, Marketing Manager 

of Grenada Tourism Authority, tells TMI 
that this growth was not as strong as the 
jump the island saw in 2014-2015, after 
Sandals opened its new concept, 6-star 
luxury Sandals La Source Grenada with 
225 new rooms in January 2014. The 
$100 million renovation has become the 
prototype of the new upscale all-exclusive 
luxury Sandals – and resulted in an 
immediate 14-15% increase in stay-over 
tourism arrivals in Grenada. The hotel has 
been running at about 90% occupancy year 
round, says Stewart. 

Lack of hotel space is one of the 
biggest challenges facing the island. 

“Currently the island only has 1000 
rooms, but with the current development of 
the hotel sector we expect another big jump 

in arrivals next year, as much as 26%,” 
says Stewart. 

Six major hotel properties are under 
construction or renovation, which will add 
about 300 additional rooms to the island’s 
availability by 2019. New projects include 
three luxury properties: the 146-unit 
Kimpton Kawana Bay Grenada Resort to 
open in 2019, the 
$60 million Silver 
Sands Hotel with 
a combination 
of 77 rooms, 
suites and villas 
slated to open this 
December and the 
375-acre resort 
and residential 
Levera Beach 
Resort with a 
conservation 
focus, that will 
open the first of 
four phases this 
season. 

Renovations 
and expansions 
are taking place 
at Grenada’s 

charming Mount Cinnamon boutique 
hotel, which is undergoing a $25 million 
renovation and expansion that will include 
the addition of 32 suites and luxury 
villas, adding to the current 23 luxury 
villas. Sandals La Source Grenada Resort 
completed a $10 million expansion last 
July, and that included the addition of 32 

View of the picturesque Carenage harbor in St. George’s, Grenada. Photo courtesy of Grenada Tourism Authority.

Grenada’s charming Mount Cinnamon boutique hotel is undergoing a $25 
million renovation to expand it from 23 villas to 55 suites and villas. 
Photo L. Pasternak
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nature themed luxury suites, bringing the 
resort’s room stock to 257 suites. And 
Grenada’s Calabash Luxury Boutique 
Hotel & Spa, with its 30 designer suites, 
was recently named No.1 Hotel in the 
Caribbean by TripAdvisor and has been 
designated as a “Virtuoso Preferred Hotel”. 

Airlift
New hotel accommodations will 

necessitate more airlift, and Stewart 
confirmed that airlines will be adding more 
flights to fill the new rooms. 

 “Beds for the seats and seats for 
the beds,” she says, adding that Grenada 

expects to launch new flights from Boston 
and Canada as well as expand some 
existing service.

“Jet Blue had been really supportive 
of Grenada, and we are looking at new 
service from Boston and Ft. Lauderdale. 
Jet Blue is also increasing daily service 
between New York’s John F. Kennedy 
International Airport and Grenada’s 
Maurice Bishop International Airport as of 
June, in part to accommodate the diaspora 
market. We are also talking with Delta to 
see if we can increase their frequency from 
JFK and Atlanta,” she says.

Jet Blue has also begun weekly 
Saturday flights on its premium mint 
service. Grenada is only the fifth market in 
the Caribbean to qualify for the upgraded 
flights

“We know that once these hotel 
projects are complete, the demand for air 
lift will be there. That is why to me 2017 
and 2018 are so exciting as we watch this 
growth. We see the market really unfolding 
in the next several years,” says Stewart. 

All of Grenada’s tourism stakeholders 
are primed to welcome increased tourism, 
and believe that the island has a unique 
appeal not found elsewhere.

Cocoa beans spread out to dry in the sun at the Belmont Estate Plantation. 
Photo L. Pasternak

Mega-yachts line up at the prestigious Port Louis Marina. Photo courtesy of Camper & Nicholsons Marinas.
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Authenticity 
Stewart emphasizes that Grenada’s 

strongest characteristic is its authenticity. 
“Our brand is ‘pure Grenada’ for that 

reason. So much of our island is untouched 
and undiscovered. Our beaches are pristine, 
our landscape is so scenic and lush and 
offers adventure. And we want to keep it 
this way. 

“It is very important that we keep our 
authenticity and control our growth. While 
we encourage development, we are going 
to manage it carefully. 

“Our diving is world famous, and we 
have the world’s first underwater sculpture 

park in Molinere Bay, which has been 
named one of the 25 wonders of the world 
by National Geographic. Created by artist 
Jason de Caires Taylor, it consist of 75 
sculptures covering 800 sq meters, which 
act as a manmade reef following significant 
damage to the bay following Hurricane 
Ivan in 2004. It brought back marine life to 
the water. You do not have to dive to see it. 
Every statue has a story, from the ring of 
children to the Nutmeg Princess.” 

Stewart says that Grenada’s 
Underwater Sculpture Park and Grenada’s 
wreck of the Bianca C, have been named 
this year by USA Today as two of the best 

dive sites in the Caribbean.  And one of its 
beaches came in at number one. 

But of course, Grenada is best known 
for being the Spice Island. Cinnamon, 
nutmeg, and mace are all grown in natural 
locations on the island’s lush mountains. 
More and more, the island is also known 
for its chocolate. The Grenadian cocoa 
trees grow among the fruits and spice 
bearing trees in the rich volcanic soil 
and are becoming an important source of 
income.

Stewart tells TMI that even as Grenada 
is looking for more year-round cruising 
and tourism, it has a mandate to develop 

The world famous Underwater Sculpture Park in Molinere Bay has been named one of the 25 wonders of the world by National 
Geographic. Created as a man-made reef after Hurricane Ivan damaged the bay, the sculptures have brought back marine life to the water. 
Photo courtesy of Grenada Tourism Authority.
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excursions that protect and educate, and 
connect visitors with the culture, the food, 
the beauty of the island, and the culinary 
traditions. 

“We want to create a holistic 
experience. The new travelers want 
much more than just beach; they want an 
authentic experience and we have that and 
much more. All of the opportunities are 
there waiting.” 

Agro-tourism 
One way that Grenada is featuring 

its authenticity is through its innovative 
approach to agricultural tourism.

“By showing what we have here in 
Grenada we can make an amazing and 
meaningful tourism experience,” says 
Shadel Nyack Comption, Managing 
Director of Belmont Estates, a working 
plantation in the mountains that has 
become one of the most visited excursions 
on the island. 

“We show people an authentic 
Grenadian experience, how we live, how 
we eat, how we grow crops. And we come 
up with the perfect marriage of tourism and 
agriculture.” 

Belmont works with local tour 
operators, who contract with the cruise 
lines, and people come for lunch and a tour. 
Almost all the food served is grown on the 
farm, which is organically certified, or in 
the community. Belmont Estates produces 
cocoa, nutmeg, mace, bananas and has 
diversified to produce every kind of fruit 
that grows on the island. 

The plantation will begin producing 
its own chocolate sometime this summer 
as well. “We thought it was time for us 
to do the entire process from growing the 
beans to producing the chocolate to ensure 
that we have top quality. From the bean 
to the bar. Our visitors will remember the 

experience when they come here,” she 
says.

At the Ports
Grenada, along with its two sister 

islands of Carriacou, and Petite Martinique, 
sit in the Grenadines channel, a prime route 
for yachting and sailing enthusiasts. The 
island boasts eight marinas, and recorded 
22,000 yachters in 2015. One of these 
marinas is the prestigious Port Louis in 
a protected lagoon that can be seen from 
the capital of St. George’s. The Port Louis 
marina village also includes some popular 
restaurants and some shops, including a full 
duty free shop.

Cruising is becoming increasingly 
important to Grenada, and the island 
recently constructed an all-new Cruise 
Terminal and complex on Melville Street 
on the western shore of the city of St. 
George’s. Two ships at a time can dock at 
the Melville Street Cruise Terminal and one 
more at the main quay. Up to four ships can 
also anchor in St. George’s harbor, which 
entails a short tender ride into town. The 
Melville Street Cruise Center includes a 
spacious Mall.

The Carenage
A few short blocks from the cruise 

port sits The Carenage, St. George’s 
horseshoe shaped harbor that winds 
around the back side of a small peninsula 
jutting into the bay. One of the most 
picturesque harbors in the Caribbean, it 
was previously the point of arrival for both 
cruise and cargo ships, but now handles 
primarily shipping. Before the opening of 
the Melville Street Cruise terminal, The 
Carenage was lined with cafes, souvenir 
shops and restaurants, although today, 
several of the historic brick and stone 
buildings stand empty.

Urbaniza, a Miami- Brazil group 
of real estate companies, is developing 
a project to renovate and revitalize 
this historic area of The Carenage. 
The government has approved a multi-
functional project that will include condo-
apartments for short and long term rentals; 
a boutique hotel, commercial use, retail and 
restaurants. It is being designed by Miami-
based architect Kobi Karp, who is known 
for his adaptive reuse or rehabilitation of 
historic buildings.

A main part of the project will entail 
re-purposing the town’s old Library 
building, which will become a Food and 
Music Hall, and be the centerpiece of 
further development. 

“Our plan is to promote the urban, 
cultural and architectural development of 
the area while protecting environmental 
awareness,” Urbaniza Director Cristiane 
Bomeny tells TMI.

Free Zone 
Urbaniza is also developing a 

masterplan for a Free Zone in Grenada. 
The Government of Grenada granted 

Urbaniza a 60-year Concession (with a 60 
year extension option) to create a privately 
owned and operated Duty Free Zone. The 
project will include a Duty Free Port.

“This will be the only duty free port 
in the Caribbean,” says Bomeny. “Grenada 
is the most accessible free port in the 
Caribbean basin, as well as a gateway 
to South America. The project looks to 
create a network of services, business 
opportunities and amenities.” 

In August 2015, Grenada passed 
The Free Trade and Processing Zone 
Act, which granted Urbaniza the rights 
to develop a Free Zone and a Container 
Port, with auxiliary facilities, and touristic, 
commercial and cultural projects.

St. George’s showing the Melville Street Cruise 
pier and The Carenage. Photo courtesy of 
Grenada Tourism Authority.
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“Under the expanded agreement, 
Urbaniza may declare a ‘delimited space’ 
anywhere in the territory of Grenada as a 
free zone area and license other companies 
to develop the property. This could be 
inside the airport, port, as well as any other 
place of interest for the Concessionaire,” 
she said. 

“We operate under a business-to-
business philosophy and are offering a 
new business model that will become a 
benchmark for trading and networking. 
It will allow integration of a variety 
of diverse industries, expand trade 
opportunities and minimize bureaucratic 
regulations,” she says. 

Maurice Bishop International Airport 
expands 

Grenada is in the midst of an 
important renovation and expansion 

of the Maurice Bishop International 
Airport, with greatly expanded 

duty free shopping. 
The Grenada Airport 

Authority (GAA) is 
adding capacity 
with a new 
building behind 
the current 
building and has 
just opened a 
second level at the 
original facility 
that will house the 
gates for British 
Airways, Jet Blue, 
Delta and Air 
Canada, confirms 
Wendy Francette-
Williams, General 
Manager of GAA.  
LIAT, Carib Air, 
Virgin Atlantic and 
American Airlines 
will currently 
remain on the 
first level. The 
new second level 
features a VIP 
lounge, which has 

already opened, and several coffee shops 
and restaurants.

It will also feature between six and 
eight duty free stores that will be operated 
by Rouge Grenada, which was granted the 
concession last year. 

“The new concession covers 
fragrance, skin care, cosmetics, liquor, 
tobacco, jewelry, watches, handbags, 
electronics as well as gift items,” says 
consultant Raymond Kattoura, whose 
company Duty Free & Travel Retail Group 
Inc. is spearheading business development 
for Rouge Duty Free Retail Caribe. 

Rouge will begin operating using 
gondolas and temporary stands until the 
shops are fully constructed, says Kattoura. 
Rouge will also continue to operate its 
existing store on the first level of the 
airport, and will be opening a new arrivals 
store in 2017. 

Dufry is also operating two duty free 
stores on the first level of the airport. 

Rouge Grenada, a subsidiary of 
Buenos Aires-based Perfumerias Rouge, 
also opened a flagship duty free store at 
the Port Louis Marina to serve the yachts 
in the marina as well as other visitors to 
the popular destination. This shop carries a 
full array of duty free products, including 
spirits, fragrances and cosmetics, jewelry, 
sunglasses and accessories. Rouge is 
also adding three new shops at Grenada’s 
Spiceland Mall in St. George’s. These 
shops will be located in the new section of 
the Mall under construction, due to open 
shortly.                 

                                   Lois Pasternak

The historic Grenada Library building will be transformed into a food and 
music court by Urbaniza during a revitalization of The Carenage area. Photo 
courtesy of Urbaniza. 

Port Louis Marina showing the new Rouge duty free store right in front of the yachts (first red roof). 
Photo L. Pasternak
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Prime Minister Dr. Keith Mitchell: 
How Project Grenada is propelling our nation 

Grenada Prime Minister Dr. Keith 
Mitchell had held office for 13 years, from 
1995 to 2008, and then returned to office in 
2013, when his New National Party (NNP) 
won all 15 seats, an unprecedented election 
result.

With this mandate, the new 
administration launched Project Grenada. 
TMI’s Lois Pasternak had the opportunity 
to meet personally with Prime Minister 
Mitchell to discuss his vision of Grenada’s 
future and how he hopes the country will 
achieve it under Project Grenada.

“The concept of Project Grenada 
came out of the fundamental understanding 
of what had stratified this country in the 
past and where we would like to see it 
go in the future. We know that we have 
not achieved the level of investment and 
development that we should have over 
the years, especially with the potential of 
this country. We know that we have the 
human resources in our young population 
to go forward. We have serious potential 
in agriculture, serious potential in tourism, 
and tremendous opportunity on all levels, 
because of the natural beauty of the country 
and a peaceful and stable economy,” said 
Prime Minister Mitchell. 

“So why have we not achieved that 
level of development?” he asked. 

“It was disharmony and political 
infighting within the country – the 
unnecessary creation of political 
problems—that had prevented us from 
achieving our potential in the past. We 
don’t all have to agree on everything but 
there are some fundamental things that 
we ought to agree on. We should not have 
differences about where the country’s 
success lies. We might disagree on how to 
approach this, but not on the objectives. 

“We realized we needed all the 
players onboard, a collaboration, if our 
government was to work. We called on the 
trade union movement, who had opposed 
me, and invited them to participate in the 
decision-making process. And they came 
onboard. Then the business community 
agreed, the churches agreed and the civil 
society organizations – all the stakeholders 
agreed. So every month, without exception 

over the past four years, we meet and 
update the government and all the 
players. The performance of the economy 
suggests that we are succeeding. We have 
appointed a monitoring team made up of 
non-government people to assess every 
performance of the government. 

“This is Project Grenada, and since 
that election, we have begun a number of 
new initiatives and incoming investment 
is swelling. Our country is peaceful and 
calm; there is a perception that Grenada 
is moving forward and we are seeing 
economic spinoffs. 

“Despite the fact that we are limited 
by loan restrictions in some things that 
we can do, we had the highest GDP 
growth level in the Caribbean region. Our 
unemployment is still high, but is coming 
down. So this is a major achievement.

“We have some important projects 
about to commence, such as the airport 
and the Free Zone and The Carenage 
redevelopment. We are very happy that 
Urbaniza has come in. They seem to 
have some serious plans for development 
and we will do what we can to fast track 
facilitation of the project. This is in motion. 

“Looking ahead at Grenada’s tourism 
over the next five years, certainly we need 
more hotel rooms, and transport (air lift). 
That is a fundamental weakness we have. 
You can’t have one without the other. 

“I would also like to see much more 
improved facilities, commercializing 
some basic sites somewhat. But the 
government cannot run these. This needs 
private investment. I would like to see 
investors bring in the local people, train 
them appropriately, and let them manage 
the property. Help them with the necessary 
investment. And these local people will 
protect the investment, much more than 
government will. Business to business. 
Employing people. When the tourists come 
here we can show them all these beautiful, 
unique places. 

“And what is unique here? We are 
the Spice Islands. Our mountains, our 
rain forest, our spice and fruit trees, our 
monkeys, these are treasures. In addition to 
our beaches we have Eco-tourism, hiking 
the mountains, experiencing the waterfalls 
and the little streams flowing with water 
from the mountains, swimming and drinking 
from the natural pools, picking and eating 
a mango from a tree, seeing our natural 
beauty. This is what people want now.  

“I would also like the ability to attract 
more of our former citizens who left and 
went away. The diaspora. It is important 
to not just attract foreign investors. We 
want to attract more local investment and 
investment from our citizens who have left. 
When these people put boots to the ground, 
they are here for good.”

Grenada Prime Minister Dr. Keith Mitchell
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SeaTrade 2017: Buoyant cruise executives predict 
flourishing opportunities for growth

The global cruise ship industry – with 
more than $50 billion in new builds on 
order --is in its largest growth era ever, said 
Andrew Williams, SeaTrade CEO at the 
kickoff of the State of the Global Cruise 
Industry Keynote at the SeaTrade Global 
event presented in partnership with Cruise 
Lines International Association and the 
Florida-Caribbean Cruise Association, 
March 13-16 at the Fort Lauderdale/
Broward County Convention Center.

With orders for 74 new cruise ships 
that will enter service over the next decade, 
Williams said that more berths translate 
into more passengers, more ports and more 
destinations. 

All of which represent new 
opportunities for the travel retail industry. 

“It’s all about appealing to and 
exceeding expectations,” added CLIA 
President Cindy D’Aoust in her 
introduction. CLIA says that 25.3 million 
people are expected to take a cruise 
globally this year, up from 15.8 million 
only ten years ago. 

And the industry has immense 

opportunities ahead, especially as Asia 
continues to develop. 

“Asia has the potential to surpass 
North America as the largest cruise market 
within the next ten years,” she said, a 
theme that was repeated throughout the 
event. “Japan alone had 1500 port calls last 
year,” she said. 

The industry is committing itself to 
this market, she said, either by refitting 
existing ships or bringing new ships. 

The leaders of Carnival Corp. & plc, 
Royal Caribbean Cruises Ltd., Norwegian 
Cruise Line Holdings and MSC Cruises 
then each presented a talk on a specific 
topic, after which they met in a panel 
to debate some questions moderated by 
CNBC reporter Susan Li.

Carnival President and CEO Arnold 
Donald addressed technology and 
innovation, Royal Caribbean Chairman 
and CEO Richard Fain spoke about 
environmental and safety practices, NCLH 
President and CEO Frank Del Rio was 
passionate about destinations and MSC 
Cruises Executive Chairman Pierfrancesco 

Vago discussed shipbuilding. 
Donald’s talk on innovation focused 

not on technology (Carnival Corp.’s 
groundbreaking Ocean Medallion wearable 
tech, designed to deliver a personalized 
experience, is launching on three new 
Princess ships beginning in November), but 
on connecting with people. 

“Our industry is built on dreams and 
our job is to make those dreams come true. 
For us it is all about the human spirit, the 
human element.

“Innovation makes our guests feel 
connected,” he said, explaining that with 25 
million cruisers no one size fits all, which 
is why Carnival Corp. offers so many 
choices. “Princess is romance, our Carnival 
brand is family fun, Holland America is 
entertainment and Seaborne is all about 
pampering. 

“We have to ‘emote’ the character 
of each cruise brand and make our 
interactions meaningful,” he stressed.

The emphasis on the guest experience 
is also behind Carnival Corp.’s recent 
announcement that it will be building some 

(L-R) Arnold Donald of Carnival Corp. joined Frank Del Rio of Norwegian Cruise Line Holdings Ltd; Pierfrancesco Vago of MSC 
Cruises and Richard Fain of Royal Caribbean Cruises Ltd in the keynote State of the Cruise Industry presentation at SeaTrade 
Global on March 14, 2017, moderated by CNBC reporter Susan Li.
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new ships in China: “Our China partnership 
is designed to build ships that cater to our 
Chinese guests, providing them with the 
design, the food and the entertainment that 
appeal to them.”

“New gadgets are nothing unless 
they are fully integrated into the guest 
experience,” he stressed. 

MSC Cruises Executive Chairman, 
Pierfrancesco Vago, next spoke about 
building visionary ships. 

“When building a new ship you must 
know how to envision what people will 
want in several years,” he cautioned, as he 
described the evolution of ship design since 
the 1950s when transatlantic vessels were 
built for transportation, not cruising. 

“There were no balconies,” he pointed 
out. 

“But the 74 new ships to be built in 
the next 10 years, at a value of $51.7 billion 
shows the commitment of the industry for 
long-term investment,” he said. 

Vago’s rather technical discussion 
spoke about design and technical 
considerations as they pertain to MSC’s 

upcoming Seaside vessel with an entirely 
new design. Normally the bigger a vessel’s 
volume, the less the outdoor space, he said, 
but builder Fincantieri came up with ways 
to create more outside spaces, which will 
include space for more shops and other 
amenities. 

“What amazing toys we play with!” 
Vago concluded.

“I love destinations,” chanted NCLH’s 
Frank Del Rio throughout his presentation. 

Where are we going? is always the 
first questioned asked, he said, and the 
destination is the number one reason for 
a cruise purchase decision, “otherwise we 
would all be sailing cruises to nowhere,” he 
quipped.

The destination is also the biggest 
determination of profitability, he said. 
“Seasonality and scarcity determine 
profitability -- demand for Caribbean 
cruises wane in the hot summer months, 
whereas Europe can offer thousands of 
itinerary possibilities,” he said.

Determining destinations is 
challenging and rewarding, said Del Rio, 

but optimizing deployment is essential to 
optimizing yields and onboard revenues. 
Picking the right destinations will also 
appeal to past guests, many of whom are 
“experience collectors,” he said. 

The challenge today is geopolitical 
issues that put destinations off-limits. 
“We have to be resilient in the face of 
challenges, with diversified sourcing 
and backup plans,” he said, listing the 
loss of destinations like Tunisia, Libya, 
Egypt, Turkey and Odessa. “There are 
40 UNESCO Heritage sites in Turkey we 
cannot visit,” he said. 

RCCL Chairman and CEO Richard 
Fain gave an impassioned overview of 
environment and safety.

Speaking on behalf of the industry, he 
said “We don’t compete on environment 
and safety. We all work together. 
Environment and safety are areas of 
collaboration.

“We focus on continuous 
improvement, setting ambitious goals and 
ever higher standards. We all make our 
living from the ocean, we must protect 
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Cruising appeals to Millennials, says CLIA study
Want to reach that all important but 

elusive Millennial traveler? 
Look for them on a cruise ship, says 

Cruise Lines International Association 
(CLIA) in its recently released Cruise 
Travel Report that measures attitudes, 
behaviors and travel preferences of cruisers 
and non-cruisers.

A key highlight of the study defines 
a new “Cruise Generation,” outlining 
the growing number of Millennials and 
Generation X travelers embracing and 
enjoying cruise travel.

“While there is a wealth of findings 
in the 2017 Cruise Travel Report, one 
that stands out is that cruise industry has 
been successful in engaging younger 

generations,” said Cindy D’Aoust, 
president and CEO, CLIA.

Today, cruise travel has become the 
most popular travel preference among 
younger generations, including Millennials, 
creating a new “Cruise Generation.”  This 
generation rates cruise travel as the best 
type of vacation compared to land-based 
vacations, all-inclusive resorts, tours, 
vacation house rentals, and camping and 
90% that have experienced cruise travel say 
they will continue to cruise. 

The results of the Cruise Travel 
Report also indicates that cruising is 
experiencing a rejuvenation as Millennials 
and Generation X are becoming enthusiast 
cruisers and the Cruise Generation is 

adopting the cruising lifestyle.

Diversity at Sea 
Contrary to common perceptions, 

according to the study sample, people who 
take cruises are younger than those who 
take land-based vacations. The Cruise 
Generation is also more diverse than the 
Non-Cruisers. Three-quarters of Cruisers 
are White/Caucasian compared to 84% 
of people who take land-based vacations.  
African Americans represent 11% of 
Cruisers, versus 6% of Non-Cruisers. 

Asian Americans make up 7% of 
Cruisers versus 5% of Non-Cruisers; 
and Latinos make up 14 % of Cruisers 
compared to only 8% of Non-Cruisers.

it. The ocean is the greatest resource we 
have,” he said, noting that RCCL has a 
dedicated environmental officer to oversee 
each ship.

With a commitment that ranges from 
enforcing zero trash overboard, to using 
advanced wastewater purification systems, 
RCCL has established clear measurable 
targets. “What you measure, gets better,” 
he says. 

Fain generated a “sea” of applause 
when he stated that the onus is on the 
industry to protect the environment in an 
era when the government steps back.

Discussing safety, Fain reminded the 
audience that every day the cruise industry 
is taking responsibility for thousands 
of lives, both crew and passengers. 
“Remember, they don’t stop being human 
when they board your ship.”  

He mentioned the positive results he 
has seen in defusing a volatile situation 
when his crew are wearing auto cams. 
“When someone sees they are being 
recorded it helps cool them down right 
away.”

The panel discussion addressed such 
topics as what is driving the business – 

experiences, was the consensus, and what 
keeps the executives up at night. While the 
response was unanimously positive-- “Our 
customers are happy. The economy is 
doing well,” said Frank Del Rio – Carnival 
Corp.’s Arnold Donald probably summed 
up the industry’s biggest fear: “The only 
thing that stops our industry is people’s 
inability to travel. As long as the world 
stays open to travel, we’ll do fine. If the 
world shifts to closed borders that would be 
a problem.”
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Jamaica focused on cruise development and plans to transform 
Kingston into major port destination

If Jamaica has its way, the largest 
English-speaking island in the Caribbean 
will become the most significant cruise 
destination in the Caribbean. Jamaica’s 
tourism leaders, along with the Port 
Authority of Jamaica, are focusing on 
increasing greater awareness of Jamaica 
as a leading cruise destination, and will 
invest millions in upgrading and expanding 
facilities to improve guest satisfaction. 

The island, which is well positioned 
to capitalize on more liberal U.S. policies 
towards Cuba, has signed an exchange 
agreement with Cuba and also began plans 
to re-establish a Jamaica-Havana cruise 
itinerary. Jamaica officials recently met 
with cruise officials from leading cruise 
companies to explore the options.

Jamaica welcomed 518 cruise ship 
port calls in 2016. One day nine ships 
simultaneously visited the island in the 
ports of Falmouth, Montego Bay, Ocho 
Rios and Kingston, bringing a record 
20,000 visitors, said Director of Tourism 
Paul Pennicook during a presentation at 
SeaTrade. Overall, Jamaica welcomed 
3.85 million tourists last year, up by 
four percent, of which 1.66 million were 
cruisers.  

The island expects that number to rise 
to more than two million cruisers in 2017. 

Pennicook noted that Jamaica offers cruise 
visitors more than 150 distinct attractions 
and fittingly, was awarded 2016 “World’s 
Leading Cruise Destination” by the World 
Travel Awards.

The strategy to regain its premier 
destination status focuses on improving the 
infrastructure, upgrading and expanding 
its ports to accommodate more and larger 
ships, revealed Jamaica’s Minister of 
Tourism Edmund Bartlett during the press 
briefing.

A key element of the program includes 
developing Kingston as a “major dynamic 
destination,” he said. Currently primarily 
a cargo port, Kingston sits on the largest, 
deepest natural harbor in the Caribbean, 
perfectly situated to become a major cruise 
destination and port. In order to enhance 
the guest experience and “assure a seamless 
and safe port arrival,” Minister Bartlett said 
that Jamaica is prepared to invest heavily to 
develop the areas around the Kingston port 
to assure safety and security.  

With the development of Kingston, the 
Minister sees new cruising opportunities 
including a revival of a Cuba-Jamaica-Haiti 
itinerary. He also sees interesting potential 
from the burgeoning Asian market, 
especially as China becomes the largest 
outbound tourism market in the world.

“We want them to come to Jamaica,” 
he said.

The plans also call for an expansion 
of Jamaica’s Port Antonio, so that it can 
receive more calls from boutique ships, and 
a training program to prepare many more 
Jamaican citizens for careers in the cruise 
sector.  

Jamaica is aiming for five million 
visitors by 2021, and US$5 billion in 
tourism earnings.

“Jamaica is experiencing monumental 
growth as a cruise destination,” said 
Minister Bartlett, who plans to aggressively 
market the country’s potential as a 
destination. 

The Port of Falmouth, Jamaica

Jamaica Minister of Tourism Edmund Bartlett
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SeaWalk floating piers, under representative Captain Svein 
Sleipnes, generates great interest in the Americas and Caribbean

One of the most exciting 
developments for destinations trying to 
grow their cruise traffic is SeaWalk, the 
patented floating cruise pier system owned 
by Norway-based Cruise Ventures AS.

Last April, Cruise Ventures appointed 
Captain Svein Sleipnes as its representative 
in the Americas and Caribbean, and the 
respected former Norwegian Cruise Line 
executive reports tremendous interest in the 
innovative system. 

Capt. Sleipnes brought more than 20 
years of extensive cruise line operations 
experience to his new role, from both the 
shipboard and shore side of the business.  

The Chairman of the Cruise Ventures 
board, Ole Heggheim, brought Sleipnes 
onboard because of his “extensive 
experience from marine operations and port 
development, together with his network 
throughout the region,” in order to reach 
their “high expectations for the SeaWalk 
cruise pier system in the Caribbean.”

Sleipnes has had a busy year to date 
and reports that the company is on the 
verge of announcing several important 
SeaWalk projects throughout the Western 
Hemisphere.  

The technology behind the SeaWalk 
floating pier concept can prove a boon 
to ports looking to grow their cruise 
business without extensive infrastructure 
investment.

“We are able to deliver a full service 
cruise pier in 12 months or less at half the 
price of a normal pier,” explains Sleipnes. 
“This enables cruise lines to develop new 
ports, and existing ports to quickly expand 
their capacity. This will also improve 
passenger satisfaction since the ship can 
dock vs tender.

“SeaWalk can create substantial value 
for our customers, and the fact that it has 
no environmental impact makes investing 
in the SeaWalk system very appealing,” he 
adds. The pier is even retractable, Sleipnes 
told TMI. 

The SeaWalk system is a patented 
floating full service cruise pier system that 
can be delivered worldwide in less than 12 
months. It has the capacity of 4,000-6000 
pax per hour, and it secures an easy flow of 
the passengers. As a floating structure there 
is no environmental impact or interference 
with the seabed. By last year, four SeaWalk 
systems had been produced, including one 

that was installed in the Port of Stockholm 
in May 2016.  

Additionally, the SeaWalk technology 
has been introduced for many other 
applications such as power barges and 

offshore piers which represent a very 
promising market. 

For more information, go to www.
seawalk.no and contact Capt. Sleipnes at 
ss@seawalk.no

Norway based Cruise Ventures AS has 
four SeaWalk floating piers in operation in 
Scandinavia, and is poised to announce new 
contracts in this region. Former Norwegian 
Cruise Line executive Captain Svein Sleipnes 
represents the concept in the Americas and 
Caribbean. 
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Royal Caribbean signs deal with The Bahamas 
to build pier at Coco Cay and open hospitality school 

Royal Caribbean International has 
signed a multi-year agreement with the 
government of The Bahamas to invest in 
major enhancements to the private island of 
Coco Cay. 

The improvements include the 
construction of a fixed pier, which will 
enable the island to accommodate the 
cruise line’s Oasis-class ships, the biggest 
cruise ships in the world. Coco Cay is 
currently a tender port. 

The new agreement also includes 
providing new amenities and spaces for 
Bahamian vendors and craftsmen, as well 
as a training program. 

“There will be a new craft market 
place, shore excursion building, bike and 
equipment rentals building, transportation 
center, suite guest building, a new active 
aquatic zone, additional food and beverage 
facilities and associated infrastructure 
and landscaping -- and every one of those 

areas speaks to jobs for Bahamians,” said 
the Bahamas Information Services in the 
official announcement. 

The Royal Caribbean Cruises training 
academy in The Bahamas will commence 
in 2017 to provide Bahamians who aspire 
to a shipboard career with a unique 
opportunity to participate in innovative 
training and development, said Prime 
Minister Perry Christie in the statement. 
Royal Caribbean has agreed to employ a 
minimum of 200 qualified graduates of the 
training academy annually. 

“The goal is to prepare qualified 
Bahamian students for careers at sea on 
board one of Royal Caribbean’s many 
cruise ships around the world and to 
provide them with valuable and marketable 
hospitality skills,” he added. 

Construction will be complete in 
2019, with some phases finished as early as 
next year. 

Air service to Cuba:  
Too much, too soon for 
some airlines

Fort Lauderdale-based Silver Airways 
is one of four carriers who have cut back 
or canceled air service to Cuba, citing 
overcapacity and competition.

Silver, which had offered flights to all 
nine regional airports in Cuba, will suspend 
all flights to the island on April 22.

“However, Silver will continue to 
monitor Cuba routes and will consider 
resuming service in the future if the 
commercial environment changes,” said the 
airline in a statement.

Denver-based Frontier Airline is 
canceling its Miami-Havana route starting 
next June 4 due to high costs and low 
demand.

“Market conditions did not materialize 
there, and there is excess capacity in the 
Florida-Cuba market,” said the airline in a 
statement.

American Airlines – which offers 
service to Havana, Holguín, Santa Clara 
and Varadero --has reduced its number of 
Cuba flights and Jet Blue, which still offers 
nearly 50 weekly round-trip flights between 
the United States and four Cuban cities, has 
switched to smaller aircraft.

Perry Christie, Prime Minister of The Bahamas 
(left) and Michael Bayley, President and CEO, 
Royal Caribbean International (right)

Barbados:  Air visitor arrivals at all time high 

Barbados attracted 631,513 
stay-over visitors in full year 2016, 
an increase of 6.7%, or 39,641 more 
visitors than 2015, reports the Barbados 
Statistical Service.

Minister of Tourism and 
International Transport Richard 
Sealy said that the increase signals 
opportunities for expansion within the 
industry.

Every month in 2016, with the 
exception of April, visitor arrivals 
increased, led by December (67,643), 
November (62,802), January (62,338) 
and February (60,969).

 The highest growth was recorded in 
November when arrivals grew by 18.5% 
to 62,802. Even September, a generally 
slow period, enjoyed growth of 10.5% 
compared with September 2015.

U.K., U.S. retain lion’s share
As in previous years, the United 

Kingdom remained Barbados’ primary 
source market, contributing 35% of 

stay-over arrivals to the island. In 2016, 
218,638 UK visitors visited the island, 
up 2.1% over 2015. 

The U.S., with 27% of the market, 
followed in second position with 
168,945 arrivals; an increase of 14.1% 
compared to 2015.

The Caribbean contributed 15% of 
business, with 99,679 arrivals (Trinidad 
& Tobago, 34,000 arrivals and Other 
Caribbean, 65,679 arrivals). These 
numbers were up 14.6% and 12.6% 
respectively over 2015.

Canadians accounted for 12% of the 
arrivals to Barbados in 2016, up 5.9% to 
78,903.

Europe maintained its 6% share of 
overall business, with Germany as its 
top performer.

According to in-house figures 
from the BTMI, there was also a small 
contribution from Central and South 
America, particularly Colombia, where 
arrivals grew from 776 during 2015 to 
2,350 during 2016.
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Actium/Saint-Honoré partnership acquire 
Cartier Boutiques on St. Maarten & St. Barts

Miami-based Actium and its joint 
venture partner Panama-based Saint-
Honoré announced that they have acquired 
the Cartier Boutiques on the duty free 
islands of Saint Bart (Saint Barthelemy) 
and Sint Maarten and simultaneously 
signed a new long term agreement with 
Cartier to operate them.

“These boutiques complement our 
retail portfolio of exceptional luxury brands 
(Hermès and Gucci) and makes us the only 
company in the Americas to partner with 
three of the top four luxury groups in the 
world measured per market capitalization 
(Hermès, Richmont and Kering),” Actium 
owner Philippe Giraud tells TMI.

The Sint Maarten Boutique, located in 
Front Street in Philipsburg, is 1500 square 
feet. The Saint Bart Boutique, located at the 
landmark Carre d’Or in Gustavia, is 700 
square feet, says Giraud.

Record cruise arrivals, 
new amenities for 
Martinique 

Martinique welcomed a total of 
375,976 cruise passengers to the six ports 
of call on the island in 2016, an increase 
of 21.17% from 2015.

The French island boosted its 
amenities with free rides to downtown 
Fort-de France on its 22-passenger “Blue 
Solutions” solar/electric and A/C buses. 
The buses stop in front of Les Tourelles 
and Pointe Simon Terminals during the 
cruise season, and visitors can go to 
historic attractions, dining and shopping 
options.

The Les Tourelles cruise terminal was 
also revamped and offers free wi-fi.

Actium’s Philippe Giraud and St. Honoré’s 
S. Fazal Abbas (2nd and 3rd left) at Cartier 
Boutique in St. Maarten. 
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Latin America: Recession draws to an end?
John Gallagher looks at the health of the leading economies in Latin America and how this is affecting the travel 
retail business. Is the recovery just around the corner?

The protracted Brazilian economic 
and political crisis and persistent 
economic problems in Argentina continue 
to affect the health of the travel retail 
business in Latin America. Although 
recent indicators point to signs of a 
potential recovery, solid GDP growth is 
clearly some time away.

Border stores recover
Brazil’s exchange rate stability over 

the last few months has encouraged the 
middle classes to travel around the region 
and Uruguayan border shops and the low 
tax shops in Paraguay report a busy start 
to the year. 

The austerity measures taken by 
President Temer and his economic 
team also seem to be taking effect, with 
inflation falling to a 4 year low of 5.4%. 
This resulted in a 75 base point cut in 
SELIC, the key Brazilian interest rate, 
last month. 

However, ongoing revelations 
stemming from the extent of the 
corruption scandals are likely to affect 
business and consumer confidence for 
some time to come. Over the next few 
months the government will seek to 
reform the Brazilian pensions system, 
which could lead to more social unrest. 

In spite of the problems, economic 
analysts forecast a 0.6% GDP increase 
in 2017, and a more substantial 2.2% 
increase in 2018. The two-year long 
recession appears to be ending but 
growth of private and government 
investment is critical to guarantee a 
lasting recovery. Both will stimulate 
private consumption and with the 2018 
election year looming, the government 
may increase spending to ensure a 
favorable result.

Still crying in Argentina
Consumer and business confidence 

in Argentina remains at low levels as 
the promised economic recovery has 

not materialized. The Macri government 
has taken some important restructuring 
measures since coming to power 15 
months ago but inflation continues 
to hover between 35% and 40% and 
unemployment shows no signs of falling. 
Government figures indicate that GDP 
fell by 2.2% in 2016 but observers agree 
that growth should be around 3% this 
year, with a similar increase in 2018. 
Financial observers expect inflation to 
drop to 21-23% this year and to fall to 
around 15% in 2018.

The exchange rate is floating in a 
band between 15.50 and 16 pesos to the 
US$ and some analysts say that rates 
will have to be around 18 to ensure an 
increase in exports and attract internal 
investment. As the government seeks 
to limit wage increases in the annual 
bargaining negotiations that begin 
this month, labor unions will look for 
substantial increases so that workers 
do not lose purchasing power. Rumors 
of general strikes promise to further 
slowdown economic activity. With mid-
term elections due in October, Macri 
and his economic team may be tempted 
to announce measures to stimulate 
consumption and investment prior to this 
date.

Pacific Coast countries still growing
With the outlook in Argentina and 

Brazil unclear for at least another year, 
the good news in Latin America once 
again comes from Chile, Colombia and 
Peru. Although economic growth has 
slowed in these three countries, GDP 
increases in all three continue to be 
positive. Analysts expect Chile to grow 
2.0% this year, Colombia will be up 2.4% 
and Peru should advance by 3.9%. Many 
observers predict even stronger growth in 
all three countries in 2018.

Positive passenger numbers
Healthy economies usually 

mean good passenger throughput at 
international airports. Traffic grew at 
Lima to 18.8m passengers in 2016, up 
10.1% on the previous year. Just over 
20m passengers used Chilean airports, 
up 10.4% on 2015 with international 
passengers, almost exclusively at 
Santiago, increasing by 11.5% to 9.2m. 
Traffic at Bogota’s Eldorado Airport 
was up by 3.5% to 15.7m – growth of 
international travelers was even more 
dynamic, up by 6.6% to 5.01m.

In spite of the troubled economy 
the airports controlled by Aeropuertos 
Argentinos 2000 (AA2000) performed 
well with total traffic up by 7.2% to 
31.47m. Domestic passengers totaled 
18.16m, an increase of 2.7% with 
international travelers rising by 7.7% to 
12.18m. 

But there was depressing news at 
Sao Paolo Guarulhos, Brazil’s biggest 
airport, where passenger numbers fell by 
6.1% to 36.6m; international traffic fell 
only slightly to 13.49m, a decrease of 
0.9%, but domestic numbers fell by 8.9% 
to 23.1m. The news at other Brazilian 
airports was similarly disheartening. 

The recession may have touched the 
bottom in the powerhouse economies but 
it will probably be at least another 12 
months before we see dynamic growth in 
the travel retail business.
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Monalisa inaugurates its La Cave wine cellar in Asuncion 
Paraguay-based luxury retailer 

Monalisa has re-created its iconic La 
Cave, an exclusive space dedicated to 
selective wines and champagne, in its 
new flagship in shopping center Paseo 
La Galería in Paraguay’s capital city of 
Asuncion.

The elegant La Cave in Asuncion 
is an “improved” replica of the retailer’s 
historical wine cellar in Monalisa’s famed 
Ciudad del Este location, which was first 
opened nearly 45 years ago and grew to 
become a unique shopping experience 
distinct from its surroundings.

Boasting its own arched entrance way 
leading into its space within the larger 
3,500 sq meter luxury department store, the 
Asunción winery La Cave features a façade 
of brick and warm woods, with designated 
spaces for individual bottles. The selection 
at La Cave is immense, and wine lovers 
can choose from among some 500 labels 
that Monalisa proudly imports from top 
vineyards from all over the world. La Cave 
even offers customers a private seating for 
tasting.

“Both of our Monsalisa stores are 
open for local residents and tourists,” 

Faisal Hammound, Monalisa president and 
CEO tells TMI. “We are investing highly in 
the local market for the sake of generating 
customer loyalty and steady growth in the 
local market.” 

  Monalisa defines its mission as an 
effort to “import and distribute luxury 
products, in order to enrich the lifestyle 
of our customers. We create opportunities 
to contribute to the growth of our country, 
ensuring individual and collective 
success.”

La Cave is the latest iteration of 
Monalisa’s philosophy of retail luxury.
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London Supply to open Apple store in Puerto Iguazu as 
fine-tuning brands and expanding offers bring results

London Supply is unveiling a huge 
new draw to its destination flagship store 
in Puerto Iguazu, when it opens an Apple 
store at the end of March.

This is just one of the changes that the 
Argentine travel retailer has undertaken 
to attract shoppers following last year’s 
uncertain economy and tough sales 
environment. Using creative promotions, 
new brands and an expanded offer, the 
company begins 2017 with a rebound in 
sales, and new opportunities for growth. 

London Supply experienced a mixed 
year in 2016. While sales fell at the 
company’s flagship store in Puerto Iguazu, 
the travel retailer reports solid increases in 
its airports and downtown shops in Tierra 
del Fuego.  

“We started 2016 facing the effects 
of the previous year’s devaluation. Even 
though we had contingency plans in place, 
the devaluation was still a shock when it 
actually began in mid-December 2015. 
The value of the dollar moved overnight 
from 9.50 pesos to over 15 pesos and sales 
suffered immediately,” London Supply 
Commercial Director Maggie Ducos tells 
TMI.

Although the higher currency value 
was relatively stable, it took time for 
consumers to adjust to the new rate, she 
explained: “Consumer confidence in the 
value of their currency has always been 
important in the travel retail business. Even 
more so when there are devaluations.” 

Compared to previous years, 2016 was 
rough, she added. “For several years we 
were accustomed to sales increases month 
after month. Suddenly we were looking at 
sales decreases for the first time in quite 
a while. The first month of 2016 sales 
finished down 35% on the same month the 
previous year at our flagship store in Puerto 
Iguazu,” said Ducos.

London Supply proactively sought 
solutions to weather the steep downturn. 
Ducos says the team analyzed the business 
in detail and to see where improvements 
might be made. 

“Thanks to a number of commercial 
actions, some small and some big, we 
slowly got back on track.  Aggressive 
money-off promotions always get 
customers moving in the stores -- more so 
when the economy is difficult – and we 
used them at different times of the year. 

We also toyed with extended credit terms 
for Argentine customers and a variety of 
in-store promotional programs and these 
actions worked fairly well. As the year 
moved on our visitors became accustomed 
to the new dollar value and sales patterns 
adjusted accordingly. We also realized that 
our prices needed to be tweaked to ensure 
that people would shop with us against 
shopping in other neighboring countries. 

“We ended the year down 10% but 
we should remember that we had three 
very good years prior to this comparatively 
bad year. We think the final figures are an 
excellent result given the circumstances.”

Black days, black weeks, and category 
driven promotions 

Ducos says London Supply also 
worked diligently to increase the size of the 
sales basket of its customers.

“We have been careful not to drive 
prices down unnecessarily but have used 
the Black Friday-type of promotion 
to stimulate sales from time to time. 
In addition, we looked for ways to get 
shoppers to add items to their stable 
purchase of the main categories of drinks 

London Supply’s flagship shopping in Puerto Iguazu is a destination in itself.
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and perfumes. Offering extra discounts 
for customers purchasing an additional 
category was one successful tool to 
increase the value of the sales ticket with 
some shoppers.”

The business in Puerto Iguazu started 
well in 2017, and sales are up around 20% 
compared to the same period in 2016, says 
Ducos.

“That doesn’t mean recovery is here, 
it just means that business is stable – 
exchange rate stability both in Brazil and 
Argentina has certainly helped. The next 
quarter will be more interesting and this 
will give us a clearer idea how the whole 
year will pan out.”

Brazil’s uncertain political outlook 
makes it difficult to predict what will 
happen in the medium term, says Ducos.

“We are ready for the Brazilian upturn 
whenever that happens,” she says. “Brazil 
this year will give us about 60% of our 
total business in Puerto Iguazu.”

The situation in Argentina, which 
accounts for more than 30% of London 
Supply’s total revenues, is also unclear, she 
says.

“The only positive thing is we know 
that Argentine visitors will keep traveling 
and will still come to the [Iguazu] Falls 
for a leisure break. And when they visit 
the Falls, they come to the store and spend 
cash. Inflation may be a worry in the 

domestic market but our prices are quite 
stable and they know that here they will get 
great products at great prices.”

Focus on customer service and the 
shopping experience

“The key for us is to ensure that 
travelers who visit our store are well 
looked after and have the very best 

shopping experience. They will come to 
buy perfumes and liquor – we have to 
entice them to buy something else. That’s 
the key to a better all-around performance. 
When shoppers mix categories we see a 
substantial increase in the average sales 
ticket,” explains Ducos.

London Supply’s category shares have 
remained relatively unchanged since last 
year, she adds. Perfumes and cosmetics, 
followed by wines and spirits, lead sales, 
followed by a “Bazaar” mix of kitchen 
ware, decoration and homeware.

“We used to have big brands in the 
Bazaar, but now we constantly look for 
something different and continue to review 
our offer in this section.”

Fashion textiles have also done very 
well. London Supply expanded the Tommy 
Hilfiger space with good results and this 
year will open a Calvin Klein shop in shop, 
as well as the Apple store, which is located 
in the section that had previously featured 
luxury watches.

“The big novelty this year in Iguazu 
will be the Apple store which is due to 
open in March. We are convinced that this 
will be of great value to both our Brazilian 
and our Argentine shoppers.”

Rio Gallegos Free zone store nearly ready
London Supply is about to open a 

new 2,000 sqm mall in the Rio Gallegos 
Free Zone in Southern Argentina. The 
company won a 30-year contract to operate 
and manage the Free Zone back in 2014 
and within the mall, the flagship will be 

Top brands drive sales at Puerto Iguazu.

Retailtainment and customer service are big draws for London Supply. 

INSIDER



                                     69                                          March/April 2017  IAADFS/MHA Issue

02 years of excellence

a 1,000 sqm general duty free store with 
all major categories.  “The shop is ready 
and is getting fitted out and we hope to 
open sometime in May or the beginning of 
June,” says Ducos.

Targeting local Argentine customers 
who often travel by car to Chile to shop 
in the Punta Arenas free zone, as well 
as visitors from Chile, the new London 
Supply store will carry perfumes and 
cosmetics, wines and spirits, fashion goods 
and foodstuffs. 

“We are sure we have the range of 
products to get them to spend with us. 
Eventually, we will expand all categories 
and create something similar to what we 
have at Iguazu, although on a smaller 
scale,” says Ducos.

Tierra del Fuego rebounds
Following several years of slow sales 

due to import license problems leading 
to lack of product, business at London 
Supply’s stores in Ushuaia and Rio Grande 
is now back on track, reports Ducos. 

 “Tierra del Fuego sales have been 
excellent over the last few months. Last 
year we didn’t have a lot of product and 
when the ban on imports was lifted we 
brought in 12 containers of different 
products. So we could say sales were up 
600% over the year before. 

“To get a better idea of our 
performance, we have to look at the level 
of sales when we had a full inventory. If we 
compare last year’s sales to 2010, we are 
up 30%. It’s a good result but it’s sad that 
we lost four or five years’ sales.”

London Supply is even more 
optimistic about 2017. Tierra del Fuego 
is forecasting 430 cruise ships during the 
season and will be seeing more flights 
from Argentina and neighboring countries 
as well as a Lufthansa charter flight from 
Frankfurt with cruise ship passengers. 

“We have seen very good numbers 
and mix of visitors at the start of the season, 
including a large number of Asian travelers,” 
says Ducos, who says that London Supply 
will expand its downtown store in Ushuaia 
and triple the size of its airport store in 
Ushuaia in the second half of 2017 to 
accommodate the expected growth.

The company plans to increase retail 
space in the main store by 600sqm to just 
over 2,000sqm and add an underground 
car park. With major improvements to 
the store, London Supply will be able to 
reintroduce a number of brands and add 
personalized spaces.

The airport project calls for 

London Supply is concerned that 
brand owners are not sustaining a firm 
pricing policy throughout the region. 

London Supply Commercial Director 
Maggie Ducos comments: “With the 
economic problems we have seen in Brazil 
and Argentina it can sometimes be difficult 
to be firm with the pricing of luxury goods. 
We know that in the domestic market old 
inventories may lie around for a time and 
prices will not move, but in recent months 
we have also noticed that the gap between 
domestic market pricing and duty free 
pricing has been getting smaller. When 
there are devaluations or extreme changes 
in the foreign exchange market, we know 
that pricing can sometimes get out of sync. 
Domestic market pricing in many countries 
has stagnated and in some cases, like Brazil 
for example, pricing has actually fallen in 
real terms.”

 Ducos notes that some domestic 
retailers have been selling at prices below 
replacement cost. “Whereas we can 
understand that some suppliers need to 
ensure their market share stays stable in 
domestic markets, especially when sales 
are suffering, suppliers have still been 
passing on price increases to their duty 
free partners. We are extremely worried 
that if this continues the gap will become 
smaller and clearly we plan to address this 
with our supplier partners over the next few 
months.”

These pricing discrepancies impact 
duty free sales, she adds, particularly when 

consumers have other shopping options 
available. 

“Today, the majority of our customers 
are very well informed. They know the 
prices in every market probably better 
than we do ourselves: in the Argentine 
and Brazilian domestic markets, the U.S. 
market and in all the neighboring countries. 
They are also able to shop online and get 
home delivery of a huge variety of products 
with prices very similar to duty free prices. 
We want to share all this information with 
our suppliers to ensure a level playing field 
for everyone. 

“Our duty free prices are carefully 
structured and based on a fairly complex 
logistics structure and also take into 
account the fees we have to pay to the 
government to operate in the duty free 
zone. Our aim is to give the best price 
to our customer but this is getting more 
difficult as domestic market prices don’t 
seem to move and online prices tend to 
get very close to duty free prices. It’s a 
very complicated situation and the whole 
industry will have to address this if we 
are to continue offering the best possible 
service to our customers.

“We really hope that our suppliers 
will understand this very strange situation. 
The online suppliers are obviously getting 
supplies at very good prices. Argentine 
duties and taxes are not cheap. Home 
delivery is not cheap. But we know that 
people are getting leading brands delivered 
to their home at very competitive prices.”

Pricing issues cause worry 

transforming the current 200sqm store to 
a 600sqm walk-through store which will 
allow the shop to carry a bigger range of 

key categories.
Both projects will go ahead this year, 

says Ducos. 

London Supply’s Tierra 
del Fuego airport and 
downtown Ushuaia stores 
will be renovated and 
expanded this year.
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In-flight innovation from growing ShopGallery store 
in Argentina’s Aeroparque airport

In a major travel retail innovation, 
Buenos Aires-based ShopGallery is 
planning an in-flight shopping program in 
conjunction with Argentina’s flag carrier 
Aerolineas Argentinas. Passengers flying 
within Argentina on Aerolineas Argentinas, 
which controls 80% of the domestic 
aviation market, will be able to make 
purchases onboard via Wi-Fi that can be 
picked up as soon as the passenger arrives 
at his destination airport. 

The company comments: “This is the 
first time that an airline in Argentina has 
offered the possibility of making purchases 
on domestic flights. The traveler will be 
able to see the catalogue online and make 
his purchases via his smartphone or his 
tablet. The orders will be processed in 
the arrival airport by our team and the 
passenger will pick the order up via an 
innovative locker system. Once the traveler 
pays for his order by credit card, he will 
receive a special code which will allow 
him to access the locker to pick up the 
purchase.”

The ShopGallery spokesperson 
confirmed that the company is in the final 
stages of approval with Orsna (the state 
controlled airport regulator) and hopes to 

have the program up and running within 
the next few months. 

“We look forward to developing this 
program throughout the year,” he told TMI.

Unique product offer
The ShopGallery in Buenos Aires 

Aeroparque airport, situated airside in 
the domestic departures lounge, is one of 
the most remarkable duty paid stores in 
Latin America, with a breadth of product 
selection that rivals the best duty free 
operations. At 1,900sqm, it is also one of 
the largest. Only the recently completed 
Dufry store in President Juscelino 
Kubitschek International Airport in the 
Brazilian capital Brasilia is larger. 

Located just after security on the way 
to the gates for Argentine domestic flights, 
the walk-through ShopGallery is almost an 
obligatory stop for many families traveling 
through Aeroparque. 

Since opening in 2001, ShopGallery 
has continually improved both the store 
layout and the selection of brands available. 

This year, for example, the company 
added Tag Heuer, Cross, Swarovski, and 
Caran D’Ache to the range of leading 
Argentine and international brands on sale. 
A special Dior Cosmetic corner was also 
opened, offering a selection of products not 
available elsewhere in Argentina.

ShopGallery’s retail offer is based on 
traditional and non-traditional categories 
and the flagship Aeroparque store features 
fragrances, cosmetics, clothing, spirits, 
confectionery, eyewear, watches, toys 
and baggage. The company also operates 
stores at the domestic departure zone of 
Córdoba International Airport, Mendoza 
International Airport and Bariloche 
International Airport.

 “Our initial objective was to give 
travelers the very best shopping experience 
as they go through the airport, and 16 years 
later this objective remains unaltered,” a 
company spokesman told TMI. “Our team 
at ShopGallery is totally focused on giving 
the best to the traveler and we are always 
looking to improve the selection of brands 
we have on offer. Duty paid sales in our 
flagship store are in some respects similar 
to what a traveler would see if he was 
traveling internationally.” 

ShopGallery’s flagship store in Buenos Aires Aeroparque airport.
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Argentina’s Macri government has 
confirmed its commitment to expanding 
the aviation sector and will invest 
almost 19,000m ARS in infrastructure to 
modernize airports.  

Macri verified that his team will 
not adopt an Open Skies policy but will 
encourage more competition in the aviation 
sector. The immediate target calls for 
doubling the number of passengers flying 
on domestic flights to 23 million by the end 
of 2019. 

Several startup and low cost carriers 
indicated plans to begin operations before 
the end of 2017 during a government 

hearing last December. In March, the 
government authorized Alas del Sur, 
American Jet and Andes to start operations. 
Startup low-cost airline FlyBondi has been 
asked to provide details of purchase or 
leasing contracts before the next stage of 
approval is granted. FlyBondi had proposed 
the most ambitious program, based at 
former military base Palomar, located close 
to Buenos Aires. 

The new operators will be offering 
both domestic and international flights and 
the expansion is a positive development 
for duty paid and duty free retailers in 
Argentina airports.                                  JG

Argentine President commits to Aviation 
expansion

Perfumes and cosmetics is the most 
important category and ShopGallery 
prides itself on the selection of brands 
it offers: “Many brands are not easily 
available in the domestic market and our 
customers know that they can get them 
here. In addition, many brand owners will 
use our store to launch new brands or line 
extensions,” he says. 

Sales increases reflect passenger growth
Domestic passenger traffic has 

grown strongly at Aeroparque in spite of 
Argentina’s troubled economy. Consistently 
high inflation discourages saving and 
Argentines like to travel. When the budget 
does not permit an international trip to 
Miami, Madrid or Rome, they will vacation 
more locally. Puerto Iguazu, Bariloche 
and the Patagonia, Mendoza and Salta 
are popular destinations. More business 
passengers are flying domestically also. 

Sales were strong in 2016, up by 38%. 
“Inflation is only part of the story,” the 
company spokesperson said. “We saw an 
increase of 12% in units sold, which is in 
line with the growth in domestic traffic at 
the airport.”

Sales in the first few months of 
this year have been strong as well, as 
Argentines have continued to travel 
extensively during the peak holiday 
season. Domestic flights are full and 
traffic is estimated to be up by at least 5%. 
Looking ahead, flagship airline Aerolineas 
Argentinas continues to renew its fleet and 
strengthen its domestic flying program 
and more flights are being introduced 
throughout the network.

This is good news for ShopGallery, 
which this year will feature Argentine 
TV presenter and model Maria Vazquez 
as Brand Ambassador. All corporate 
communication will feature this popular 
personality and ShopGallery will use 
a variety of social media to project the 
dynamic message that Maria Vazquez will 
project. 

“Maria is the ideal person to portray 
our corporate image via the different 
media. She is very well liked by our 
frequent shoppers and we know that she 
will be of great value to us,” said the 
company spokesperson.

New stores in Salta and Iguazu
In addition to their current outlets, 

ShopGallery hopes to open two additional 
stores in Salta and Iguazu later this year. 

“We have plans drawn up and are 
ready to go when the airports finalize 

renovation plans with the Ministry 
for Civil Aviation and the dates are 
finalized. At the moment the calendar 
indicates that the 120sqm store in Salta 
will be built in April and the 200sqm 
store in Iguazu towards the end of 

the year. The new stores will further 
enhance the  shopping possibilities at 
smaller airports – we plan to select the 
very best sellers of our product offer for 
the benefit of our customers in these two 
new airports.”                 John Gallagher

ShopGallery offers a full range of goods. Top, Aeroparque and bottom, Mendoza.
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Uruguay border sales begin to recover 
The Uruguay-Brazil border trade is 

recovering but still has a long way to go to 
reach the sales volume of the boom years 
of 2012/13, according to Carlos Loaiza, 
secretary general of Chamber of Free 
Shops of Uruguay (CEFSU).

Loaiza told TMI, “Sales in Chuy 
were considerably ahead of last year due 
to more visitors from Argentina and cities 
in Central and Northern Brazil. In general 
business is better than last year but to 
talk of a recovery would not be correct. 
We are still some way from a complete 
recuperation in sales but we are in a much 

better position than we possibly expected 
only a few months back.”

“Chuy saw a bit of a tourist boom and 
all of our members had good sales during 
the high season. January and the first two 
weeks of February were especially good for 
almost everyone. It was more of a mixed 
bag in the other cities. In Rivera and in Rio 
Branco, two of the most important duty 
free towns, sales were only slightly ahead 
of last year but still a long way from the 
excellent figures of a few years ago.

“Stability in the exchange rate of 
the Brazilian Real has helped but the 

better performance of the last two or 
three months is more to do with larger 
numbers of Argentines traveling to the 
beaches in Southern Brazil. The key to a 
more enduring recovery would be a solid 
macroeconomic performance in Brazil and 
we are still awaiting confirmation of better 
economic indicators from our neighbors. 
Things happen quickly on the border 
and as I said earlier we are in a much 
better position now than the one we were 
forecasting towards the end of 2016.”

JG

Mexico City Terminal 2 tender postponed again
Mexico City International Airport has 

several times postponed announcing the 
results of the tender for a 400sqm store in 
Terminal 2. First published in January this 
year, the tender result was expected to be 
announced March 10, and then rescheduled 
to March 15, which again was postponed. 
Financial and technical proposals have 
already been submitted.

This store is of strategic importance 
as it could be key to a future tender of 
the 1800 square meters of retail space 
that was awarded to Panamanian-based 
Grupo Wisa early in 2007. Following 
allegations of money laundering from the 
U.S. government, Mexican tax authorities 

closed the Wisa stores in Terminal 2. Local 
sources say that Grupo Wisa turnover in 
Terminal 2 was in excess of US$50m.

The reason for the delay is unclear 
but aviation observers indicated to TMI 
that Wisa had taken legal action against 
the airport authorities to prevent the tender 
in a bid to protect its contractual rights. 
Wisa won a 12 year concession to operate 
exclusively all duty free stores in Terminal 
2 in 2007.

The Mexican financial press had 
reported that five contenders were looking 
to take control of the store: Dufry, the 
incumbent duty free operator in Terminal 
1, DFS, Duty Free Americas, Motta 

Internacional, and DFASS in conjunction 
with local businessman Carlos Peralta 
Quintero.

However, Motta Internacional CEO 
Erasmo Orillac tells TMI that Motta did 
not bid on the tender. DFA President Leon 
Falic told TMI that his company did not 
bid on the contract, because it was not 
permitted to. Dufry confirmed that it has 
submitted a bid, however. 

At press time, the tender 
announcement had been rescheduled to be 
announced on March 22. TMI understands 
that two companies remain in the running, 
Dufry and DFS.

JG

Fraport, Vinci and Zurich win Brazil airport privatizations
Three European companies won 

concessions to operate four airports in 
the latest round of privatization tenders in 
Brazil.

This was the first round of 
privatizations under the auspices of 
President Michel Temer and deadlines 
were stretched to ensure the success of 
the project. The ongoing investigation 
of alleged corruption in Brazil resulted 
in a noticeable absence of national 
infrastructure companies in the bidding, 
which took place at the Sao Paolo Stock 
Exchange on March 16.

Nevertheless, the government raised 
a total of R$ 1.46 billion, (approx. US$47 
million) which represents a 94% premium 
over the minimum price that had been 
established (R $ 753 million). During the 
life of the concessions the government will 
receive a total of R $ 3.72 billion in fees.

German airport manager Fraport 
AG, a 70% shareholder in Lima Airport 
Partners, won the rights to operate Porto 
Alegre Airport with a bid R$ 290.5m. Porto 
Alegre served 7.65m passengers in 2016, of 
which 363,700 were international. Fraport 
also made a winning bid of R$ 425m for 
the contract at Fortaleza Airport (5.71m 
/ 227,300 international). Fraport was 
one of the most notable losers in the last 
privatization round where it unsuccessfully 
bid on the Rio De Janeiro Galeão 
concession.

With a bid of R$ 660.9 m, French 
airport specialist Vinci won the concession 
to operate Salvador de Bahia Airport 
(7.53m total / 310,600 international).  Vinci 
is the manager of Chile’s Santiago Airport.

Swiss based Zurich Airport AG 
won the rights to manage Florianopolis 
airport, the smallest airport of the four with 

3.54m passengers of which 202,600 are 
international, with a bid of R $83.3 million.

The four airports account for 12% of 
passenger traffic at Brazilian airports. With 
this latest round of privatizations, 59% 
of total passenger traffic in Brazil is now 
handled by private companies.

All the concessions are for a period of 
30 years, except Porto Alegre, which is 25 
years; all the winners have the option for a 
five year contract extension.

Unlike the previous rounds, Infraero, 
the Brazilian state-owned airport authority, 
will not partner with the companies that 
won the bids. The Brazilian government is 
expected to announce a new structure for 
Infraero over the next few months and may 
sell off Infraero’s shareholdings in other 
privatized airports.

JG
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On June 27, 1997, Lois Pasternak and Linda Hopkins (under Linda’s Hopkins International Publishing) issued the very first 
edition of the Travel Markets Insider newsletter! Sent by fax, the one page news sheet was issued weekly and became the first regularly 
published “digital” letter in the global travel retail industry.

The lead story in issue No. 1 was the Privatization of Panama’s Tocumen airport. Issue No. 2 (July 4, 1997) featured the bombshell 
news that Duty Free International had agreed to sell out to UK-based British Airport Authority (BAA) for $674 million. Issue No. 3 
(July 11, 1997) announced that St. Kitt’s new cruise harbor, Port Zante, was open and expected to be a boon for retailers and cruise lines, 
along with the news that Weitnauer America was in talks to open a store in Oakland, California and that Canada’s Frontier Duty Free 
Association was promoting border shopping with a brochure campaign. 

From this humble beginning, TMI has recorded the ups and downs that accompanied the incredible growth and maturation of the 
industry in this part of the world. Over the past two decades, through good times and bad, we have regularly reported the news about 
travel retail in the U.S. and Canada, the Caribbean and Latin America. 

As we celebrate this milestone, TMI asked some of the many industry friends and colleagues who have taken this journey along with 
us to share their observations about the changes that have taken place during this time.  Thank you one and all for taking the time to be a 
part of this brief retrospective.

The Duty Free/Travel Retail industry can be very seductive. Many of us who work in the business find it difficult to leave the 
channel. The average tenure of our respondents is about 30 years, with the longest being 42 years and two relative new-comers at only 12 
and 13 years respectively! The time passes quickly in the glamorous world of travel retail, it seems.

Despite the image of “glamour,” the defining event that has guided, transformed and directed our business during the past two 
decades was the terror attacks of 9/11. Nearly every regulation that has impacted the industry followed that horrific event, or subsequent 
terrorism threats.

“No doubt 9/11 changed every rule,” noted Motta Internacional CEO Erasmo Orillac, and TFWA President Erik Juul-Mortensen 
reiterated that the horrendous terrorist attacks had severe consequences for our industry. Essence Corp.’s Patricia Bona eloquently recalls 
that day: “9/11 is in all our memories: The dramatic event triggered fear to travel and heavy security for passengers, as well as new 
regulations for liquid and flammable goods which impacted the traffic and sales in Duty Free.”

Other game-changing developments mentioned by our observers are the rise of competition from the internet and the massive 
consolidation that has taken place among both suppliers and operators. Along these lines, some lament the loss of the small family-
operated shops that were so prevalent in the industry, but have now been replaced by global players. Similarly, many see fewer of the 
personal relationships that had long defined the industry in this part of the world, as more corporate practices take hold. 

Nevertheless, the overriding conclusion of these industry representatives is optimistic for the future: in the long term, people will 
keep traveling, airports and operators are investing in stores and infrastructure, and shopping is an integral part of the experience. They 
see much more potential still ahead. 

20 Years with Travel Markets Insider: 
a perspective from the voices of the industry
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Erasmo Orillac, Motta Internacional CEO
Chairman of the Board, IAADFS

Erasmo has been working in the industry since July 1978, 
although back in the summer of 1969 he was a messenger packing 
merchandise and delivering to passengers at the door of the planes 
at Tocumen Airport in Panama.

The main change he has seen over the past 20 years in his 
company is a greater focus on customer service. Going forward, 
he is optimistic because he sees Latin America improving and 
believes that it is going to be a good market.

As for the short term future in the Americas travel retail 
channel, he says: “The IAADFS’ association with ASUTIL is a 
win-win situation creating a real summit of the Americas for the 
travel retail industry.”

Erik Juul-Mortensen, long time spirits executive 
and since 1999 President Tax Free World Association

Erik’s first experience with duty free was in 1974 working 
with some smaller duty free customers in Denmark. From 2003 his 
responsibility was solely duty free, first in charge of V&S Absolut 
Global Travel Duty Free and from 2005 with Maxxium Global 
Travel Retail.

Erik says that his companies have changed “beyond 
recognition” over the past 20 years, with the V&S Group being 
sold to Pernod Ricard and the subsequent closure of Maxxium 
Global Travel Retail. “My spare time involvement with TFWA has 
lasted all these years and this organization has seen tremendous 
development to where we are today with over 500 member 
companies and very successful events and services for the global 
industry,” he says.

Commenting on the positive impacts he has seen in the 
market, he credits the development in the cruise line business 
combined with the investment in duty free retail at U.S. airports 
that have taken place in recent years for giving the U.S. duty free 
retail landscape a complete new dimension.

While it is difficult for him to predict what will happen in 
travel retail this year, Erik strongly believes in the development 
of duty free in the Americas. “The forecast for the development 
in travel remains positive, and although I see a constant flow of 
challenges coming to us, I believe the industry, working together, 
will be able to overcome these, and also manage to increase both 

footfall and penetration, the deciding factor for increasing sales.”

Jose Luis Donagaray, Secretary General 
South American Duty Free Association (ASUTIL)

Jose Luis, a long-time business executive in South America, 
became involved in duty free in early 2001 when he was appointed 
to oversee ASUTIL.

He has seen many fundamental changes in the business since 
then. Internally, ASUTIL began organizing its annual conference 
directly, moved into a new office and significantly expanded its 
membership. “Our members have different needs now, because of 
the mergers and acquisitions among suppliers and operators, and 
the arrival of big international groups to what had been family 
businesses,” he says.

To Jose Luis, the tragic impact of 9/11 was further exacerbated 
by the crisis in Latin America in 2001-2002. But looking ahead, he 
says:  “The business in LATAM is very cyclical, and the economies 
oscillate. But with every rebound we go higher, and if you draw a 
line, the trend always goes up and will continue to do so.”

He says that in the future, people will continue to travel and 
more people will be traveling. “They will spend in our wonderful 
stores, stores that will benefit from good retail marketing and the 
evolution of the mix between arrival and departures. The digital 
world is wonderful, but there is no self-indulgence in it if you 
want to buy a present for your wife or children. The digital world 
is for daily use products that you don’t need to see and touch to 
appreciate.” 

Michael Payne, 
President & CEO, IAADFS

Washington-based Michael Payne is a 25-year veteran of the 
duty free industry and brings a unique perspective to the industry 
as operating chief of the largest trade organization in the Americas.

He has seen many changes in the industry but says that the 
IAADFS has maintained its focus on advocacy and growth for the 
industry and that hasn’t changed. “But technology, mergers and 
consolidations for both suppliers and buyers and an ever changing 
global mix have fostered major changes in how the Association 
operates,” he adds.

Above: TMI’s Paul and Lois Pasternak in Cannes in 2006. 
Right: Erik Juul-Mortensen with Lois Pasternak in Cannes in 2014.
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Within the context of 9/11, Michael sees that security 
challenges on a global scale but particularly in the U.S., rapid 
technology changes and evolving demographics and emerging 
markets have significantly impacted the industry. 

For the coming year, he sees better economic conditions 
emerging in the Americas. “For the next five years who knows for 
certain but travel is expected to rise, airports are expanding, cruise 
industry growth is explosive and the middle class is growing so 
business for duty free and travel retail should be very positive, both 
in the region and globally,” he says. 

 Laurie Karson, Executive Director
Frontier Duty Free Association

Laurie, who became the director of FDFA 13 years ago, brings 
us the Canadian perspective on the industry. The business on the 
Canadian border has been steadily evolving, and maturing, but still 
manages to maintain a unique identity and personality, perhaps due 
to the fact that they are individually family-owned.

“The organization has for one changed from the original 
ownership of the land border duty free stores to half of the land 
border stores being run by second generation,” observes Karson. 
“In the last 20 years, the FDFA has had to adapt to technology with 
all of the stores creating websites, some stores offering pre-order 
systems for customers, and an FDFA national consumer website. 
The organization has developed more federal government and 
industry stakeholder relationships and moved our headquarters 13 
years ago to Ottawa from Toronto.”

 While 9/11 took place before Laurie joined FDA, it was 
nevertheless a “game changer,” she says. But other events have 
impacted the industry since then. 

“We have seen passport requirements which were previously 
not required, Visitor Rebate Program elimination, U.S. economic 
issues impacting the amount of U.S. tourism in Canada – all huge 
challenges. We have also been faced with new tobacco legislation,” 
she says. 

Looking ahead, Laurie sees the industry giving greater focus 
on millennials and their shopping habits with marketing strategies 
focused on this demographic. Geopolitics may also have an 
impact. 

“With the Trump administration, we clearly are seeing more 
border policies being enforced that can impact the Canadian/
U.S. border, so we shall see how this plays out,” she cautions. 
Nevertheless, the FDFA is optimistic for the future: 

“We see more opportunities for Americans coming to 

Canada given many Americans see Canada as a safe haven for 
vacations and as a travel destination of choice. This can be a good 
opportunity for the Canadian duty free industry.

“In addition, we have a resilient group of owners and 
operators who have faced many past obstacles and not only 
survived but flourished.”

Andy Consuegra, CEO
Edrington WEBB TRA, 
WEBB Banks

Spirits guru Andy Consuegra has been in the duty free/ 
travel retail industry since 1998 when he was head of sales for 
Diageo in Brazil, which included duty free. Starting in 2003, he 
was responsible for duty free full time with Allied Domecq. After 
working with the biggest spirits companies in the global landscape, 
Andy started his own company 10 years ago. So he has seen 
changes from different perspectives.  

“WEBB was launched 10 years ago with the very thoughtful 
and encouraging article in Travel Markets Insider entitled ‘Industry 
Vet starts Agency’! I will never forget what that did for me and my 
new company! Thank you,” he says. 

Andy believes that 9/11 had the biggest impact on the 
industry, followed soon after by SARS. For the next five years he 
sees continued uncertainty. He is optimistic about the future long-
term though: “But for now, we will experience short term ups and 
downs,” he says.

Travel Markets Insider added special edition magazines for the 
industry trade shows beginning in 2000.

Klaus Mellin, Michael Payne, and Torben V. Ansdersen at ASUTIL in 
Iguazu, Argentina in 2013.
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Sandy Welch
Training and Development Manager
Edrington WEBB TRA

Sandy has held a vast variety of marketing and managerial 
positions with various spirits companies over the years since she 
started with Lars Johansson when he first moved to Miami in 1988. 
“I think we were called Hiram Walker International,” she recalls.  

After stints with Allied Domecq and Pernod Ricard, she 
joined Andy Consuegra’s dynamic team several years ago. To 
Sandy, the biggest change she has seen is the corporate takeovers 
which have ended up creating two top companies – Diageo and 
Pernod Ricard. “EWTRA is one of the few that can compete with a 
complete portfolio,” she says.

While she is optimistic for the future long-term, Sandy fears 
that the personal relationships that long defined this industry are 
becoming a thing of the past, and this loss may fundamentally 
change the character of the business. 

Robert Basan, President
Tairo International 

Robert formed his fragrance distribution company with his 
wife Tania 20 years ago to service primarily the Caribbean market. 
The company is one of the shining success stories in the region. 

Robert says the biggest change for him has been going from 
two people traveling throughout the Caribbean and Mexico to a 
team of experienced veterans specialized in the region.

The most significant event impacting Tairo’s business, he 
says, has been a stronger focus on the potential of the Caribbean/
Mexican region on the part of manufacturers. Looking ahead, 
Robert sees a continuing growth in travel retail consumers to the 
Caribbean.

“Our region is safe, unique, and provides true value to the 
global consumer,” he comments.

Klaus Mellin
Sales agent for Braun/P&G Products in Travel Retail

Klaus has been in the duty free industry since the 1980s and 
founded his own company in 1991 when he entered into a contract 
with Braun GmbH to become their exclusive agents for Travel Retail 
worldwide and selected niche markets. In 2005 Braun became part 
of P&G which gave him access to some additional products. 

“We stayed rather stable and enjoyed steady growth since 
my company was founded. The dramatic events of 9/11 in 2001 
led to a temporary decline of our business in the Americas. 
Fortunately the recovery started without too much delay,” he says. 
Nevertheless, the airport business for Braun products in the U.S. is 
challenging due to a very competitive domestic market and much 
smaller domestic margins, he says.

Going forward, he sees Latin America on the way to recovery 
(taking into account its story of decline and recovery), although the 
U.S. will remain difficult. 

Torben V. Andersen 
Global Sales Director, DANZKA Vodka /Behn Group

Torben, known to many as “Mr. DANZKA,” has been in the 
travel retail industry for some 40 years (“before telefax, e-mail, 
credit cards, we traveled with loads of cash and called the office 
once a week”), with companies ranging from Carlsberg, to Hiram 
Walker, Allied Domecq, Danish Distillers, V&S and Belvedere. 
Except for Carlsberg, which is now a global player, all the 
others are gone, absorbed into other companies. He has followed 
DANZKA all this time and currently works with family-owned 
Waldemar Behn GmbH, which acquired the brand in 2013.  

“I have sold DANZKA Vodka since 1998 in four different 
companies,” he says.

Torben believes that terrorism which resulted in the gel rules 
(LAGs) that prevent travelers from bringing duty free purchases 
in their carry-on is key to many problems. But he sees more 
challenges on the horizon due to current restrictions and new ones 
to come. 

“There is a lack of saving between Travel Retail and domestic 
market pricing. And with centralization on both sides, we have 
fewer retailers selling fewer brands. It is so sad, the excitement 
may disappear,” he says.

 Zoila Andonie
A2Z Elite

Zoila has been in travel retail for a “wonderful 35 years,” in a 
variety of fragrance and jewelry companies until now running her 
own sales agency.

The biggest change she sees is that the industry, affected by 
mergers and economical challenges in different countries, has 

Left: A Miami contingent in Cannes in 2012. 
Above: ASUTIL 2013 in Iguazu, Argentina.
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become more resourceful.
“The industry has been forced to look at business from a 

different angle which has been good. I think we are at a turning 
point. If we do not do things differently we might be in deep 
trouble. We can no longer afford to do business as previously 
done,” she comments.   

Katherine Patch-Sleipnes
International Brand Builders International

Katherine started her duty free career on a cruise ship in 1987 
selling Lancôme and “has adored the industry ever since.” Her 
career reads like a “Who’s Who” of the industry in the Americas: 
the SS Norway cruise ship, then to Parbel Inc, followed by Giorgio 
Beverly Hills, then P&G Prestige as Head of TR Americas. After 
23 years of Corporate, she started her own company, IBBI.

“My goal is to bring new and affordable brands to the 
industry, and this has been my most rewarding and satisfying role 
in a decade. Leveraging relationships and knowledge to bring the 
right brands to the Travel Retail channel has been my ultimate 
accomplishment. However, I am grateful for all the training and 
family sacrifice that got me here.”  

Looking ahead at the channel in the Americas, Katherine 
believes it critical for travel retail to bring in alternative brands 
to attract new consumers. “Clearly, we have to step change some 
‘traditional’ and old fashioned DF tactics to bring new consumers. 
Especially with the younger consumer not being brand driven 
and the strength of the U.S. dollar… affordable luxury that sells 
through quickly is where the future lies.”

David Ferreira, 
VP of Retail (Wholesale & International Distributors)
Tea Forté

David has been in travel retail for the past 12 years and 
was instrumental in developing Cross in the channel. He is now 
bringing that expertise to Tea Forte, which started in Travel Retail 
in the last 2-3 years. 

Citing major fluctuations of economies and currencies as 

having a major impact on the business, he sees more acquisitions 
and mergers taking place in the coming year and growth in the 
duty paid segment going forward.

“It will be more important than ever that airport landlords, 
operator concessionaires and brands work together to constantly 
improve the consumer experience,” he says.

Raymond Kattoura
Kattoura Duty Free &
Travel Retail Group

Raymond is another industry veteran whose 34-year career 
has spanned all aspects of travel retail, both on the supplier side 
and as a retailer. Currently a consultant assisting South American 
perfume distributor Rouge to open duty free boutiques throughout 
the Caribbean, Raymond says that Duty Free has constantly been 
able to change to meet consumer needs. 

Right now he sees two major developments impacting the 
business:  the surge in the cruise industry is very positive for the 
channel, while the growing influence of the internet and online 
shopping has made it much harder to compete.

“I believe in a brighter future, but Travel Retail will have to 
recover its prestigious standing. We need to concentrate on high 
quality and brands, upscale stores and truly regain the duty free 
experience. We have tried to compete with the local businesses 
and it was extremely difficult. The high-end segment has less 
competition, and is trending more with travelers,” he says.

Sarah Branquinho
Dufry External Affairs Director &
Head of Communication Europe & Africa

Sarah Branquinho has been at the center of the duty free/
travel retail industry since she began as a journalist back in 
1983, and shortly thereafter joined a small group of industry 
professionals who had decided to launch a not-for-profit exhibition 
for the industry. This would become the first Tax Free World 
Exhibition, and in 1997 she also launched Tax Free Asia Pacific 
in Singapore.  She attended her first IAADFS Show while it was 

Left: Liz Taylor, Lois Pasternak, and Katherine Patch-Sleipnes in Cannes.
Above: Two generations of Bonas: Antoine, John-Jacques, Patricia, and 
Guillaume.
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still held at the Sheraton Bal Harbour in Miami, and along the way 
worked with many of the pioneers of the industry in this part of the 
world. Subsequently, she headed up the European Travel Research 
Foundation, to commission vital evidence to support the 1999 
campaign to retain intra-EU duty free, and the consumer campaign, 
Focus 1999. With the campaign in its final stages, BAA set up 
World Duty Free and invited her to join, with a remit to develop 
business relations within WDF and BAA. When Autogrill acquired 
WDF, she chose to stay with WDF, and her job gradually morphed 
into a wide-ranging remit on External Affairs, which continues 
today with Dufry.  

With this extensive background, Sarah is optimistic about the 
future of the channel: 

“This is an industry which has grown in large part thanks to 
the huge growth in travel by air, but also by sea through the cruise 
market, and (particularly in the Americas) across land borders. 
Globalization is driven by connectivity and our industry sits at the 
heart of that.  

“I believe that people’s desire to travel – whether for 
business or leisure – will continue unabated and continue to fuel 
opportunities for our business. However, the industry needs to 
understand that the mindset of today’s young travelers – our 
future customers – is very different from that of customers in the 
early days when duty free represented a glamorous option as the 
post war generations emerged from years of austerity. Today’s 
customers have moved from needs to aspirations, and have a whole 
array of options to indulge in experiential retail therapy. Our offer 
needs to be their ‘go to’ option every time they travel.”

Jean-Jacques & Patricia Bona
Essence Corp.

Patricia and Jean-Jacques Bona have been a mainstay of the 
duty free/travel retail industry for 42 years (“it was 1975, and the 
industry was only named Duty Free”). Starting as sales agents for 
the Caribbean based out of Paris, they moved to Panama in 1982 
to be closer to their markets, expanded in travel retail and became 
distributors. Six years later they founded Essence Corp. in Miami 
with a staff of four.

Today, 73 people work out of the Brickell office: 43 in 
sales/training, 14 in marketing and 16 in administration/finance. 
In addition, close to 300 BAs work exclusively for Essence 

throughout the region. They also handle their own logistics with 
a 60,000 sq.ft. warehouse in Doral managed by a sister company 
with 30 employees.    

The Bonas say that one side effect stemming from the tragedy 
of 9/11 is that passengers have adopted the “good” habit of going 
to airports and ports earlier and have time on their hand, and 
freedom of mind to browse and shop after security. 

“As a result, retail sales have significantly increased and 
shopping Travel Retail has become a leisure activity, ‘retail-
tainment,’” they say.

And while digital has impacted us all, Essence Corp. says 
they “dove into digital communication,” using it for marketing and 
reporting.

Looking ahead, Jean-Jacques and Patricia foresee a growth 
in retail sales in 2017 due to the strengthening of South American 
currencies, following the strong devaluations which occurred at the 
end of 2015 that badly impacted sales.

“In the long run, consolidation of operators will continue but 
at a slower pace than the last 5 years. There will be more store 
renovations which always drive sales up. The Americas are very 
much behind other regions in regards to store size and design 
which provide an opportunity of growth. Airports and Ports are 
slowly being renovated, taking into consideration the needs of 
Travel Retail. Cuba is another great opportunity for the future as 
relationships have improved between the U.S. and Cuba.

“We remain optimistic and look to the future with confidence. 
First because the potential of the Americas is not fully exploited. 
There is room for growth: diversification of products, improvement 
of the retail experience on the point of sales, new digital services 
to travelers.

Second, because even if we face losses of contracts due to 
brand consolidation, we are firm believers that there will always 
be a need for a master distributor covering the whole territory for 
the groups not established in the region or a specific area for the 
groups with a regional office.”

And finally, Jean-Jacques and Patricia will soon turn the 
company over to its third generation, daughter Laetitia, son 
Antoine and nephew Guillaume.

“They are the future of the Company, and we have no doubt 
that they will bring it to the next level in the upcoming 20 years.”

Left: Lois and Michael Pasternak at ASUTIL in Santiago, Chile in 2016. Right: Michael and Lois Pasternak with Lara Pasternak Robicheaux and 
Dan Robicheaux at ASUTIL in Panama City, Panama in 2015.
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It’s all about the guys this year when it 
comes to fragrance launches. Whether it is 
the mournful eyes of Josh Whitehouse, the 
British actor, musician, and model front-
ing the campaigns for the Mr. Burberry’s 
fragrance franchise, or another British 
heart-throb, Game of Thrones star Kit 
Harington, who will expand his fragrance 
representation that began as the first face of 
Jimmy Choo’s Man to becoming the new 
face of Dolce&Gabbana’s the One for Men 
in September, men’s fragrances are in the 
news.

With the Men’s Perfume segment 
expected to account for 34.9% value share 
in 2016, according to research firm FMI 
(Future Markets Insights), the popularity of 
men’s fragrances reflects the increasing ac-
ceptance of beauty products targeting men.

The launch schedule of leading 
fragrance distributor Essence Corp. reflects 
this trend.

In April, Essence Corp. is launching 
the new Mr. Burberry EDP, a warm and 
sensual spicy wood scent created by Francis 
Kurkdjian, which was inspired by the en-
ergy of London’s unique, electric nightlife.

In May, the Miami-based group will 
roll out the fresh and aromatic Jimmy 
Choo Man Ice, revealing a new chapter in 
the brand’s masculine fragrance franchise. 
Sultry Brazilian model Marlon Teixeira, 
who became the new face of Jimmy Choo 
Man last year, is the star of this new itera-
tion as well.

A key launch of last season, Versace 
pour homme Dylan Blue, continues to 
rollout.

One of the most successful men’s 
fragrances of the past several years, Mont 
Blanc Emblem, was represented in cam-
paigns by elegant model David Genat, who 
perfectly reflected the heritage of the iconic 
writing instruments. Essence is launching a 
new version, Emblem Absolu, in May. The 
fruity-woody-oriental perfume will be en-
cased in a gold-tone bottle this time around.

In July, the new Mont Blanc Legend 
Night will be introduced in the region. The 
Mont Blanc Legend fragrance campaigns 
have all starred rugged British model Simon 
Clark photographed by Peter Lindbergh.

In April Essence Corp. is also intro-
ducing a new bold and luxurious scent 
from dunhill London, called Desire Red 
Extreme, that it describes as “undeniably 
masculine,“ with notes including amber, 
leather, vetiver and Patchouli.

Bulgari is also launching a new men’s 
fragrance, Aqva Pour Homme Atlantiqve, 
described as a refreshing and energetic 
aquatic fragrance inspired by the Atlantic 
Ocean. It is a new version of Bulgari’s 
popular Aqva Pour Homme, which was 
first launched in 2005. The Bulgari launch 
is in progress now.

Of course, Essence has several im-
portant women’s launches on the schedule, 
including Mont Blanc Lady Emblem Elixir. 
The rose scent opens with pepper, litchi 

The “Guys” take center stage 
in Essence Corp.’s key fragrance launches 

and mandarin and warms up to a woody 
dry down, with patchouli, sandalwood and 
vanilla. The feminine scent Jimmy Choo 
L’Eau is also launching now. One of the 
most fun new fragrances in the pipeline for 
a summer launch is Moschino’s fruity floral 
Fresh Couture Rosa in its windex-inspired 
bottle, this time all in pink.

Another exciting launch will take 
place in April and May for the new Intense 
versions of Dolce&Gabba Beauty’s Light 
Blue fragrances for men and women. The 
launch will once again feature the models 
and love story from the original iconic 
campaign (see related story on page 86).

INSIDER
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Bobbi Brown’s Art Stick Liquid Lip 
is a take on the make-up artist’s iconic Art 
Sticks now delivering liquid lipstick.

Filled with a creamy, super-pigmented 
moisturizing formula with a semi-matte 
finish, this squeezable color stick offers 
full coverage with a luxurious, ultra-light-
weight feel.

It conditions and blends evenly onto 
lips with just a squeeze. Available in 16 
nude, bright and bold shades, the Bobbi 
Brown Art Stick Liquid Lip is available 
from this month at Travel Retail locations 
worldwide.

Bobbi Brown Cosmetics is also intro-
ducing the Long-Wear Waterproof Liner. 
This highly-pigmented liner provides deep, 
fully-opaque coverage, for all day wear 

when there’s no time for touch ups.
The twist-up design allows for ultra-

precise application that is smudge-proof 
and can stand up to heat, humidity, and 

Bobbi Brown Cosmetics introduces two new 
products for women on the go

sweat.
Available April 2017 at Bobbi Brown 

Cosmetics counters in Travel Retail loca-
tions worldwide.

Estée Lauder is introducing a new col-
lection of NEW Estée Lauder Pure Color 
Love lipsticks that come in vibrant shades 
and feature bold pigments and layerable 
textures.

The lipsticks are available in three 
different textures in colors that range from 
brights and deeper tones to nudes and neu-
trals: there are 13 shades of Ultra Mattes; 
5 shades of Shimmer Pearls, and 9 shades 
of Edgy Cremes. The shades can be worn 
alone or layered.

The Estée Lauder Pure Color Love 
launch features an entertaining music video 
with spokesmodel Kendall Jenner and 
singer Elle King, playing on the company 
website.

NEW Estée Lauder Pure Color Love 
will be available April 2017 at Estée 
Lauder Travel Retail locations worldwide.

Estée Lauder brings Pure Love 
to new lipstick range

In celebration of the launch of Cli-
nique Fresh Pressed Daily Booster Pure 
Vitamin C 10% and Clinique Fresh Pressed 
Renewing Powder Cleanser with Pure Vita-
min C, Clinique took the freshness concept 
to three international airports through its 
partnership with Danish juice and coffee 
bar chain, Joe & The Juice.

The Clinique Fresh Pressed products 
work through a water-activated powder 
cleanser with fresh vitamin C to purify, 
brighten, and retexturize the skin. Pure Vi-
tamin C naturally degrades when exposed 
to oxygen, so it needs protection to remain 
fresh.

To solve this problem, Clinique was 
able to use special stay-fresh packaging 
that isolates the pure vitamin C until activa-
tion, maintaining its freshness and full 
power for maximum results.

Uniquely designed, the innovative 
packaging of New Clinique Fresh Pressed 
Daily Booster with Pure Vitamin C 10%, 
keeps the pure Vitamin C powder and 
soothing booster separated until “pressed”, 
at which time the packaging activates the 
ingredients to deliver maximum freshness, 
potency and results. New Clinique Fresh 
Pressed Daily Booster with Pure Vitamin C 
10% is an ultra-efficient booster that deliv-
ers instant radiance and lasting de-aging 
benefits, says Clinique.

As part of the ‘Fresh Pressed’ partner-

ship between Clinique and Joe & The 
Juice,  the juice bar has developed a custom 
“Fresh Pressed Daily Booster” juice packed 
with fresh ingredients and Vitamin C that 
will be sold in select Joe & The Juice loca-
tions worldwide.

The partnership kicked off on March 
15 at Joe & The Juice airport locations in 
Stansted Airport (STN), Birmingham Air-

Clinique kicks off new Vitamin C based skincare launch with 
unique campaign at select airport juice bar venues 

port (BHX), Copenhagen Airport (CPH), 
and Stockholm Arlanda Airport (ARN).

Clinique Fresh Pressed Daily Booster 
Pure Vitamin C 10% and Clinique Fresh 
Pressed Renewing Powder Cleanser with 
Pure Vitamin C will be available at all 
Clinique travel retail counters worldwide as 
of March 2017. 
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L’Oréal this month digitally issued its 
2016 Annual Report, and specially high-
lighted the excellent results achieved by its 
Travel Retail business all over the world, 
which L’Oréal has dubbed the “Sixth Con-
tinent.” L’Oréal has 23 brands in the Travel 
Retail channel.

Vincent Boinay, Managing Direc-
tor L’Oréal Travel Retail, reporting that 
L’Oréal is the No.1 leader in Travel Retail 
(Generation 2015 data and internal esti-
mates) was quoted as saying:

“In a highly volatile global market, 
L’Oréal Travel Retail had a good year 
and strengthened its leadership in the 
distribution channel. Digital technology is 
transforming and galvanizing Travel Retail, 
particularly where Millennials are con-
cerned. The channel is also becoming more 
accessible thanks to the development of 
low-cost airlines, and is growing to handle 
the surge of new middle class consum-
ers – especially Chinese customers, whose 
numbers are slated to double by 2023.”

Make-up leads the way
In 2016, make-up was Travel Retail’s 

most dynamic category. All the L’Oréal 
brands contributed to growth, particularly 
in Asia, where Yves Saint Laurent and 
Giorgio Armani met with “remarkable suc-
cess,” said the company. In the lip segment 
worldwide, Lancôme and Shu Uemura 
spearheaded sales.

L’Oréal Paris continued to expand, 
underpinned by exclusive offers such as 
Looks-on-the-Go travel sets. The brand 
also opened new airport counters, including 
one at Paris Charles de Gaulle.

Another standout was Urban Decay. 
The trendy cult make-up brand could be 
found in 48 travel retail points of sale by 
year-end.

Market share gains for fragrances
In what L’Oréal calls a “lackluster 

Travel Retail market worldwide,” the com-
pany reports that it continued to strengthen 
its positions with high-end fragrances such 
as La Vie Est Belle by Lancôme, Black 
Opium by Yves Saint Laurent, and Sì and 
Code Homme by Giorgio Armani. The new 
Yves Saint Laurent fragrance, Mon Paris, 
was featured in a global launch complete 
with special events. The perfume helped to 
boost sales of women’s fragrances, particu-
larly in Europe, and has been very success-
ful with Asian consumers, it reported.

Digital technology drives success in Asia
L’Oréal says that the travel market is 

taking full advantage of the possibilities 
offered by digital technologies. The com-
pany reports that new purchasing methods, 
which allow consumers to reserve or pay 
online before they leave for the airport, are 
boosting sales. This trend is particularly 
strong in Asia, where distributors’ online 
shops have become important platforms 
for L’Oréal’s brands in this channel. As a 
result, sales doubled in 2016, significantly 
expanding a channel that is strategically 
important for the group.

Men’s cosmetics & Dermo brands 
expand

Skincare remains an important cat-
egory for L’Oréal in the Travel Retail chan-
nel, particularly in the high-potential men’s 
cosmetics segment. To celebrate David 
Beckham’s new role as the spokesman for 
Biotherm Homme, the brand hosted several 
special events, setting up barbershops in 
airports in Barcelona, London and Copen-
hagen. L’Oréal Men Expert also proved 
successful with its Male Grooming Club, 
opened in Singapore’s Changi Airport.

In the Dermocosmetic segment, La 
Roche-Posay and Vichy continued to ex-
pand in Travel Retail, underpinned by nine 
new dermacenters dedicated exclusively to 
skincare. At Oslo and Copenhagen airports, 
the two flagship Active Cosmetics Division 
brands ran a “Healthy Skin under the Sun” 
campaign, complete with diagnostics and 
personalized advice. Meanwhile, luxury 

L’Oréal’s “Sixth Continent” delivers stellar results

haircare brand Kérastase, a leader in the 
field, has opened 15 salons in prestigious 
locations since 2014—showcases for shar-
ing its expertise and full range of products 
with travelers, says L’Oréal.

L’Oréal in the U.S.
The L’Oréal Annual Report claims 

that L’Oreal is the No.1 beauty player in 
the United States, the largest beauty market 
in the world (Source: L’Oréal 2016 esti-
mates of the worldwide cosmetics market in 
net manufacturer prices. Excluding soap, 
oral hygiene, razors and blades. Excluding 
currency effects.). The group says it has 
achieved its leading position by building 
an iconic brand portfolio that matches 
consumer aspirations in every geographic 
region, and by keeping one step ahead in 
digital innovation.

“2016 has been a year of accelera-
tion for L’Oréal in the United States and 
reinforcement of our leadership in this 
market,” says Frédéric Rozé, Executive 
Vice-President Americas Zone.

The United States is the largest 
beauty market, with 22% of the world-
wide market, says L’Oreal. It is the No.1 
country for L’Oréal in terms of sales. To 
maintain its growth momentum, L’Oréal 
USA has successfully combined American 
brands, which fulfil the beauty needs of all 
consumers, a targeted acquisitions strategy, 
and benefits from the acceleration of three 
of its divisions: Consumer Products, Active 
Cosmetics and L’Oréal Luxe.

More than half of L’Oréal’s brands 

From L’Oreal Paris to Lancome, make-up was L’Oreal’s most dynamic travel retail 
category in 2016.
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in the United States are American brands 
among which include Maybelline New 
York, Kiehl’s, Urban Decay, Redken, 
Matrix and NYX Professional Makeup. 
Each of these brands is unique and together 
they cover the whole of the United States to 
answer consumers’ diversity. The make-
up brands were particularly successful in 
2016, with NYX Professional Makeup, 
a phenomenal success due to its ability 
to build authentic relationships with fans 
through social media, Urban Decay, known 
for its high quality professional color 
cosmetics products, and Maybelline New 

Giorgio Armani Beauty celebrated 
Chinese New Year for the first time in 
Travel Retail Americas, with a special 
event that ran from Jan. 27 to Feb. 15 in 
Los Angeles International Airport, San 
Francisco International Airport and Hawaii 
Galleria. These are the top 3 Chinese pas-
senger locations in the Americas.  

The Giorgio Armani Beauty shops 
were clad in red and gold, making them 
the perfect opportunity to showcase the 
launch of Giorgio Armani Lip Magnet, the 
new liquid lip color from Giorgio Armani 
Beauty.

Featuring an extremely fine texture, 
an unparalleled sensation of weightless-
ness, intense color concentration, ultra-chic 
matte finish and flawless, long-lasting 
wear Lip Magnet was inspired by Giorgio 
Armani Beauty’s iconic ultra-thin film of 
Maestro Fusion Makeup and the color in-
tensity of Lip Maestro velvet lipcolor, says 
the company. The color binds with the lips.

During the promotion, travelers were 

invited to reveal their good fortune by 
selecting elegant envelopes for the chance 
to win exclusive gifts, such as the mini Lip 

Giorgio Armani Beauty launches Lip Magnet during 
first TRAM event celebrating Chinese New Year

York becoming the No.1 make-up brand in 
the mass-market, according to Euromonitor 
International.

Dermocosmetics take off
The Division’s expansion was remark-

able in the United States, says L’Oréal, 
which has now become its 2nd largest 
country after France in terms of sales. The 
market was driven by SkinCeuticals and 
La Roche-Posay, which both continued to 
develop the dermocosmetics category in 
particular in drugstores.

In its home country, L’Oréal says 

that American medical aesthetic skincare 
brand SkinCeuticals owes its success to a 
combination of three advantages: unique 
positioning, increased visibility and high 
value-added innovations. Its approach to 
skincare is an integral part of aesthetic 
procedures designed to improve their 
performance or lessen side effects. In 2016, 
studies demonstrated the post-procedure 
effectiveness of two facial skincare treat-
ments: Metacell Renewal B3 (IPL) to 
complement intense pulsed light sessions, 
and Phyto Corrective Masque to calm 
the skin after laser treatment. As a result, 
SkinCeuticals like-for-like sales grew in 
the United States by +10.6% and opened 
in 10 centers-- premium spas or aesthetic 
clinics – where the brand works closely 
with aesthetic practitioners on an exclusive 
basis.

La Roche-Posay, on the other hand, 
focused its development in the U.S. drug-
store channel, and saw like-for-like sales 
growth of +15.3%

The brand was boosted by the Divi-
sion’s creation of the dermocosmetics 
category in drugstores such as CVS (750 
openings in 2016) and Walgreens (870 
sales outlet openings), where it has opened 
dedicated corners, as well as through physi-
cians’ recommendations.

Magnet or skincare samples. Passengers 
were also offered a premium wrapping 
service to complete the gifting experience.  

Giorgio Armani Beauty 
celebrated Chinese 
New Year at Hawaii’s 
Galleria with the launch 
of Lip Magnet.

Dermocosmetics was a huge hit in travel retail and the United States.
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Luxury brand Hermès is refining how 
its iconic image is presented in Hermès 
outlets throughout the Americas, including 
travel retail.

Since the Hermès customer is often 
traveling, the objective is to convey the 
same offer and level of service and image 
throughout the region, Emmanuelle Rafalo-
Lopez, Managing Director of Hermès 
Parfums US & Latin America in Miami 
tells TMI.

“That is the reason why we have been 
focused on having at least one flagship 
space in each capital and each strategic 
airport of the region.

“Our objective is to sustain our or-
ganic growth through a strong support plan 
for our key sellers such as Terre d’ Hermes, 
the Gardens and the Colognes collections,” 
she says.

“We will be launching a new feminine 

Hermès refines retail image with travel retail flagships
fragrance at the end of the year; and this 
should be a great asset for our business 
growth in the coming months and years.”

Rafalo-Lopez says that the company 
philosophy is reflected in how they sell 
perfumes as well. “Our teams always try 
to convey the core values of the House, 
through business relationships of trust 
founded on integrity and loyalty and based 
on a long-term perspective,” she says.

Hermès is refining select perfume counters to better reflect the image of its flagship stores, left, Palacio de Hierro, Cancun, and right, 
Rouge Patio Bullrich, Buenos Aires. 

British actor Kit Harington will be the 
new face of Dolce&Gabbana’s fragrance 
line The One for Men starting September 
2017.

“Kit Harington is exactly how we see 
the Dolce&Gabbana man: young, naturally 
charming, charismatic, with a personal-
ity rich in traits. There could be no other 
face for The One for Men. We are happy 
to have him joining the Dolce&Gabbana 
family,” said Domenico Dolce and Stefano 
Gabbana. 

Kit Harington chosen as the face of 
Dolce&Gabbana’s The One

Bianca Balti and David Gandy are 
back again in the deep blue of the Mediter-
ranean Sea in Capri to renew their beautiful 
intense romance that was immortalized in 
the iconic campaign for Dolce&Gabbana’s  
Light Blue and Light Blue pour Homme 
fragrances.

To celebrate the new chapter in the 
couple’s love story Dolce&Gabbana 
Beauty is reinventing its two cult fragranc-
es with the introduction of Light Blue Eau 
Intense and Light Blue Eau Intense Pour 
Homme in May.

The company says that it is renew-
ing their “sensual freshness with unique 
accents.”

The packaging of the bottles has been 
redesigned with refined lines and using 
cool frosted-glass to take an evocative light 
blue shade of the Mediterranean sea. The 
new Light Blue Eau Intense campaign is 
again created by Mario Testino. 

Perfumer Olivier Cresp creates Light 

Blue Eau Intense pour Femme with notes 
of lemon and Granny Smith apple, mari-
gold, jasmine, and a dry down of amber 
woods and musk.

Perfumer Alberto Morillas asserts the 

Dolce&Gabbana Beauty to launch intense versions 
of its iconic Light Blue fragrances in May

signature contrast of freshness and sensual-
ity in Light Blue Eau Intense pour Homme, 
with mandarin, grapefruit, aromatic juniper, 
a salty, aquatic accord, amber and musk. 
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Elizabeth Arden is emphasizing its 
commitment to the travel retail channel 
as it prepares to introduce a new wave 
of Travel Retail exclusives at the 2017 
IAADFS Duty Free Show of the Americas 
(Booth 623).

The company embarked on the repo-
sitioning of its Travel Retail Collection in 
2016 with the launch of a whole new look 
for the collection of sets.
        Mary Beth Mazzotta, Vice Presi-
dent of International Trade Marketing for 
Elizabeth Arden, comments, “We needed 

a clear statement and attractive 
pull strategy             

to engage travelers in the brand and give 
them the value offers they are looking for. 
The travel retail exclusive set category is 
the perfect platform to service existing 
customers and attract new ones, so over the 
past year we have been very busy transi-
tioning our shelves to the new assortments 
and packaging.”

The introduction of a recognizable 
travel retail exclusive insignia and the new 
consistent packaging design is aimed to 
help grow Elizabeth Arden’s brand aware-
ness and affinity among global shoppers. 
“We want travelers to view Elizabeth 
Arden as ‘THE’ skincare brand to buy, as 

well as recognize our products in 
the glimpse of an eye.”

Product-wise, Elizabeth 
Arden, as the legacy brand, has 
upgraded its iconic Ceramide 
Youth Restoring Face Serum 
for the first time in decades. 
The new Advanced Ceramide 
Capsule Daily Youth Restor-
ing Serum is formulated with 
advanced technology for a 
youth-restoring boost helping 
to moisturize, preserve and 
strengthen skin’s integrity for a 
firmer look.

Elizabeth Arden drives growth with new 
Travel Retail Exclusive program development

Its first-of–its-kind single-dose capsule 
is a favorite among travelers and will be of-
fered as a travel exclusive NEW Advanced 
Ceramide Capsules Replenish & Restore 
for Face skincare set. The set will comprise 
of the same top-selling 3 x 30 capsule de-
sign but will be enhanced with the new and 
improved formula and updated packaging.

The easy ‘pack and carry’ Advanced 
Ceramide Youth Restoring Serum face 
capsules are also featured and available 
exclusively to travelers in a 30 Capsule 
tower as well as the Advanced Restorative 
Skincare Solutions three piece skincare set.

“Elizabeth Arden remains committed 
to elevating the global customer experi-
ence. As we look ahead to the Fall 2017 
range, Elizabeth Arden will launch an 
upgraded Advanced Ceramide Capsules 
Replenish & Restore for Eyes Trio and 
Advanced Ceramide Daily Youth Restoring 
30 piece Face Serum/ 30 piece Eye Serum 
duo with the company’s renovation of the 
Advanced Ceramide Capsules Daily Youth 
Restoring Eye Serum,” says the company.

See news of the appointment of Serge 
Jureidini as the new president of the Eliza-
beth Arden brand and its Global Fragrances 
division in the People section. 

Revlon and Elizabeth Arden will 
celebrate being “One in Beauty” during 
the Duty Free Show of the Americas, when 
both brands will be exhibiting at booth-  
No. 623, following Revlon’s acquisition of 
the Arden company, which was completed 
last September.

Revlon Super Lustrous Lipstick Sets – 
new look, new name

Revlon will be unveiling a revamped 
line up of their best-selling Revlon Super 
Lustrous Lipstick travel exclusive sets.

The existing Revlon Super Lustrous 
Lipstick travel exclusive sets - the 3 pack, 
5 pack and Lipcube (comprised of 9 
lipsticks) are best-sellers for Revlon on in-
flight and in global airport shops. Celebrat-
ing the 8th anniversary of the Revlon Super 
Lustrous Lipcube, Revlon has revamped 

all three sets to feature new packaging and 
new on-trend shades and finishes.  

Available from May 2017, the three 
sets, newly named - The Nudes, The Es-
sentials and The Collection, offer travelers 
a refreshed selection of value gifting sets, 
says the company.

Newly appointed Vice Presi-
dent, Global Travel Retail Brand 
Marketing, Mary Beth Mazzotta 
comments, “Our Revlon Super 
Lustrous Lipstick sets are the #1 
franchise for Revlon in Travel 
Retail and a customer favorite. 
The Americas is an important 
market for Revlon Travel Retail, 
so we are delighted to be launch-
ing the 3 revamped sets at the 
IAADFS show.”

Revlon will also be intro-

Revlon revamps its best-selling Lipstick Sets  
ducing the Revlon Super Lutrous Lip-
stick- Pinks & Corals, a limited edition set 
of beautiful pink and coral shades for the 
upcoming summer season.

Revlon and Elizabeth Arden will also 
be a sponsor of the IAADFS Cocktail, Gala 
Dinner and Club Americas.
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One exciting new product range that 
has been gaining listings throughout the 
travel retail channel in North and South 
America this past year is California-based 
BrownGal, represented by Virginie Cordero 
of SunnyTouch and Zoila Andonie of A2Z 
Elite Corp.

BrowGal was created by Tonya 
Crooks, a classically trained fine artist who 
turned eyebrow/makeup expert more than 
16 years ago. She believes in shaping the 
best brow for each person’s unique facial 
shape. 

She has worked with some of Holly-
wood’s biggest stars, including Megan Fox, 
Fergie and Julia Roberts, has a cult follow-
ing and is acclaimed as one of the world’s 
leading brow experts. Crooks brought this 
expertise to bear when she created Brow-
Gal, a collection of professional, quality 
products and tools, with a major focus on 
education and tutorials.

The top quality products are multi-
purpose and easy to use, and part of a 

growing segment of the beauty market. 
BrowGal reports that “eyebrows” share of 
beauty has risen by 42% over the past few 
years.  

Not surprisingly, BrowGal is a social 
media darling with a proven response from 
younger consumers. Tutorials train users 
to find the shape of their brow, pick a color 
and then follow the guide to create the look 
on their own.

Products include its award-winning 
3-in-1 brow pencil with its own built-in 
sharpener and spoolie brush, with pencils 
made of cedar and the highest quality pig-
ments; highlighters for under eye circles; 
gels to hold shape and color; serum to 
repair and restore brows; and precision 
tweezers, among others. Several travel sets 
are available, one featuring 2 pencils, a 
highlighter and eyebrow gel, for instance.

For more information, contact virgin-
iecordero@sunnytouch.com or Andonie at 
a2zelitecorp@gmail.com. 

BrowGal brings award-winning makeup 
and shaping tools to TR

Korres Modern Greek Apothecary was 
founded in 1996 out of the oldest apoth-
ecary in Athens, Greece, and its 400-strong 
product line is now available in 30 coun-
tries worldwide. It is represented in local 
markets in North America and global travel 
retail by Panos Argyros.

The brand was created by Greek 
pharmacist George Korres and chemical 
engineer Lena Korres, based on their belief 
in the power of plants, scientific discovery 
and the existence of more than 3,000 herbal 
remedies.

The brand’s philosophy stems from 
this background: it is rooted in the use of 
natural and/or certified organic ingredients 
of the highest quality; skin and environ-

mentally friendly products with clinically 
tested efficacy; and products that are afford-
able for everyday use that can “inspire & 
make us happy.”

 As a leader in primary research, 
Korres collaborates with some of the 
world’s top research centers to discover the 
potential benefits of Greece’s endemic flora 
and supports local farmers and communi-
ties, bringing products that encompass the 
very best of science and nature, says the 
company. 

Korres has a long time presence in 
Sephora, among other key beauty retail-
ers, says Argyos, and is onboard some 
Starboard ships and listed with Dufry in 
Europe.

Panos Argyros introduces Greek pharmaceutically-based 
natural skincare brand Korres to TRA
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Come and visit us – Stand 930

Building on the success of the Buck-
ley London Jewellery launches throughout 
the Americas, Florida-based International 
Brand Builders (IBBI) continues to bring 
affordable luxury brands to the travel retail 
market in the region.

“We see a great fit with these brands 
that offer shoppers unique products at great 
prices, and expand on the standard offer-
ings that many Duty Free’s are known for. 
Given the high US dollar and economic 
instability, retailers need more impulse 
offerings and this is our goal, to offer them 
appealing affordable luxury brands not 
readlily available to them in their local 
shopping stores,” IBBI founder Katherine 
Sleipnes told TMI.

IBBI is showcasing the new col-
lections from Baylis & Harding, the top 
selling English bath/body line and, new 
this year, fun and fashionable Italian watch 
brand Lambretta, from Swiss-based Ca-
pella agencies.

IBBI continues full representation 
for brands Buckley London Jewellery, 
Obaku Denmark Watches, and Cerruti 1881 
leather. For more details regarding any of 
the IBBI brands, please contact Katherine 
Sleipnes at katherine@internationalbrand-
builders.com

IBBI: bringing more 
affordable luxury 
brands to the 
Americas

Baylis & Harding announces that it is 
the No. 1 ladies gift brand in the UK for the 
fourth year running. And despite only enter-
ing the home fragrance market in 2015, Bay-
lis & Harding has already become the No. 2 
home fragrance brand in the UK, with growth 
of 98% year on year in only two years.

For 2017, Baylis & Harding is intro-
ducing its most extensive product launches 
to date, complete with new fragrances and 
collections, alongside the classic lines that 
have become synonymous with the brand.

“The demand for affordable yet 
luxurious gifts whether for Valentine’s Day, 
Mother’s Day or Christmas is continu-
ing to grow,” comments Adrian Slater, 
MD and Co-Owner.  “As one of the UK’s 

fastest growing multi-channel bath, body, 
gift and home fragrance retailers we have 
a commitment to bringing to market new, 
innovative and creative collections. We un-
derstand the need to continue to delight the 
consumer in a busy market and fast paced 
world. People are looking for that perfect, 
easy and eye-catching gift that ‘pops’ off 
the shelf and our aim is to deliver that to 
both customers and retailers.”

Highlights of the new collection 
include Sweet Mandarin & Grapefruit, 
Baylis & Harding’s best-selling and iconic 
fragrance; plus Jojoba, Silk & Almond Oil;  
Midnight Fig & Pomegranate and Wild 
Blackberry & Apple; also Skin Spa and 
Skin spa for Men collections, kids, sports 

Gifting specialist Baylis & Harding grows its 
new home fragrance brand to #2 in the UK 

and Escape, the first well-being collection.
Baylis & Harding is represented in 

the travel retail channel in the Americas by 
Katherine Sleipnes’ IBBI.

“There is not another impulse gifting 
bath line in the channel today offering gift-
ing options from US$8 that are attractively 
packaged. Many of the sets we offer for TR 
have travel sizes inside a travel bag, as well 
as some larger sets that are also well suited 
for downtown stores in the Caribbean since 
they sell well to local traffic during gift giv-
ing seasons,” comments Sleipnes.

Baylis & Harding will be taking 
orders for the AW 17 /holiday season at the 
Duty Free show, stand #930.
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Full service sales and marketing 
company Premier Global Trading, Inc. has 
added three exciting new brands offering 
a range of must-have travel products to its 
portfolio for this year, reports PGT Presi-
dent Elizabeth Taylor.

BioMiracle, the single application 
Korean-made face masks that are the lead-
ing trend in Asia, are a perfect impulse 
buy for travelers, offering easy to carry top 
quality skin care treatments with no danger 
of leaking or spilling.

“BioMiracle has masks that cover 
every skin care need, moisturizing, firming, 
rejuvenating, anti-aging, after sun care, and 
more. Made from the finest ingredients to 
target each problem concern, each sheet is 
formulated to give the maximum results,” 
says Taylor. BioMiracle masks are available 
in an assorted 5 pack or for individual sale.

Million Mile Travel Accessory line
PGT is introducing a distinct, high end 

line of Travel Accessories from Bahama 
Bay, including neck pillows and travel 
blankets in luxurious faux fur material. Ba-
hama Bay, who supplies its Luxury Home 
Textile Collection to the better national 
stores such as Macy’s, has translated that 

experience into the Travel Sector with the 
Million Mile Travel Accessory line.

The Neck Pillows and Travel Blankets 
– filled with either microbeads or memory 
foam -- are offered in four patterns and 
come in the luxury ultra-soft faux fur tex-
tile for which Bahama Bay is known. 

“The Bahama Bay Travel Blankets are 
large sized and feature a cell phone pocket, 

PGT introduces a range of new products to help travel safe,   

so your phone, glasses or pen are always 
close to you when the blanket is in use. 
They are the perfect travel companions for 
those overnight flights,” says Taylor.

Aquinelle
The personal hygiene spray + wipe 

Aquinelle replaces bulky, heavy flushable 
wipes. One spray of Aquinelle’s soothing 
mist onto toilet tissue transforms the tissue 
into a refreshingly clean wipe.  Environ-
mentally-friendly, the tissues do not clog 
pipes, and come in assorted scents, and at 
3.5 ounces is sized for TSA compliance.

PGT is also introducing premium 
attractive, award winning Italian Dive 
Watches Strumento Marino, along with 
luxury watch brand Lancaster.

Tweezerman
Core to PGT’s travel retail portfolio, 

the Zwilling Beauty Group brands, includ-
ing its best-selling Tweezerman that is sold 
in over 60 countries worldwide, continue to 
have excellent growth.

“We are seeing expansion with Twee-
zerman in all channels, which we support 
with motivating promotions, workshops 
and trainings,” says Taylor. 

Furla Group closed out 2016 with 
turnover up +24.5% (+22% at constant 
exchange rates) to 422 million euros, 
“exceptional growth” says the company.  
EBITDA (up +48% compared to 2015) was 
nearly double the turnover increase, which 
the company says proves it is able to pursue 
increases both in turnover and profitability at 
the same time.

The travel retail sector also grew 
significantly in 2016, to a total of 262 doors 
in 63 countries, with a +40% increase in 
turnover. Furla expects further growth in its 
global travel retail, particularly in the Asia-
Pacific region. 

Furla credits the growing appreciation 
for the brand and its collections among inter-
national consumers, significant investments 
in marketing and its constantly expanding 
distribution network as key factors behind 

Furla’s outstanding performance across all 
markets and distribution channels.

Today, the company has a direct pres-
ence in 100 countries; it has 444 monobrand 
stores compared to 415 in 2015, and these 
are split evenly between directly-owned 
boutiques and franchises. Furla is also 
present in multibrand and department stores 
in 1,200 international locations. In 2016, it 
opened new doors in some of the world’s 
most luxurious shopping destinations, such 
as rue Saint-Honoré in Paris, GUM and 
Europeisky in Moscow, Brompton Road 
in London, Nathan Road in Hong Kong, 
Nanjing Road in Shanghai and various 
other upscale addresses in the APAC region, 
particularly in Greater China, South Korea 
and Australia.

Furla’s expanded distribution strategy 
is set to continue throughout 2017. A key 

Furla reports “exceptional” growth, with turnover 
up +24.5% in 2016  

opening in Amsterdam is slated for the first 
half of the year, while in the second half 
Furla intends to strengthen its presence in 
China, Australia, Germany and the UK.

Furla grew across all markets in 2016. 
Italy now accounts for 20% of total turnover, 
an increase of +18% over 2015. Excluding 
Italy, the EMEA region jumped +23.5%, 
nearly reaching 29% of total turnover. Japan, 
which saw an increase of +31.7%, remains the 
company’s top market, accounting for 24% 
of sales. The United States accounted for 8% 
of total sales, with a +16.3% year-on-year 
increase, while the APAC area grew +28.3%, 
accounting for 19% of the Group’s turnover.

Organic growth has been a driv-
ing force behind the company’s success: 
worldwide, like-for-like sales were up +9% 
in 2016, with a good balance across the dif-
ferent regions. 
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Starting April 2017, Swiss-based 
Capella Agencies and IBBI, International 
Brand Builders Inc., are teaming up to 
strengthen the Lambretta Watches brand 
in the Americas.

Jonas Dahlgren, CEO at Capella, 
says “We are very happy about our new 
cooperation with IBBI, and are positive 
that this will be a very good and impor-
tant step for Lambretta Watches’ growth 
in the region. Local knowledge and 
presence are key ingredients today for a 
successful business, and not least for sup-
porting our retailers.”

“These Lambretta watches are fun 
and affordable fashion items that are 
much more an impulse purchase than 
most watch offerings,” says Sleipnes. 

“Starting at US$50 and displayed on 
unique self-select fixtures, they are an 
easy purchase for consumers of all ages.”

Capella describes the new Lambretta 
Watches 2017 Collection as modern fash-
ion accessories with a retro twist, clearly 
inspired by the 1950-60’s and the glori-
ous days of the Italian Lambretta scoot-
ers. Showing in Orlando at IAADFS, the 
fun and stylish fashion watches range 
from classic styles to elegant chrono-
graphs.

Standouts in the new collection 
include a smaller and slimmer woman’s 
Cielo watch, with genuine leather straps 
or elegant mesh bracelets and Swarovski 
stone indexes. Cielo is also available as 
exclusive Watch & Jewelry Duo-sets with 

Lambretta brings timeless Italian style to newest watch collection 
and announces new rep for TR Americas

matching crystal bangles included.
A modern interpretation of a classic 

50’s gents watch, Lambretta’s updated 
Cesare 42 watches are equipped with 
quick-release pins for easy strap chang-
ing. Cesare 42 is also available as Watch 
& Strap Duo-sets or Watch & Jewelry 
Duo-sets with matching leather bracelets.

The new Imola 44 – Grand Prix 
style watch is a 60’s racing chronograph 
inspired by the classic Lambretta Grand 
Prix models, balancing rugged style with 
its sporty multi-function design.

Lambretta is exhibiting at Booth 
831.

PGT introduces a range of new products to help travel safe,   

New additions include the G.E.A.R. 
Grooming Tools for men, and mini items 
perfect for travel. PGT is also debuting two 
new value sets for DF/TR, both with com-
plimentary makeup bags, says Taylor.  

With new items specifically catering 
to the needs of the traveling consumer, 
Myme Electronic Accessories has created 
a magnet-based Unity System that allows 
users to protect and place their phone just 
about anywhere. It is available now. 

PGT has built a solid niche for incre-
mental sales with licensed products with 
names such as Disney, Dream Works, Mar-
vel and more, and continues to build on its 
Toy-Candy combination brands, with the 
CandyRific and Frankford Candy brands. 

Travel Smart
Rounding out the new products show-

ing in Orlando, PGT will also show Kids 
Insect Repelling Superbands and Hand Sani-
tizer themed in Mickey Mouse & Friends 
and more, a must-have product with the 
Zika virus a concern to all. Superbands do 
not contain Deet and provide added protec-
tion for kids 3 years old and up.  

The brands will be showcased at the 
PGT booth #429.

smart and comfortable
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Award-winning Cabeau unveils extended product line and 
new branding as founder David Sternlight tells TMI about 
his quest to “do it right”

California-based global travel 
accessories company Cabeau will be 
showcasing its extended portfolio of travel 
accessories from a newly designed booth 
at the Duty Free Show of the Americas 
(Booth #835)

With a fresh rebranding to mirror its 
dedicated approach to the travel lifestyle, 
Cabeau’s latest innovations in its extended 
product line are inspired by customers who 
have shared what they like, what works and 
what would further enhance their travels, 
says the company, whose consumer travel 
products are available in more than 110 
countries.

Best known for its award-winning 
travel pillows, Cabeau’s 2017 collection of 
functional travel accessories will introduce 
a range of new Luggage Straps, Luggage 
Tags and Luggage Locks.

Earlier this year, Cabeau announced 
that it has become the first travel 
accessories company to join the Asia 
Pacific Travel Retail Association, further 
demonstrating its dedication to the channel.

TMI spoke with David Sternlight, 
Founder and CEO of Cabeau, about how 
he started the company, and was able to 
persuade retailers to list his travel pillow, 
which is more expensive than other brands.

“That was a long process. I remember 
in the beginning there was a lot of push 
back for exactly that reason. From Mom 
and Pop travel stores all the way up to 
some of the biggest airport retailors in the 
U.S., they insisted that their customers 
simply would not buy a travel pillow that 
cost more than $20.”

Sternlight says he resorted to many 
different techniques to get stores to at least 
test the pillows. “This included giving 
away free product. We believed in the 
product, and we told them that if they 
didn’t see sell- through, to call us. Every 
single one of them called or emailed within 
a month saying: ‘I can’t believe how well 
these have sold! How soon can you get us 
new ones?’”

Sternlight says the secret behind the 
success of what became the Evolution 
Pillow was his determination to do it right.

“I was extremely motivated in the year 
and half leading up to the launch to do this 
the right way. I had heard from a number 
of mentors that it didn’t matter what I 
liked in a travel pillow; what mattered was 
what people wanted. So I spent literally 
18 months interviewing and surveying 
over 2,500 travelers to find out what they 
wanted in a travel pillow and found some 
extremely interesting insight and trends 
when I put all of this information into a 
spreadsheet.”

As a result of his research, Sternlight 
started developing prototypes, and ended 
up bringing in about 15-20 different 
versions over the course of some six 
months, he said.

“We literally had people dictate what 
they wanted in a travel pillow. I found 
myself commonly on a Skype call with our 
supplier in China, saying you got to shave 
off this, you have to add to this, you got to 
change the fabric here, you have to make 
the bag look like this…and finally came 
up with something that almost everybody 
really liked. So I truly believe this to this 
day, this was a unique product…this is the 
People’s Pillow.

“It’s kind of embarrassing to say this, 
but the only intelligent thing I did was 
I stopped talking and I listened to what 
people wanted. That’s why this pillow is as 
successful as it is; people like it because it 
came from their opinions.”

Sternlight adds that he is very proud 
of his team and the hard work they put in. 
“They pounded the pavement and traveled 
around the world and really communicated 
the message that this is a product these 
airport stores and duty free stores and mass 
retailers really wanted to have. There’s no 
question that we’ve put in the legwork and 
will continue to do so,” he says.

“Our people are our greatest assets, 
and there is no question that we work 
extremely hard and extremely efficiently, 
including our sales teams,” he said.

With a Travel Retail staff of only four 
people, Cabeau is already in 110 countries.

David Sternlight, Cabeau Founder and CEO
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Travel Blue marks 30th Anniversary
Leading travel accessory company 

Travel Blue celebrates its 30th anniver-
sary with a showcase of top products at 
IAADFS. With Travel Blue brands sold in 
over 110 countries and 10,000 duty free air-
port outlets, Managing Director Avi Levin 
comments on the company’s success: “30 
years of hard work, drive and commitment 
from the Travel Blue team has been the 
main source of our success. We recognize 
and look after our customers and consum-
ers, offering them solutions to all of their 
travel accessory product needs.’’

Jonathan Smith, Director of Travel 
Retail, and Andrea Rivas, Sales Manger for 

the Americas, will share company insight at 
the Travel Blue booth, #901. Products will 
be exhibited on Travel Blue’s space-saving 
display units, including the Tranquil-
ity Pillow, available in standard and 
plus sizes and constructed from 
luxury memory foam, as well 
as other best-selling neck 
pillows, travel adaptors, 
security and luggage 
accessories and 
travel bags and 
pouches. 

“We are continuously looking for 
growth. We are doing really well in North 
America, Asia and the Middle East. We 
have distribution in some parts of Central 
and South America, as well as Europe, and 
those are the places where we will focus 
more from this point forward.

“We are also doing extremely well in 
Japan, China and Korea, and Hong Kong as 
well, also Singapore…even Australia and 
the Asia Pacific.”

Cabeau has some stiff competition 
in Europe, but Sternlight says they are 
starting to gain momentum there. “In South 
America, we are with a number of duty 
free operators, airport concessionaires, and 
mass retailers and they are all doing really 
well. We are certainly going to push in 
those two regions specifically, Europe and 
Latin America.”

For now, Cabeau can be found 
at Hudson News, and has a great 
relationship with In Motion, the number 
one electronic retailer at airports in the 
U.S. “Internationally, the brand is doing 
extremely well with both DFS Galleria as 
well as W.H. Smith, which is based in the 
UK but has a lot of stores internationally.”

The Cabeau travel pillows comprise 
about 80% of the company’s total business, 
but Sternlight is very excited about their 
Midnight Magic Sleep Mask as well.

“We have a number of patents pending 
on it, and was recently issued a patent, 
because it is one of the only, if not the only, 
sleep mask in the world that guarantees 
blackout on a person’s face. This is because 
it is adaptable and adjustable to anyone’s 
face, and creates a natural seal on your 
forehead and on the sides of your head 
around your eye sockets. But ours also 
has an adjustable nose bridge that will fit 
around anyone’s face. We are starting to 
gain a lot of momentum on that product,” 
he said.

TUMI launches reflective Alpha Bravo Collection
Premium travel brand TUMI an-

nounces a redesign of the latest additions to 
its best-selling Alpha Bravo collection for 
Spring/Summer 2017.

A tremendous success for the brand 
since its debut, TUMI has “illuminated” 
Alpha Bravo by introducing a reflective sil-
ver fabric for selected styles for improved 
visibility in low light conditions, and also 
offers a redesigned durable FXT Ballistic 
Nylon fabric.

The collection also added a new 
athleisure element for the season, as well 
as improving its functionality, with three 

styles in the reflective silver fabric.
Kirtland Wheel Away – an expand-

able four-wheeled carry-on from the 
top-selling Bravo collection made from 
durable FXT ballistic nylon for short trips, 
a deceptively small bag features an interior 
with three dividers.

Luke Roll-Top Backpack– Also 
from Bravo, this roll-top backpack tote was 
designed to be stuffed, and holds a phone, 
tablet and laptop, plus papers or files, and 
enough clothes to get through the weekend.

Knox Backpack – this versatile, ca-
sual backpack features numerous organizer 

pockets and 
dedicated 
space for 
a laptop 
and tablet; 
backpack 
straps have 
D-rings for 
attachments, 
with a tall, 
roomy, main 
compartment 
with section 
dividers.
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Costa del Mar: an authentic millennial love story

Florida-based Costa del Mar 
sunglasses is the real deal when it comes 
to appealing to millennials.

Monty Montan̄ez, Costa del Mar’s 
new Director of International Sales & 
Business Development, reports that 55% 
of the brand’s consumers for its high-
performance sunglasses are between the 
ages of 18-24, with that percentage going 
up to 70% when they include the 18-40 
demographic.

“We are well connected with 
this consumer of now and the future,” 
Montan̄ez tells TMI.

Costa customers are, in fact, cultishly 
loyal to the brand, which was created 
more than 30 years ago by a group of 
serious anglers who banded together to 
build a pair of polarized sunglasses with 
performance technology suited just for 
them – sunglasses that would cut glare, 
shut out sunlight and reveal the fish in the 
water more clearly. Handcrafted in Florida 
for more than three decades, Costa is 
known to produce the highest quality, best 
performing sunglasses for those who live 
and play on the water.

“Costa has been very successful in 
creating a cult following, so much so 
that the Costa brand was named a 2016 
Honoree of The Gathering,” says the 
Costa executive, who joined the company 
last year after 10 years in Asia with Safilo.

“This is a very prestigious honor. 
The Gathering is a group of companies 
that come together to pay homage to a 
few exceptional brands that have won the 
devotion of fans and customers around 
the world,” he explains. Other winners 
include such icons as Converse, Airbnb, 
Zappos, Lulumon, Levi’s, Nintendo and 
Harley Davidson, he recounts.

 In addition to creating the highest 
quality sunglasses for people who live 
on the water, Montan̄ez says that it is 
the company’s complete commitment to 
relevant causes that spurs its success, as 
well as its appeal to this target group.  

“Costa has always been 
extraordinarily cause-driven. We are fully 
vested in fishing conservation, and support 

such broad outreach programs as Kick 
Plastic, GEOBASS Adventures, Bluefin 
on the Line, OCEARCH Expeditions, 
Watery Rave, and Project Guyana. For me 
personally, I think the coolest thing is how 
we involve ourselves with environmental 
issues such as OCEARCH, which involves 
tagging sharks, which are so important in 
the wider ecosystem.

“We are the only company in the 
eyewear sector that is fully vested in this 
type of conservation. It’s a way to keep us 
as involved as we can be in protecting our 
waterways and conserving the fish stock 
and the entire ecosystem,” he explains.

The commitment to conservation 
is so imbued in the brand’s corporate 
culture that instead of a regular marketing 
department, the brand uses “community 
leaders” who fully participate in an 
interest area—the regatta community, 
the offshore community, the college 
community, the inland 
waterways community.  
“Not only are they 
someone who connects 
with that community, 
they are a part of it,” 
says Montan̄ez.

“It is definitely a unique proposition 
that we bring to the table. And this is how 
we link it to our business. It is not just 
about creating a product and a service 
and then stopping. We give back. And 
this contributes to what we like to call the 
‘Tribe.’”

Montan̄ez was brought in to Costa 
specifically to help the company develop 
its international reach. The company has 
a growing presence in the U.S. market 
and can be found in travel retail in the 
Bahamas, Tortuga, BVI, and border shops 
between the U.S. and Mexico. It has a 
very strong relationship with Panama-
based Top Brands International, which is 
expanding rapidly since its acquisition of 
Image Duty Free last year.

“We have plans,” says Montan̄ez. 
“Both Latin America and North America 
are the focus today and the next step is 
to go global. We have the competency 
and capability to do so and we have the 
product that has the right to win across the 
board.”

Montan̄ez says that Costa will be 
showing some surprises in Orlando, taking 
what they had done last year and adding 
some other elements. “But Orlando is 
essentially an opportunity to connect with 
other players in the market. And especially 
those we haven’t yet reached out to,” he 
says.

“Our success today and tomorrow 
has always been a grass roots approach. 
We connect with our consumer where 
they are. We are at all the boat shows. Our 
retailers are there and we go and work 
side by side with them. From a partnership 
perspective they know we are there 100% 
and from a consumer perspective we are 
ready to understand our consumers’ needs 
and translate it into the products that they 
want.” 

Monty Montan̄ez, Costa del Mar’s Director of 
International Sales & Business Development
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Kering’s Americas TR business flourishes as it prepares 
for addition of Gucci and new leadership

Italian company Kering Eyewear 
has made impressive strides into the 
travel retail market in the Americas since 
beginning operations in a dedicated 
office in Miami in July 2015, and expects 
even stronger returns as it begins its own 
distribution of Gucci this year. 

“The growth has been exponential,” 
comments Paolo Diamante, Head of Travel 
Retail Americas for Kering Eyewear. “We 
have successfully grown 10 times bigger 
than the previous year, although of course 
we were starting from relatively small 
numbers.” 

The real challenge will be 2017, he 
adds, when Kering is aiming to double its 
turnover.

Kering last year handled an active 
portfolio of nine brands in the travel retail 
channel in the Americas: its pillar luxury 
brands Bottega Veneta, Saint Laurent and 
Alexander McQueen, its diffusion lines 
Puma and McQ, and niche brands Brioni, 
Stella McCartney and Boucheron along 
with new brand Christopher Kane.

Diamante credits the company’s focus 
on distribution and its selective approach 
of offering customized solutions to client 
needs for the positive response Kering has 
enjoyed from its partners, resulting in key 
activations throughout North and South 
America. 

“This approach allowed us to be in the 
right locations with the right brands, and 
with the correct SKU assortment by brand. 
We take into consideration passenger 
profile, hot styles, and the specific needs of 
each door. 

“The focus on the distribution allowed 
us to hit the ground running in 2016 with a 

full activation of Trade Marketing activities 
and strategies to support our partners. By 
December 2016 we had visited the top 
doors across the region, culminating in the 
training of more than 100 sales associates,” 
he tells TMI.  

Different brands lead in South America
An example of how successfully 

Kering was able to benefit from its 
customized distribution strategy can be 
seen in the growth of the Puma and McQ 
eyewear brands in South America. With 
an average RRP of $115, these two brands 
represent almost 70% of all the Kering 

Eyewear units sold in travel retail in the 
Americas in 2016. 

“The majority of these units were sold 
in Brazil, where travel retail remains the 
only channel where consumers can find 
Kering Eyewear sunglasses. For Puma, we 
capitalized on the huge brand awareness in 
the region. Working with one of our biggest 
partners we were able to fully exploit the 
Olympic games in Rio de Janeiro through a 
dedicated activity that doubled the sell-out 
of the stores involved.  McQ, on the other 
hand, introduces its own recognizable style 
in our partner’s brand portfolio.”

Paolo Diamante, Kering Eyewear Head of Travel Retail Americas

Two of the new Gucci styles from Kering The Saint Laurent Monogram story
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Luxury focus in the North
For North America, Kering 

concentrated on developing the most 
luxurious offer of the portfolio: Saint 
Laurent, Bottega Veneta and Alexander 
McQueen.

Bottega Veneta was particularly 
successful in Canada and the east coast of 
the United States, says Diamante. “These 
sunglasses are defined by unsurpassed 
and light weight craftsmanship, quality 
materials, constructions and subtle details 
which combine form with function all over 
the collection.”

Saint Laurent, the fastest growing 
brand in Kering Group, increased by a 
record +33.9% in the third quarter of 2016. 
“This allowed us to develop the brand 
and conquer strategic locations in North 
America and Mexico,” he said.

Alexander McQueen recorded double 
digit growth – “a favorable start in the 
region,” said Diamante. “The strategy 
of focusing on bold iconic styles which 
express the brand’s strong personality and 
are ‘AMQ recognizable’ even without logo 
was very well realized in all the elements 
of our collection.”

Leveraging the Gucci Pillar
“Starting from January of this year, we 

have started the distribution of the Gucci 
eyewear SS17 in top locations. The current 
distribution scenario of Kering Eyewear is 
going to change consistently when Gucci 
reaches the approved doors,” confirms 
Diamante, who says he expects to see a 
huge increase in productivity by door. “The 
collection so far has been extremely well 
received by our selected partners.”

The increase in business will enable 
Kering to have more resources to invest 
with its partners, says Diamante: “We can 
be even more supportive, implementing 
dedicated marketing plans and developing 
sell-out strategies based on retailer 
characteristics. For example, we will 
introduce Asian fitting styles and visuals 
for locations with Chinese passengers.”

Kering sees more new potential 
also from its niche brands Tomas Maier, 
Christopher Kane, Pomellato and 
Boucheron. 

“We will launch dedicated and 
exclusive activities in the most prestigious 
and elegant locations in the Caribbean 
and the west coast. We will also launch 
our luxury brands in Latin America, with 
a specific focus on the Saint Laurent 

monogram story, and consolidate our 
presence in the cruise lines channel with 
the professional support and management 
of our partners ACTIUM.”

New leadership
Kering also expects to see more 

positive results in travel retail from its new 
leadership under Pietro Scognamiglio, who 
was recently appointed Kering Eyewear 
Head of Travel Retail. Scognamiglio 
previously managed APAC Travel Retail, 
Kering’s largest and most complex market 
with a portfolio at least seven times the size 
of that in travel retail Americas.

Under Scognamiglio’s direction, 
Diamante and his team are looking forward 
to a further strengthening of the bond 
among the Global Travel Retail teams 
across the three regions, and gaining access 
to a global point of view essential for 
“intercepting” global travelers.

“Not only will we benefit from 
Scognamiglio’s experience, but he can help 
us adapt the best practices used in Asia 
Pacific to the Americas market. His point 
of view will also provide us with foresight 
into consumer trends in the fast growing 
Key Asian Markets (Korea, Japan, China),” 
says Diamante.

Maui Jim is bringing a hint of vintage 
charm to the IAADFS Duty Free Show of 
the Americas (booth 601) with new style 
Koko Head.

Koko Head is crafted from lightweight 
injected nylon in a stylish rounded frame 
with a keyhole bridge reminiscent of styles 
of the past.

However, the frame is fitted with Maui 
Jim’s SuperThin (ST) Glass bi-gradient 
lenses featuring their legendary Polarized-
Plus2 lens technology which cuts 100% of 
UV rays and eliminates glare while enhanc-
ing color, definition and depth perception.

The company is also featuring Mon-
stera Leaf, handcrafted in high quality 
acetate embellished with a temple inlay of 
Hawaiian tropical flowers dipped in white, 
yellow or rose gold. Designed to flatter 

round, oval and heart face shapes, the styl-
ing is feminine and refined with a slight 
cat-eye shape.

Swept Away is a feminine style ideally 
suited to medium and larger faces, which 
balances a bold shape with a thin acetate 
frame in a choice of four jewel colors to 
give generous coverage.

Maui Jim brings vintage looks to Orlando

Moonbow would best suit round, oval 
and oblong faces, and is available in five 
different color block schemes, adding an 
artistic look to a retro frame design.

All Maui Jim sunglasses have been 
recommended by The Skin Cancer Founda-
tion as an effective UV filter for the eyes 
and surrounding skin.

Koko Head
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Distilled spirits in the United States 
achieved accelerated growth in 2016 with 
supplier sales up 4.5% to $25.2 billion and 
volumes increasing 2.4% to 220 million 
cases, according to the Distilled Spirits 
Council (DISCUS). The sector also had a 
seventh straight year of market share gains 
relative to beer.

The American whiskey boom – 
Bourbon, Tennessee and Rye – continued 

its popularity with U.S. consumers with 
volumes up 6.8% to 21.8 million cases and 
revenues up 7.7% to $3.1 billion. Cognac 
volumes were up 12.9% to 5.1 million 
cases with revenues up 15.3% to $1.5 bil-
lion; Irish Whiskey volumes rose 18.7% 
to 3.8 million cases as revenues increased 
19.8% to $795 million; Tequila volumes 
were up 7.1% to 15.9 million cases with 
revenues up 7.5% to $2.5 billion; Vodka 

DISCUS 2016 Market Report: 
Distilled Spirits sector growth accelerates in 2016

volumes, which represent one-third of all 
spirits volumes in the U.S., grew 2.4% to 
69.8 million cases as revenues increased 
4.1% to $6 billion.

Total U.S. spirits export volumes 
increased 6.8% in 2016, driven largely by 
American whiskey, which increased 10.2% 
in 2016. The 2016 top five export growth 
markets by value were: Vietnam; Spain; 
France; Singapore; and Romania.

Diageo Global Travel has announced 
that Johnnie Walker has relaunched its 
18-year-old Blended Scotch whisky across 
all duty free stores with a new name - John-
nie Walker Aged 18 Years – and a new 
packaging.

A blend of up to 18 different whiskies, 
Johnnie Walker Aged 18 Years is a re-brand 
of Johnnie Walker Platinum Label. 

Johnnie Walker Aged 18 Years is 
the creation of Master Blender Dr. Jim 
Beveridge – twice voted Master Blender of 
the Year.

“With Johnnie Walker constantly 
performing as the top selling spirit brand in 
travel retail, we’re extremely excited to re-
veal the new look of this luxury award-win-
ning blend, and to continue driving Johnnie 
Walker across our duty free stores glob-
ally. We know whisky fans and travelers 
are increasingly interested in 18-year-old 
Scotch and we believe we have the finest 
18-year-old blend in the world,” says Anna 

Diageo GT relaunches Johnnie Walker 18 YO 
with new name and package

MacDonald, Global Marketing Director of 
Diageo Global Travel.

Jim Beveridge said: “I find older whis-
kies fascinating to work with. The great 
whiskies I’ve selected for this blend have 
undergone a slow, easy maturation through 
at least 18 cold winters and warm summers. 
It’s a long time to wait but these whiskies 
have a wonderful balance.

“I have chosen up to 18 different whis-
kies with remarkable flavor and character, 
including classic Speyside malts, such 
as Cardhu, Glen Elgin and Auchroisk for 
their sweetness and elegance; fruity and 
complex Highland Malts including Blair 
Athol and beautifully aged Island malts 
that enable me to introduce such a subtle 
smokiness.”

The launch of Johnnie Walker Aged 
18 Years is supported by a short film, which 
follows Jim Beveridge in his pursuit of 
the ultimate 18-year-old blended Scotch 
whisky.

Johnnie Walker Aged 18 Years is 
available domestically and in travel retail 
outlets globally, retailing at $100 (RRSP) 
for a 1L bottle and $85 (RRSP) for a 75cl 
bottle.

INSIDER
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WEBB Banks has plans to expand 
its position as the largest spirits and wine 
distributor in the Caribbean, North Atlantic 
Islands and Central America.

The company, which merged the 
businesses of Miami’s World Equity Brand 
Builders (WEBB) and Winston Salem’s 
Banks Channel at the beginning of the year, 
sells more than 350 thousand cases of 40 
plus brands in the Atlantic Basin.

“Post-merger there is no doubt that we 
are the largest beverage alcohol supplier 
in the region,” WEBB Banks Managing 
Director Robert Bowman tells TMI. “Both 
companies had significant presence in the 
region individually and were among the top 
competitors before we merged. The biggest 
strength we gain in the merger is significant 
scale. That scale allows us to provide more 
focus and more attention to all three of our 
constituents: our suppliers, our customers, 
and our employees.

“We can provide a lot more resources, 
time, and attention in markets with our cus-
tomers and help them grow their business. 
And that is a reinforcing loop. Spending 
more time with our customers allows us to 
get them to spend more attention on our sup-
plier’s brands, which helps our suppliers.”

“With that focus our sales people can 
become not just Caribbean and Central 
America experts, but true experts in those 
markets that they are servicing - true 
partners,” says WEBB Founder Andy 
Consuegra.

“Banks Channel was very strong in 
wines, leaders in the region with Treasury 
as the biggest supplier partner. WEBB 
was strong in both spirits and wines, but 
stronger in spirits. The combination of 
portfolios -the fit - was very good and 
complementary. We think one plus one will 
equal something greater than two.”

Founded in 1982, Banks Channel was 
owned and managed by Bowman. Banks 
Channel already had a dominant position as 
a premium wine distributor, managing such 
brands as Beringer, Penfolds, Caymus, 
Shafer, Freixenet, Rodney Strong, Ramey, 
Noble Vines, Smoking Loon, Graham’s 
Port and many others.

WEBB, founded in 2007 by Con-
suegra, distributed both premium wine 

and spirits, including The Macallan, Tito’s 
Handmade Vodka, Disaronno, Svedka, Bru-
gal Rum, Cupcake Vineyards, Luc Belaire, 
Molly’s, Mionetto and Frescobaldi wines.

The merger did not impact WEBB’s 
JV with Edrington (EWTRA) for the Duty 
Free Channel in the Americas, for which 
Consuegra will continue to serve as CEO. 
The merger also did not affect Banks Chan-
nel’s wine importation business in North 
Carolina, which Bowman will continue to 
own and operate.

Bowman was named Managing 
Director of WEBB Banks, while partner 
Consuegra serves in a supporting role with 
a focus on supplier relations. The Manag-
ing Director position will rotate periodi-
cally between Bowman and Consuegra. 
The WEBB Banks Board will be Bowman, 
Consuegra and industry veteran Michel 
Recalt, who will be charged with strategic 
consulting. Phillip Jarrell will be respon-
sible for distributor strategy and marketing, 
while also directing and expanding the 
embedded portfolio management team. 
In addition, six area managers will each 
assume four to five markets, reporting 
directly to Bowman.

WEBB Banks’ long history of work-
ing in the region before the merger, learn-
ing the differences between the different 
markets and building relationships, is one 
of the new company’s key strengths, says 
Bowman.

“From the 40,000 feet view people 
think it is one region. But it encompasses, 
including Central America, 34 distinct 
countries with separate cultures, separate 
laws, customs. They are all very differ-
ent,” he says. “We’ve been doing busi-
ness in these countries with these owners 
of companies for a long time and we’ve 
developed really strong relationships with 
them. And that is something that you can’t 
duplicate overnight. It takes time of going 
there, spending time with your customers 

Newly merged WEBB Banks leverages 
its scale and experience to grow in region

and developing those relationships.”
“Even if you look across the Dutch 

islands there are huge differences between 
St. Maarten, Aruba, Curaçao and Bo-
naire. Each of the French islands are very 
different. The Spanish speaking islands 
are different as are the English-speaking 
islands between the British colonies and the 
U.S. protectorates. It is a fascinating and 
challenging region. So having our level of 
expertise is a point of differentiation,” says 
Consuegra.

WEBB Banks currently has five 
sales people in markets embedded with its 
distributors, and intends to add more in the 
future.

“Because of the greater scale of the 
company our sales people are not regional, 
they are assigned to specific countries. 
Most of our sales people only have respon-
sibility for three, four, or five countries. 
They are very focused. Against anybody 
else in the region we are able to provide 
more resources because of our scale. Andy 
and I are committed to continue to reinvest 
in those resources in the region,” says 
Bowman. “The goal is to add significantly 
more embedded WEBB Banks people in-
side our distributors as we move forward.”

Both Bowman and Consuegra say the 
merger has been enthusiastically supported 
by its distributor and supplier partners.

“Our suppliers understand the synergy 
of this merger and are onboard and happy 
with what we are doing,” says Bowman. 
“I think it is significant that we are now 
the largest provider of beverage alco-
hol throughout the region. We still have 
significant room to grow that base and our 
laser focus is to provide value to both our 
distributor customers and to our suppliers.”

“We’ve been able to successfully 
combine the two businesses and create a 
stronger business. I think culturally we’ve 
created a foundation for sustained growth 
going into the future,” says Consuegra.
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Edrington Webb Travel Retail Ameri-
cas (EWTRA) continues to increase its 
footprint in travel retail and cruise in the re-
gion while growing both its team and brand 
portfolio, EWTRA CEO Andy Consuegra 
tells TMI.

“2016 was an exemplary year for 
EWTRA in that we achieved double digit 
growth while also successfully building 
a strong foundation for the future. We 
achieved substantial organic growth 
with our core brands of Macallan, Tito’s, 
Disaronno and Licor 43, through increased 
distribution, activations and in particular, 
cruise lines,” says Consuegra. “It was a 
great year that positions us well for the 
future.”

EWTRA also solidified its team 
by adding new members with extensive 
experience such as Juan Carlos Rodriquez 
as Finance Director, Jada Portela as Sales 
Director, Anette Mourier in Marketing 
and Cruise Line Activations and Anthony 
Dieppa in Key Accounts.

In October in another important devel-
opment for the company, EWTRA began 
to directly manage key global brands in the 
Sazerac portfolio including Buffalo Trace 
Bourbon, Blanton’s Bourbon, Eagle Rare 
Bourbon and Fireball Cinnamon Whisky. 
Those brands join Sazerac’s Southern 
Comfort, which was awarded to EWTRA 
last April, as well as Paddy’s Irish Whiskey.

“We strengthened our portfolio by 
adding trending Sazerac brands that make 
us the premier portfolio in travel retail of 
craft brands, with brands like Buffalo Trace 
and Blanton’s joining Tito’s, Highland 
Park, Villa Massa and others,” says Con-
suegra.

EWTRA is emphasizing its craft 
brands and their particular importance 
to the millennial consumer with in-store 
displays which feature the company’s craft 
portfolio.

“We are positioning EWTRA as 
having a very premium craft portfolio. 
Macallan, Highland Park, Tito’s Handmade 
Vodka, Vida mezcal, Buffalo Trace, and all 
the small batch bourbons, even to an extent 
Villa Massa liqueur are all craft spirits,” 
EWTRA’s Anette Mourier told TMI.

The Macallan
While EWTRA has expanded its 

portfolio into new key categories with 
Sazerac’s bourbons, the company is still led 
by the continued success of The Macallan 
single malt whisky in markets throughout 
the region.

The brand introduced a new retail 
experience in key airports creating not only a 
destination to purchase a range of travel retail 
exclusive expressions, but to bring consumers 
a deeper insight into the brand once the new 
distillery opens in 2018, says Mourier.

EWTRA’s craft portfolio positions company for 
regional growth

The Macallan retail experience was 
launched in the rotunda in Mexico City 
through Dufry and will continue to expand 
to major cities such as New York, Miami, 
and Brazil.

The Macallan has unveiled its latest 
Lalique collaboration with The Macal-
lan Golden Age of Travel series, which is 
exclusive to global travel retail. The range 
celebrates the first era of international 
travel by road, rail, sea, and air. The second 
release features a rare period Macallan 
distilled in 1937, which was first bottled in 
1972 and rebottled in 2016. The whisky is 
showcased in a handcrafted Lalique crystal 
decanter, of which only 48 have been 
made, and features an illustration of an 
early passenger aeroplane.

The Macallan is also releasing the 
Masters of Photography 6th edition, this 
year featuring photographer Steven Klein.

Titos Handmade Vodka, the fastest 
growing Vodka in the U.S., has increased 
its presence in stores with a campaign that 
highlights the craft essence and authenticity 
from Austin, Texas, says Mournier.

Through these engaging instore acti-
vations, EWTRA is featuring Tito’s through 
HPP’s, Light Boxes, Gondola ends, and 
branding spaces in key airports throughout 
the U.S. including JFK, LGA, BOS, and 
DAL (See story and interview with Tito’s 
President International John McDonnell on 
page 102).

Tito’s Handmade Vodka is also ex-
periencing success in bars and restaurants 
on cruise ships. Tito’s is now featured on 
menus on board Celebrity Cruise ships 
and as the cocktail of the day on Carnival 
ships.

Disaronno featured its 4th limited 
edition over the holiday season in 2016 
with an affiliation with fashion designer 
Etro. Disaronno’s latest interpretation of 
the ICON project will continue to sup-
port the charity, ‘Fashion 4 Development,’ 
sponsored by the United Nations. The Etro 
collaboration follows the success of past 
partnerships with Italian fashion brands, 
Moschino, Versace and Roberto Cavalli. At 
the stand in Orlando, EWTRA will display 

EWTRA featured The Macallan in the Mexico 
City rotunda with Dufry.
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ESTE SUAVE Y CREMOSO LICOR  ES LA FUSIÓN PERFECTA ENTRE LICOR 43 Y 
LA TRADICIONAL RECETA DE HORCHATA DE VALENCIA. ENTRE SUS DULCES Y 
DELICADOS SABORES SE APRECIAN NOTAS DE CHUFA, ESPECIAS Y CÍTRICOS.
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the previous limited editions, with another 
limited edition launching this Christmas.

EWTRA will also feature on-stand the 
re-launch of its high-end Brugal 1888. The 
rum will launch in both local domestic and 
travel retail around the time of IAADFS. 

EWTRA has also entered the mez-
cal category, launching Del Maguey Vida 
Mescal, a leading mezcal at on-premise 
locations in the U.S. domestic market, into 
travel retail.

EWTRA is hosting two events at its 
stand (923) at the Duty Free Show of the 
Americas. On Monday night from 5-7 pm 
it will be celebrating the merger of WEBB 
Banks (See story on page 96). The next 
night from 4-6 pm, EWTRA is holding 
a Silent Auction Happy Hour featuring 
some exciting items with proceeds going to 
charity.

Illva Saronno features new Tia Maria packaging in 
Orlando

Illva Saronno is featuring new packag-
ing for Tia Maria, as well as showcasing its 
brands Disaronno and Rabarbaro Zucca at 
the EWTRA booth (923) in Orlando.

The new packaging for the coffee 
liqueur ,with its deep red label, is designed 
to make Tia Maria even more prominent 
behind the bar and on the shelf.

The new Tia Maria bottle has been 

tested with consumers through the use of an 
innovative research method based on neu-
romarketing. It is a discipline that blends 
traditional marketing with neuroscience 
and pyschology, measuring what occurs 
in the human brain when it is subjected to 
stimuli related to products or brands.

“We are thrilled with how the new Tia 
Maria bottle has turned out, and we have 

seen much interest 
in it since its reveal 
at TFWA World 
Exhibition last year. 
This is a true revival 
for the brand,” says 
Domenico Toni, 
International Sales 
Director.

ALFA Brands and Pillitteri ice wines celebrate Canada’s 150th 
anniversary with limited edition gift set

ALFA Brands is launching a limited 
edition icewine gift set from Pillitteri 
Estates Winery in Orlando to celebrate the 
150th Anniversary of Canada.

Pillitteri 
commissioned 
the creation of 
200 hand blown 
glass decanters 
created by award 
winning artist 
Kelly Lowe to 
accompany the 
gift set. The gift 

set includes two bottles of Reserve Icewine, 
a glass decanter, a certificate of authenticity 
and a decorative box for display.

“This historic occasion is a time for 
Canada to showcase the nation’s triumphs. 
When you toast Canada’s birthday this July 
1st, it’s only appropriate and most repre-
sentative to do so with a bottle of Canadian 
Late Harvest. Join us as we celebrate,” says 
ALFA Brands.

ALFA Brands is showcasing its port-
folio of products at the Duty Free Show of 
the Americas at Booth 526.
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Tito’s Handmade Vodka continues 
to expand its footprint into new markets 
throughout the Americas  as it sets its sights 
on the millennial consumer.

Tito’s International is focusing on 
South America, particularly Chile and 
Argentina, to grow the craft spirits category 
and cater to consumers who are looking for 
quality brands with authenticity, says the 
company.

In the U.S., the company has launched 
high impact activations at Boston Logan 
International Airport and JFK International 
and LaGuardia airports in New York and 
will then be featured at Dallas International 
Airport in April.

Tito’s is distributed in North America 
Duty Free by EWTRA.

The retail installations feature brand-
ing across the store entrance as well as 
branded wall bays and gondolas, all of 
which highlight Tito’s origins in Aus-
tin, Texas and showcase its status as the 
number one original craft vodka. Shoppers 
are invited to try Tito’s neat or mixed in 
cocktails at a branded tasting bar.

“The past year has been a phenomenal 
success for Tito’s Handmade Vodka—de-
mand is very strong. 2017 promises to be 
another great year for Tito’s across U.S. 
duty free, both in airports and cruise lines 

and we have exciting plans in place to 
expand our footprint and visibility,” says 
Tito’s International Managing Director 
John McDonnell.

Engaging with the millennial con-
sumer is critical for Tito’s growth, says 
McDonnell.

According to the company, there are 
1.75 billion millennials globally who spend 
a majority of their disposable income on 
travel and entertainment.

“With the rise of craft and the increas-
ing appetite of millennials for products 
with a great back-story, operators should 
capitalize further on the category. Craft 
spirits are one of the biggest purchasing 
blocks in the world right now and as a 
pioneer of the movement, we recognize 
the strength of this trend and believe that if 
operators display craft products together, 
they will attract more shoppers in store and 
increase sales across the board.”

Tito’s Handmade Vodka was founded 
by Tito Beveridge in 1997 and is made in 
Austin, Texas using copper pot stills. Tito’s 
is made from corn, giving it a sweeter, 
rounder finish than vodkas made from 
wheat and potatoes, says the company.

“Millennials are drawn to the person-
ality, the story of how Tito got started. It 
wasn’t an overnight success and people can 

Tito’s Vodka targets millennials around the world

relate to that. A huge part of the story is 
how much Tito gives back and millennials 
are really attracted to companies that give 
back. There are mass brands, but mass is a 
dirty word to millennials. They like brands 
with integrity and authenticity and Tito’s 
has both.”

Tito’s Handmade Vodka has also ex-
panded its presence in bars and restaurants 
on cruise ships. Tito’s is now featured on 
menus on board Celebrity Cruise ships and 
as the cocktail of the day on Carnival ships 
with more programs to come.

“We are doing extremely well on 
cruise ships. The demand has been so great 
that ships have almost been forced to put 
Tito’s on menus,” he says.

In Canada, where Tito’s is distributed 
by WFH Travel Retail, the vodka is now on 
shelf at the Dufry stores at Toronto Pearson 
International Airport. McDonnell says 
Tito’s has already been a huge success at 
all Canadian land border duty free stores, 
Montreal-Pierre Elliott Trudeau Airport and 
Billy Bishop Toronto City Airport.

WFH Travel Retail director, Bill Har-
vey says: “Tito’s has experienced phenom-
enal growth in land border stores so we are 
now focusing on extending distribution in 
airports. This listing is an important step in 
that process. This exceptional product has 
Americana appeal and offers consumers a 
quality liquid with a genuine story.”

Tito’s has plans to extend not only 
throughout the region, but everywhere in 
the world, says McDonnell.

“We just hit our 104th country – Azer-
baijan and Kazakhstan. Tito’s is showing 
up places I never dreamed of,” says Mc-
Donnell. “More and more distributors I talk 
to say that Tito’s is not taking only shelf 
space from vodkas it is taking share from 
all categories. I think Tito’s is arguably one 
of the greatest success stories ever in the 
liquor business and it is still growing very 
nicely.”

Tito’s was featured with International Shoppes’ 
at JFK Terminal 8.
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Whitley Neill London Dry Gin and 
The Pogues Irish Whiskey will be featur-
ing their new travel retail exclusive one 
liter bottles at the Haleybrooke booth (207) 
at the IAADFS Duty Free Show of the 
Americas.

Inspired by Africa and created in 
England, Whitley Neill is a premium gin 
which contains nine botanicals, including 
aromatic African Cape gooseberries and the 
citrus fruit of the baobab tree.

Whitley Neill (ABV 43%) is hand-
crafted in a traditional copper pot still.

Created by the artisanal West Cork 
Distillers in association with the Celtic 
punk band from which it takes its name, 
The Pogues Irish Whiskey is a blend com-
bining Irish malt and grain whiskies.

The Pogues (ABV 40%), made from 
barley from southern Ireland and Irish 
spring water, is triple-distilled for purity 
and non chill-filtered. It is then matured in 
American bourbon barrels.

Whitley Neill London Dry Gin and 
The Pogues Irish Whiskey are just two of 
the spirits in Halewood Wines & Spirits 
portfolio, which also includes Liverpool 
Gin, Whitley Neill Quince Gin, Whitley 
Neill Orange Vodka and the JJ Whitley 

Haleybrooke to feature travel retail exclusive 1 liter bottles for 
Whitley Neil Gin and The Pogues Irish Whiskey

flavored gin and vodka collection.  
Halewood has partnered with Haley-

brooke International to build the business 
in duty free in the USA and Canada with 
the emphasis on The Pogues and Whitley 
Neill Gin, which already collected more 
than a dozen new listings at the FDFA 
convention in Toronto in November.

“We are very pleased at Haleybrooke 
International to be part of the launch of the 
liter bottles in travel retail of Whitley Neill 
Gin and The Pogues Irish Whiskey as they 
are outstanding brands and in two of the 
fastest growing liquor categories in duty 
free,” says Patrick Nilson, Haleybrooke 
president.

French wine company Barton & Gues-
tier has launched a Travel Retail exclusive 
glorifier for one of its focus brands Héri-
tage by Barton & Guestier. The giftpack 
highlights the distinctive bottle and its label 
design featuring the portrait of its founders. 

The first cuvee of Héritage was 
launched on the 290th anniversary of 
Barton & Guestier in 2015 to celebrate 
the company’s history and winemaking 
expertise.

The new glorifier for Héritage by 
Barton & Guestier comes prepacked per 6 
x 75 cl at a RCSP of $19.99.

The company is also launching M de 
Magnol, created using the same vinification 

guidelines as for Château Magnol, respond-
ing to the demand for approachable and 
fruity Bordeaux wines. 

M de Magnol is available in personal-
ized outershippers of 6 x 75 cl for a RCSP 
of $15.

Founded in Bordeaux in 1725 by the 
Irishman Thomas Barton, Barton & Guesti-
er has developed a premium brand strategy 
based on AOC and Varietal wines from the 
main French wine growing regions: Bor-
deaux, Loire, Burgundy, Beaujolais, Rhône 
Valley, Languedoc, Provence and Gascony. 
Barton & Guestier wines are available in 
more than 130 countries. 

Barton & Guestier brings new wines 
to IAADFS

INSIDER
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Alcoholic beverage distribution and 
marketing company MONARQ Group 
marked a decade in business in 2016 with 
its most successful year to date, says 
MONARQ managing director/owner 
Robert de Monchy.

 “2016 has been another strong 
year with a double-digit growth rate. We 
celebrated our tenth anniversary with our 
best year so far. 2017 has started substan-
tially above the same period last year,” he 
tells TMI.

De Monchy says that the spirits 
industry has trended towards unique high 

quality premium products with true stories 
and that MONARQ’s spirits portfolio has 
reflected that change.

 “The art of craftsmanship is rapidly 
coming back,” he says.

Single malt and specialty whiskies, 
gin and craft spirits have driven the 
growth for MONARQ’s portfolio, which 
has expanded to new categories over the 
past few years.

“We are very pleased with the portfo-
lio development. Our portfolio philosophy 
is to offer a wide, but not a deep, portfo-
lio of unique leading premium brands, 

MONARQ Group extends spirits portfolio

representing a selective number of brands 
in each of the relevant alcoholic beverage 
categories,” says de Monchy.

 MONARQ has been delving into 
some interesting new products in new 
categories.

“We recently started with a portfolio 
of independent Japanese Whiskies, namely 
Mars-IWAI, Togouchi and Akashi. On top 
of that, we started working with Gosling’s 
Bermuda Rum, Anchor Steam Beer, Paul 
John Indian Single Malt Whisky, Knap-
pogue Castle Single Malt Irish Whiskey 
and the BB&R portfolio, including The 
Glenrothes Speyside Single Malt.”

MONARQ recently gained new list-
ings for Greenall’s, Opihr and Thomas 
Dakin London Dry Gins with London 
Supply and also listed Heineken with JPT 
in Chile and Anchor Steam Beer on board 
the cruise ships of Holland America Line.    

 Looking forward, de Monchy is 
cautious about what effect the so-called 
“Trump Effect” might have on business:

“It’s too early to feel the impact but I 
expect this may unfortunately negatively 
influence American products in parts of 
Latin America, especially in Mexico.”  

Fraternity Spirits is focusing on 
Tequila Corralejo and El Ron Prohibido 
at the Duty Free Show of the Americas 
(Booth 707), hoping to expand distribu-
tion in the region.

The company has new additions to 
its portfolio, which it will debut to the 
region in Orlando.

Corralejo Extra Añejo 1821 is a 
100% blue agave tequila produced from 
double distillation in copper pot stills and 
aged for 36 months in oak barrels with a 
capacity of no more than 200 liters.

Ron Prohibido 12 and 15 (Gran 
Reserva) are produced under the solera 
system. The company says the aging 
process for “the Forbidden Rum” utilizes 
a series of oak casks arranged in three 
tiers with the combination of different 

aged rums giving the rum a unique, 
mellow, sweet taste.

“We are delighted to be exhibit-
ing at the IAADFS show once again. 
The Americas is a very important 
region for Fraternity Spirits, and 
we are confident that both our 
Corralejo Extra Añejo 1821 and 
Ron Prohibido 12 and 15 will 
be well-received,” says Raf-
faele Berardi, CEO, Fraternity 
Spirits.

Fraternity Spirits focuses on expanding 
distribution in the Americas

INSIDER
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After continued success onboard 
cruise lines and ferries for its award-win-
ning Brewlock, Heineken Global Duty Free 
plans to expand the draught innovation to 
more ships in 2017, says Koos Vrijlandt, 
Heineken Global Duty Free Account 
Manager.

Brewlock, which won “Drinks Inno-
vation of the Year” and “Supreme Cham-
pion” at the Drinks International Travel 
Retail Awards in 2016, is 25% lighter than 
regular draught systems and 100% dispos-
able – reducing logistical, quality, and cost 
barriers that the cruise industry was facing.

“Brewlock solves logistical issues 
for our customers while delivering the 
best possible draught beer quality to our 
guests. Brewlock was launched into Ferries 
in 2016 and we see more opportunities to 
offer more choice in this segment. In 2017 
we are planning to expand our portfolio 
further,” says Vrijlandt.   

Heineken Brewlock is now available 
on more than 90 cruise ships and ferries.

“We now offer Heineken, Heineken 
Light, Newcastle Brown Ale and, since 
early 2017, draught Strongbow Apple Ci-
ders on BrewLock. We are looking to bring 
in other key brands from our portfolio in 
the future, says Vrijlandt.

Expanded portfolio
Heineken added 

some new beer and 
cider brands to its 
portfolio last year, 
helping the company 
achieve a positive 
year in global travel 
retail.

“2016 was a 
strong year in which 
we over-delivered on 
our ambitions, thanks 
to the success of 
our innovations and 
greater distribution for 
BrewLock with an ex-
panded product range 
which now includes 
Heineken, Heineken 
Light, Newcastle Brown Ale and Strong-
bow  Apple Ciders.  Distribution growth 
in other duty free channels also played a 

Heineken’s Brewlock leads to cruise success

significant role in making 2016 successful, 
helped by the broader range of beers and 
ciders including Red Stripe, Strongbow and 
Tiger Beer,” he says.

 “Inevitably there were challenges in 
some markets due to political and eco-
nomic influences but we have a positive 
outlook for 2017, driven by the growth of 
the International Premium Segment.”

Heineken is zeroing in on the border 
business in Americas duty free along with 
the cruise lines in the Caribbean.

“Our focus is on border stores in 
South America and on the U.S./Canada 
borders. The Cruise sector continues to 
be a strong prospect with opportunities 
for further growth as passenger growth 
accelerates and operators increase their 
commitment to the onboard guest experi-
ence, bringing more consumer choice and a 
commitment to service innovation solutions 
such as with Brewlock.”

Heineken Global Duty Free has also 
hired Enrique Santomé as new Account 
Manager Duty Free Americas, effective 
February 15, 2017. Santomé, who will be 
based in Monterrey, Mexico and report 
to Ernesto Milan, will be commercially 
responsible for the border retail channel in 
the Americas Region.  

Appleton Estates releases limited edition 
to celebrate world’s first female master blender

Appleton has released the Appleton 
Estate Joy Anniversary Blend, a rare 
25-year-old limited edition rum, which 
celebrates Joy Spence’s 20th anniversary as 
Master Blender.

This 25-year-old minimum aged 
Jamaican premium rum, which also 
includes rums that have been aged up to 
35 years, will be rolled out across markets 
starting in Q2, and will also be available in 
selected key airports and regions.

Spence, who fell in love with 
chemistry at age 13, always dreamed of 
becoming a scientist. She joined Appleton 
Estate in 1981 as Chief Chemist and for the 
next 16 years she worked with then Master 

Blender, Owen Tulloch.
In 1997 she became the world’s first 

female Master Blender.
“For my anniversary blend, I simply 

set out to create the rum that I’d like to sip 
while watching the colors of my garden 
change in the warm glow of the Jamaican 
sunset,” said Spence. “It includes two rum 
marques which are of particular sentimental 
significance to me: The first of these 
marques was laid down to age in 1981, 
which is the year I joined the Appleton 
Estate team, and the second is my favorite 
marque of pot still rum. The final blend is 
a wonderful rum that I hope will become a 
cornerstone of my legacy.” 

INSIDER
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William Grant & Sons brings engaging booth to Orlando

William Grant & Sons 
is presenting its latest travel 
retail offer in an engaging 
booth designed to give buyers 
the same experience as it does 
traveling consumers at the 
IAADFS Duty Free Show of the 
Americas (Booth 100/110).

The company will feature 
the new packaging for the travel 
retail exclusive Glenfiddich 
Cask Collection, which is 
based on the Solera vat process 
pioneered by Glenfiddich in 
1998. The new series has been 
reworked to provide clearer 
shelf stand out, improved 
consumer appeal and help 
better signpost Glenfiddich. The refreshed 
packaging was first shown to customers at 
the TFWA World Exhibition in Cannes in 
October, with the first rollout planned for 
April.

“We were very encouraged by the 
response in Cannes and are confident of 
a similar response from the Americas, 
where Glenfiddich is a core brand for us 

both North and South,” says Ed Cottrell, 
Managing Director GTR.

For the Select and Reserve Cask, 
shades of blue were chosen to reflect a 
step up between the two and encourage 
consumers to trade up, repeated on the 
labels and foil caps, while the Vintage 
Cask features copper coloring.

The Glenfiddich Cask Collection will 
have a separate dedicated feature area on 
the William Grant booth, where visitors 
to the show can engage directly with the 
range, sampling each of the expressions 
and learn more about the brand concept.

The main booth will focus on 
Drambuie, Hendrick’s and Monkey 
Shoulder. Drambuie Scotch Liqueur was 
given a makeover at the end of 2016 with 
new packaging inspired by the brand’s 
270 year history starting to show up on 
shelves in the region during the first 
half of 2017. The new bottle styling is a 
modern interpretation of classic design 
and is cast in dark amber glass, topped 
with Drambuie’s signature red cork 
closure.

Drambuie, which the company sees 
as a hidden gem in the WGS portfolio 
with tremendous potential with the current 
classic cocktail resurgence, will have its 
own feature wall in Orlando.

To celebrate World Cucumber 
Day on June 14, William Grant will be 
bringing back the ‘Master Serve ‘O’ 
Matic’ bicycle at the show, which visitors 
to the booth can pedal to deliver a slice of 

cucumber to accompany a ‘Hendrick’s & 
Tonic.’ The bicycle unit, along with floor 
and wall graphics, is designed to bring 
the Hendrick’s brand to life in a fun and 
innovative way.

The back wall of the stand is devoted 
to Monkey Shoulder, which WGS says 
continues to perform extremely well in 
the Americas. The company says Monkey 
Shoulder’s positioning of “100% Made 
for Mixing” supports its versatility as a 
premium Blended Malt whisky that can be 
enjoyed on its own or in cocktails.

“2016 was a challenging year in the 
Americas due to a number of factors, 
including the strong US dollar and 
devalued local currencies, the severe 
economic downturn in South America and 
the ongoing political crisis in Brazil. In 
spite of these obstacles, we were able to 
hit and even exceed our sales targets and 
ended up well ahead of 2015. While we 
are still facing a lot of the same headwinds 
and it’s sure to be another challenging 
year, we remain optimistic and motivated 
at the start of 2017,” says Richard Bush, 
Regional Marketing Manager. “We are 
excited to be exhibiting once again at the 
Duty Free Show of the Americas, it is a 
highly valuable event for us and we look 
forward to meeting with our regional and 
global partners both to discuss our 2017 
portfolio and to show how WGS brings its 
brands to life with exciting, engaging and 
educational activations that suit the DNA 
of each individual collection.”

INSIDER
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Brown-Forman is focusing on its 
portfolio of American whiskies, Jack Dan-
iel’s, Woodford Reserve, Old Forester and 
Cooper’s Craft, at the IAADFS Duty Free 
Show of the Americas. 

“In 2016, we successfully celebrated 
the 150th anniversary of our Jack Dan-
iel’s distillery and we are now quickly 
approaching the 150th anniversary of our 
founding brand, Old Forester Bourbon, 
introduced in 1870. Brown-Forman has 
been the leader in American Whiskies since 
1870 and we look forward to working with 
our retail partners to grow the category and 
their business through excellent activation 
and innovation,” says Monte Wilson, Di-
rector of Americas & Global Key Accounts 
Brown-Forman Travel Retail. 

Jack Daniel’s and Woodford Reserve 
are driving B-F’s year-on-year growth and 
the entire American Whiskey category in 
GTR, says Wilson. 

“It is our plan to continue our 
American Whiskey leadership into and 
beyond 2020 through successful planning 
and collaboration with our retail partners 
along with our focused and thoughtful 
innovation. We will continue to evolve our 
American Whiskey strategy to not only 
meet the needs of our retail partners but our 
very engaged and 
growing consumer 
base as well. There 
is a true demand in 
global travel retail 
for authenticity and 
new experiences 
and our American 
Whiskies meet that 
demand.” 

Wilson tells 
TMI that this global 
thirst for American 
whiskies, particular-
ly Jack Daniel’s and 
Woodford Reserve, 
has helped offset the 
effects the strong US 
dollar has had on 
B-F’s business.

“2016 contin-
ued to be challenging 

year for the Americas and global travel 
retail as many of the economic issues 
including challenges carried over from 
2015. However, as the strong US dollar 
has settled in and become the norm, we 
have seen countries, retailers and consum-
ers adjust and show signs of recovery,” he 
says. “In spite of the economic struggles 
in 2015 and 2016, international departures 
have shown growth and forecasts out to 
2020 are very promising. Travel today is no 
longer considered a luxury but rather a part 
of everyday life. This positive trend along 
with our forecasts for American Whiskey 
global growth in both domestic and travel 
retail markets, gives us a lot to plan for in 
terms of innovation and how we go to mar-
ket to reach our core and emerging markets 
consumers.”

Wilson says the positive trend will 
continue throughout 2017. 

“I would say that the Brown-Forman 
Global Travel Retail team remains very 
optimistic. We have an outstanding portfo-
lio including such industry leaders as Jack 
Daniel’s and Woodford Reserve. We also 
are very enthusiastic about bringing Old 
Forester and Coopers Craft into our Ameri-
can Whiskey GTR offerings, as well as our 
new Scotches - BenRiach, GlenDronach 

Brown-Forman’s focus remains on its 
American Whiskey portfolio

and Glenglassaugh along with Slane Irish 
Whiskey. As you well know, the demand 
for brown spirits, particularly American 
whiskies, plays into the strength of the 
Brown-Forman portfolio and now we have 
Scotches and an Irish Whisky to comple-
ment and enhance that strength. Our retail 
partners have been wanting Brown-Forman 
to enter into the Scotch and Irish category 
for years and we’re very excited about our 
opportunities with them.”

Wilson is also bullish about B-F’s 
tequilas.

“Our Casa Herradura tequilas are 
performing extremely well in the North 
America domestic market and global travel 
retail. Herradura Ultra has exceeded our 
expectations and consumers are now enjoy-
ing El Jimador tequila in airports and on 
the cruise lines.”     

  
Cruise

B-F is very enthusiastic about future 
growth for its brands in the cruise channel, 
especially since cruisers are now demand-
ing American whiskies, as well as a strong 
interest in the cocktail culture. 

“Brown-Forman has put considerable 
effort into building strong and enduring 
relationships with such outstanding cruise 

operators as Carnival 
Cruise Corp, Royal 
Caribbean, Celebrity 
and the Norwegian 
and Disney Cruise 
Lines,” says Wilson.

“Our efforts are 
paying nice dividends 
in terms of brand 
building and experi-
ential marketing. Our 
cruise partners are 
always looking for 
ways to enrich their 
consumer’s experience 
and this is in direct 
alignment with our 
brand strategies and 
what we can offer as 
a supply partner with 
our dynamic brands.”

INSIDER
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Stoli Group is bringing an expanded 
portfolio that includes bourbon, tequila, 
and rum to the IAADFS Duty Free Show 
of the Americas.

Bayou Rum, which the company says 
“has carved its niche in the cruise channel” 
will be launching in airports soon.

The handcrafted, pot-distilled Louisi-
ana rum, which is produced from fresh, lo-
cally sourced sugarcane, is available in four 
SKUs: Silver, which Stoli says is perfect 
for drinking on the rocks; Spiced, which 
is rested in a mix of Creole spices for 40 
days; Satsuma, which is blended with fresh 
Satsuma citrus; and Select, which is aged 
for years in bourbon barrels.

Stoli Group added KAH Tequila to its 
portfolio at the end of 2016. Designed to 
honor Mexico and its people, the product 
range features four expressions made from 
hand-selected 100% blue agave: Blanco; 
Reposado; Añejo; and Extra Añejo. Each 
is presented in its own uniquely decorated, 
spirited skull bottle.

Kentucky Owl Bourbon is the latest 
addition to the Stoli Group portfolio. With 
a history that traces back to 1879, the 
brand disappeared during prohibition until 
it was revived in 2008. In 2014, Kentucky 
Straight Bourbon Whiskey was the Drinks 
Category Winner at Garden & Gun maga-
zine’s “Made in the South” awards.

“We are thrilled to launch these new 
products into Americas Duty Free, and to 
pair them with engaging, 360-degree air-
port activations,” said Dayna Dennington, 
Stoli Group’s Regional Director, Duty Free 
North & Central America. “Experiences are 
critical in recruiting millennial consumers, 
currently the most important group for the 
spirits category. To successfully introduce 
our products, we have to create unique and 
memorable engagements, which we’ll do 
through interactive, multi-sensory activa-
tions and events.”

Amidst a challenging climate, Stoli 
Group delivered consistent results across 
all duty free categories in 2016 and had a 
year of strong growth in the Americas duty 
dree channel, says the company.

“With a focus on the cruise channel, 
we were able to secure new menu listings, 
cocktails of the day and exclusive partner-
ships with our partners, which will con-
tinue to pay dividends as we on-board new 
brands,” continued Dennington. “In 2017, 

despite forecasted currency fluctuations 
and market stability in question, we will 
continue to chart innovative and disruptive 
paths. While retail remains under pressure, 
we will place a high priority on offering 
varied products and shopping experiences 
for the discerning international traveler.”

Stoli Group is cautiously optimistic 
that certain regions within Latin America 
will recover from economic challenges and 
the current geo-political environment.

“Through our continued market 

Stoli Group to present bourbon, tequila, and rum 
in Orlando

presence and promotional activations, we 
strive to remain top of mind with con-
sumers during this difficult economy. elit 
Vodka and the Stoli range, including the 
new Stoli Gluten Free, will maintain key 
roles. Gluten Free was very well received 
at its launch last year,” noted Jean-Philippe 
Aucher, Stoli Group’s Global Duty Free & 
Travel Retail Director. “We are looking for-
ward to seeing all of our existing customers 
in Orlando and to welcoming potential new 
clients to our booth.”

INSIDER
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Beam Suntory GTR is set to launch 
a brand new global travel retail exclusive 
range in April 2017, inspired by Bowmore 
distillery’s No.1 Vaults, the world’s oldest 
Scotch maturation warehouse.

The new range, a return to age state-
ments for the first time in five years, fea-
tures Bowmore 10 YO, 1 Liter Bowmore 
15 YO, and 1 Liter Bowmore 18 YO.

Michael Cockram, Global Marketing 
Director, Travel Retail at Beam Suntory, 
comments: “We continue to innovate and 
find new ways to delight our consumers 
in travel retail via exceptional product 
quality and investment in our liquids. We 
are pleased to present this exceptional 
new Bowmore range, exclusively to travel 
retail. Matured in the finest oak casks, these 
age statement whiskies have been selected 
for their unique character, allowing us to 
bring Bowmore’s legendary No.1 Vaults to 
life for the discerning traveler around the 
world.”

Beam Suntory GTR has also an-
nounced the release of a new gift pack 
for Courvoisier. The limited edition gift 
pack, launching in April 2017,  is inspired 
by Courvoisier’s sophisticated style and 
Parisian heritage. 

The gift pack follows the release of 
Courvoisier’s travel retail exclusive range 
at the beginning of 2016, the Artisan Edi-
tion collection.

Courvoisier Artisan Edition VSOP Tri-
ple Oak is enclosed within a tactile metal 
secondary case in a rich gold with detailed 
die-cut lattice work that evokes the image 
of Paris’ iconic Eiffel Tower. Once open it 
can be used as a pair of candle holders.

Beam Suntory moves headquarters to 
downtown Chicago

In December Beam Suntory opened 
its headquarters in Merchandise Mart in 
downtown Chicago, moving about half of 
its 500 employees from Deerfield, Illinois. 
The rest of the employees will follow in the 
coming months.

Andrew Meeks, Beam Suntory 
Marketing Manager, Global Travel Retail 
– Americas, tells TMI that the move to the 
city is a positive step for what is now the 

third largest spirits company in the 
world.

“Now that we are in down-
town Chicago we can sponsor 
events and become part of the 
culture of the city,” he says.

Besides the return to age 
statements for Bowmore and the 
launch of a new Courvoisier gift 
pack, Meeks tells TMI that Beam 
Suntory will have a huge focus 
on its bourbon portfolio in travel 
retail in 2017.

“For us what is important 
is how we are going to grow the 
knowledge of bourbon. We need 
to get in front of the consumer 
and share the story, share why 

Beam Suntory returns to age statements with Bowmore, 
launches Courvoisier gift pack

you should consider drinking bourbon, 
share why people who have been malt fans 
their entire lives should reinvest and try 
bourbon again,” says Meeks. “It is impor-
tant that they try the bourbon. Sponsoring 
tastings in all the airports is key.”

Beam Suntory wins Whisky Magazine’s 
Icons of Whisky America 2017 awards.

Beam Suntory was a big winner at 
Whisky Magazine’s Icons of Whisky 
America 2017 awards, with its brands 
taking home five prizes. These included 
Whiskey Brand Ambassador of the Year 
(Adam Harris); Brand Innovator of the 
Year (Maker’s Mark); Distiller of the Year; 
Distillery Manager of the Year (Maker’s 
Mark); and Visitor Attraction Manager of 
the Year for the new Jim Beam American 
Stillhouse.
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Southern Glazer’s Wine & Spirits, the 
largest North American wine and spirits 
distribution company, has launched a 
Travel Sales and Export Division, making 
it the first major U.S. wholesale distributor 
to offer brokerage services to travel and 
export market channels.

The new division will serve supplier 
partners as a broker across the Caribbean 
and Latin American regions, the cruise 
line industry, and duty free operators in the 
Americas. As a broker, Southern Glazer’s 
will act as an agent of record and provide 
sales, marketing, and logistical support to 
these markets.

“Many of our supplier partners 
continue to express interest in finding 
new growth avenues, while also maintain-
ing a single-broker solution across all 
export and travel retail sales channels,” 
said Wayne Chaplin, CEO of Southern 
Glazer’s Wine & Spirits. “We are well 
positioned to deliver that one-stop solution 
by leveraging our infrastructure, expertise, 
and trading partner relationships to more 

Southern Glazer’s Wine & Spirits 
launches new Travel Sales and Export Division

effectively introduce supplier products in 
these underserved export markets.”

Southern Glazer’s says it will leverage 
the strategic location of its Florida-based 
distribution network to increase product 
offerings and improve product availability 
across these markets – for expanding exist-
ing presence and expediting new product 
introductions.                                                        

“Our new Travel Sales and Export 
Division solution is another way we can add 
value for our supplier partners by addressing 
some of the supply chain and service chal-
lenges they face in these channels,” said Brad 
Vassar, EVP and Chief Operating Officer of 
Southern Glazer’s Wine & Spirits. “Because 
of our distribution facilities’ geographical 
proximity to many of these markets, our 
expertise in logistics, and the broad prod-
uct portfolio we maintain for our supplier 
partners, we have the unique ability to help 
suppliers, cruise lines, duty free operators, 
and distributors optimize their growth oppor-
tunities across the export region.”

Sal Gentile, Vice President and 

General Manager, Travel Sales & Export, 
will lead the Division, reporting to John 
Wittig, Southern Glazer’s Eastern Region 
President. Gentile is a 25-year Southern 
Glazer’s veteran.

“I’m excited to lead a team of dedicat-
ed experts who will bring additional value 
to our supplier and distributor partners in 
these strategic markets,” said Sal Gentile.

“We’re excited to bring the same 
high level of brand stewardship, customer 
service, and logistics efficiency to the Ca-
ribbean and Latin American regions, cruise 
lines and duty free operators in the Ameri-
cas that we provide in U.S.-based Southern 
Glazer’s markets,” said John Wittig. “Our 
suppliers and distributor partners will 
benefit from a dedicated, on-the-ground 
presence of Southern Glazer’s employees 
across these markets who can provide the 
attention, education, and service required to 
meet their needs effectively.”

Southern Wine & Spirits of America, 
Inc. and Glazer’s, Inc. merged last January 
to become Southern Glazer’s.

INSIDER
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Bacardi capitalizes on its Fine Whisky Emporium range 
and cruise cocktails to engage new consumers

Bacardi Global Travel Retail is 
growing distribution for its scotch 
portfolio in the Americas and continues 
to focus on brand-building for its white 
spirits in the region, says Geoff Biggs 
Regional Director Americas, Bacardi 
Global Travel Retail.

“We are pleased with the growing 
success of Dewar’s 15 YO and our 
Single Malts aged range as we secure 
broader distribution for them across 
the Americas,” says Biggs, adding that 
Bacardi will continue to focus on the 
opportunity for its malts, with special 
attention on Latin America.

“There is a growing appetite 
amongst consumers at the second stage 
of luxury [in Latin America] to make 
new discoveries in blended and single 
malts, especially with niche brands with 
great intrinsics like ours. As such we 
will feature the John Dewar & Sons Fine 
Whisky Emporium as a great mechanism 
for showcasing the range and for engaging 
these new malts consumers with our 
iconic brands,” says Biggs. The John 
Dewar & Sons Fine Whisky Emporium 
range includes several travel retail 
exclusives in the region:  Aberfeldy Single 
Malt Whisky 18YO and 28YO; Aultmore 
Single Malt Whisky 21YO; Craigellachie 
Single Malt Whisky 19YO and 31YO; and 
Glen Deveron Single Malt Whisky 16YO, 
20YO, 30YO. Aberfeldy is the second 
fastest growing whisky brand in global 
travel retail (IWSR 2015).

Bacardi will continue to focus on 
brand building for its its key white spirits 
brand portfolios for Grey Goose Vodka 
and Bombay Sapphire Gin.

“Grey Goose continues to lead the 
growth in super premium vodka in the 
Americas Travel Retail and, when we 
have optimal shelf positioning and with 
campaigns such as with DFS at LAX 
(January-February 2017), we are driving 
greater category performance for the 
retailer,” says Biggs.

“In the Bombay Sapphire portfolio, 

Star of Bombay is very popular, boosted 
by its exclusivity in travel retail. There’s 
strong growth in Argentina and Brazil, 
especially driven by home cocktail 
making and the strength of the Brazilian 
real.”

Border Stores
 “In recent months, our business 

in border stores including Blue Water 
and Peace Bridge have benefited from 
the exchange rate between the US 
and Canadian dollars. We continue to 
collaborate closely with retailers at 
these locations on a sustained category 
management program to meet shopper and 
consumer trends. The result is optimized 
range visibility and ease of shop, which 
are helping to drive curiosity, interaction 
and sales across the category.” 

Cruise
Bacardi was one of the first 

companies to see the potential for its 
brands on cruise ships and continues to 
invest in this important channel.

“The underlying excitement of the 
cruise sector is the multi-layer opportunity 
it gives us to influence consumer purchase 
decisions both on vacation and when 
they are back home and buying our 
brands from the domestic market. We 
are increasing our long-term investment 

and our premium range in all categories. 
Our dedicated team of cruise brand 
ambassadors are driving greater traction 
for us direct with consumers and in 
training cruise line staff,” says Biggs.

One of the best known ways Bacardi 
has connected with cruise staff has been 
the Bacardi Cruise Legacy Competition

“The Bacardi Cruise Legacy 
Competition is a key platform for us 
to engage with the growing numbers 
of professional bartenders in the cruise 
sector, helping recognize and reward 
the incredible brand-building job they 
deliver direct with consumers. Cocktail 
culture goes from strength to strength in 
the cruise on-trade and the Bacardi Cruise 
Legacy Competition adds excitement 
for cruise guests as they get to influence 
the results by voting for their favorite 
bartender and his/her signature serve 
that’s being promoted right there in 
the bar. Meanwhile cruise bar staff are 
professionally excited and motivated by 
the kudos of reaching the global finals 
and competing against the world’s leading 
professional bartenders from the world’s 
top city bars.”

Norwegian Cruise Line’s Wade 
Cleophas, of Cape Town, South Africa, 
won the title of 2017 Bacardi Legacy 
Cruise Competition Bartender of the 
Year. The finals took place in Miami in 

INSIDER
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February, in a live competition judged by a panel of experts 
from the drinks industry.

Wade’s winning creation, the ‘Legend Reviver,’ was 
inspired by classic cocktails with spices reminiscent of 
traveling to exotic places. It featured Bacardi Ocho (8) Anos, 
mixed with star anise infused sweet vermouth, caramel/
cinnamon syrup with drops of whisky barrel aged bitters 
and finished with a mist of Absinthe. His perfectly presented 
cocktail was artistically finished off with a garnish resembling 
the sails of a merchant ship and the wings of the Bacardi bat.

Cleophas won out over competition from more than 2500 
entries from 13 different cruise lines.

Zachary Sulkes International Key Account Manager 
(Cruise), Bacardi Global Travel Retail comments: “Wade’s 
overall presentation and cocktail execution on the night were 
absolutely on point and he delivered a compelling story of 
reviving the legend of Don Facundo Bacardi. He cleverly 
connected it to his own personal story of traveling from port to 
port to find new ingredients to enhance the key ingredient of 
Bacardi Ocho (8) Anos.

“Wade is a perfect example of the acceleration of 
standards in cruise ship bartending over recent years and he 
truly deserves his place on the world stage, sharing his creation 
at the global finals of the Bacardi Legacy Global Cocktail 
Competition in Berlin in May.”

A key element of the competition was the requirement for 
finalists to promote their cocktail around the world. In the three 
months that Wade was promoting Legend River Reviver, NCL 
sold almost 2000 serves.

“We are incredibly proud of Norwegian Cruise Line 
assistant beverage manager Wade Cleophas for winning 
the 2017 Bacardi Legacy Cruise Competition,” said Karl 
Muhlberger Vice President, Food and Beverage for Norwegian 
Cruise Line.  “To be deemed the very best amongst 2500 cruise 
line applicants is a testament to Wade’s dedication to his craft 
and the entire beverage team at Norwegian. We are thrilled he 
will be representing not just Norwegian, but the entire cruise 
industry at the Global Finals in Berlin.”

Norwegian Cruise Line’s Wade Cleophas, of Cape Town, South Africa, 
won the title of 2017 Bacardi Legacy Cruise Competition Bartender of 
the Year.

INSIDER
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After its global debut at the TFWA 
World Exhibition in Cannes, Waldemar 
Behn is launching its super premium vodka 
DANZKA THE SPIRIT to a new region at 
the IAADFS Duty Free Show of the Ameri-
cas in Orlando (Booth 223).

THE SPIRIT is currently exclusive to 
travel retail.

A brand new, totally pure Vodka 
created on the original traditions of vodka 
distilling, DANZKA THE SPIRIT was 
developed by Waldemar Behn Managing 
Director Rüdiger Behn, a fourth generation 
distiller, together with Timothy Jacob Jen-
sen, Chief designer of Jacob Jensen Design.

THE SPIRIT, 44% vol. / 88 proof, 
combines “the highest distilling arts with 
Scandinavian design traditions” and is 
presented in a matte black evolution of its 
classic aluminum bottle, created by Danish 
designer Jacob Jensen Design.

“DANZKA THE SPIRIT began as 
an idea between friends by the beautiful 
Limfjord in Denmark,” explains Rüdiger 
Behn. “It will be our pleasure to introduce 
you to DANZKA THE SPIRIT in Orlando, 
where we can explain the full story behind 
this remarkable new spirit.”

Since its launch in October in Cannes, 

DANZKA THE SPIRIT has been listed 
with King Power, Dubai Duty Free, Gebr. 
Heinemann, Dufry, Lotte, Shilla, Mauritius, 
with more to come in the coming months.

Behn’s Americas travel retail busi-
ness continued positive in 2016, and the 
company is enthusiastic about its business 
in the region for 2017.

“Promotions featuring the new 
DANZKA communication platform were 
extremely well perceived and accepted,” 
says Behn. “We are optimistic that Latin 
America will recover; even though the 
economies have not really recuperated 
yet, the consumer is gaining confidence, 
perhaps by accepting and adapting to 
their new reality. DANZKA managed to 
maintain its presence and participation in 
this market and sales are slightly improv-
ing. We featured DANZKA with Dufry at 
Rio de Janeiro Airport during the Festive 
Season in February 2017 and we will sup-
port the brand and the promotion further 
throughout the year.”

Behn’s main ambition for the Ameri-
cas duty free market in 2017 is to continue 
to increase the distribution of its core 
brand DANZKA and launch DANZKA 
THE SPIRIT in new markets throughout 

Waldemar Behn brings Super Premium 
DANZKA THE SPIRIT to Orlando

the region. To support the launch, Behn 
has more promotions planned at Dufry and 
Heinemann Americas locations throughout 
North America, the Caribbean, and Mexico 
in 2017.

DANZKA Vodka was featured at Rio de Janeiro Airport during the 
Festive Season in February 2017. 
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Marie Brizard Wine and Spirits is 
featuring new packaging for its flagship 
liqueurs and its award-winning cognacs in 
Orlando.

The company will be displaying the 
new look for its Marie Brizard liqueurs 
range which it says “asserts Marie Briz-
ard’s strong personality through a new 
visual identity that cleverly brings some set 
traditions into play while breaking others.” 
The brand, which was created in 1763, is 
flourishing with the cocktail trend that is 
popular throughout the world.

Gautier cognac, which was recog-
nized as the best cognac in the world for 
the second year in a row, has undergone a 
major strategic makeover, with a new brand 
personality and package design.

Calling itself ‘an accessible craft 
cognac,’ Gautier now reflects the brand’s 
relationship to the natural elements (wood, 
water, cognac eaux-de-vie) in the cognac 
making process while the new packaging 
shows vineyards and rivers.

Marie Brizard will also be featur-
ing SHOTKA, a premium high strength 
cannabis-flavored vodka targeted at rebel-
lious night-clubbing fans. First launched in 
Spain during Summer 2015 in a strategic 
partnership with Matinee Group, one of the 
most prestigious nightlife companies in the 
world, SHOTKA is the focus of a targeted 

Marie Brizard brings new packaging to the Americas

activation pro-
gram that will run 
throughout this 
year. SHOTKA 
will launch in the 
U.S. domestic 
market this 
Spring

While 
the ABV of 
SHOTKA has 
been lowered in 
domestic markets 
to qualify it as 
a Hemp Spirit 
drink, the travel 
retail version 
retains its high 
strength of 50% 
ABV, making it a duty free exclusive.

The company is also featuring So-
bieski, the 100% pure rye Polish vodka, 
which won a Double Gold Medal at the San 
Francisco World Spirits Competition 2016.

“The Americas have been a very 
strong region for us. In the USA Sobieski 
saw huge growth in the important States 
of California, Florida, Pennsylvania, and 
Ohio, while in Canada we saw significant 
success in Ontario and Alberta,” says 
Kevin Baker, MBWS Global Travel Retail 
Director. “Gautier is currently the number 

one Cognac in Quebec, and number four 
nationally, and Gautier VSOP has recently 
been listed in LCBO. We are also seeing 
excellent results in New York. Currently, 
the Marie Brizard range of liqueurs has 12 
SKU’s listed in Canada and we are still see-
ing growth vs 2015, while Marie Brizard 
Blue Curaçao is currently number one in 
Quebec.

“We look forward to a fun week in 
Orlando, catching up with existing friends 
and clients and making new ones! Here’s to 
another successful year.”

Gruppo Campari has signed a defini-
tive agreement to acquire most of the assets 
of independently owned, super-premium 
Bulldog London Dry Gin. Campari will pay 
US$55 million plus the assumed liabilities 
and working capital for approximately $3.4 
million. The deal leaves cash-on-hand and 
other assets on Bulldog’s balance sheet, 
resulting in approximate proceeds of $70 
million at closing to Bulldog’s sharehold-
ers.  

Additionally, Bulldog may receive an 
earnout, payable upon the achievement of 
certain targets through 2021, potentially 
significantly increasing the total consid-
eration. The earn-out is based on sales 
exceeding current plan and forecasts in 
2019, 2020, and/or 2021.

Gruppo Campari has distributed 
Bulldog Gin through its own distribution 
network, since 2014 including the Global 

Gruppo Campari acquires super-premium Bulldog Gin
Travel Retail channel, by virtue of an 
exclusive five-year agreement with an at-
tached call option to acquire ownership of 
the brand in 2020.     

     Following a renegotiation of the 
deal terms, Campari accelerated its pur-
chase of the brand. The new deal structure 
enables Campari to achieve a financially 
attractive proposition, allowing it to fully 
exploit the brand’s growth potential go-
ing forward by taking full control of the 
marketing strategy as well as the brand 
building initiatives.

     Launched in the U.S. in 2007 and 
subsequently in Europe, Bulldog Gin has 
experienced a meteoric rise and is the #4 
premium (and above) gin in the world 
(IWSR) and also the fastest growing pre-
mium gin in the world* by annual growth 
rate.

With its iconic bottle and distinc-

tive citrus forward flavor profile, Bulldog 
is available today in 95 countries, with a 
strong concentration in Europe.

Spain, Benelux, Germany, the UK, 
Global Travel Retail, and the USA are cur-
rently the brand’s largest markets. Bull-
dog Gin shipped ~150,000 9L cases and 
achieved net sales of USD $12+ million in 
2016, increases of 24% and 22% year-over-
year, respectively.

Bulldog Gin was created in 2007 by 
entrepreneur and former JP Morgan invest-
ment banker, Anshuman Vohra. Vohra will 
stay on for a period of time in a Founder/ 
Brand Ambassador capacity.

Award winning Bulldog is distilled in 
traditional copper pot stills, infused with 
12 botanicals from eight countries, and is 
hand-crafted in England.

*Compound annual growth rate 
(CAGR) 2010-2015, the IWSR 2016
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Come and visit us at IAADFS, 
Duty Free Show of the Americas, 
Booth 727, March 26-29th

P L E A S E ,  D R I N K  R E S P O N S I B LY.
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Hawaiian Host is exhibiting its maca-
damia treats at the Chase booth (1111) at 
the Duty Free Show of the Americas.

New to the portfolio is the AlohaMacs 
Milk 1-Piece Changemaker, which holds 75 
individually wrapped pieces of chocolate 
covered macadamia nuts made with quality 
creamy milk chocolate and premium slow 
roasted macadamias. 

Hawaiian Host favorites Maui Car-
amacs and MacNut Crunch are now avail-
able in king sized 4-piece bars, along with 
an appropriate counter unit which holds 
36 bars. Maui Caramacs are dry roasted 
macadamias smothered in smooth, soft 
caramel and covered in creamy milk choco-
late. MacNut Crunch contains crunchy rice 
crisps mixed with dry roasted macadamia 

nuts and creamy milk chocolate.
Hawaiian Host is also displaying 

Mauna Loa’s premium grade “A” maca-
damia nuts, available in resealable 5 oz. 
bags in three flavors - Dry Roasted with 
Sea Salt, Maui Onion & Garlic, and Mango 
Chipotle. 

“Premium Chocolate continues to be 
one of the fastest growing consumer seg-
ments in stores today,” said Stanley Larson, 
Commercial Director for Hawaiian Host, 
Inc. “At the Duty Free show this year, we 
are sharing new flavors and packaging that 
meet the needs of global travelers who are 
seeking not just indulgent snacking options 
for themselves but also products they are 
proud to share with friends and family.”

Hawaiian Host returns to Orlando 

Mohammed Aldahabi has been named 
to the new role of Lindt sales manager 
travel retail North America. Aldahabi has 
been with Lindt since 2009, when he joined 
the company as sales manager for travel 
retail Middle East. Based in Miami, he 
reports to Markus Suter, who is responsible 
for the Lindt travel retail business through-
out the Americas.

Lindt is also building a new global 
account management team and has pro-
moted Nadia Gaille to head of global key 
accounts. She will be leading the European 
sales account team and at the same time 
will lead the coordination of the regions for 
global key accounts.

Lindt Travel Retail strengthened 
in North America  

Regional food and confectionery 
distributor TDL has taken another ground-
breaking step in the evolution of its com-
pany, signing on with giant snack company 

Snyder’s-Lance to handle Caribbean 
distribution in both the domestic and travel 
retail channels.

Snyder’s-Lance produces some of the 

TDL signs on with snack giant Snyder’s 
to handle Caribbean distribution

most popular and iconic U.S. snack foods, 
says TDL co-founder Mike Guerra.  

“Snyder’s-Lance acquired Diamond 
Foods, including Kettle Brand, Kettle 
Chips, Pop Secret, Emerald and Diamond 
of California last year, which strengthened 
the company’s commitment to better-
for-you snacks and expanded its national 
footprint.”

“When we add the Snyder’s brands 
to our current portfolio – which includes 
Frito Lay, the foods division of Pepsico, 
who produces Doritos, Lays and Tostitos, 
as well as Snak Club, a family-owned 
California-based producer of premium 
specialty nuts and trail mixes and healthy 
snack alternative, we have a very wide 
range of brands to offer our customers in 
Latin America and the Caribbean,” adds 
Nathalie Betances, TDL president.

TDL also began distributing Energizer 
batteries for all travel retail in the Carib-
bean last year, and will be announcing an 
exciting new product category at the Duty 
Free Show of the Americas. Stop by and 
see them in Orlando at Booth #1205.
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Perfetti Van Melle is back in Orlando 
with new sugar confectionery offers in 
sweets, mints and gum.  

“PVM is all about innovation and 
originality. We strive to be the world’s 
most innovative confectionery com-
pany and we do so by creating imagina-
tive products and brands,” says Brand 
Manager Global Travel Retail, Femke 
van Veen. “PVM delivers exceptionally 
tasty confectionery enjoyed in over 150 
countries. In Travel Retail we try to ensure 
having an assortment that appeals to all 
ages. We have an extended kids line-up 
that provides more than just candy – but 
something to keep and play with. We pro-
vide in a wide range of snacking items and 
have suitable products at the cash till point 
like our Now Mints or GUM items.”

New items rolling out include Mini 
Mentos Passport Kit with seven rolls of 

Mini Mentos and a ‘real’ kids passport. 
This fun item is filled with a contact page, 
games, drawings, stamps, crayons and 
travel-themed stickers. Another new ad-
dition to the Mentos line includes Mentos 
Choco. This jumbo 
roll contains six 
Mentos Choco 
rolls. 

The Chupa 
Chups Troll Tin 
Gift Pack is a col-
lectible kids offer 
in three designs 
filled with eight 
fruity lollipops. 
In gum, three 
new flavors join 
the Mentos gum 
complement:Pure 
Fresh Mint Euca, 

Perfetti Van Melle rolls out new innovative products
Pure Fresh Spearmint, and Pure White 
Sweet Mint. Made with natural green 
tea liquid filling, each pack contains 45 
pieces, perfect for travel refreshment. 

Godiva expands its gifting portfolio 
with two new creative options, Godiva 
Expression Artistique and Icônes d’Or, 
available in April 2017. 

Inspired by the “joie de vivre” 
reminiscence of childhood, Expression Ar-
tistique contains 18 chocolates in three new 
flavors: a white chocolate Orange Brulant, 
a dark chocolate Janue Merveilleux, and a 
milk chocolate Joli Rose.  Presented in a 
brightly colored gift box decorated like an 
artist’s palette, this new option stands out 

Godiva takes on new travel retail exclusive 
and limited edition collections

on shelf and will be available exclusively 
in travel retail. 

Also new for 2017, Icônes d’Or, or 
“Gold Icons” is a modern take on Godiva’s 
classic Gold Collection. Originally created 
in the 1920’s by Godiva’s Maitre Choco-
latier, Pierre Draps, the Gold collection has 
been a cornerstone of the brand for over 90 
years. In this contemporary interpretation, 
Godiva’s Chefs Chocolatier Jean Apostolou 
and Ilse Wilmots use color and flavor to 
present a truly unique box of chocolate.

The collection contains updated clas-
sic pieces such as the Ecusson and Lady 
Noir, as well as white chocolate pieces in 
spring colors of pink, green, orange, and 
yellow that contain avant-garde flavor 
combinations. Traditional options in pre-
mium milk or dark chocolate complete the 
collection, which is presented in an updated 
gold box that pays homage to the original 
packaging. This artistic collection is being 
rolled out across the globe in both domestic 
and travel retail. 

INSIDER
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Confectionery in American airport 
stores is more successful at attracting 
visitors to the store than in other regions 
around the world, according to research 
conducted by Counter Intelligence Retail 
(CiR) for Hershey World Travel Retail 
(WTR).

The Hershey/CiR study reports that 
in American airports 28% of travelers will 
visit the confectionery category compared 
to a global average of 22%.

Conversion is lower than in other parts 
of the world though, with 9% of visitors 
going on to purchase confectionery, a 
conversion rate of 31% compared to 42% 
recorded globally.

Hershey WTR will be sharing these 
and other confectionery insights with part-
ners at the IAADFS Duty Free Show of the 
Americas in Orlando.

The latest study, based on interviews 
with almost 8,000 confectionery shoppers 
in 15 airports globally, covers a spectrum 
of visitor and shopper behavior, investigat-
ing a range of subjects from store footfall 
and conversion to purchase motivation, 
drivers and planning levels.

Insights include the opportunity for 
maximizing unplanned purchases, with 
58% of confectionery buyers making an 
unplanned purchase. Interestingly, nearly 

one in five purchasers pick up their con-
fectionery items from a secondary display 
situated outside the core confectionery 
zone.     

Captivating the shopper is another 
focus: the study reveals that half of buyers 
will purchase a non-regular brand, and 
price promotions are a key driver.

Steve Bentz, Hershey’s WTR General 
Manager, says “Hershey remains commit-
ted to growing the category in the duty free 
and travel retail channel, and will continue 
to invest in valuable insights to share with 
our partners.”

Hershey shares American Airport Confectionery 
Shopper insights with partners 

In Orlando, The Hershey Company is 
launching the travel retail exclusive World 
Traveler Collection, a line of gift boxes 
featuring an assorted mix of the company’s 
global brands: Kisses, Hershey’s, and 
Reese’s. 

“Global travelers are looking for 
unique gifting solutions, and our new World 
Traveler Collection has great appeal for 
families and friends,” said Bentz. “In addi-
tion, consumers liked the attractive design 
that combines a purposeful travel thematic 
and unique product assortment, along with 
convenient packaging for travelers.” 

Haribo is debuting a new 120g Haribo 
Goldbear Candy Tin at the Otis McAllister 
booth (1305) at the IAADFS Duty Free 
Show of the Americas.

The premium range of bear-shaped 
tins, each containing ten mini bags (12g) of 
the Goldbears, is available in three colors: 
red, green and yellow. Three versions of 
the Goldbear Candy Tin will be available: 
standard, Halal (permissible under Islamic 
law) and FDA-compliant (US Food and 
Drug Administration) in a 96g version.

The company is also featuring the 
Haribo Travel Bag 800g, made from wipe-
clean PEVA plastic with a zip fastening, 
which is full of Haribo bestsellers in 100g 
bags such as Goldbears, Happy Cola, Star-
mix and Tropifrutti. 

Haribo is also extending its popular 
range of travel-exclusive confectionery 
pouches with the addition of Phantasia and 

Tropifrutti 750g assortments.
Elisa Fontana, Travel Retail Manager 

Haribo, comments: “Haribo now has a 
delightful travel retail portfolio designed 
to suit a wide range of consumers. Our 
aim in 2017 is to develop our partnerships 
with retailers and distributors worldwide 
and to roll out this portfolio in Europe, 
Middle East and the Americas, including 
our Halal range and the regional variations 
like the Scandinavian selection,” says Elisa 
Fontana, Haribo Travel 
Retail Manager.

“Haribo had a 
good year in 2016 with 
healthy growth in both 
volume and value, 
although the effects 
of the market slow-
down became evident 
in the last quarter. We 

Haribo debuts new candy tin 
are continuing to strengthen our market 
share in Europe, especially in Continental 
Europe and the UK. Our Americas-specific 
travel retail range was launched in 2016, 
starting with the U.S. followed by South 
America, and the first results are promising. 
This year we want to continue extending 
the range in this region and enlarging our 
distribution, entering new markets like 
Brazil and increasing our presence in North 
America.”

Travel Retail Distribution Group, Inc. 
Booth #1323

INSIDER
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Mondelez World 
Travel Retail (WTR) is 
making a major push 
behind Toblerone at the 
IAADFS Duty Free Show 
of the Americas, where it 
will showcase a number 
of exclusive gifting op-
tions for travel retail’s 
number one confectionery 
brand, as well as feature 
a new-look stand (booth 
315).

Besides Toblerone, 
Mondelez WTR will 
also be showcasing 2017 
novelties from Cadbury, 
Milka, Oreo, Chips Ahoy, 
Daim, Trident and Bas-
setts.

Mondelez WTR 
says it has revitalized 
Toblerone’s bar offering 
with a strong focus on gift-
ing and personalization.

The famous triangular 
Swiss Milk chocolate in 
the 360g bar format is now exclusively 
available to travel retail in a variety of 
customized packaging carrying emotional 
messages, including ‘I Love You,’ ‘Missed 
You,’ ‘Thinking of You,’ and ‘Superstar.’

First presented to the trade at the 
TFWA World Exhibition in Cannes, 
Toblerone Messages is now being sold 
exclusively at Dufry stores until the end 
of March. Since the beginning of January, 
it has launched in more than 40 airports 
worldwide, with more to follow this 
month. In the Americas, it is available at 
key airports including Las Vegas, Chicago, 
Houston, Toronto, Mexico City, Cancún, 
Ezeiza, Montevideo, São Paulo and Rio de 
Janeiro.

The launch is supported by a major 
promotional campaign designed to drive 
digital engagement at selected airports, be-
ginning with Madrid-Barajas in February. 
Spanning both online and in-store mar-
keting, the 360 degree program includes 
social media platforms such as Facebook, 
Instagram and Twitter; Dufry’s Reserve & 
Collect pre-order website and EDM to ‘Red 
by Dufry’ loyalty program members; as 

Mondelez WTR to present Toblerone TR exclusives 

well as a pioneering partnership with FLIO, 
the global airport app. Travelers at the 
in-store activation are encouraged to take 
a picture to go with their chosen Toblerone 
Message, and share it on social media with 
the hashtag #sayitwithtoblerone. 

Building on the success of its Sense of 
Place campaign and destination city sleeve 
concept, Mondelez WTR has created a new 
generation of sleeve designs inspired by the 
different country flags around the globe. 

Exclusive to travel retail, these sleeves 
feature the key colors of a country’s flag in 

a triangular mosaic pat-
tern, as well as “Hello” 
in the local language. 
This is supported 
by communications 
that say, “Say Hello 
From….” 

The first stage 
of the country sleeve 
roll-out saw the launch 
of USA, Argentina, 
Italy and Spain themed 
sleeves. The travel retail 
exclusive is now avail-
able in several major 
U.S. airports, including 
Los Angeles, New York, 
Miami, Atlanta, Boston, 
San Francisco and 
Honolulu.

Irina Tarabanko, 
Manager Category 
Marketing at Mondelez 
WTR, commented: 
“Mondelez WTR is 
raising the bar on gifting 
with a strongly differ-

entiated offer that combines the well-loved 
taste of Toblerone with innovative packag-
ing that addresses both consumer and 
retailer needs. Toblerone Messages is our 
most personalized offering yet, allowing 
our consumers to express their heartfelt 
thoughts in a fun and emotive way, while 
Toblerone’s contemporary country sleeves 
strengthen our offering in the Memory seg-
ment and make a fantastic keepsake from 
your travels. We’ve had a lot of success 
with the first-generation destination city 
sleeves; sales of the New York sleeves at 
the So Chocolate store in JFK Airport T4, 
for example, grew by double digits in the 
third quarter of 2016. We are confident that 
Toblerone, with its continued innovation 
backed by strong marketing initiatives, 

will help Mondelez World Travel Retail 
maintain our leading position 

in the Americas.”

Mondelez WTR featured Toblerone at the So Chocolate store in JFK Airport T4

INSIDER
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Dear Friends,

Something funny happened to our little business over the past 
twenty years. 

With humble beginnings, we grew to become a true family 
endeavor when Paul joined me on this adventure. Our three 
children, Dori, Michael, and Lara, have all been a part of Travel 
Markets Insider through the years. In an industry filled with strong 
multigenerational companies, we are proud to call ourselves a 
family business.

But here’s the funny part; our family grew, not through blood, 
but through bonds. Year upon year, with every conference, every 
business meeting, every issue, we created friendships in the 
industry that can only accurately be called family. We are honored 
to know you, to work with you, to celebrate your victories, and 
mourn your losses. We are the voice of the Americas, but we find 
our new family members in every corner of the world.

Thank you for your continued support. Here’s to the next twenty 
years gathered around the family table. 

With much appreciation and gratitude,

Lois Pasternak
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Uncertainty clouds year ahead in Travel 
Retail Americas

Travel Markets Insider is 
celebrating our 20th anniversary 
in business in 2017, a year we 
see clouded by uncertainty in the 
region.

More than a dozen key industry figures shared their view 
of the future as part of a special 
retrospective in this issue. While 
they all see a bright future for 
the industry ahead, they agreed 
that they cannot predict how the current year will pan out, especially in the U.S. market.On the surface, numbers are extremely promising. At this 

year’s Seatrade Cruise Global 
event, top industry executives 
enthusiastically predicted that 
more than 25 million people will cruise this year – and with forward orders for new ship builds topping $50 billion 

over the next ten years, this increasingly important travel retail market promises great opportunities for the future.The Caribbean, too, is celebrating record tourism arrivals in 2016, with growth above the global average.Latin America, after several 
years of dismal economic performance, appears to be recovering, and the improvement 

is reflected in better travel retail 
sales.

But geopolitical issues beyond our control can seriously 
wipe out advantages, particularly 
in light of the unsettled environment in the United States 

right now.
Carnival Corp. CEO Arnold 

Donald probably summed up the 
industry’s biggest fear: “The only 
thing that stops our industry is 
people’s inability to travel. As 
long as the world stays open to 

travel, we’ll do fine. If the world 
shifts to closed borders that would 
be a problem.”From an internal perspective, 

both travel retail operators and 
suppler companies continue to 
consolidate, with independent 
distributors looking for ways to partner and work together with other companies to better 

compete. Many tell us that tighter 
margins are the new reality.Many industry players are 

facing the year with extreme caution, worrying that the industry 
is under siege and undergoing 
change with issues from pricing to 
margin restraints.Whether one is gleefully celebrating what is called the “Trump Effect” – a soaring stock 

market and removal of restrictive 
regulations; or bemoaning the 
“Trump Slump” blamed for a precipitous fall in tourism arrivals 

in reaction to travel bans, the fact 
remains that incoming travelers 
are nervous.

International tourists also have other destination options than to visit an unwelcoming U.S. Tourism to Canada just hit a 
14-year high, for example.Looking ahead, I am sure 

that the always resilient travel 
retail business will find ways to adapt to whatever the future 

delivers. Every prediction sees 
world tourism only growing, and 
if we can keep travelers shopping 
along the way, we should thrive. This issue of TMI touches 

on all of these topics, including 
a detailed report on the booming 
cruise market that offers exciting 
new opportunities for travel retail. 
We also feature the island of Grenada and how it is upgrading 

its tourism offer while carefully 
protecting its distinctive allure. 
The government is seeking more 
business partnerships, including 
retail. 

Lois Pasternak, Editor/Publisher

Grenada has embarked on an ambitious development program for its airport, hotels, 

a free zone and redevelopment of The Carenage harbor in downtown St. George’s, 

and much more. Photo courtesy of Camper & Nicholsons Marinas.

The most comprehensive coverage on the 
duty free and travel retail markets in the 
Americas for the last 20 years.

But you already know this because you are 
on pg 133.
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Global luxury tea brand Tea Forté 
will be escalating its efforts in the travel 
retail channel to the next level, with new 
management and a worldwide agency to 
represent the brand.

David Ferreira (previously Head of 
Global Travel Retail with Cross) has joined 
Tea Forté as Vice President of Retail. In 
his new role, Ferreira is responsible for 
travel retail, wholesale and distributors. He 
will be assisted in the channel by Kendra 
Silvestri, Global Travel Retail director, who 
has been with Tea Forté more than 10 years 
and has been active in the brand’s Travel 
Retail business since its inception. Ferreira 
will bring his retail expertise with mul-
tiple channels to support Tea Forté’s retail 
growth, says the company. He reports to 
CEO Michael Gebrael, a well-known travel 
retail executive.

The company has also appointed 
Miami-based agency ACTIUM as Tea 
Forté’s exclusive representative for Travel 
Retail World Wide and Latin America and 
Caribbean domestic markets, effective as of 

February 10, 2017.
The U.S. company, with offices in 

Miami, Mexico, Panama, Chile and France, 
is a leader in the retail and distribution of 
luxury brands in Latin American & Carib-
bean domestic and Travel Retail channels, 
where it operates through airports, airlines, 
cruises and border stores, as well as North 
America Travel Retail. 

Ferreira tells TMI that the relationship 
with ACTIUM will bring more added value 

Tea Forté names Ferreira VP of Retail, brings in ACTIUM for glob-
al travel retail growth

to Tea Forté’s business relationship with its 
customers and clients around the world and 
accordingly allow its business to go to the 
next level.

ACTIUM represents some of the 
world’s top ranking brands and operates 
three independent business units, one of 
which covers premium wines & spirits; 
and another handling perfumes, cosmetics 
and accessories. ACTIUM also operates 
retail for high end fashion, accessories, 
watches & jewel brands, and in partnership 
with Panama-based Saint Honoré, operates 
stores for Hermès in Panama and Chile, 
Gucci in Panama and Chile, Cartier in St 
Barth and St Marten and M Kors in Chile.

Tea Forté is known for the variety and 
quality of its handcrafted teas, design-
driven accessories, packaging and opulent 
approach, which it says allows them to 
deliver the “ultimate tea experience.”

Tea Forté is available in more than 35 
countries through leading travel retail op-
erators, hotels, restaurants, prestige resorts 
and luxury retailers.

David Ferreira

Sean P. Gazitua has been promoted to 
the position of President & CEO of Foreign 
Trade Zone company WTDC, which is 
celebrating its 40th anniversary this year. 
Founded by the Gazitua family in March 
1977, the company began as a U.S. Cus-
toms General Order Warehouse. A General 
Order warehouse stores cargo that has been 
seized by U.S. Customs and helps alleviate 
congestion at seaports and airports. WTDC 
has now evolved into a full service Foreign 
Trade Zone and Logistics Company, spe-
cializing in inventory management.

Sean, the third generation of Gazitua 
to manage the company, succeeds his fa-
ther, WTDC Chairman Ralph L. Gazitua, as 
well as his uncle John Gazitua and grand-
father Luis Rafael Gazitua. “It’s an honor 
to continue the Gazitua family tradition of 
excellence in logistics. My grandparents, 
father, and uncle are all included on the 
monument near PortMiami as ‘Pioneers 

in International Trade and Transportation 
Industry.’ We build upon that legacy each 
day at WTDC by providing excellent cus-
tomer service and attention to detail for our 
customer,” he said.

Sean Gazitua has worked his way 
through the ranks at WTDC as an Opera-
tions Manager, Director of Logistics, Vice 
President of Sales and Marketing, and most 
recently as Vice President, and has been 
integral in building WTDC’s client base of 
manufacturers and consolidators.

The company specializes in managing 
inventory in its Foreign Trade Zone, a cost 
saving measure for its customers.

“This year we look forward to grow-
ing our existing accounts and further devel-
oping our transportation department with 
air and ocean freight forwarding. We are 
unique in the local market in that WTDC 
maintains rigorous- corporate standards of 
accountability while having the flexibility 

WTDC celebrates 40 year anniversary and 
promotes Sean P. Gazitua to President & CEO

as a family owned company to customize 
our operations for our customers.” 

“WTDC’s future is focused on build-
ing a company that unites technology and 
best practices with the values we share as 
a family. We’ve come a long way since our 
founding 40 years ago but still maintain our 
commitment to service and our employees 
as a family-owned company,” he added.

Sean P. Gazitua

INSIDER
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L’Oréal Travel Retail makes key 
appointments in Americas & Asia

Yannick Raynaud has been appointed 
L’Oréal Travel Retail Americas Man-
aging Director succeeding Javier Lab-
arta. Raynaud has wide experience in the 
Americas market, having started her career 
with L’Oréal Paris and Maybelline in Latin 
America in 1998, first in Venezuela then in 
Brazil.

In 2006, she moved as Managing 
Director for La Roche Posay in the USA. 

Since November 
2012, Yannick 
Raynaud was 
Managing Direc-
tor of the Active 
Cosmetics Divi-
sion in the United 
Kingdom & Ire-
land. L’Oreal says 
that she is highly 
respected for her 
leadership and her 

passion for people coupled with innovative 
ways to drive growth in transforming and 
adapting organizations and skills to a world 
undergoing constant change.

In another key personnel change, 
Emmanuel Goulin has been appointed 
L’Oréal Travel Retail Asia Pacific Manag-
ing Director succeeding Eva Yu. Goulin 
started his career in 2000 with Lancôme 
in the United Kingdom before joining the 
marketing team of Biotherm International. 
In 2005, he joined Travel Retail Europe and 
became Division Manager for Travel Retail 
Asia Pacific from 2008 to 2010.

Both appointments became effective 
on Sept. 1, 2016.

Vincent Boinay, L’Oréal Travel Retail 
Managing Director, comments: “Emmanuel 
Goulin and Yannick Raynaud will be re-
sponsible for the development of L’Oréal 
Brands - from Luxury to Mass Market and 
from DermoCosmetics to Haircare - in their 
travel retail zone. Both will continue to 
reinforce the L’Oréal expertise in this chan-
nel and will contribute to L’Oréal Travel 

Retail expansion in close partnership with 
all our business partners.”

Well-known travel retail executive Michael 
Gebrael has taken a new position, join-
ing Tea Forte as chief executive officer. 
Gebrael was previously a regional director 
at Estée Lauder Travel Retailing Americas, 
and spent more than 6 years as managing 
director, travel retail for Shiseido in Miami, 
plus a year as vice president/general man-
ager at sister company Bare Escentuals. 
Gebrael is now based in Boston.

Doug Bagley, Managing Director, Diageo 
Global Travel and Middle East (GTME) 
is leaving the company on Jan. 1, 2017.

Dayalan Nayager who is Regional 
Director, Global Travel and Middle East, 
Europe, will be promoted to Managing 
Director, Global Travel on Jan. 1, 2017. 

Rodolfo Müller has joined World-Connect 
AG –SKROSS in Switzerland to handle the 
Duty Free & Travel Retail market.

Yannick Raynaud
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Mondelez International is reorganizing, 
combining the leadership of its World 
Travel Retail, European Export and Swiss 
domestic market businesses under the 
direction of Andreas Fehr.

Martin Kläusli – currently Head of 
Regional Accounts of Mondelez WTR – 
has been appointed as Sales Director of the 
Business Unit Switzerland, responsible for 
the Swiss domestic business. 

Jaya Singh – currently Head of 
Global Accounts of Mondelez WTR – will 
assume the newly created position of 
Global Sales Director WTR, responsible 
for both global and regional accounts. He 
will continue to be based in Zürich, with all 
Senior Business Development Managers 
remaining in their current locations and 
retaining their existing responsibilities. 

 Both Kläusli and Singh will report to 
Andreas Fehr.

Mondelez WTR believes that this 
strategic move will increase efficiency 
and improve speed-to-market, further 
strengthening Mondelez’s position as 
the leading confectionery supplier in the 
channel.  

The streamlined sales reporting structure 
became effective February 15, 2017.

Jill Myers has joined Stellar Partners, 
Inc. as a senior advisor on airport retail 
RFP opportunities, concept planning and 
design. This addition to the team will 
assist Stellar in continuing the company’s 
strong growth trajectory in the airport retail 
space, in collaboration with a new Business 
Development role that will also soon be 
added to the team, says the company.

In October, Stellar Partners was 
acquired by Autogrill Group’s HMSHost 
subsidiary, marking HMSHost’s re-entry 
into the airport retail business. Stellar 
continues to operate as an independent 
subsidiary.

Myers was most recently Senior 
Director of Retail Concept Development, 
Leasing & Partnerships with World Duty 
Free Group (WDFG). Prior to that, she 
was GM of Business Development for 
HMSHost’s Retail Business.

Patrick Bouchard, former Global 
Managing Director & VP Commercial 
at Puig International, has joined The 
Estée Lauder Companies, Travel Retail 
Worldwide as VP, Client Management, 
effective March 1, 2017. Bouchard will 
report to Israel Assa, Senior VP and 

GM, Business Operations, Travel Retail 
Worldwide.

“Patrick is an accomplished and 
seasoned Travel Retail executive with 
demonstrated strategic and operational 
skills which he has developed during his 
extensive career in Travel Retail. I am 
looking forward to working with him in 
this new capacity,” said Assa.

Bouchard is active in the Tax Free 
World Association, (TFWA), serving 
as Board Member and Vice President 
Commercial from 2012 to 2016.  He will 
be based in Switzerland.

Aer Rianta International (ARI) has 
appointed Jackie McDonagh as the new 
general manager of ARI North America. 
McDonagh has been general manager 
ARI Ireland since last September, after 
being promoted from her position as 
Head of Retail at ARI. McDonagh is 
replacing Seamus Holmes who left 
the company. ARINA operates duty 
free concessions at Canada’s Montreal, 
Ottawa, Halifax and Winnipeg airports 
and its Caribbean division operates 
three stores at Barbados’ Grantly Adams 
International Airport.

PEOPLE NEWS
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Hand in Hand for Haiti is empowering the 
children of Haiti by giving them a world-class 

education at Lycée Jean-Baptiste Pointe du 
Sable. Our non-profit foundation opened the 

school in 2011 and continues to build new 
facilities there, while building the lives  

of our children.

BUILDING THE FUTURE OF HAITI
One Child at a Time

www.handinhandforhaiti.com
HAND IN HAND FOR HAITI IS A 501(c)(3) NON-PROFIT 

ORGANIZATION BASED IN THE UNITED STATES

Proud Sponsors:
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Revlon has announced that Serge 
Jureidini will be the new president of the 
Elizabeth Arden brand and its Global 
Fragrances division. Revlon acquired 
the Elizabeth Arden portfolio in an $870 
million deal last September.

Jureidini originally worked at L’Oreal 
in the luxury division for 15 years, 
including time in travel retail in Dubai, 
before becoming president of Lancôme 
USA in 2008. Most recently, he was 
president and CEO of Arcade Beauty.

Jureidini is replacing JuE Wong 
as president of Elizabeth Arden. She is 
leaving the company on March 31. He is 
also taking over Global Fragrances from 
George Cleary.

Christelle Caron has joined Moët 
Hennessy Travel Retail as Key Account 
Director – Cruise Lines. She previously 
held senior positions at Guerlain and BPI, 
and most recently was with Movado.

AIRMALL USA has named Ben Zandi 
as president and chief executive officer, 

overseeing the North American operations 
of parent company, Fraport, effective 
immediately.

Zandi has more than 30 years of 
experience in hospitality, business 
management and retail and restaurant 
development and operations with a 
record of increasing shareholder value 
and exceeding revenue and profitability 
goals. He joins Airmall following his 
role as executive vice president of 
operations of PGHC Inc., a privately 
owned restaurant company based in 
Dedham, Mass. with annual revenue of 
$250 million.

Edrington Global Travel Retail (GTR) 
has announced a change of leadership 
as Igor Boyadjian succeeds Aristotelis 
‘Tellis’ Baroutsis as Managing Director 
of Global Travel Retail, based in 
Singapore.

Boyadjian founded and co-owned Fix 
Wines & Spirits, a distribution company 
based in Cyprus and Dubai, in 2005. In 
2013, he formed a joint venture with 

Edrington – Edrington Fix Middle East 
(EFME), which was wholly acquired by 
Edrington in 2016. Before Fix Wines & 
Spirits, Boyadjian held roles with Allied 
Domecq and LVMH.

Tellis Baroutsis will move to 
Edrington’s new global headquarters in 
Glasgow and join Edrington’s Executive 
Committee as Managing Director Regional 
Power Brands.

This is one of the company’s three 
business units, with responsibility for The 
Famous Grouse and Cutty Sark blended 
scotch whiskies and Brugal rum. He will 
also have commercial responsibility for the 
total portfolio in Europe, Middle East and 
Africa.

Baroutsis joined Edrington in 
2010 and led the GTR team since its 
inception in 2014. During his tenure 
Travel Retail has been one of the 
strongest performing channels within 
Edrington, playing a particularly key 
role in the growth of the Group’s 
flagship brand, The Macallan.

PEOPLE NEWS
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