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How much will natural disasters impact
Americas travel retail?
It has been a very
somber few weeks in the
Americas, especially in
the Caribbean and North
America. As we write
these words a week prior
to Cannes, islands in the
Caribbean and parts of the
United States are in the
path of the third monstersized hurricane in a month,
while Mexico City has just
been struck by one of its
largest and most destructive
earthquakes in decades.
In addition to the toll
on human life and property,
which is immense and
heart-breaking, these natural
disasters will likely have a
Flor de Caña’s stunning, disruptive volcanic activation at Miami International
long-lasting and devastating
Airport was seen by millions of travelers this summer, in an event organized with
impact on tourism and the
JCDecaux and coordinated with Duty Free Americas.
travel retail business. Tourism
is the major source of revenue
for many of the islands in the path
Canada, and the impact they are
Last year in Cannes, TMI
of the storms, some of which are
began an important discussion
still assessing the damage from the having on travel retail.
On the upside, the travel
on the impact of the grey market
earlier impacts.
retail industry in South America is
on spirit sales in the channel,
If any silver lining can be
showing signs of recovery, even as and in this issue we continue
found, it is that public and private
Brazil continues to be rocked by
the dialogue with arguments
officials pledge to rebuild and to
scandal. Argentina, especially, is
from both sides of the business.
ensure that all new infrastructure
on the verge of vastly increasing
Brown-Forman senior executive
will be constructed to better
air travel opportunities, which
Jim Perry presents a compelling
withstand future storms. TMI
would further benefit our industry.
list of reasons on how the
carries a full report in this issue.
But overall tourism numbers
grey market ultimately hurts
In other worrisome news,
have reached record highs, and
the industry, while a major
all numbers now confirm that
retailers and suppliers in both
European-based trader candidly
inbound international travel to
North and South America are
explains why the system exists
the United States, one of the
vigilantly working to attract a higher and why it will continue to be a
largest destinations in the world,
proportion of those travelers into
valid option for many brands.
is decreasing as tourists shy away
As always, TMI has brought
from stricter new visa and security their stores, as seen by Lancôme’s
innovative Lip Academy at LAX,
together some of the most
regulations. Travel to Canada, on
important developments taking
the other hand, continues to boom. Flor de Caña’s stunning volcano
activation in MIA, and the opening
place throughout the Americas.
In our ongoing partnership with
of International Shoppes’ gorgeous
We welcome your input and
Counter Intelligence Retail, TMI
new Beauty Boutique in New York’s feedback.
presents an in-depth look at the
JFK airport.
Lois Pasternak,
influx of travelers from China to
Editor/Publisher
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International tourism delivers strongest half-year results
since 2010
Destinations worldwide saw the
arrival of 598 million international tourists
in the first six months of 2017, some 36
million more than in the same period of
2016, according to the latest UNWTO
World Tourism Barometer.
Worldwide, international tourist
arrivals (overnight visitors) increased
by 6% compared to the same six-month
period last year. This is well above the
sustained and consistent trend of 4% or
higher growth since 2010. It represents the
strongest half-year in seven years, even
as tourist arrivals to the United States
declined.
Results are underpinned by robust
growth in many destinations and a
continuation of the recovery in those that
suffered declines in previous years.
By region, growth was strongest in
the Middle East (+9%), Europe (+8%) and
Africa (+8%), followed by Asia and the
Pacific (+6%) and the Americas (+3%).
UNWTO says that the first half of
the year usually accounts for about 46%
of total annual international arrivals, with
the second half longer by three days and
including the Northern Hemisphere high
season months of July and August.
“The first half of 2017 shows healthy
growth in an increasingly dynamic and
resilient tourism market, including a strong
recovery in some of the destinations impacted
by security challenges last year,” said
UNWTO Secretary- General Taleb Rifai.

results for Mexico and Canada were
partly offset by a decrease in arrivals to
the United States, the region’s largest
destination.
Europe/Asia increase
International tourist arrivals through
June grew 8% in Northern Europe, 6%
in Western Europe and 4% in Central
and Eastern Europe. Sub-Saharan Africa
recorded 4% more arrivals.
South Asia (+12%) led growth in Asia
and the Pacific, followed by Oceania (+8%)
and South-East Asia (+7%), while results in

Mediterranean leads growth
Mediterranean destinations reported
particularly strong growth in the first half
of 2017, with Southern and Mediterranean
Europe (+12%), North Africa (+16%)
and the Middle East (+9%). This trend is
driven by the continued strength of many
destinations in the area, combined with
a significant rebound in destinations that
suffered decreases in previous years, such
as Turkey, Egypt and Tunisia.
U.S. arrivals fall
The Americas continued to enjoy
positive results across most destinations.
Growth was solid in South America (+6%),
Central America (+5%) and the Caribbean
(+4%). In North America (+2%), robust
TFWA/FDFA Issue October/November 2017

North-East Asia (+4%) were more mixed.
Strong outbound demand
Arrivals growth in this period was
fueled by strong outbound demand from
major source markets. In particular,
Canada, China, France, the Republic of
Korea, Spain, the United Kingdom and
the United States continued to report solid
growth in outbound expenditure.
This first half-year also saw a strong
recovery in demand from Brazil and the
Russian Federation after a few years of
declines in terms of expenditure abroad.
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IATA: Strong air traffic demand growth continues in June
Air travel recorded its fastest first-half
growth in 12 years, pushing load factors to
record highs, reported the International Air
Transport Association (IATA) in its latest
traffic report. The group expects the strong
results to continue, with the peak northern
summer travel season likely to be recordbreaking.
Global passenger traffic demand for
June (measured in total revenue passenger
kilometers or RPKs) rose by 7.8%
compared to the year-ago period, reports
IATA. This was in line with the 7.7%
growth recorded in May.
All regions reported growth. June
capacity (available seat kilometers or
ASKs) increased by 6.5%, and load factor
rose 1.0 percentage point to 81.9%.
For the first six months of 2017,
traffic grew by 7.9%, a 12-year high, with a
record first half load factor of 80.7%.
International Passenger Markets
International passenger demand rose
7.5% in June compared to June 2016, with
all regions recording growth.
Asia-Pacific airlines’ traffic jumped
9.1% in June compared to last year.
The overall upward trend in seasonally-

adjusted traffic remains strong although
volumes have slipped in recent months.
Traffic on Asia-Europe routes is
trending upwards following terrorismrelated disruptions in early 2016, but solid
demand growth on international routes
within Asia has paused.
European carriers saw traffic which
was up from a 7.5% YOY increase
recorded in May. Capacity climbed 6.5%
and load factor rose 1.8% percentage points
to 85.9%, highest among the regions. The
stronger growth reflects both a favorable
comparison with the year-ago period,
as well as increased momentum in the
regional economic backdrop, says IATA.
North American airlines’ demand
rose 4.4% compared to June a year ago.
IATA says that the comparatively robust
economic backdrop in North America is
expected to continue to support outbound
passenger demand. However, it says,
anecdotal evidence suggests that inbound
tourism is being deterred by the additional
security measures in place for travel to the
U.S.
Latin American airlines saw traffic
demand rise 9.7% versus the same month
last year. Growth was supported by strong

U.S. inbound travel traffic numbers
revised downward
The U.S. Travel Association, which
produces the monthly Travel Trends Index,
has revised its assessment of international
visitation to the United States downward.
The report updates earlier numbers
with newly available data, and finds that
international visitation— initially found to
have grown consistently this year—actually
contracted in four of the seven months for
which data is so far available.
The declines were steepest in February
(6.8%) and March (8.2%). U.S. Travel
economists say the slight uptick in April
is likely due to the travel-heavy Easter
holiday falling in that month this year.
For the TTI, a score above 50
indicates growth while a score under 50
indicates decline.
Year-over-year, international inbound
travel declined in July 2017, with a Current
Travel Index (CTI) reading of 49.8. The
Leading Travel Index (LTI) continues to

project a weakened outlook for inbound
travel, which is expected to trail the
domestic market through the beginning of
2018.
Domestic leisure travel grew in July,
increasing slightly above the 6-month
moving average. Domestic business travel
declined in July, on the heels of two months
of growth in May and June.
The 6-month LTI reading of 50.6
indicates that total U.S. travel volume is
expected to grow at a rate of around 1.2%
through January 2018. Domestic travel is
expected to grow by about 1.6%, while
forward looking metrics for international
travel indicate continued weakness.
The TTI is prepared for U.S. Travel by
the research firm Oxford Economics and
includes data from IATA, OAG and other
tabulations of international inbound travel
to the U.S.
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travel within the region, but travel to North
America is flat to down.
Middle Eastern pax traffic is under
pressure, with carriers posting a 2.5%
traffic increase in June, down from the
already subdued 3.7% growth seen in May.
Capacity rose 3.1%, and load factor
slipped down 0.4 percentage points to
68.9%. Demand slowing it is most visible
on the Middle East-North America market,
which has been affected by a combination
of factors including the (recently lifted) ban
on personal electronic devices, as well as a
wider negative stimulation from the travel
ban that has now been implemented for
certain countries.
Passenger traffic between the Middle
East and North America was already
slowing in early 2017, in line with a
moderation in the pace of growth of the
largest carriers in the region.
African airline traffic soared 9.9% in
June. Capacity rose 7.1%, and load factor
jumped 1.7 percentage points to 64.3%,
although this still was the lowest among
regions.
Domestic Passenger Markets
Demand for domestic travel climbed
8.2% in June compared to June 2016, up
slightly from the 7.9% growth seen in
May. Led by China (+17.6%) and India
(+20.3%), all markets reported demand
increases, but with wide variation.
The U.S. domestic market – the
world’s largest – grew by 3.4% YOY in H1
2017. This was slower than that registered
in H1 2016, but the bigger picture is that
the modest upward trend in seasonally
adjusted volumes remains in place and
consumer confidence surveys remain
strong. The domestic U.S. load factor
remains the highest of all the markets IATA
tracks, but following a strong month-onmonth pick-up in capacity in June, it was
the only market not to post an all- time
high for the month.
Domestic Brazil RPKs grew by a
modest 1.0% in H1 2017 from the same
period in 2016. Given the fragile political
and economic backdrop, volumes are
struggling for any momentum in SA terms;
passenger volumes are still 8% lower than
their peak reached in late 2010. However,
airlines in the country have managed to
limit the impact on passenger loads; at
79.9% in June, the load factor set a recordhigh for the month.
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John Rimmer named TFWA managing director as
Maingreaud chooses a part time role
John Rimmer, TFWA conference,
research and corporate affairs director, has
been named TFWA managing director,
effective Oct. 1.
Rimmer succeeds Alain Maingreaud,
who has held the position since 2010.
Maingreaud will be assuming a new
part-time position as associate director,
with a view to undertaking some personal
projects.
As associate director, Maingreaud will
report to Rimmer, assisting him on various
projects including the organization of the
association’s two biggest events, TFWA
World Exhibition & Conference and TFWA
Asia Pacific Exhibition & Conference.
Maingreaud has been with the
association since 1995.
Rimmer joined TFWA in October
2012. He has been involved in the duty
free and travel retail industry for seventeen
years in a variety of positions including
editor of Duty-Free News International
from 2004 to 2006, deputy director of
business development at French travel
retailer Aelia (now Lagardère Travel
Retail), and as executive director business
development of The Moodie Report (now
The Moodie Davitt Report).
As managing director, he will report
to the TFWA president, assuming full
responsibility for the association’s events
and activities, and helping define its

strategy as approved by the board and
management committee.
Commenting on the changes, TFWA
President Erik Juul-Mortensen said: “Alain
has been a stalwart of the association
and has made an extremely important
contribution to its success for over
twenty years. The board and management
committee are very grateful to him for his
work over the years and we are delighted
that he will continue to serve TFWA as
associate director, providing support to
John and the permanent staff on a number
of projects.
“John is known to many people in
the industry, and in his five years with
TFWA so far he has driven a number
of successful new initiatives as well as

strengthening our
vital conferences &
research division.
He has also played
a significant role
in managing the
association’s
charity initiative,
TFWA Care. We
are certain he is the
right person to lead
the association’s
next phase of
development, and
to strengthen our
links with industry stakeholders – firstly
our members and exhibitors, but also all
those who visit our events, along with
trade associations, press and partners
around the globe.
“As part of his overall
responsibilities, John will continue
to oversee the running of TFWA’s
conferences, assisted by conference
manager Michele Miranda, and research &
corporate, assisted by Maha Abdennbi and
Sabine Parmentier.
“The board, management committee
and staff of TFWA look forward to
working closely with John, who will have
the full support of the whole team as we
move into an exciting new phase for the
association.”

TFWA debuts Digital Village and Ideas Lab workshop
TFWA is debuting the Digital Village,
a 3-day exhibition at the Gare Maritime in
Cannes from Oct. 4-6. The Digital Village
will showcase new technology and how it
can be used in duty free and travel retail.
More than 30 exhibitors from some of
digital retail’s most innovative brands will
be on hand to show their products.
A highlight of the event will be
the TFWA Digital Village’s Ideas Lab
workshop, which will run from 9-10 am
on Friday, Oct. 6 at Gare Maritime, and
cover information about the most important
forces shaping the digital retail revolution.
The session, curated by Portland
Design, will feature highlights from
the upcoming TFWA research study
“The Digital Journey.” In addition,
representatives from a number of TFWA

Digital Village exhibitors will debate
the opportunities created by advances in
technology. Complimentary access will
be granted to all who have a TFWA World
Exhibition & Conference 2017 badge or a
TFWA Digital Village badge.
TFWA is also introducing a range
of tools that will help visitors make the
most of their time at the exhibition. These
include a new geo-localization app, which
will allow visitors to geo-locate themselves
on a 3D interactive floor plan and be
guided along a route to a stand of their
choice. Delegates can select the exhibitors
they are interested in prior to the event and
record them in a visit folder to be accessed
on site.
The TFWA Product Showcase also
helps exhibitors maximize their impact at
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the show. The Product Showcase allows
exhibitors to profile and promote their
products online several weeks prior to the
show, and has become an essential resource
for journalists as well as visitors to the
exhibition looking to view the latest news
from the major brands in duty free and
travel retail.
A record number of companies will be
exhibiting at its 2017 World Exhibition &
Conference, reports TFWA.
A total of 515 exhibiting companies
have registered so far, up 4.7% from 492
companies last year. This figure includes 61
exhibitors who are new or returning after
a short absence including Piper-Heidsieck
Champagne, Cartier Parfums, skincare
brand Payot Paris, jewelry brand APM
Monaco and fashion brand Pourchet.
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IAADFS launches relief effort to help Caribbean recovery from
Hurricane Irma, as it prepares for first Summit and works to
improve airports and industry conditions
The International Association of
Airport and Duty Free Stores (IAADFS)
took an important step to help colleagues in
the Caribbean who had been impacted by
Hurricane Irma, the category 5 storm that
flattened some of the key tourist islands
in the Caribbean in early September.
Hoping to fund immediate relief efforts,
the Association contributed US$10,000
to the Emergency Assistance Fund of
the Caribbean Disaster Emergency
Management Agency (CDEMA), a regional
inter-governmental agency for disaster
management in the Caribbean Community
(CARICOM), just days after the storm had
passed.
The Agency, which was established
in 1991 as CDERA (Caribbean Disaster
Emergency Response Agency), is now
the regional disaster management body
that strategically facilitates, drives and
coordinates the promotion and engineering
of Comprehensive Disaster Management
(CDM) in all 18 countries.
“We have a special connection
with the Caribbean region, not just
through our association members who are
headquartered or who operate duty free
and travel retail stores in the area, but also
because of the many store operators that
have participated in IAADFS events for
years,” commented IAADFS President
and CEO Michael Payne. “Our thoughts
are with all who have been affected by this
catastrophic storm,” he added.
“I think this hurricane damage is so
much worse than people realize because the
knock off effect for the travel industry in
the Caribbean is going to be here for quite a
while. This is not going to be a two-month
fix. It is a nightmare for our industry which
is why I picked this CARICAM Group.
Airport terminals, cruise ports, downtown
shops, the ability to sell, are all affected.
Some of the islands are totally wiped out,”
Payne tells TMI.
“Some islands have been terribly
affected, like The Virgin Islands,
particularly Tortola and the USVI. St. John
is destroyed,” he added.
“Even those islands that have cruise
port terminals will not see the business

coming right back. Even if the ships can
dock anytime soon, people will not be able
to go downtown and buy anything. So we
have the knockoff effect – no business and
no tourism revenue, not to mention the
need to rebuild the airports. The airport in
St. Thomas is reportedly destroyed—they
are only taking relief flights now, if that.”
Payne said that the IAADFS chose
CARICAM because it is established,
and has been inexistence for many years.
“They already have relief boats going to
the islands from Barbados and other places.
And we felt that the Caribbean is where we
needed to focus, since Houston and Florida
(the sites of Hurricanes Harvey and Irma,
respectively) have access to more resources
than is available in the Caribbean.”
The IAADFS is hoping that its
announcement will stir more donations to
CARICOM and their emergency fund. “We
will do more at the Summit of the Americas
but we wanted to get something started
right now,” he said.
In more IAADFS news, Payne
says the Association’s priority has been
preparing the inaugural Summit of the
Americas taking place in coordination with
ASUTIL in Orlando this March. Payne
reports that the energy surrounding the
show seems good and that the association
is receiving more inquiries about the show
than in the recent past.
IAADFS also continues to work on
customs simplification that is centered on
reporting requirements. “This primarily
centers around our U.S. –based operators,
but when the process is simplified in the
U.S., other markets often follow. This
is not very glamorous but it can impact
the way that suppliers and operators deal
with record keeping at duty free bonded
warehouses.”
IAADFS continues to be engaged
with WHO activities that could impact
and restrict the sale of certain duty
free goods—tobacco certainly, but also
spirits and confectionery. Among these
are labeling issues. “It is very hard to
comply on a global basis with some
of the labeling requirements currently
needed, especially in a travel retail/duty
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free environment. We are working with
the Grocery Manufacturers Association
on their SmartLabels concept, which is
a technology solution to avoid having
to list 14 languages on a label that are
required on some items sold internationally.
This solution would enable consumers
to go online and see all the labeling
requirements.”
The Association also works with
TSA on anything that impacts security
issues, since it affects dwell times, and
is also involved in enhancing airport
infrastructure. “The IAADFS is part
of a coalition that supports increasing
the passenger facility charge (PFC),
which would provide more money for
infrastructure development. Airlines
are opposed, arguing that the fee is a
tax that is passed on to its passengers,
and is unnecessary because airports can
raise funds by issuing bonds, and other
mechanisms,” says Payne.
The PFC is currently capped at $4.50
per plane ticket but legislation has been
introduced to raise the limit. “We are part
of the coalition trying to persuade Congress
to raise the funding level so there can be
more airport infrastructure development.
The coalition, called Beyond the Runway,
is led by ACI-NA, and includes a wide
variety of industry stakeholders seeking to
ensure that airports stay strong.
“As a member of the coalition,
IAADFS supports the airports’ efforts.
From our perspective, this fee goes towards
infrastructure development. Better airports,
newer airports translate into more retail
operations. It means better security. We
think it will make traveling better.”
*CDEMA is made up of 18 of the
island States: Anguilla, Antigua and
Barbuda, Commonwealth of the Bahamas,
Barbados, Belize, Commonwealth of
Dominica, Grenada, Republic of Guyana,
Haiti, Jamaica, Montserrat, St. Kitts &
Nevis, Saint Lucia, St. Vincent & the
Grenadines, Suriname, Republic of
Trinidad & Tobago, Turks & Caicos Islands
and the Virgin Islands.

DUTY FREE
& TRAVEL RETAIL
SUMMIT OF
THE AMERICAS
March 18-21, 2018
Orlando World Center Marriott
Orlando, Florida
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International Shoppe’s new 7,200 sqf stand-alone Beauty Store at New York’s JFK International Airport Terminal 1 is proving to be a
huge hit with passengers, who are embracing the enhanced space and new brands with strong sales.

International Shoppes debuts stunning 7,200 sqf
Beauty Store at JFK Terminal 1
International Shoppes has taken the
next step in its travel retail evolution with
the opening of a 7,200 sqf stand-alone
Beauty Store at New York’s JFK Terminal
1.
Travel Markets Insider had the
opportunity to tour the beautiful new store
the day after its opening at the end of with
August IS vice presidents Scott Halpern
and Matt Greenbaum, who are thrilled with
the results.
“We tried to keep the space very open
and I think the result is that customers have
great viewpoints of all the brands that are
featured throughout the store. The flowing
nature of the design elements in the ceiling
and the floor really encourage customers
to circulate throughout the space,” says
Greenbaum.
“After the first day, sales are strong.
It is exciting to see how the consumers
behave. Before, when there were 15-20

consumers in the store, it was not inviting
to walk in. Now we have 50-70 people, and
there is ample space for shoppers to move
throughout the space,” says Halpern.
The new Beauty Store is directly
across from its previous location, which
will now have more room to showcase the
non-beauty categories. The new location is
in the space originally occupied by Japan
Airlines’ First Class lounge, which is now
sharing space with Air France’s First Class
lounge.
“The Beauty Boutique is an A+
location. The lounge was in a great space
and allows us to enhance the duty free
experience at JFK Terminal 1. Our old
space was built 20 years ago. The way that
consumers shop today and the way the
store was built 20 years ago don’t jive,”
says Halpern.
With 7,200 square feet of space
specifically dedicated to beauty, the new
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store more than doubles the space IS had
previously been able to give the category.
The old store featured 2,000 sqf for beauty
as well as a separate 700 sqf Estée Lauder
and Clinique boutique. Today Estée Lauder
/ Clinique has its own entrance to the new
beauty store.
IS says the new location has allowed
the travel retailer to both expand the space
each beauty brand has as well as introduce
new brands not available before in the
terminal.
“All the brands that we previously
featured in the old duty free store are now
more expansive,” says Greenbaum.
“We were able to partner with 21
branded experiences. On top of the brands
being able to enhance their experience to
the consumer, we are also able to bring on
newness.
“We have several new houses that
were never in this terminal,” he says.

THE ORIGINAL
MOMENT
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Shoppers entering IS’ new Beauty Store in JFK
Terminal 1 are greeted by a stunning Chanel
counter, and new brands Kiehl’s – complete with
Mr. Bones, and MAC.

“We have MAC, with which we have
been trying to partner and find the proper
solutions for the better part of ten years.
MAC, Kiehl’s, Joe Malone and Tom Ford
are four branded boutiques that never
existed before. Giorgio Armani and YSL
were fragrance only and now we carry the
full line. We are also introducing newness
by bringing in SK II for the first time,” says
Halpern.
IS’ next project is the renovation of its
old 5,800 sqf duty free store in Terminal
1. When the renovations are completed,
IS will have 17,000 sqf of duty free retail
space in the terminal.
“It’s an evolution and we are not done.
We’ve been continuously upgrading and
redesigning stores for the last three or four
years. And this will continue with this next
duty free space that we are doing here at
Terminal 1. Ultimately the two spaces will
be married through design. The store fronts
will be mirrored so the customer will easily
see that the stores are connected in some
way,” says Greenbaum.
“We are going to have a better
footprint for the consumer to see luxury
fashion, luxury watches and jewelry, and
enhance our confection business and our
liquor and tobacco business,” says Halpern.
The size of the tobacco area will
double from what it is today.
“One detail that should not be
overlooked for the renovation of the
upcoming duty free store is the fact that
Phillip Morris will be designing and
building their first category solution,” says
Greenbaum.
Pop-up stores
International Shoppes’ construction
period has given it an opportunity to
implement some pop-up spaces within
the existing duty free footprint and on the
perimeter.
“We were able to convert the former
beauty space and a former series of
beauty boutiques on the outside the store
into spaces for Godiva, Johnnie Walker,
Hershey’s, another space that features
Toblerone, Lindt, and M&Ms, as well as a
Moet boutique,” says Greenbaum.
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Estée Lauder and Clinique feature a separate entrance, distinct from the
overall Beauty Store.

“I think we found a great way to fill space that otherwise
would have been left empty, and both monetize them and
make sure both the terminal and our store look beautiful.”
Greenbaum says the opening of the new store and the
renovation of the existing duty free store were critically
important for IS.
“I think the space that we had was great and we
maximized the revenue potential there, but the quality of the
traffic coming through the terminal really called for something
way more substantial. Through this space and the upcoming
work we are going to do we will exceed the expectations of
the customer.”
By Michael Pasternak

International Shoppes wins major Newark duty free contract
“EWR fits perfectly in our wheelhouse from proximity to our
corporate office/warehouse to understanding the consumer base that
utilizes this great facility. EWR Terminal B has a tremendous lineup
of airlines with a great global reach. We believe our experience
servicing this passenger in other cities gives us a unique opportunity
to create an excellent customer experience while generating
maximum revenues. We are excited to partner with Westfield,
PANYNJ, the airline partners and our vendors to create a first class
experience,” says Halpern.

International Shoppes has been awarded the seven-year
duty free contract at Newark International Airport Terminal B by
master developer Westfield, the company has confirmed to TMI.
With its minority partner Shekinah Group LLC, IS will take
over around 8,000 sqf of space in six stores beginning in Spring
2018.
IS Vice President Scott Halpern tells TMI that as a major
Northest U.S. airport, Newark is very important to IS on a
number of levels.
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Travel Markets Insider is delighted to introduce a new series that focuses on some of the smaller airport operators
and concessionaires in the Americas. These entrepreneurs, many of them family-owned and -operated for many
years, are the backbone of the “sense of place” concept that is so important to travelers today, not to mention a
primary source of the non-aeronautical revenues so critical to airports.

Morgan Group Ventures: The strategic edge of being different
Headquartered in Washington DC,
Morgan Group Ventures opened its first
airport retail operation, Pen & Prose
Boutique, as a kiosk at Ronald Reagan
Washington National Airport (DCA) in
1996. Founder and owner Mary Morgan
entered the airport arena initially as a
consultant for the Metropolitan Washington
Airport Authority (MWAA), but after
five years of management consulting to
MWAA, Morgan decided she wanted to
focus solely on concessions.
Today, Pen & Prose is a successful
inline store and Morgan operates a second
Pen & Prose location in BWI, along with
another concept called Uniquely DC. She
has also partnered with HMSHost for 10
years, operating Starbucks at both DCA
and Washington Dulles International
Airport, as well as several restaurants at
both airports.
Morgan shares with TMI how she has
seen the airport retail scene change over the
last 25 years and the strategy she sees as
critical for success.
“Success in the airport environment
is all about being as strategic and as
competitive as possible, and daring to be
different,” she says.
“Going back 25 years, the airport mall
concept was very new, and wide open.
When I first came into DCA nearly all the
retailers were large, national operators, like
Victoria’s Secret, Kay’s Jewelers, Bath &
Body Works, The Gap, Gymboree, these
were the core. It was felt that these types of
stores would be a huge success in airports.”
“To some level this has been true but
we see that people also want things that
they cannot get at home. They want the
local feel, they want things that are unique,
and they are willing to pay for that,” she
says.
Morgan admits that airport retailing
can be difficult and that the barriers to
entry are a lot higher than they were in the
beginning; costs are up, there are many
regulations, plus there is a much smaller
group of competitors.

“Not only do you need to be more
strategic, you also need to be able to be
competitive, not just as a DBE, and not just
as a small business, but on a much larger
scale,” she argues.
The cost to operate even an airport
kiosk is high and selling in an airport is
very different than street retail. “The hours
are long, you are open 365 days a year
and you really need to understand your
customers. These customers and their
demands change from gate to gate. Many
retailers do not understand the volumes or
importance of customer service. Airport
customers are focused primarily on getting
to their gates, so you really need to quickly
capture their attention and complete the
transaction. Everything is magnified in
airport retail compared to traditional street
retail,” she says.
On the upside, Morgan says that if
you have a good concept and can deal
with the challenges, the costs, the service
requirements and the distractions, you can
be very successful.
“You have a captive audience.
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National and Dulles airports each
accomodate approximately 20 million
plus passengers a year—that is very
significant. If your concept is sound for
that environment, and you have the right
infrastructure, I think that you can do very
well.”
Morgan’s Pen & Prose concept,
for example, which started as primarily
stationery and writing instruments, has
evolved with the times, she says. “We have
evolved to a larger product offering that
complements pens and stationery, and now
we have a fairly significant gift component.
Pen & Prose is still the main signature for
our company, even as we have expanded
into F&B.
“Our Uniquely DC location is a
souvenir concept where we blend a number
of unique items that customers are not
going to find elsewhere. We have been
lucky to partner with The Spy Museum,
which is a major local attraction, and we
are their only airport partnership. We try
to go a little beyond the norm. Success
depends on having the right product mix.”

23

October/November 2017 TFWA/FDFA Issue

INSIDER

20 years of excellence

Concessions International: Staying relevant for 35 years
Concessions International, LLC, is a
dynamic food and beverage operator with
business in airports in Atlanta, Dallas,
Denver, Miami, Seattle, St. Thomas, USVI,
and Washington, DC.
The family and minority-owned entity
has been in business since 1979, with a
storied history that reflects much of the past
35 years in airport development in the U.S.
LeMonica Hakeem, Vice President
of Business Development at Concessions
International, talks about the pride that the
company takes in being independent and
guest- and quality-oriented.
“We are a leading food & beverage
operator in airports and really take pride in
being a family-owned business. A lot of our
competitors have been acquired by foreign
conglomerates but we are excited that we
are still family owned. We also have no
private equity [investment] and work with
a lot of great local, national and regional
brands in the airport market. That in itself
sets us apart from the competition and
makes us special,” Hakeem tells TMI.
Company founder Herman J. Russell
was devoted, hard-working and very active
in the civil rights movement, she recalls.
“Herman was a phenomenal person. He
was friends with Dr. Martin Luther King
and in fact used to bail Dr. King out of
jail and support the civil rights movement
financially,” she says.
In the 1970s, the airport concession
industry began requiring more minority
participation, and Russell was approached
to enter the airport because he had built a
very strong construction company, and was
financially capable.
“From the beginning, he insisted
on actually participating in the business
and not just checking the minority
box on the application. From then, the
company really grew on its merit and its

capabilities,” says Hakeem.
“We made sure to put the right people
in the right places. We started in 1979 and
still today continue to grow and thrive and
be very competitive in the industry.
Importance of Food & Beverage
Hakeem explains that F&B is
imperative to the functioning of an airport
today.
“The hustle and bustle of traveling
to an airport, rushing for business, or
traveling with children, can be frustrating
and stressful and most people need to grab
something to eat or drink. So it is vital for
us to remain relevant. People are becoming
a lot more conscientious about what they
eat so the landscape of the entire industry
has been changing. Some nationally
branded concepts that we used to see in
multiple locations are less attractive today
based on the new trends in the market that
focus on farm to table, healthier offerings,
tapas and more.
“The heightened awareness of the
trends that are happening on the street side
have definitely moved into the airport.”
Hakeem says that a concessionaire
such as CI must continually strive to
remain relevant, and every detail counts.
“We must understand the airport
passenger in each of the terminals in which
we operate. What works for a Spirit or
Southwest customer may not be the same
as what a Delta customer is looking for.
We pay attention to the airport layout, the
customer, the number of travelers. Any
customer data that we can get from the
airport is important.
“From there, we look for brands that
have the right systems and experience. If
they have worked in an airport before, that
makes life a lot easier for us.”
When looking for brands to offer
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in their airport locations, CI can deal
with a $7 billion company like Darden
Restaurants, or a local two-person team
who just created a great concept that they
think will resonate well.
“Clearly, a Darden understands how to
do food and how to deliver their product in
non-traditional spaces. The local team may
not have the systems but if we think their
concept can translate and that they are open
and flexible to work with our culinary team
to be able to execute in this environment,
we would want to try.
“It ranges, but definitely our brand
partners have to be flexible enough to
understand that the kitchen and space
will be a lot smaller than what they are
accustomed to. But as long as they are
flexible, we can make it work,” she says.
Speed of service is another critical
element in an airport environment, and
chef-driven concepts are gathering great
attention. CI has staged a number of
airport activations with its celebrity chefs.
“Michael Symon, from Bar Symon,
Iron Chef, in Dulles, has done several
events including signing his cook
book. Tom Catherall in ATL has done
chef demonstrations, and we are really
improving our Social Media presence
and doing a better job of promoting these
things,” says Hakeem. “But even people
who are passing by stop when they see a
chef demo. This is exciting.”
Hakeem believes that CI has thrived
the way it has for more than three decades
because it has always been based on values
that include integrity and professionalism.
“We are also very personable, very
approachable, very flexible and very
responsive. It is not hard to get decisions
made. We want to try new things, be
different, be daring and we really want to
deliver the best quality.”

ENJOY RESPONS I BLY. S A N TA T E R E S A A N D I T S T R A DE DR E S S A R E T R A DE MA R K S
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Special CiR Report:
Chinese duty free opportunity in Canada greater than ever
All data based on HY 2017 vs the same period in 2016
Preliminary data based on CiR’s 550
airport locations suggests that global total
PAX grew +7.3% in the first 6 months
of this year. The Americas region grew
+3.8%, driven largely by strong gains
across Central America, with North
America slipping just under the global
average at +3.5%, says the study.
Canadian airports, however, enjoyed
a buoyant first half of the year, with total
PAX up +6.5%, driven by the international
market. Based on data from the 11 airports
in the GTS database (which covers 98% of
scheduled international flights departing
the country) Canadian airports handled
almost 2.7 million additional international
passengers (including transborder PAX)
in the first 6 months of 2017 to reach 33.3
million, at a growth rate of +8.3%.
Breaking this number down,
international PAX grew by 1.9m PAX to
reach 19.4m (+11.0%) and Transborder
(U.S.) PAX grew by 0.8m to reach 14.0m
(+5.9%).
International and transborder PAX
growth was driven by the country’s top 3
airports, which combined to account for
almost 90% of international departures and
arrivals, and all grew by circa +10%.
Key to the recent growth in
international PAX has been arrivals from
APAC, China in particular – the Chinese
are now the 4th largest nationality arriving
in Canada on scheduled international
flights, growing +39% in HY 2017.
Ideally located on the west coast,
Vancouver is best placed geographically

to benefit from the increase in Chinese
arrivals. Vancouver currently accounts for
58% of Chinese air arrivals into Canada
and is growing +32% YoY (HY 2017).
Vancouver welcomes flights from 8
different Chinese cities year-round, the 2nd
highest number in the Americas region,
behind only LAX. Toronto accounts for a
further 32% of Chinese arrivals (+33%)
and Montreal accounts for 8% with Calgary
bringing in another 2%.
Despite a surge last year, Canada’s
currency is relatively good value for
Chinese visitors compared to the years
prior to 2014, while a new air services
agreement in December 2015 increased the
numbers of cities Canadian and Chinese
airlines can serve from 12 to 18 in the
other’s territory.
New routes between China and Canada
There are now 18 routes between
China and Canada, compared to just 11 at
the start of 2016, with 14 airport pairings,
operated by 8 airlines (7 Chinese and Air
Canada).
These new direct services and
Canada’s reputation as a safe travel
destination should continue to drive more
international arrivals from Asia this year.
The latest route, Air Canada’s
Montreal-Shanghai service, was launched
in February and Tourisme Montréal expects
110,000 Chinese tourists in 2017 as a
result, which would mark a +30% year-onyear increase.
Low-cost carrier WestJet, which is
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Canada’s second largest airline, has also
applied for designation to serve China
which could open up a new demographic
segment from the PRC for DF&TR
operators in Canada to target. However,
it is only at the beginning of the process
of approval with Transport Canada and
doesn’t yet know when the service would
start or which destinations would be served.
Such expansions into the Chinese market
align with the Canadian government’s goal
of doubling the number of inbound arrivals
from China to Canada by 2025.
In September 2016, it was announced
that 2018 would be the year of CanadaChina tourism. The designation should
boost cultural exchanges and the two-way
flow of tourists. Both countries are working
on tourism promotion activities in Canada
and China, such as the Canada China
International Film Festival in Montréal.
Canada pledged to simplify its visa
application process for Chinese citizens,
and an agreement was reached that
authorized Canada to open seven additional
visa application centers in China to help
serve the growing number of Chinese
tourists who are crossing the Pacific to
explore Canada from Tier 2 and 3 cities.
Key Travel Retailers
Dufry (trading locally as Nuance and
WDFG) operates concessions at Canada’s
key international airports such as Toronto
and Vancouver, as well as Calgary, and is
the country’s leading retailer for exposure
to Chinese PAX.
Under its fascia The Loop, ARI holds
a key concession at Montréal’s Pierre
Elliott Trudeau International Airport.
The retailer also has a couple of smaller
locations (Halifax Stanfield and Winnipeg),
as well as recently gaining the concession
at Québec City Jean Lesage (commencing
December 2017). However, there are
currently no direct links between China and
these three airports.
Airport duty free sales in Canada
surged +27% year-on-year in June to C$42
million (US $33.5 million). January-June
airport sales have risen +11% compared to
the same period in 2016, reaching C$217
million (US $173.2 million).

INSIDER
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Canada: tourist arrivals reach record levels
Arrivals from Destination Canada’s
international markets were up 5.8% year
to-date through the first six months, with all
11 markets up year-over-year over the first
half of 2017.
Destination Canada markets Canada
internationally in Australia, Brazil, China,
France, Germany, India, Japan, Mexico,
South Korea, the UK and the USA.
More than 5.7 million overnight
arrivals from the U.S. took place in Canada
through June, up 3.1%. Year-to-date
arrivals from the U.S. over the first half of
the year were at their highest level since
2005.
U.S. overnight arrivals have positive
year-over-year growth in auto (+5.8%),
air (+8.7%), and other (+10.9%) arrivals.
Over the first half of 2017, Canada saw
the highest proportion of U.S. overnight
arrivals by vehicle originating from
New York (18.5% of January-June U.S.
auto arrivals), Washington (17.3%), and
Michigan (12.1%), as well as Pennsylvania
(4.8%), Ohio (4.7%), and Massachusetts
(4.5%). Notable growth in cross-border
traffic was also observed from several
states further from the Canada-U.S. border
– including Colorado, Georgia, Maryland,
Texas, California, Oregon, Utah, and
Virginia.
Destination Canada’s two Latin
American markets, Mexico and Brazil,

reached new record arrivals for the first six
months of the year. Arrivals from Brazil
were up 17% to 60,322. In line with the
trend observed since the replacement of
the visa requirement with the Electronic
Travel Authority (eTA) in December 2016,
Mexico continued to shine with year overyear growth of +60.7% year-to-date to
169,769. Almost two-thirds of visitors from
Mexico flew directly to Canada (63.9%),
with nearly equal numbers also traveling
via the U.S. either by air (18.8%) or by
land (16.0%). Most visitors from Brazil
arrived direct by air (55.8%) or via the U.S.
by air (40.1%). Almost all direct air arrivals
from Brazil landed at Toronto Pearson
(YYZ) (93.6%), while those from Mexico
usually arrived at either YYZ (47.2%) or
Vancouver (YVR) (28.6%). There was
a particularly sharp increase in direct
arrivals from Mexico at Montreal (YUL)
(+134.6%) as well as at YYZ (+95.9%)
over the first half of 2017.
Year-to-date arrivals from all five
Destination Canada Asia-Pacific markets
were up by double-digits over the first half
of the year. Arrivals from China were up
14.5% to 275,604.
Year-to-date in 2017, the majority of
visitors from Destination Canada’s AsiaPacific markets traveled to Canada by air
directly from overseas. All markets except
South Korea continued to observe declines

TFWA/FDFA Issue October/November 2017

28

in arrivals via the U.S. by land over the first
half of 2017.
Year-to-date in 2017, arrivals from all
three Destination Canada Europe markets
continued to outperform the same period
in 2016.
Ontario remained the most popular
provincial entry point for international
visitors to Canada over the first half of
2017, with approximately 47% of arrivals
(4.01 million visitors) crossing the border
there, up 8.4% over the first half of 2016.
Year-over-year growth in international
arrivals was primarily concentrated in
Ontario (+308,875 additional visitors),
British Columbia (+94,618), Quebec
(+67,039) and Alberta (+28,661).
In Ontario and Quebec this growth
was apparent across overseas arrivals,
U.S. auto and U.S. non-auto arrivals,
whereas British Columbia and Alberta saw
an increase in overseas and US non-auto
arrivals outpacing slight declines in U.S.
auto arrivals.
In the first half of 2017, overnight trips
by Canadians to international destinations,
including the U.S., were up a strong 5.4%,
including +4.9% to the U.S. and +6.2% to
overseas destinations.
Canadians took almost 9.5 million
trips to the U.S. through June and
16,466,420 trips to all destinations
including the United States.

THE PREMIER TRAVEL
RETAILER IN THE AMERICAS
DFA HAS 237 DUTY FREE STORES AND
INTERNATIONAL BRAND BOUTIQUES IN AIRPORTS,
BORDER CROSSINGS AND SEAPORTS, WITH
LOCATIONS IN THE UNITED STATES,
LATIN AMERICA, THE CARIBBEAN, MACAU AND ISRAEL.

U.S.A. AIRPORTS: Baltimore–Washington International Airport, Cincinnati/Northern Kentucky International Airport, Dallas/Fort Worth International Airport,
Hartsfield–Jackson Atlanta International Airport, John F. Kennedy International Airport, LaGuardia Airport, Miami 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: Arizona, California, Idaho, Maine, Michigan, Minnesota, Montana, New Mexico, New York, North Dakota, Texas, Vermont, Washington.
LATIN AMERICA AIRPORTS: Belize: Philip S.W. Goldson International Airport, Brazil: Congonhas Airport, Curitiba International Airport, Manaus
International Airport, Maceio International Airport, Porto Alegre International Airport, Salvador-Deputado Luís Eduardo Magalhães International Airport,
Colombia: Barranquilla International Airport, Bogota International Airport, Cartagena 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.
LATIN 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: Haifa International Airport, Ovda International Airport. ASIA: China: Macau.
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FDFA announces management change:
Executive Director Laurie Karson leaves Canadian Association
The Board of Directors of the Frontier
Duty Free Association has announced the
departure of Executive Director, Laurie
Karson, in September. Karson joined FDFA
in April 2005.
The FDFA will continue to move
forward in a positive direction and will
organize a successful FDFA Convention
in Montreal in November 2017, says the
official announcement.
In addition to the convention, the
Board will be actively involved in ensuring
an active dialogue with all government
stakeholders, including CBSA.
“We are optimistic and enthusiastic

for our industry’s future as we prepare
for a new chapter to capitalize on all
opportunities within our collective
businesses. The Board would like to take
this opportunity to thank Laurie for all
her efforts and wish her all the best in her
future endeavors,” said the statement.
Speaking with TMI, FDFA President
Abe Taqtaq said that the Board is currently
evaluating the Executive Director office
and commitments to better understand
the position and they will take steps to
fill the position at the annual meeting in
November.
In the meantime, the Board will take a

more active role in running the Association.
“Our operations manager, Allison
Boucher, is here and will provide
continuity. Allison is well briefed on all the
files,” said Taqtaq.
The Board will also discuss the
Association’s strategic plans going
forward with the full membership at the
Annual Meeting during the convention in
Montreal,” he said.
All inquiries should be directed to:
Abe Taqtaq Chair, Frontier Duty Free
Association Board of Directors abe@
tunneldutyfree.com Telephone: 519-2522713 ext. 623 -3

ACI-NA reports North America
air passenger growth
Passenger traffic at North American airports showed
continuing growth in 2016, reports Airports Council International
– North America (ACI-NA) in its latest Traffic Summary released
in mid-September.
Passenger traffic grew 3.8% and cargo traffic increased 2.4%.
Among the highlights of the findings:
North American airports experienced a 6% increase in
international passenger service.
Atlanta Hartsfield-Jackson International Airport remained
the world’s most traveled airport with more than 104 million
passengers, up 2.6% from 2015.
Toronto Pearson International Airport is once again Canada’s
most traveled airport with 44.3 million passengers, an increase of
8% from 2015.
Memphis International Airport continues to be the busiest
cargo airport in North America, handling nearly 4.3 million metric
tons.

Canada duty free sales jump in June
Duty free sales in Canada’s airports
soared 27% in June 2017, to $42 million.
Land border sales increased 6.93% to $15
million, according to the latest numbers
from the Canada Border Services Agency
(CBSA).
For the first six months, airport sales
rose 11% to $217 million.
Perfume, Cosmetics, Skincare, the

number one airport category in June with
37.44% of sales, was up 30.22% for the
month. The category was up 16.65% for
the year. Alcohol, (20% of June sales)
increased 35.81% for the month, and is up
almost 14% for the year.
Land border sales for the first six
months are up .34% to $63 million.
Alcohol sales on the land border
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(43.99% of sales) increased 9.54% in June.
Through the first six months, land border
alcohol sales rose 2.22%. Tobacco (almost
20% of sales) increased 1.63% in June,
but are down 1.75% for the year. Perfume,
Cosmetics, Skincare (13.32% of June sales)
was up 4.37% for the month, but is down
almost 4% for the year.

32nd Annual 32e Congrès
Convention annuelle
Canada’s Exclusive
Duty Free
Convention

Congrès exclusive
de l’association
hors taxes du Canada
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Hurricane-struck Caribbean struggles to recover
Donations and aid pour in from public and private sector
The Caribbean and parts of the United
States are facing the most destructive
hurricane season in a decade. The end of
August ushered in Hurricane Harvey with
nearly Biblical flooding along the Gulf
Coast of Texas, to be followed a week later
by the category 5 Hurricane Irma.
Irma, packing winds as high as 185
miles per hour, decimated some of the
key tourist islands in the Caribbean before
barreling directly towards South Florida, a
logistics center for the industry and home
for some of the most important companies
throughout the Americas.
The Florida Keys were badly hit by
the storm, but Miami and most of South
Florida escaped any lasting damage. The
islands of St. Marten, St. Thomas, St. John,
the British Virgin Islands and Barbuda in
particular, were devastated and the damage
will likely halt tourism – a main source of
revenue – for months to come.
As we go to press a week after the
dangerous category 5 Hurricane Irma first
made landfall, one or more additional
storms are taking aim at some of the same
islands that had been hit by Irma.
In a statement issued on Sept. 18, the
Caribbean Tourism Organization remarked
on the resilience of the region, and pledges
that:
“There is a commitment to emerge
from this much stronger than before, and
over the past week or so we have witnessed
the will, determination and hard work
that the local, regional and international
teams are putting in to ensure the affected
countries return to normality in the quickest
possible time.
“Irma’s destruction has strengthened
the Caribbean’s resolve to rebuild in a
manner that is structurally sound, assures
sustainability and demonstrates respect for
the environment. This is an opportunity
for the entire Caribbean to champion the
message of sustainable development and
help focus public attention on issues related
to the dangers of climate change.”
The CTO statement goes on to say:
“It is because of this remarkable
resilience that so many of the affected
countries are beginning to open again
for business; that the worst affected have
their airports functioning again, if only
to receive relief supplies and get visitors

Turks & Caicos. Photos courtesy of WEBB Banks

out; and it is this remarkable resilience
that drives the process of recovery,
reconstruction and refurbishment.”
TMI has been reporting on damage
assessments as they become available,
compiled by the Caribbean Tourism
Organization in partnership with the
Caribbean Hotel & Tourism Association.
Here is a roundup of information that we
have to date.
Antigua and Barbuda
Antigua was not impacted by
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Hurricane Irma but Barbuda and its 1,600
residents were severely impacted by the
hurricane which passed directly over the
small island, resulting in one fatality.
Ninety-five percent of buildings including
private properties and Government
facilities were destroyed or extensively
damaged. Barbuda’s hotel infrastructure
was also damaged, but with less than 100
hotel rooms the overall effect on tourism as
a whole is minimal.
To speed-up the relief and rebuilding
efforts, the Government declared a State of

A rum
made to sip
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WEBB Banks launches GoFundMe campaign to help island
colleagues
Industry colleagues and tourism
stakeholders are rushing aid to the stricken
islands. Here are some of the efforts
underway.
In addition to the initial $10,000
donation from the IAADFS to
CARICOM’s Emergency Assistance fund
(see page 16), spirits distribution company
WEBB Banks launched a GoFundMe page
to raise money for the Caribbean Disaster
Relief with a goal to raise $100,000 and
Tito’s Handmade Vodka has pledged to
match all donations up to $25,000 made to
the GoFundMe campaign.
Launched by employees of WEBB
Banks, the Fund is intended to help replace
homes, roofs, essential belongings and
provide food and water to the employees
of distributors and retail partners who were
affected by Hurricane Irma.
“It has been inspiring to see the
greater community of the Caribbean and

Latin America come to the aid of those
Visit https://www.gofundme.com/
WEBBBANKSIRMADISASTERRELIEF
affected by Hurricane Irma,” said Robert
to get updates about relief efforts and make
Bowman, president of WEBB Banks.
“Many people as well as partner companies donations.
like Premium Port Wines and Sovereign
Brands have already stepped up with
generous contributions. And
now with the match from Tito’s
Vodka, the goal that WEBB
Banks Managers Kris ShirleyEndean, Kam Wehr and Johnsie
Strand established, is within
reach.”
“We felt we had to do
something. We have known
these people for many years and
we were devastated to see what
they were going through during
the storm and, in some cases,
even worse after,” said Kris
Endean, Director of Supplier
British Virgin Islands
Relations at WEBB Banks.

Emergency for Barbuda only and evacuated
some residents on a voluntary basis. At the
same time, emergency supplies of bottled
water, cots, and medicines have been
purchased by the Government and planes
were chartered to fly them in the country.
Relief efforts, coordinated by the National
office of Disaster Services along with the
Red Cross, have started in earnest with
multiple relief flights and vessels landing
on Barbuda.

of the electricity infrastructure. There is
also significant damage to the main water
supply. The airport runway and most
roads leading to the airport were quickly
cleared of debris, however. The British
government deployed three humanitarian
aid experts from the UK to assist with
needs assessments and coordination.

Anguilla
The Caribbean Disaster Emergency
Management Agency is reporting that 90%
of government buildings and business
structures were damaged as well as 90%

British Virgin Islands
The destruction caused by Hurricane
Irma in the British Virgin Islands has been
devastating according to a statement from
Sharon Flax-Brutus, Director of Tourism
for the British Virgin Islands. With cell
phone towers down and power outages, it
has been difficult to receive communication
from within the territory, and
to fully assess the damage.
The destination has lost entire
structures and many homes
are without roofs, or have
been diminished to merely
foundations.
The Government was
coordinating humanitarian
relief efforts and an initial
clean-up operation. The UK
government was sending Royal

Turks & Caicos
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Navy flagship HMS Ocean to offer relief
and support.
Dominican Republic
The Dominican Republic suffered
minimal damage from Hurricane Irma.
Punta Cana International Airport resumed
normal operations immediately and area
hotel’s reported no major damages.
Haiti
Haiti also escaped the brunt of the
storm.
St. Kitts and Nevis
St. Kitts & Nevis sustained minimal
damage overall and both St. Kitts’ Robert L.
Bradshaw International Airport and Nevis’
Vance W. Amory International Airport
reopened as soon as the storm had passed.
St. Barthelemy
St. Barth’s was heavily impacted
by Hurricane Irma which destroyed
government buildings and badly damaged
private homes and resorts.
The French government is sending
people and supplies to the country to assist
with recovery efforts.
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Rouge Carib doubles space in St. Thomas & Grenada
Perfumerias Rouge continues to make
new inroads in its retail expansion in the
Caribbean. One of Argentina’s leading
beauty companies, the Buenos Aires-based
retailer and distributor began opening duty
free stores in the Caribbean through its
Miami subsidiary in mid-July in 2015, and
has been steadily expanding since then.
Among its latest development, Rouge
acquired property adjacent to its current
location in Charlotte Amalie, St. Thomas,
and will be more than doubling its space
there from 550 square feet of retail area to
1,200 square feet.
“We will be the only perfumery on
the waterfront,” says Raymond Kattoura,

whose Duty Free & Travel Retail Group
Inc. is spearheading business development
for Rouge Duty Free Retail Caribe.
Due to the damage suffered by St.
Thomas from Hurricane Irma, Kattoura is
not sure when the Main Street area will be
open again for shopping. Rouge had closed
its current store for renovations the week
before the storm hit, moving merchandise
into storage. Preliminary assessments said
there was limited damage to the property.
The plan is for the new store to feature
the elegant retail design that Rouge’s Latin
America stores are known for.
Rouge is also expanding its retail
space in Grenada, where construction is

underway on six new stores on the second
level of the Maurice Bishop International
Airport, scheduled to open around Dec. 1.
This concession covers fragrance, skin
care, cosmetics, liquor, tobacco, jewelry,
watches, handbags, electronics and gifts,
says Kattoura. The second level of the
airport is now housing gates for British
Airways, Virgin Atlantic and American
Airlines, among others, and features a VIP
lounge and restaurants.
Rouge also operates Rouge stores on
the first level of the airport and downtown
as well as a flagship store at Grenada’s
prestigious Port Louis yacht marina.

St. Maarten (Dutch) / St. Martin
(French)
The dual-island nation has suffered
significant damage, with hotels,
government offices, homes and smaller
buildings badly damaged on both the Dutch
and French sides of the island. Princess
Juliana International airport suffered
significant damage.
Nearly all hotels report damage that
ranges from significant to severe, and a
number of emergency humanitarian flights
took place to evacuate tourists and the
injured. Eleven people were killed during
the hurricane and thousands have been
displaced.
On Sept. 13, French President
Emmanuel Macron visited the island and
vowed to rebuild so that it is much stronger
than before.
On Sept. 14, the government of the
island issued a statement that discussed the
urgency of taking care of the wounded, sick
or distressed after the hurricane, as well
as evacuating tourists. It also discussed
maintaining security, which was aided by
“the massive arrival of French military and
Police forces.”
Phase 2 of the post-hurricane
organization consists of cleaning up debris,
distributing water, food and materials to the
population and rehabilitate water, sanitation
and electricity networks. Phase 3 will focus
on “a rapid and sustainable reconstruction

and development of the territory in order
for Saint-Martin to regain a rapid economic
activity.”
The government states that it is doing
everything in their power to restore the
territory’s attractiveness and thanks all
the tourism partners and operators around
the world who are supporting them in this
difficult time.

Authority’s Executive Director David
Mapp said that commercial flights will
resume at the Cyril E. King Airport on
St. Thomas only after the Transportation
Security Administration (TSA) is fully
functional. Damage to the roof was
preventing TSA from operating its
equipment and repairs were hampered
further by heavy rains (as of Sept. 15).
Humanitarian and military flights were
scheduled to being on Sept. 16, and charter
flights from major airlines were expected to
begin Sept. 18.
The USVI department of tourism
is requesting the postponement of all
scheduled visits to St. Thomas and St.
John.

Turks and Caicos Islands
Director of Tourism Ramon Andrews
reported that Turks and Caicos Islands
experienced flooding, some structural
damage, roofs that have been blown off,
downed trees, no loss of life and all visitors
are safe. The island took a direct hit from
the storm.
U.S. Virgin Islands
St. Croix in
the U.S. Virgin
Island escaped any
serious damage from
Hurricane Irma.
The airport and all
seaports on St. Croix
are open and fully
operational
St. John
and St. Thomas
suffered serious
damage however.
Virgin Islands Port
Tortola
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Personalized fragrance spaces take pride of place in London Supply’s expanded flagship in the Puerto Iguazu Free Zone.

London Supply celebrates 75th birthday
and looks forward to growth by John Gallagher
Argentina-based independent travel
retailer London Supply is celebrating its
75th birthday this year. The company
started out as a classical ships supplier
working out of Buenos Aires port
provisioning foreign vessels with Argentina
manufactured products free of taxes and
duties. London Supply still offers ship
supply today but now services 19 ports
with an extended product range.
The company became involved
in traditional duty free in 1976 when it
won the concession to operate duty free
boutiques on board 8 passenger ships
owned by ferry company Flota Fluvial
Argentina, which linked Buenos Aires
with Montevideo, Colonia and Asuncion.
Over the next few years, the company won
more onboard concessions and expanded
into international airport management in
Argentina and Uruguay.
One of the key moments in the

company’s history was in 1999 when it
won the concession to operate the Puerto
Iguazu Free Zone in northern Argentina.
Following the win, London Supply opened
a new $12.5 million wholesale and retail
complex. After ten years of succesful
operation, the company doubled the
retail space in its flagship store in Puerto
Iguazu, investing a further $30 million to
create a 10,000 sqm store with the goal of
offering the best shopping experience in the
Americas.
London Supply Commercial Director
Maggie Ducos candidly discusses London
Supply’s business situation over the past
few months, which she confirms has been
difficult in Argentina: “Inflation is hurting
all companies working in the country and
the value of the dollar is stagnant and
moved away from what most economists
agree is its true value. For the best part
of 2017, we have seen the U.S. dollar
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exchanged for 15 Argentine pesos whilst
its true parity is between 18 and 20. Pricing
has been a major preoccupation for us
and this year we took a strategic decision
to reduce our selling prices and they are
now 20% lower than one year ago – the
principal objective was to strive to maintain
similar levels with other travel retail
operators in Latin America,” she explains.
“But things have been tough,”
continues Ducos. “Sales are higher but our
costs are higher. Salaries, social security
costs, and utility costs have all increased.
Logistic costs are high in Puerto Iguazu
and Tierra del Fuego, the two areas where
we have significant retail operations. Our
structure is expensive as we strive to give
our customers the very best shopping
experience.”
London Supply has worked in a stopgo economic cycle for many years and the
company executives know they need to be

INSIDER

London Supply offers a huge range of
spirits in its Puerto Iguazu store, as
well as branded restaurants for Chivas
(shown) and Absolut.

breaks from Brazilians and Argentines are
key target consumers for London Supply,
Ducos reports a significant increase in
company conferences over the past six
months.
“More companies that previously went
to Miami, Cancun, Punta Cana or even
Europe, now are coming here. We have
been working very closely with conference
organizers to ensure that conference
attendees can come to our store when they
have a break from business,” she says.
“This is incremental business and
conference attendees tend to spend more
per ticket than those on vacation. Also,
since conference business tends to take
place in quieter times of the year, it’s
important that we work closely with
organizers to increase revenues by offering
the best shopping with great service and
international guarantees.”

creative to continue growing when times
are difficult.
“We are taking a very close look at
the way we do things. Many years ago the
company decided that we would never cut
staff simply to save cash; we will not put
people out of work to reduce our costs.
Our business must be more proactive and
look at other ways to bring costs down and
so far we have been successful with this
strategy,” says Ducos.
Social Media is the key
For once thing, the company uses
more social media and online tools to
talk to its customers. “Nowadays we
invest much less in billboard advertising
which was key for us when we opened
in Puerto Iguazu. Facebook, Twitter and
Instagram allow us to get our promotional

message to our target markets much more
economically than before. Customers who
follow us on these sites will know when
our Black Week promotion is happening
and what offers to expect.”
Ducos stresses that while the company
has restructured its cost base it has been
careful not to damage its image as the
premium retailer in the region.
“During times of economic crisis
many Argentines and Brazilians take
their vacations closer to home and the
Iguazu Falls will always be an affordable
destination for all social classes. Our job
is to make sure that all those coming to
the area know that our shop exists, that we
have a great range of products and the very
best prices. In summary they will have the
very best shopping experience.”
While family vacations and weekend
39

Revised pricing strategy
The fact that today’s travelers compare
prices prior to traveling and shopping
was a factor in London Supply’s revised
pricing strategy, which Ducos says resulted
in “buoyant revenues” during the first
eight months of the year compared to the
previous year. Sales rose by just over 34%,
although some products –“especially from
our supplier partners who understood what
we were doing and worked with us”-increased by more than 40%.
“Even with the new revised prices,
our average sales ticket increased, so it is
clear that the sacrifices made by us and
our suppliers have been worthwhile,”
commented Ducos.
Earlier this year, London Supply
opened Argentina’s first Apple Store in the
Puerto Iguazu store, which has performed
very well, says Ducos. “Apple is a very
strong brand and the new store has been
good for our image and reputation.
There are no official Apple stores in any
downtown location in Brazil or Argentina,
so almost everyone coming to the store is
looking for an iphone, which account for
70% of sales.”
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London Supply’s iconic Duty Free store in
downtown Ushuaia is undergoing a major
renovation to enhance the shopping
experience. The store can handle as many
as 3,000 customers in a busy day.

While London Supply’s sales per
square meter at the 10,000 sqm Iguazu
store have increased, the company is
analyzing sales and profit levels of all
categories. “Perfumes and cosmetics
and liquor are our big sellers but we are
analyzing the best way to manage these
categories. There will be some changes in
the medium term.”
Other categories are also undergoing
some changes. Fashion, for example,
benefited from the revised pricing strategy.
“We have virtually the same prices as USA
and we have reduced the number of brands
available but increased the size of some of
the collections,” she says, adding that the
company will introduce more personalized
spaces, such as Victoria’s Secret which
was launched last year. The company will
introduce a new range of watches as well.

Business booms in Tierra del Fuego
Tierra del Fuego has been a major
part of the company’s presence during its
75 years of existence. Following several
difficult years, the company is again
looking at the stores there with a more
strategic focus. It took the company a while
to get fully stocked, but then everything
brought in sold out almost immediately,
says Ducos.
London Supply can see three thousand
shoppers on busy days at its main Ushuaia
store, she says.
The company is renovating its main
downtown store in Ushuaia, and the first
stage is expected to be finished by November.
“We will be installing the best practices
from Puerto Iguazu into Ushuaia, with the
main objective ensuring that we get the right
product on the shelves at the right time.”

London Supply’s Atlantico Sur airport
duty free store in Rio Grande, Argentina,
will be renovated early in 2018.
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“The renovation work will clearly be
favorable for revenues and we are confident
of seeing strong sales increases this coming
high season.”
The planned renovation of the store
in Ushuaia International Airport has been
postponed until early next year but the
company is also looking to expand its
downtown store in Rio Grande, either with
more space or by opening another store.
“The outlook at Tierra del Fuego is
very exciting. More direct international
flights are scheduled for the region and a
very buoyant cruise business is forecasting
solid increases for the high season. This
is clearly good for our business. Winter
tourism is also booming this year and is
likely to continue. Better pricing from
airlines has been beneficial for everyone.”
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Is Latin America’s economic crisis over?
John Gallagher reports from Buenos Aires.
As we head into the last quarter of
2017, travel retail suppliers and operators
in Latin America are asking if the tentative
economic recovery of the first half year is
here to stay.
Brazil
The fall in raw material prices in
early 2014 and Brazil’s massive Lavajato
corruption scandal brought about the
country’s worst economic downturn since
record-keeping began. Brazil’s huge
influence in South America led to economic
problems in neighboring countries, eight
successive quarters of GDP declines in
2015 and 2016, and the arrests of leading
businessmen and politicians. Consumer and
business confidence hit rock bottom for the
last three years.
But the Brazilian government
announced a 0.2 % GDP growth in the
second quarter of 2017, which followed
0.3% growth in Q1 – with analysts
forecasting GDP growth of 0.4% for the
full year, increasing to 2.0% in 2018 – so
the outlook may finally be changing.
Recovery may be slow but there are
grounds for optimism; although some
question whether the incipient recovery
is due to solid government economic
planning or that the situation had gotten so
bad it couldn’t get any worse. Inflation is
at its lowest level since 1999 and analysts
forecast inflation will close the year at
3.7% and remain close to 4% for 2018.
The value of the Brazilian Real is
forecast to remain between 3.30 and 3.40
against the U.S. Dollar for the next 18
months. A stable Real is beneficial for
the travel retail business, as seen by the

recovery in the Uruguayan and Paraguayan
border business. But the corruption
scandals have not totally disappeared, even
as Brazil President Michel Temer survived
an impeachment attempt in August -- and
his advisors worry that further charges
may be pressed against him. The unstable
political environment is likely to remain at
least until the 2018 Presidential elections
– the big question is will the Brazilian
electorate vote for change.
Argentina
Argentina is also showing signs of a
timid recovery. GDP growth for 2017 is
expected to be around 2.8% this year, rising
to 3.5% in 2018. After more than eighteen
months under the Macri administration,
inflation is finally falling. Analysts expect
a final year figure between 20% and 24%,
which may sound high for Europeans
and North Americans but is encouraging
compared to last year’s 40%. Tax revenues
are running ahead of inflation for the first
time since Macri came to power. Macri’s
Cambiemos party posted encouraging
results in the primary elections prior to
the mid-term elections to be held at the
end of October, and analysts believe
Macri will gain enough to carry out his
economic program in the second half of his
legislature. Underlying problems such as
fiscal deficit and the relative value of the
Argentine Peso vs the U.S. Dollar remain.
But if he is succesful in attracting foreign
investment and creating jobs in the private
sector, he is favored to repeat his victory in
the 2019 presidential elections.

Pacific coast
The major Pacific coast economies are
forecast to show economic growth for 2017
and expansion in 2018. Chile should finish
the year with 1.5% growth, increasing to
2.6% in 2018; but many companies are
awaiting November’s presidential election
before committing to further investment.
Meanwhile, the Pedro Pablo Kuczynski
administration is steering Peru to 2.7%
growth this year, with 4.0% growth
forecast for 2018. Colombia will also enjoy
more prosperity this year due to increased
private investment and government
spending; analysts expect 1.9% growth this
year and 2.8% in 2018.
Air traffic growth follows recovery
As the regional economy recuperates,
airports are posting solid traffic increases.
Santiago de Chile showed an impressive
16.6% increase for the first seven months
of the year as new airlines commence
service, and Lima in Peru enjoyed a
buoyant start to the year with traffic up by
8.6%.
Argentina is also seeing solid domestic
and international air traffic growth, up 15%
between January and July. With several low
cost airlines beginning operations in Q4,
strong numbers are forecast to continue for
several months.
Domestic air traffic in Brazil is
growing again after a challenging 2 to
3 years. Sao Paulo Guarulhos, Rio de
Janeiro Galeão, Viracopos and Brasilia all
delivered positive growth in the second
quarter of the year. Continued growth over
the last 4 months of the year would confirm
that the crisis is coming to an end.

Argentina considering new air routes
Argentina’s aviation industry is on the
verge of major growth.
At a public hearing in Buenos Aires
on September 6, ten new airlines launched
a bid to operate more than 500 new routes.
The airlines promised to invest around
US$6.9 billion in Argentina, creating at
least 10,000 jobs
If the government accepts the route
applications, more than 300 international
routes will be opened along with 200

domestic routes. Norwegian Air Argentina,
which plans to invest US$4.3 billion over
the next 5 years with the creation of 155
routes, was the star of the public hearing. If
approved, Norwegian plans to launch in Q4
of this year.
Argentine transport minister,
Guillermo Dietrich, said the interest shown
in new route applications underlined the
new airlines confidence in Argentina and
that the investments would bring real
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employment opportunities to the country.
He also confirmed that the government
will invest AR$22 billion to improve
infrastructure in the aviation industry. AR$
19.5 billion will be spent on improvements
at 19 airports including the country’s 2
biggest airports in Buenos Aires, Ezeiza
and Aeroparque. The balance will be
allocated to improve the country’s air
navigation system. 		
JG
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Duty Free Americas and Motta’s Attenza Duty Free
win Tocumen tenders
Duty Free Americas (DFA) and Motta
Internacional’s Attenza Duty Free have
won the duty free concession contracts at
Panama’s Tocumen International Airport,
Terminal 1.
DFA, owned by the Falic family,
won two of the three blocks offered in the
tender, with a bid of $1.2 million per month
for each location, double the minimum
that was required. The contracts are for 10
years and each block covers around 700 sq.
meters of space. DFA will pay the airport
authority about $288 million in monthly
fees over the life of the contract.
In addition to the monthly fee, the
winning companies must pay a guarantee
of $3 million plus a $28 million advance

per block prepayment, as well as 30% of
gross sales.
“This is a big win for us,” DFA
President Leon Falic tells TMI. “I live in
Panama, my home and office is here and
we are moving next week five minutes
away from Tocumen.”
Falic says that the two locations will
give the company 85% of the sales in
Tocumen.
“We have been waiting 10 years to get
in [to Tocumen]. We will be paying a lot
of attention and building stores never seen
before in this Airport,” he says.
Motta Internacional CEO Erasmo
Orillac was also pleased with the Attenza
win, which includes 725 sq. meters in

various locations throughout the terminal.
“We are working on the actual
distribution of spaces, and our commercial
team will be contacting you once we have a
definite design for the stores that we will be
operating throughout the airport,” said the
company in a letter to suppliers announcing
the win.
The current duty free contract, which
expires at the end of this December, had
been held by Grupo Wisa (with 2 blocks)
and Motta. According to a report in La
Prensa, Puerto Rico-based Alliance Duty
Free was the third finalist, after the Top
Brands consortium was disqualified for
failing to meet all the requirements.

Luxottica unveils personalized Ray-Ban and Oakley space at
Bogota El Dorado Airport
Luxottica Group and Motta
Internacional S.A. have unveiled striking
new personalized merchandising units for
sunglasses brands Ray-Ban and Oakley
in the Attenza Duty Free store in the
departures area at Bogota’s El Dorado
International Airport.
The personalized merchandising units,
which include a Ray-Ban shop-in-shop and
Oakley backwall, form part of the newly
refurbished 182 sqm accessories outlet, in
which the sunglasses department is a core
category. The expanded sunglasses space
features 21 brands, and now covers 56
sqm of space, a 60% increase in display
capacity. The new space was opened in
June.

The Ray-Ban and Oakley
personalizations anchor the offer to
drive category footfall in the store, says
Luxottica, and have led to an immediate
increase of +12% in sales for the two
brands, versus the monthly sales trend from
January to May 2017. During the same
month, Attenza Duty Free’s total sunglasses
category monthly sales at Bogota grew
+33%, versus January-June 2016.
Francis Gros, Head of Global
Channels, Luxottica commented:
“Merchandising personalization continues
to be one of the key pillars in Luxottica
Global Channel’s overall growth strategy.
We believe that product visibility and brand
experience are vital components when it
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comes to driving sales for our brands and
the overall sunglasses category. I believe
the execution at Bogota with Motta is one
of the best in the Americas to date.”
Guillermo Acevedo, Attenza Duty
Free / Motta Internacional Commercial
Vice President commented: “The
sunglasses category has always been
significant for us, and Luxottica continues
to push the growth agenda in the category
with their innovation, investment and
category-level thinking. We are thrilled that
our partnership has achieved tremendous
sales growth at Bogota, and we are looking
forward to a greater partnership between
Attenza Duty Free of Motta Internacional
and Luxottica in the future.”
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Congonhas airport to be privatized
The Brazilian government finally
announced a third tranche of airport
privatization at the end of August, although
it was a little short on details.
President Temer announced the
initial proposal along with a larger plan to
dispose of other state owned assets. In a TV
interview he claimed that the project was
not aimed at reducing the fiscal deficit, but
rather to create jobs, generate income and
offer better service to the people.
“We are talking about highways, ports,
airports and transmission lines that will be
granted to the private initiative. What does
that mean? That means they will work best
for you (the Brazilian people). And the
state will receive billions to invest in what
really matters: health, safety, infrastructure
and education,” he said.
More precise information regarding
what will be auctioned and when is
expected to be published by the beginning
of October. Industry analysts consulted
by TMI say that Sao Paolo Congonhas,
the country’s largest domestic airport,
would be included in this tranche of the
tender process. But it is not clear whether
Congonhas will stand alone or be packaged
with other less attractive airports currently
in the Infraero portfolio.
The government may also retender
Viracopos Campinas Airport, which was

first tendered in 2012 but was returned by
the concessionaire to the government in
late July. Viracopos has been operated by
the Aeroportos Brasil Viracopos (ABV)
consortium under an original 30-year
concession agreement. ABV includes
Brazilian infrastructure specialists Triunfo
Participações e Investimentos SA and UTC
Participações SA along with French airport
operator Egis Airport Operation; Infraero
holds a 49% minority stake. ABV appears
to have overestimated passenger traffic
forecasts, leading it to overpay for the
concession. However, it was the severity of
Brazil’s economic downturn that made the
concession totally unprofitable.
The government has been hinting that
the recently announced privatization round
would be for groups of airports and not for
single airports as has happened so far.
For example, analysts expect that
Recife Guararapes International Airport
will be grouped in a block with Maceió,
São Luis, Joao Pessoa, Teresina, Aracaju,
Juazeiro do Norte, Imperatriz, Paulo
Afonso, Parnaíba, and Campina Grande
airports.
The second grouping would be
made up of Curitaba Airport along with
Rondonópolis, Sinop, Alta Floresta, and
Barra do Garças airports.
The third group would include

Jacarepaguá, Macaé, Vitoria, Uberlandia,
Uberaba, Belo Horizonte Pampulha and
Carlos Prates airports. Recife, Curitaba,
along with Santos Dumont and Congonhas
provide almost 80% of Infraero’s profits.
The government originally planned
to include Rio de Janeiro’s Santos Dumont
Airport in this third grouping. But this
proposal has been postponed to ensure that
Infraero, the current airport manager, is
left with at least one profitable airport to
finance other parts of the airport network.
The future for Infraero remains
uncertain as the state-owned enterprise
has slowly been dismantled since the first
privatization in 2011. It is also unclear
what the government plans to do with the
airport manager’s 49% stake in Sao Paolo
Guarulhos, Rio de Janeiro Galeão, Brasilia,
Belo Horizonte Tancredo Neves, which
were partially privatized in the first and
second tranches in 2012 and 2013. The
government has denied they are seeking to
sell off the company but have admitted the
possibility of bringing in a minority foreign
shareholder.
Bidding for this round is currently
planned for July 2018, but this timetable
could change.			
JG

Bernabel posts 20% sales increase, optimistic for continued
improvement
Ferry traffic between Uruguay and
Argentina grew moderately in the first
seven months of the year. The number of
passengers using the direct service linking
Buenos Aires and Montevideo grew by just
over 1%; traffic to Colonia de Sacramento
jumped by 4%.
With some signs of a regional
economic recovery, ferry operators
are hoping for a strong 4th quarter to
consolidate this year’s passenger growth.
Martin Laffitte, Executive Director
at Bernabel Trading, concession holder of
the duty free shops on board the Buquebus
ferry line, tells TMI that the company’s
sales have been very strong during the
first half of 2017. Buquebus is the largest
passenger ship operator on the River Plate.
Bernbel’s sales have increased at a

faster pace than the growth in passenger
traffic, says Laftitte. “For the first seven
months of the year, our sales were up 20%
compared to 2016. The first quarter of this
year was excellent although growth in the
second quarter slowed a little. However
the winter holiday period in July was very
good and sales were buoyant.”
Perfumes & cosmetics, Bernabel’s
biggest category, showed strong growth.
commented Laffitte. “Brands on promotion
or with special offer performed even
better than they normally do - it certainly
seems that the people traveling at the
moment are always looking for good
deals,” he commented. “Liquor also had
a strong start to the year, especially wine
and beer which are getting stronger and
stronger. Confectionery and foodstuffs also
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performed well during the first part of the
year.”
Bernabel is now preparing for the
forthcoming high season, putting finishing
touches to its promotional programs for the
end of the year.
“December, January and February are
the busiest months for our company with
Argentines taking vacations in Uruguay or
driving to the beaches in southern Brazil.
Uruguayan passengers visit friends and
relatives in Argentina at this time. Based
on what we are seeing in the store over the
last few weeks, Argentine passengers are
more optimistic than this time last year and
with some improvement in the Brazilian
economy we are confident that the high
season will bring good results for us and
for our partners.” 			
JG
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Monalisa celebrates 45 years in Paraguay
In 1972, Monalisa opened its first
store in an important commercial border
region, then called Colonia Puerto
Presidente Stroessner. Now known as
Ciudad del Este, the city has blossomed
into a key business area, driven by
strong economic ties generated from the
construction of the Bridge of Friendship,
which unites Brazil with Paraguay.
Since its inception, Monalisa was
conceived as a luxury store, and has always
maintained its traditional level of customer
service and innovation of select products.

These luxury products are now distributed
from its seven-story flagship store, which is
considered an icon in the region.
Currently celebrating 45 years of
commercial business, Monalisa has
expanded to the capital of the country
by opening a new 3,500 square meter
store in the Shopping Paseo La Galeria in
Asuncion.
The new emporium, like Monsalisa’s
original store in Ciudad del Este, offers a
complete range of fragrances, cosmetics
from prestigious world brands, casual
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clothing and high fashion, as well as home
goods and sports equipment. A highlight
of the new store is a beautiful cava with
private tasting room, unique in Asunción,
which houses wines and champagnes from
the most famous châteaux in the world.
In addition to its shops, Faisal
Hammoud, CEO and President of
Monalisa, and the Hammoud family, are
recognized for their many contributions to
the social and economic development of
Paraguay.
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Olivier Bottrie takes expanded role at Lauder to lead
global retail development
Olivier Bottrie will be taking an
expanded role at The Estée Lauder
Companies effective Oct. 1, assuming the
responsibility of strategic development of
the company’s retail stores globally, along
with his travel retail position.
Under the title of Global President,
Travel Retail and Retail Development,
Bottrie will continue to report directly to
Cedric Prouvé, Group President, International and with an added matrix line to
Chris Good, President, North America for
his new Retail responsibilities. Bottrie will
also continue to serve as a member of the
Company’s Executive Leadership Team.
Bottrie has been President, Travel
Retail Worldwide since 2004. His extensive
global retail expertise is expected to help
further diversify and profitably grow the
Company’s freestanding store portfolio
which includes more than 1,400 directly
operated retail stores around the world.
In this new role, he is well positioned
to further strengthen retail operational
excellence and efficiency, drive increased
consumer coverage and strategic expansion of freestanding stores, enable
enhanced omnichannel experiences, and
imagine and develop future retail store

models, says the company announcement.
“Retail Development is central to our
growth strategy, and Olivier’s extensive
background in retail will help our company
continue creating new, innovative and
elevated prestige retail experiences for our
global consumers,” said Cedric Prouvé,
Group President, International. “Olivier’s
deep understanding of the consumer
journey will help inspire new omnichannel opportunities and accelerate growth in
retail stores.”
Bottrie and his global team tripled
sales over the past ten years in this highly
competitive and volatile channel, ending

FY17 with its best growth in five years.
This success reflects Bottrie’s ability to
expand the Company’s brand portfolio
by continually making the right strategic
choices to bring the Company’s products
and services to traveling consumers, says
the company.
Chris Good, President, North America,
added, “Olivier is recognized as a strong
and agile leader who swiftly adapts to
changing demands and who focuses his
team on the areas of highest potential to
drive success. He develops talent and
builds high performance teams to achieve
business goals. Our company’s commitment to Retail Development will greatly
benefit from Olivier’s growth mindset, his
consistent ability to pivot to the fastestgrowing opportunities and his strong
leadership skills.”
Bottrie received the National Order
of Merit of France and the National Order
of Honor and Merit of Haiti. He was
appointed Goodwill Ambassador of the
Republic of Haiti in October 2015 for
co-founding and leading Hand in Hand for
Haiti, a nonprofit organization whose mission is to build and operate a sustainable
school in Haiti.

The Estée Lauder Companies’ Breast Cancer Campaign
is now 25 years old.
It started with one visionary: Evelyn
H. Lauder, who launched The Estée Lauder
Companies’ Breast Cancer Awareness
Campaign (now known as The Breast Cancer Campaign) in 1992.
Troubled by the lack of awareness,
funding and resources necessary to overcome Breast Cancer, a disease no one was
even talking about at the time, she began
handing out pink ribbons at the brands’
beauty counters around the world. A year
later, Evelyn founded the Breast Cancer
Research Foundation (BCRF), a non-profit
organization, to generate funding that would
be solely dedicated to breast cancer research.
In the 25 years since then, The Breast
cancer Campaign has raised more than $70
million globally, of which $56 million has
funded 225 medical research grants through
the Breast Cancer Research Foundation.

It has helped launch an early-phase breast
cancer vaccine trial, launched a survivorship program to address cognitive issues
after treatment, and designed a blood-based
tool to detect metastasis and monitor treatment response - among many other areas of
contribution.
Evelyn Lauder sparked a movement,
bringing together employees, customers,
women, researchers, leaders and people
touched by the disease to help find a cure.
The Campaign continues to expand - it
is now active in more than 70 countries –
and aligns with more than 60 breast cancer
organizations around the globe.
The Estée Lauder Companies’ has designated fifteen of its beauty brands to support its mission to create a breast cancerfree world and raise funds for the Breast
Cancer Research Foundation (BCRF).
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Lancôme Lip Pop-Up Shop immerses LAX travelers
in unforgettable experience
Lancôme celebrated Lips through
its L.A. Lip Art Academy at Los Angeles International Airport in August and
September. The L.A. Lip Academy was
Lancôme’s first ever pop-up shop in a Duty
Free venue in the Americas, and took place
in a 15 sqf modular space located outside
the DFS shop in Tom Bradley International
Terminal (TBIT).
The immersive experience allowed
Lancôme to take its customers beyond
simple interactions with products. The L.A.
Lip Art Academy participants attended
Make-Up Master Classes with national
makeup experts and experienced one-onone makeup consultations right before their
flight.
Fans described the pop-up as a
“beauty addict’s dream” because of the
fully immersive Lancôme experience.
This pop-up’s 15 sqf modular space
breaks out of Lancôme’s traditional codes.
The innovative, experimental concept
space was designed to attract customers
looking for unique new experiences.
The first module in the pop-up presented an audiovisual environment showcasing the pop-up’s star products: L’Absolu
Rouge lipstick and Génifique serum. The
second module offered “Lancôme L.A. Exclusives,” best seller sets that can only be
found at Lancôme Duty Free shops, along
with tailor-made L.A. inspired Lancôme
looks designed exclusively for this pop-up.
The retail experience continued with
the next two modules, where Lancôme
invited travelers to interact with its icons

Lancôme increased event awareness with impactful digital screens at the entrance of the terminal,
offline campaigns like bounce back tickets with China Southern Airlines and online campaigns
designed to use social media platforms to inform travelers of the event.

beyond the actual products themselves.
Travelers discover their ideal L’Absolu
Rouge shade and finish (matte, cream or
shine) with the option to personalize the
packaging thanks to the onsite engraving service. Customers also had access to
Lancôme’s leading Génifique serum in its
multiple best seller formats - available only
at Duty Free.
Finally, as they complete their immersive Lancôme pop-up journey, customers
are invited to take a selfie in the designated
selfie stations and share their moments on
WeChat, Snapchat & Instagram.
Everything in the Lancôme Pop Up
was designed to recreate the atmosphere

of a “must-visit” L.A. beauty space. The
concept and design creates a lip art atelier
accessible to world travelers with makeup expertise at the forefront. The space
incorporates wooden floors to convey
a high luxury feel and a unique sharing
table to allow the discovery of Lancôme’s
most iconic products, along with offers
designed exclusively for this pop-up shop.
Lancôme’s signature experts conducted
make-up classes every single day of the
month-long experience.
The Lancôme L.A. Lip Art Academy
was ultimately much more than a pop-up
store. It was an invitation to discovery.

The Lip Art Academy created an inviting
space full of color, music, and elements
that evoke a strong sense of location,
and enabled Lancôme to connect with
customers. Travelers shopped the latest
Lancôme lip products, learned how to
apply Lancôme makeup, and used their
personal devices to record their makeovers
before sharing them on social media.
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The new Shiseido Travel Retail entity takes
off in the Americas
It is now nearly 18 months since Shiseido Travel Retail began unifiying all the
three Travel Retail regions into a single operation. The idea was to bring the Shiseido
and BPI travel retail teams together as one,
with a shared back office (finance, HR,
administration), in a structure that would
handle both fragrances and cosmetics.
“This is something that was very
important to our Group CEO Masahiko
Uotani, who three years ago announced our
Vision 2020 corporate strategy to rejuvenate Shiseido. The next step was to focus
on redesigning our office to better facilitate
the team working together,” explains Vincent Baland, GM – Travel Retail Americas,
Shiseido Travel Retail.
The creation of the new Shiseido TR
umbrella in Miami also necessitated a number of infrastructure and personnel changes
in the company, said Baland.

Shiseido Travel Retail launched new versions of
Dolce&Gabbana’s cult classics, Light Blue Eau
Intense and Light Blue Eau Intense Pour Homme
earlier this year. Dolce&Gabbana Beauty
became part of Shiseido in October 2016.

“The main change is that we now have
a shared – mutualized and global – Board
of Directors that manages both fragrances
and cosmetics. This fosters synergies in
areas such as merchandising and media
buying. For example, Antonio Andrade is
the Marketing Director for all the Shiseido
Group brands, and he oversees both the
fragrances and cosmetics teams, handling
training, marketing, merchandising, etc.
Under Antonio, we keep the marketing teams for fragrances and cosmetics
separate because the DNA for each brand is
different, as are the business models of both
fragrances and cosmetics.
“Regarding sales management, we
split the Americas in two main sub-regions:
North America and LatAm, each managed
by one Regional Sales Manager representing all the brands of the Group. The idea
was to empower them to have the full
scope of responsibility for all our brands.
Under each Regional Sales Manager are
Area Managers for both fragrances and
cosmetics divisions.”
Antonio Andrade, as overall Marketing Director in Miami, says that Shiseido
expects to see a number of important
benefits from bringing together a three-axis
portfolio of fragrance, skincare and makeup brands as a global business.
“It’s important to find the right balance between what can be shared and what
should be kept specific to each division
[fragrances and cosmetics]. Merchandising and media investments are areas where
there are obvious mutualization benefits.
“Marketing itself, however, has to be
differentiated by brand/division: cosmetics has a complexity and requires a level
of finesse and a detail while fragrances is
a little simpler. That is why we kept the
teams separate while increasing the level
of expertise for each brand in respect of
their individual DNAs. Training as well is
another aspect which needs to be specific,”
explains Andrade.
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Baland also adds that the new organization will result in increased efficiency
and profitability.
“The establishment of an integrated
management; the streamlining of marketing, merchandising, training and sales functions; the consolidation of offices and logistics systems; the use of shared services... all
these create a more efficient organization
that can react quickly to market changes
and share best practices easily.
“In the bigger picture, the unification strengthens our position on the global
travel retail stage. We now have additional
scale and a better competitive advantage
than before, whether it is through a more
well-rounded portfolio or a bigger sales
force globally. This allows us to speak to
our retail partners with one voice – a stronger and more consistent voice – and a more
coherent travel retail strategy,” he adds.

Shiseido’s most prestigious skincare brand, Clé
de Peau Beauté, is enjoying strong doubledigit growth on the North American west coast.
Shiseido Travel Retail will introduce several
key launches from Clé de Peau Beauté’s Spring/
Summer 2018 collection in Cannes (Riviera
Village stand RJ5), including Firming Serum
Supreme, which uses a unique 4D approach to
combat gravity and target loose skin.

perryellis.com
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Essence Corp. shows the fun side of fragrance
Miami-based beauty distribution company Essence Corp. launched a full slate
of top name fragrances over the past few
months, several of which are sure to put a
smile on your face.
The most whimsical new additions come from Moschino. Moschino Pink Fresh Couture, which

launched in August, plays off of the humorous and ironic concept of the original Fresh
Couture that mimics the form of a famous
cleaning product and launched in 2015.
Pink Fresh Couture retains the ironic design, this time colored in, what else, pink.
And, launching in December, Moschino brings back its game-changing
Cheap & Chic in a fun version
called So Real. This
time the famous
Olive Oyl shaped
bottle is dressed
in an exclusive
Moschino style
dress designed by
the Maison’s
Artistic Director, Jeremy
Scott.
Another delightful new
fragrance is Hermès’ gin-

ger-based Twilly d’Hermes, which Essence
introduced oncounter in selective distribution last month. Every colorful bottle is
adorned by a silk tie sewn from a randomly
cut carré, making each bottle unique.
Other key launches for the season
include Coach Man in September, and two
selections from Montblanc: Montblanc
Legend Night launched in July followed by
Montblanc Emblem Absolu in August.
Bulgari’s luxurious jasmine-based
chypre floral musk, Goldea The Roman
Night, which has been dubbed Jewel of the
Night, is also in selective distribution.
In skincare, the company rolled out
Clarins Double Serum Complete Age Control Concentrate in the Caribbean.
Essence Corp. also represents Abercrombie & Fitch and Hollister from Interparfums, which have also been rolled out in
all territories, Travel Retail, Latin America,
and the Caribbean.

Dolce&Gabbana Light Blue Intense duo debuts with high profile
launches throughout Americas
The new perfume duo from
Dolce&Gabbana, Light Blue Intense,
brought a fresh adventurous Mediterranean
scent to the region this summer, with high
profile launches from Essence Corp. in the
Caribbean, and from Shiseido Travel Retail
in South America.
Light Blue Intense was Essence

Corp.’s first launch as distributor of
Dolce&Gabbana in the Caribbean, where
they staged HPPs in Saint Martin, Aruba
and the Bahamas. Shiseido Travel Retail
also featured it in key airports in South
America, like this one shown in Beunos
Aires Ezeiza International Airport.
In recent news for the brand, Game of

Dolce&Gabbana, Light Blue Intense was featured in St. Maarten’s Princess
Juliana Airport in July with Penha (left).
Dolce&Gabbana, Light Blue Intense also dressed up Buenos Aires’ Ezeiza
International Airport’s Main Hall with striking visuals (right).

TFWA/FDFA Issue October/November 2017

52

Thrones’ stars Emilia Clarke and Kit Harington have been announced as the faces
of the new fragrance ad campaign of The
One Franchise. While The One for Men has
been a Dolce&Gabbana classic since 2008,
the feminine Eau de Toilette is a brand new
offering which was launched at the end of
September 2017 in the Caribbean.

James Franco Introducing The new Fragrance for men
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How has influencer marketing evolved over the last
decade in driving the makeup business
By Jeffrey Ten, CEO/General Manager Americas NOTE Cosmetics at ACT Cosmetics America Inc.

Jeffrey Ten brings over 25 years of global senior management in marketing, sales and new business development in the
beauty channel, including senior positons in travel retail with Estée Lauder, Giorgio Beverly Hills and P&G Prestige Beauty. He
was working with NYX Cosmetics (since acquired by L’Oréal), as Senior VP International Sales and Marketing when the brand
became one of the first darlings of the social influencers. He here shares his current views and experiences with TMI readers.
This article is adapted from one that Jeffrey originally ran on LinkedIn in August.

Slightly less than 10 years ago I
experienced my first taste of how influencer
marketing was going to make an impact
on consumer consumption of makeup. I
was at an IMATS (make-up artist) show
in NY with NYX, walking the floor with
Tonie Shin who was the VP of Marketing.
She was responsible for building the huge
groundswell of NYX’ influencer attention.
Tonie’s background was in music doing
grass roots marketing to build artist
awareness. We adopted a similar approach
that year at IMATS.
In the earlier years of influencer
marketing, influencers and artists like
Candy Johnson came to shows like IMATS
and IPSY to give talks and write blogs
and do videos on their new product finds.
Tonie’s idea was to try to organize these
influencers so as to build a following and in
turn help NYX develop brand awareness.
At the time NYX was mainly in
professional stores and had just started in
Ulta with 3 feet of space. (Today it has
12-15 feet). We organized our first party
with influencers in Hollywood and in year
two we created the Face Awards with a
movie studio and other co-branding. We
also sponsored runway shows in NY at NY
Fashion Week. The rest is history.
Today the digital marketing and
influencer marketing technology is
changing every month. Yes influencers are
still the most important drivers of makeup
consumption but there are other elements
that are creating new engagement in the
Omni Channel experience. Apps such
as YouCam Perfect 365 and Modiface
are bonding customers to the brands by
offering all types of application techniques.
Social media platforms such as Facebook
offer a bot called Lip Artist used by one
industry giant where consumers upload
their photo and can try on lipsticks. The

company says this has resulted in 10-15
different shade selections per customer.
Today the latest technology is
Augmented Reality. It is not only used by
the cosmetic industy, even the auto industry
has been extremely successful using it to
engage consumers. Facebook, YouCam,
Snapchat and others are embracing
Augmented Reality. As 84% of makeup
purchasers (Millennials) go to smart
phones before making a purchase it is clear
that technology that engages the customer
will go on, and that brands will look at
ways to integrate their products with this
technology.
Some companies are using
Perfect365’s – a face recognition platform
technology – that allows a makeup artist to
send a look to the customer.
A company exhibiting at Cosmoprof
takes a picture of your skin and matches
it to 50 plus shades of skin color to pick
the perfect foundation. This is similar
to Sephora’s technology but instead of
matching color to pantones it matches to
real shades of skin. This will be a great
boon to the foundation category as it is the
toughest item to match on line and on smart
phones.
There is a growing diminishing return
on strict influencer marketing. Rather
than simply trying to amass hundreds of
influencers to win millions of customers,
some companies are taking the old fashion
grass roots marketing approach: trying to
engage communities of consumers and
nurture them directly rather than through a
macro-influencer.
The use of micro-influencer marketing
by creating grass roots events to engage
may be more successful in the long run.
The macro-influencers bring a lot of bodies
but may be losing credibility as it is clear
they are being compensated. By creating
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events for the brand and engaging the
micro-influencer you create more value
to the customer. The micro-influencers
can tailor the messaging to their smaller
band of followers. Yes, it is more work
and it may take a bit more time, but
this technique of grass roots events and
engaging the micro-influencer may make
your brand stand out and communicate its
message better.
This is especially true if your brand
has some unique features such as cruelty
free, vegan, botanically infused or even
mineral based. These messages also appeal
to markets outside the Millennials --to Gen
Xers or even Baby Boomers. All generation
segments respond to social media and
influencer marketing but in different ways.
Over the course of the next 15-18 months
the technology both in hardware and
software will evolve beyond phones and
the execution of these technologies may
take on different strategies depending on
how your brand wants to communicate.
Stay tuned!
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Emporio Armani’s new masterbrand creates a “dialogue”
of fragrances
Giorgio Armani created the first Emporio Armani fragrances in 1998. Emporio
Armani was his contemporary lifestyle
brand designed to speak to a new generation, he said.
With the new fragrance masterbrand,
BECAUSE IT’S YOU for her and STRON-

GER WITH YOU for him, the designer
has created a new dialogue of fragrances
for him and for her. The theme, he says, is
the strength of love, and the energy of an
authentic connection, the power of togetherness that gives wings.
BECAUSE IT’S YOU is a fruity ori-

ental composed of Rose Absolute, Neroli,
Vanilla and Raspberry.
STRONGER WITH YOU is an
oriental fougere composed of Pink Pepper,
Chestnut, Sage and Cedar Wood.
Together, the two names initiate a
dialogue of love that L’Oréal Luxe has
depicted in a series of three short films
directed by Fabien Constant. The films are
“Together we can touch the sky,” “Together
we can fly,” and “Together we are unstoppable” starring Mathilda Lutz and James
Jagger.
The two Emporio Armani fragrances
were showcased in Travel Retail Europe for
the first time at Frankfurt airport this summer, and will be rolled out to Travel Retail
Americas from August (Northern area) and
October (Southern area).
The Frankfurt launch included a
strong digital experience with a selfie station, with the stunning visual of New York
in the background. Customers were able
to shoot their own GIF or picture with the
skyline behind them, just like the couple in
the advertisement. They make it instantly
viral by sharing it on their favorite social
network. L’Oréal says there are more major
events in the pipeline.

Altimetre to show innovative new Face Treatment Trilogy
from Spongellé
Spongellé, the innovative sponge/
body buffer bath product represented in
global travel retail markets by Arnaud de
Volontat’s company Altimetre, is expanding its product offering with a revolutionary
new Face Treatment Trilogy: a make-up
remover, a cleansing and a moisturizing
sponge that is the perfect beauty set for
traveling.
The Spongellé Regenerating Facial
Buffer with Built-In Cleanser is a buffer
infused with cleansing gel and is perfectly
packaged and designed to gently cleanse,
exfoliate, and hydrate the skin -- all in one
easy application.
Custom blended ingredients make
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the Spongellé Facial Cleanser unique and
easy to use. One Spongellé Facial Buff and
Cleanser is equivalent to 6oz of bottled
facial cleanser, says Volontat.
The sponge is infused with antioxidant carrot & cucumber extracts that are
rich in Beta Carotene & ProVitamin A and
contains Omega-6 fatty acids, effective for
treating dry skin contains other oils such as
Vitamin E, B1 & C.
Good for at least 15 uses, the Spongellé Regenerating Facial Buffer contains no
toxic chemicals, is paraben and cruelty-free
and made in the USA, says Volontat. He
will be exhibiting in Cannes at Ambassador
Village, Booth U8.
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Rituals helps you
discover the ancient
art of living wisely

®

The Ritual of Ayurveda is the newest collection from
Rituals; a redesigned offering of luxury home and body care
products to help balance body, mind and soul that support the
Ayurvedic principle of cleansing and balancing energies. By
blending the delicate fragrance of Indian rose with Himalaya
honey and sweet almond oil, The Ritual of Ayurveda is designed to boost one’s mood and mental state.
‘Doshas’ are the energetic building blocks found in
everyone and everything, but in different ratios. How you
move through life impacts on these energies, causing them to
fluctuate and sometimes become out of balance. The Ritual of
Ayurveda aims to help restore this balance, improving health
and well-being.
New to the collection are three unique, 100% natural
dry oils, each designed to cleanse a specific dosha, or type of
energy, and keep them in balance, in Vata, Pitta and Kapha
variations.
The collection also includes a Shower Foam based on Indian rose and sweet almond oil, Shower Oil, Bath Foam, Body
Scrub, Shampoo, Body Cream, and the Ritual of Ayurveda
Hand Balm, Hand Lotion, Hand Scrub and Hand Wash, plus a
Bed & Body Mist.
“Rituals latest collection is inspired by the ancient Indian
wisdom of Ayurveda or ‘science of life,’ and is another example of how we aim to deliver great product concepts with an
authentic tradition; in this case a concept based on a ritual that
can help to restore the natural balance
of mood and energy that our busy
lives often upset. It is these authentic
stories that have allowed Rituals to
create its own unique place in the
market and The Ritual of Ayurveda
continues our commitment to bringing products with a difference to
travel retail customers,” comments
Neil Ebbutt, Director Wholesale,
Rituals Cosmetics.
The full Collection of 16
products will be in Rituals’ standalone airport stores and the most
in-demand products such as body
creams, bath foam, hand washes,
fragrance sticks and scented
candles will be available in its
shop-in-shop locations in all territories, says Ebbutt.
Rituals will be exhibiting at
TFWE 2017. Yellow B19.

THE
R I T U A L O F A Y U RV E D A
the ancient art of living wisely
Ayurveda originated more than 5000 years
ago in India. This ancient philosophy helps to
achieve more balance in your life by cleansing
and nourishing body and soul. Discover our new
luxury home and body collection.

Y O U R B O D Y. Y O U R S O U L . Y O U R R I T U A L S .

travel@rituals.com | rituals.com
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Unilever targets Travel Retail with “super relevant”
top line premium portfolio
One of the largest companies in the
world – multi-national giant Unilever--is
setting its sights on travel retail, and is
creating a carefully considered, differentiated portfolio for this premium channel,
made up of a variety of goods ranging from
gourmet foods and condiments, to high end
beauty and hair care.
More than 2.5 billion people all over
the world use products from Unilever’s
core consumer portfolio every day, says
Farooq Kalim, Director of Business Development, who is overseeing the creation
of a dedicated Travel Retail division for
Unilever, a global power house that generates $60 billion in revenue a year.
“Our travel retail division was created
about three years back, so it is very new,”
Kalim tells TMI from the company headquarters in New Jersey. “We started the
business in Singapore and since then our
company
has invested
considerably – in
terms of
resources,
and in terms
of really
developing
a differentiated
portfolio, to
focus on the
travel retail
channel.
We have

now set up the division in the U.S., which
we are expanding with new resources and
staff. And we continue to work with our
brand teams to create very unique, catered
solutions for airports, border stores, etc.
focusing on our premium ranges.”
Unilever owns 13 “massive” brands
that generate more than one billion dollars/
euros in business a year- familiar consumer
brands such as Axe, Dove, Hellmann’s, and
Knorr.
But Kalim points out that in addition
to that core portfolio, Unilever also has a
very differentiated and premium portfolio
through acquisitions, which he says “are
super relevant” for travel retail.
“In the premium face care segments
we have Kate Summerville, Murad, Dermalogica, and we recently purchased Living
Proof, and luxury makeup and skincare
brand Hourglass. These are just some of the
more relevant portfolio for TR in our space
in the premium face care category.”
“In Hair Care, again, we have some
exceptionally relevant brands like Tigi, Bed
Head and Toni & Guy- a salon brand. It is
super premium, very differentiated. If you
combine our core portfolio with our super
premium portfolio in personal care and
then you add on top of that our fine foods
and beverages portfolio – Maille Mustard,
Pure Leaf tea, Gallo olive oils, you are
going to see us accelerate in this space and
see us in many TR locations.”
Kalim says that Unilever has a good
view of what is happening in the travel
retail markets. “The channel continues to
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grow much faster
than any other
channel for us.
Travel Retail is
new space for
us and I think
we could play
extremely well in
the channel when
you look at the
brands that we
carry in our portfolio. Whether
it is in airport
stores or whether
it is in border stores, we have products that
can be appealing across the entire journey.”
Unilever is particularly excited about
the potential of its gourmet foods in travel
retail.
Kalim brought in travel retail specialist Karen Granit to help head up the
Americas division.
Granit says that one of the goals of the
new division is to develop a gourmet foods
category in the region:
“The gourmet foods category is not
as developed in the Americas as it is in
Europe and Asia. The Americas have confectionery but not really a gourmet foods
category. In Europe and Asia the duty free
stores carry much more gourmet foods than
we do,” she explains.
The company is bringing a threeprong approach to its initial travel retail
portfolio of fine foods and beverages,
focusing on mustards and condiments with
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the Maille brand, on fine tea with Pure Leaf
and T2, and on olive oils with top-selling
worldwide brand Gallo.
“When we come in with this portfolio
of premium tea, olive oil, mustard and condiments, I think we can help develop this
category. I would love to see these gourmet
sections in the duty free stores across the
Americas,” says Granit.
In Cannes, Unilever will be showing
its Maille Mustards, Pure Leaf tea, and the
Gallo line, all in specially created packaging and ranges for travel retail.
Super premium Maille mustards, (a
“phenomenal brand”), is sold in boutiques
in London and New York. Pure Leaf tea,
which is “well positioned” to fill a gap in
the market, provides an excellent gifting
option, says Granit.
Adds Kalim: “We also have an even
more premium tea range called T2, which
can be found in boutiques in Sydney,
London and NY. These are super premium
blended teas organically harvested with a
multiple range of flavors, which we want
to bring to market. They can be found in
boutiques all over the world.”
The potential for the Gallo olive oils
is also excellent. Gallo is the #1 olive oil in
Portugal, Brazil and Latin America, and #3
in the world.
“We have developed a travel retail
range, with gift packs that offer a complete
range of various different types of oils,”
says Granit, who hints there are more products in the pipeline: “We have Sir Kensington, organic dressings and condiments
of mayonnaise, mustard and ketchup, made
by a small start-up out of New York. They
are priced at a premium since they are all
organic.”
Unilever’s travel retail efforts spillover into the amenity area as well. The
company is producing overnight amenity
kits with miniature personal care products
for United Airline, amenity kits for Alaska
Airlines, as well as creating travel size kits
for duty paid stores.
“We are really committed to focusing
on Travel Retail and we have a global team
in place that we are still building. We are
here and we have relevant brands,” says
Granit.
“We are resourcing, we are focusing
on creating a differentiated portfolio, and
we are leveraging our entire global brand
portfolio including our super premium and
prestige ranges, to enter the travel retail
channel. We feel that we are perfectly positioned to unlock our fair share of the travel
retail business,” stresses Kalim.

Sustainability & Corporate Citizenship
But Unilever believes that it is more
than just its product range that will help
it succeed in the travel retail channel. The
company is a good corporate citizen, a
philosophy that is embedded in its DNA.
“We are a company that is focused on
sustainability. With our Sustainable Living
Plan, we were one of the first companies
that spearheaded emission controls, low
emissions, zero emissions. Being green
is very critical and core to our purpose as
an organization. We are making fantastic
progress in achieving our goals. By 2016,
over 600 Unilever sites were sending zero
non-hazardous waste to landfill. In just
the last year we have moved 28% of all
our manufacturing to remove greenhouse
gases,” explains Kalim.
Unilever’s CEO, Paul Poleman,
strongly believes that business will be rewarded by consumers who are also seeking
responsibility.
“This was his core mission—he said
how can we as a company continue to

grow and ignore what is happening in the
world, whether it is in income disparity, or
greenhouse gases, or creating pollution,”
says Kalim.
Importantly, Unilever’s good citizenship is reflected in the company results.
“Our brands that have a sustainable focus
are growing 50% faster than those that
don’t. So sustainability is also reflected in
the results. It all goes back to that old statement that ‘Doing well by doing good,.”
Unilever is a very strong proponent of
the Paris Climate agreement: “We believe
this is the most important challenge facing
the world and we are not budging from this
policy,” says Kalim, who confirms that the
company is on the record disagreeing with
U.S. President Donald Trump’s position on
the accord.
“What the government is doing is
bad for business. We see people voting
with their wallets. Through social media,
everyone knows what is going on. There is
so much transparency now.”

Luxury beauty brand Iluminage makes its mark in TR
Unilever’s travel retail business also
includes luxury beauty brand Iluminage,
a joint venture it created with Syneron
Medical in 2011. Iluminage pillowcases,
eye masks and socks infused with patented
copper technology that delivers overnight
anti-aging care have been extremely successful in travel retail in Asia.
The Company carries two brands - Iluminage and mē - that are sold worldwide.
“As architects
of high-tech, groundbreaking treatments,
textiles and devices, the
company’s portfolio
of products are based
upon clinically proven
technologies derived
from professional
medical and aesthetic
treatments, enabling
consumers to achieve
professional results at
home,” says MarieClothilde Brulé, Sr.
Vice President/General
Manager International
of Iluminage Beauty.
“For Travel Retail
distribution, we have
59

been focusing so far on airline listings in
Asia Pacific mainly with our Intelligent
textiles carefully embedded with Copper
Oxide clinically proven to reduce the appearance of wrinkles, and are now working
closely with the Unilever International
Travel Retail team to develop a duty-free
presence around the globe,” she tells TMI.
Iluminage products are currently listed on
22 airlines.
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Furla continues forward in 2017 with more openings
and success and Venetian inspired summer collection
Furla has had another impressive year
in 2017. In March, the company appointed
a new chief executive, naming former coo
Alberto Camerlengo to the role. Camerlengo’s solid career in the luxury goods sector
and strong retail experience includes senior
positions with Fossil and Brooks Brothers.
Furla also continued its rapid expansion in Asia Pacific– but also opened flagship stores in two key European markets in
London and Amsterdam.
Following a record-earning 2016 with
turnover up by 24%, Furla reports that
2017 half year sales rose more than 23%.
Travel retail continues to prosper for the
company. In addition to opening new airport stores in Danang, Kuala Lumpur and
Manila this year, Furla also opened new
locations in Prague and Schiphol airports.
Furla’s travel retail channel grew by
+47% in the first half of this year, and is
now present in 52 countries, with a total of
292 sales points ranging from boutiques to
corners, shop-in-shops, aircraft and cruise
ships.
Product-wise, Furla reports excellent results from the men’s collections it
introduced into travel retail at the TFWA
Singapore duty free show in 2017. “I’m
very proud of this new chapter for travel
retail,” says Global Travel Retail Director
Gerry Munday. “Every year the men’s collection gets stronger and more relevant, and

every year we are seeing increased demand
for men’s products in
travel retail.
For Cannes,
Furla is showing the
Venetian-inspired
Spring Summer 2018
collection. The first
part of the collection
focuses on intense
colors, ranging from
vibrant and dark laFurla has added new multi-functional 4-ways bag to the stylish
goon-like blue and green
Icaro collection for men.
tones to more feminine
bright pinks that reflect
transparent like Murano glass. Its print
the Venetian terraces. Floral brocades and
themes celebrate seasonal summer fruits –
jacquards are interpreted in stunning bright
pineapple, strawberry, and apple designs.
colors that give a fresh new look to materiFurla is also putting higher emphasis
als created by traditional machines.
on its men’s collection in travel retail – and
The new collection also plays with
the SS18 men’s collection follows the same
both solid and hollow designs, inspired
theme and trends as the women’s collecby the architecture of Venetian buildings.
tion.
Geometric forms mix with softer shapes,
Gerry Munday, comments: “The
such as the new scallop shield closure lock
Furla SS18 is absolutely fabulous, and just
featured prominently on the new Ducale
screams ‘summer’ – the design team has
line that resembles a noble family emblem.
worked extremely hard to bring unique
The scallop design gives a romantic touch
and trendy prints to truly make the collecto the Merletto and Scoop lines both motion one of a kind. We are thrilled to be
tivated by the famous Museo de Merletto
showcasing it at TFWA World Exhibition
(Burano Lace School).
and look forward to a rewarding week with
The second delivery features a more
clients, colleagues and friends.”
delicate color palette that is lighter and

Coach introduces the Coach x Selena Gomez Collection
New York-based Coach announces the
launch of Coach x Selena Gomez, a new
collection in partnership with the actress
and singer. Featuring the Selena Grace,
a bag designed by Selena in collaboration with Coach Creative Director Stuart
Vevers, the offering also includes small
leather goods and accessories available for
a limited time.
The Selena Grace, a double-handled
carryall that reflects Gomez’s effortless allAmerican style, features personal touches
such as a hangtag bearing her signature and
a story-patch sewn inside with her empowering message: “To be you is to be strong.”
The bag is further customized with “Love
yourself first” in Selena’s handwriting—a

phrase inspired by one of her tattoos—embossed onto the base of the bag.
Available in three exclusive colors:
Selena Black Cherry, Selena White and
Selena Red, the collection also includes bag
charms, wallets and the Selena Wristlet.
“It was really fun to create this collection with Selena and design pieces that are
cool and feminine like her,” says Vevers.
“When we designed the Selena Grace, it
was about exploring the qualities Selena
wanted in a bag and creating something
that felt personal to her.”
The Coach x Selena Gomez collection will be available in select Travel Retail
Coach stores beginning September 1, 2017.
Coach, Inc. is a New York-based
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house of modern luxury lifestyle brands.
The company’s portfolio includes the
Coach, kate spade new york, and Stuart
Weitzman brands.
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TUMI’s new collections for Fall 2017 feature innovation,
color and function
TUMI is rolling out new styles and
vibrant colors for its Men’s, Women’s and
Travel Collections for Fall 2017 that will
be found in travel retail locations across the
world.
The Men’s Collection includes totes,
backpacks and briefcases. As a brand
in motion, TUMI says that it continues
to redefine the everyday bag experience
by helping Global Citizens perfect their
journeys every day with an assortment of

versatile, well-made bags in high-quality
materials.
One standout in the latest offering is
the multi-functional Alpha Bravo assortment revitalized in a lively seasonal Blue
Camo. Key styles are also available in Dark
Brown and Black Matte leather. Alpha 2 is
another standout. These bags are the pinnacle of TUMI’s design innovation, with a
lighter and stronger assortment of business
bags that are sleeker in profile and smarter
in functionality.
TUMI is also offering new and updated assortments of accessories, in styles
in both smooth Italian leather and textured
Nappa leather, as well as Monaco, a premium/sophisticated collection of top-flight
small leather goods crafted from textured
full-grain leather.
In new offerings from its Women’s
Collection, the Voyageur Super Léger International Carry-On receives a makeover
to feature two points of access to the main
compartment, giving travelers the ability
to quickly retrieve items from the front
lid without having to open up the entire
suitcase.

Travel Collection
The TUMI Fall 2017 Travel collection
is said to celebrate New York as an intersection of metropolitan sophistication and
countryside charm. The strong color palette
and graphic prints derive inspiration both
from city highlights, like the contemporary
artworks at the Museum of Modern Art, to
upstate landscapes of the Catskills and the
Hudson River Valley.
Since its launch, TUMI’s 19 Degree collection of aluminum luggage has
become a travel staple of luxury and innovation with form following function, this
season available in Blue. Offered in International Carry-On, Short Trip Packing Case
and Extended Trip Packing Case sizes, the
aluminum assortment features a reinforced
frame-case design and die-cast corner caps
for additional protection.
Other selections include the lightweight V3, unstructured Alpha Bravo travel
bags, TUMI’s lightest luggage collection
ever, and hardside Tegra-Lite Max assortment.
TUMI is exhibiting at TFWA World
Exhibition RG14 Riviera Village.

TUMI’s iconic 19 Degree Short Trip Packing Case

LAMY writing instruments combine lifestyle and design
German writing instruments brand
LAMY will be exhibiting in Cannes this
year with TR sales agency AM International at booth N13 in the Mediterranean Village. The new booth is designed to mimic
an actual LAMY store to give visitors the
brand experience and also showcase the TR
exclusive display solutions.
Pursuing the Bauhaus principle
form follows function, the 100% made in
Germany brand offers varying price points
and appeals to a wide target audience that
ranges from tech-savvy and design-oriented
Millennials up to fans of luxurious writ-

ing instruments. LAMY
cooperates with leading
designers and has won more
design awards than any
other brand in the category.
The company will be
showing its iconic bestsellers Safari and AL-star as
well as Lx and the brand
new LAMY aion – an innovative new series of writing
instruments that features a
progressive use of forms,
contours and surfaces.
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Maui Jim unveils a pink Maui sunrise in Cannes
Maui Jim will stage the travel
retail reveal of the new Maui Sunrise,
the brand’s latest fashion lens color, in
Cannes.

Maui Sunrise is a pink mirror coating applied to a Maui Rose base lens to
produce a rosy bronze reflective surface.
The high tech lens is made with Maui
Jim’s proprietary PolarizedPlus2 MauiPure
lenses, with crisp
optics, ultra-lightweight
construction, and excellent scratch resistance.
Maui Sunrise is
currently available in
two on-trend rosegold colored titanium
frames.
Other new styles
on display in Cannes
include the latest aviator styles Sea House,

Breezeway and Cook Pines in a variety
of color, size and lens combinations.
For women, Canna, Plumeria and
Starfish feature understated cat eye
silhouettes designed to flatter a variety of
feminine faces and Melika has a glamorous oversized acetate framing.
Canna, fitted with Maui Jim’s most
advanced lens material, MauiBrilliant,
offers a stylish look for those with small
faces, and Plumeria provides a more
angular, square-shaped silhouette for the
smaller face.
Other styles are designed to flatter
medium faces and Maui Jim offers a
range of unisex styles as well.
Maui Jim is exhibiting in M59 Green
Village at TFWA World Exhibition.

Safilo strengthens its presence in Chile
Italian Eyewear producer Safilo Group
has entered into an exclusive distribution
partnership agreement for Chile with Valente Eyewear & Trade, a leading local operator, the company announced in August.
The Chilean market is a further
addition to Safilo’s Latin America Division (LA), established in late 2013 in the
context of its 2020 Strategic Plan, said the
official statement.
LA encompasses subsidiaries in Brazil
and Mexico, a Miami based regional of-

fice with a global Showroom, and partner
markets across key LA countries, namely
Argentina since last year, and now Chile.
The region’s development has been
spearheaded by strong Brand PR & communication supporting a commercial
strategy of qualitative distribution, in store
communication and merchandising, and
open trade terms based on performance,
that have resonated in building partnerships
of trust with retail customers across Latin
America.

Safilo offers more than 30 leading
brands across all consumer segments,
Mass/Cool with Polaroid and Havaianas;
Lifestyle Carrera, Tommy Hilfiger, Kate
Spade, Marc Jacobs; Sports and Outdoor
Smith; Premium Boss and Max Mara;
Fashion/Luxury Dior, Jimmy Choo, Fendi,
Givenchy; and highest-end Atelier Elie
Saab, Oxydo; and Specialist Safilo.

Bric’s brings new 65th anniversary collection to Cannes
Italian producer of fine luggage,
Bric’s, which is celebrating its 65th year in
business, is previewing its new The Capri
collection for 2017 in Cannes.
The one trolley design combines high
technical performance with a striking,
elegant and contemporary design. The
four-wheeled, ultra-light trolley assortment
includes one carry-on supported by two
larger, check-in sized trolleys, in a cool
color palette of neutral shades that now
includes pink.

The German-made, high-quality
polycarbonate shells are light, flexible and
resistant. The surface is characterized by a
vertical relief motif, interrupted in the upper, central part to give space and prominence to the recognizable Bric’s leather
logo, with contrasting stitching.
Bric’s has a worldwide distribution, 5
foreign branches, 32 monobrand stores and
more than 1500 clients in Europe, United
States, Asia-Pacific and United Arab Emirates.
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BUILDING THE FUTURE OF HAITI

One Child at a Time

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.

Proud Sponsors:

www.handinhandforhaiti.com
HAND IN HAND FOR HAITI IS A 501(c)(3) NON-PROFIT
ORGANIZATION BASED IN THE UNITED STATES
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Grey Market trading hurts Travel Retail
by Jim Perry, Brown-Forman Senior Vice President, India, Middle East & Africa, Central and South America

The Cannes 2016 edition of Travel
Markets Insider discussed the issue of
grey market trading (i.e. parallel trade)
and its potential impact on the travel retail
industry. This debate needs to continue.
Parallel trading poses several serious risks
to the travel retail industry.
I have been fortunate to have been
involved with travel retail for over a decade
as Brown-Forman began expanding into the
market and I was asked to lead the talented
team building the company’s global
organization. Today, I am now leading the
company’s efforts to expand into several
emerging markets across India, the Middle
East, Africa, and South America. I believe
that my experience leading a global travel
retail organization and a large, local
economy business, provide me with a good
view of the dangers continued parallel trade
poses to travel retail.
The threat to travel retail can be
categorized into three areas: 1) brand
health, 2) reputation with suppliers, and 3)
corruption.
First, let’s look at brand health.
Brands become stronger and more
attractive to consumers when their stake
holders make investments leading to
increased consumer interaction and
adoption. In order to make the right
investments, brand owners need accurate
market data.

Jim Perry, Brown-Forman Senior Vice
President, India, Middle East & Africa,
Central and South America

Travel retail industry participants
who engage in parallel trade harm brand
health. Instead of participating in brand
investment, they are simply taking
advantage of the work and investment
undertaken by others. In effect, they are
swooping in to make a quick return without
any contribution. Additionally, parallel
trade deprives brand owners of the data that
they need to ensure continued brand health.
The lack of investment and data ultimately
put at risk a brand’s long-term health.
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Why should the travel retail industry
care about brand health? Isn’t that the
brand owner’s problem? True, ultimately
suppliers must protect their brands. But,
it is the major international brands that
draw people into stores. Without healthy,
well known, global brands, consumers will
have less incentive to enter a travel retail
store. So, those operators who continue to
participate in parallel trade put at risk the
health of the very brands that are driving
consumers to their stores.
The second threat is damage to travel
retail’s reputation inside the executive
offices of major brand owners. It is not a
secret that travel retail is often one of the
less profitable sales channels. Suppliers
must constantly evaluate the efficiency and
return of their marketing investments.
The commercial world is also rapidly
changing. Today, suppliers have many
more consumer contact options than in
the past. With ecommerce and almost
immediate home delivery, gone are the
days of limited points of sale. Additionally,
the value of travel retail’s “shop window”
is eroding. Consumers now have an almost
unlimited number of ways in which to
interact with brands. From a marketer’s
perspective, the explosion of modern media
options provides countless ways in which
to communicate with consumers. Unlike
in-store experiences, the new modern
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media ways of consumer interaction are
highly targeted and offer a cost effective
way for brand owners to communicate
with consumers, thereby threatening the
value of the shop window and its “captured
consumer.”
In light of the changed retail and
marketing landscape and the channel’s
relatively low profitability, parallel trade
coming from travel retail can hurt the
channel’s reputation in the eyes of supplier
management. Brand owners must ask
themselves whether an investment is
going to generate a better return in travel
retail or the local economy, particularly
when participating in travel retail could
bring parallel trade related brand health
damage. Ultimately, the low profitability
and danger of harming brand health can
lead to a negative reputation. This negative
reputation could result in suppliers putting
more attention and focus on new sales and
communication opportunities and reducing
investments flowing into travel retail.
The third area of threat from travel
retail supplied parallel trade is the
possibility of legal and criminal penalties.
By its very nature, parallel trade occurs
out of sight. This is often where criminal
elements operate. We have all heard
the stories where parallel products are
imported into markets without paying
appropriate taxes or in violation of other
local laws. Often these products enter
a destination country after some form
of corrupt behavior facilitates their
importation. Today, tolerating that type of
corrupt behavior can easily lead an operator
into dangerous legal waters.
As an industry, we cannot ignore
corruption risks. The U.S. has recently
enhanced its already aggressive anticorruption enforcement. The U.K. is
increasingly enforcing its laws and France
intensified its anti-corruption efforts with
adoption of a new law. Other nations are
following suit by passing new legislation,
increasing enforcement and working
together in a coordinated manner to root
out corruption. Many of these provisions
have extra-territorial jurisdiction,
allowing authorities to bring charges for
activities that occur in other nations. The
consequences of running afoul of these
laws are drawn out investigations that

can cost millions of dollars to defend and
millions more to settle. Additionally, there
is the possibly of criminal sanctions for
executives either directly involved in the
corrupt activities, or on notice that they
were likely occurring.
The sting of anti-corruption
enforcement has been felt by many
consumer goods manufacturers. As a
result, many manufacturers have heeded
the advice of the enforcement agencies and
implemented controls designed to identify,
avoid or mitigate potential corruption risks
in their supply chains and routes to market,
including: due diligence on prospective
third parties, ongoing monitoring of
existing third party relationships, in-person
training, and contracts with anti-corruption,
audit and termination clauses. The future
will see even more of this activity.
Although suppliers have taken
steps to address corruption risk, travel
retail operators and traders would benefit
significantly from implementing similar
anti-corruption controls. Take a scenario
where an operator sells excess inventory
to a trader for resale into another market.
Does the operator know what happens to
the sold product? Do they pass through
appropriate legal channels or are they
smuggled, with bribes paid to government
officials to look the other way? As
enforcement becomes more sophisticated,
it is not a stretch for authorities to increase
their focus on “who” diverted the product
into an ultimately illicit trade route and
ask whether they had sufficient to reason
to believe that corrupt activities were
occurring that benefited their sales.
Operators and traders cannot simply
turn a “blind eye” to these potential risks.
In fact, ignoring or failing to follow up
on signs of potential corruption risks only
creates more liability. Implementing strong
anti-corruption controls demonstrates a
commitment to law enforcement, business
partners, and consumer that as an industry,
we won’t bend to an opportunity to make a
quick sale that undermines legitimate trade.
While these threats are serious and
pose a threat to the long-term viability of
the travel retail industry, it is not realistic to
expect parallel trading to disappear. For as
long as humans have traded goods across
borders, entrepreneurs have arbitraged
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prices. That behavior will not go away.
But, there are several things that we as
an industry can do to address the threat,
working on both the supply and demand
fronts.
From the supply side, first, and easiest,
suppliers should stop looking the other way
when they know, or should have reason
to know that a customer is engaging in
product diversion. As suppliers, we cannot
blow the whistle on the problem and not
accept some of the responsibility for its
mitigation.
Second, operators that are engaging
in parallel market practices should stop.
This will also require closer cooperation
between suppliers and retailers to make
sure inventory is kept at appropriate levels.
It will require a partnership for more
sophisticated demand planning, inventory
replenishment and data sharing so that
retailers are not stuck with high inventories
and have no recourse but to try and sell on
their supplies into the parallel market.
Third, both suppliers and operators
should look at their compliance efforts
to ensure that they have policies and
procedures in place to mitigate the risk of
dealing with customers who are potentially
engaged in corrupt activities.
On the demand side, working with
government authorities, the industry
should partner to make smuggling a
losing proposition. Jointly encouraging
national governments to crack down on
illegal importation will make it harder for
smugglers to continue their operations.
There also may be a role for travel
retail trade associations to play in certifying
that their members engage in legitimate
business practices.
Ultimately, suppliers are looking for
attractive channels that can bring brands
to consumers around the world. Travel
retail offers a true global channel that
brings together the best of the supplier
and retailer relationship. However, issues
associated with parallel trade if ignored
will harm the value of the relationship.
Recognizing the negative issues associated
with parallel trade and agreeing to limit
its destructiveness will ensure that the
travel retail channel remains an attractive
business proposition for many years to
come. I hope the debate continues.
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Another view of the Grey Market in the spirits business:
A Trader Responds
Following the discussion on the impact of the grey market on travel retail spirits sales initiated in Travel
Markets Insider last year, a group of traders requested to air their side of the story. The following is a
candid and articulate examination of the grey marketplace from a key European-based businessman,
with information from other European traders included.
To get one thing straight, it was
brand owners themselves who created the
term ‘grey’ market in order to intimidate
consumers into thinking they were buying
something inferior and illegal. This was
done because it sounded like ‘the black
market,” which had other connotations. The
parallel market has been alive mainly since
the 1970s when tobacco products were
the first to create the parallel market by
over-supply to their agents and even create
new markets as a cover for increased sales
in a very competitive situation. Then in
the 1980s, the grey market concept spread
into liquor products and perfumes and
cosmetics, as well as just about every other
category as brand owners pushed for more
and more sales.
Such was the pressure for sales that
in the 1970s and even 1980s brand owners
were giving ‘cash’ discounts of up to 5%.
On top of the over-supplying, this provided
sufficient margin for parallel trading.
Severe currency fluctuations over this
period also provided a very big incentive
for cross-border trading. Also at this
particular time, brand owners did not have
wholly owned subsidiaries, and they dealt
with third party agents. Many good agents
(many of them being family businesses)
lost their major brands and became very
resentful, even to this day; whereas
executives of present day brand owners are
totally unaware of this. Furthermore, there
is much greater movement of executives

in liquor companies nowadays compared
to 20-30 years ago. Such short-sighted
ambition gives rise to the need for quick
results (and bonuses). Even those that
switch between geographical regions
within a company are only concerned with
making a quick impact (and of course the
bonus).
More recently, technology has made
trading easier and to a certain extent,
more transparent. But corporate pressures
ensured sales targets were set higher and
higher, with more attention focused on the
Company Stock Market price than it was
on parallel trading issues.
The main benefactor of this is the
consumer who receives the ability to buy
the exact same product at a cheaper price.
Consumers are now much more aware of
fake products and know a bargain when
they see one.
No brand owner would officially
sanction such parallel trading for legal
reasons. But unofficially, brand owners use
it every day. The essential word is ‘control.’
Several brand owners have learned to
control the parallel market for their own
benefit. They allow a limited supply of
parallel traded products to be released
onto the market at specific times (usually
before the end of the trading tax year!);
sometimes, even newly released products
are released to the parallel market to give
them a boost. Let’s be frank – the brand
owner sets the selling price but the pressure
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for extra sales intoxicates them.
In the Travel Retail sector, all business
is done through third parties. Many
executives are much more accustomed to
dealing with their intra-company ‘cousins,’
and are not used to dealing with these
‘Travel Retail traders’ – people who can
delist their products, unlike their cozy
corporate family.
Brand owners force the big Travel
Retail operators to vastly increase sales and
offer them massive discounts, incentives,
and ‘promotional activities.’ The result
being that in certain circumstances – not
directly activated by the Travel Retail
operator – some of the products enter the
parallel market. Will the brand owner stop
supplying the major TR operator?????
No brand owner makes a profit from
its Travel Retail operations after taking into
consideration all the costs involved and
such low profit margins per brand.
Conclusion: parallel trading has been
going on for years and has now evolved
into a thriving business, which is in part
supported/tolerated by the brand owners for
their own purposes.
Gone are the shady dealers operating
from a mobile phone. Trading companies
are now very competitive employing
well-educated executives and with modern
facilities.
Technology has now made this a
necessity and indeed a global business.
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IWSR: Leading travel retail liquor brands rebound in 2016
Most of the leading spirits brands
increased sales in travel retail in 2016 as the
market began to recover following 2015’s
downturn, according to IWSR’s Top 100
Travel Retail Brands. Overall global travel
retail spirits sales increased by 3.2% in 2016
over 2015 to reach 22.5m nine-liter cases.
Johnnie Walker still leads the ranking
with an 11.4% share of global travel retail
spirits volumes. Sales of the biggestselling variant, Johnnie Walker Red Label,
continued to decline last year, but there
was growth for the Black Label, Gold
Reserve, Platinum and XR lines, as well as
the relaunched Green Label malt. Johnnie

Walker saw the largest volume gain of all
the 27 scotch brands featured on the list.
Scotch is the most-represented category
on the list with 27 brands. Vodka is second
with 17 brands featured.
Pernod Ricard’s Chivas Regal reclaimed second place in the top 100 from
Brown-Forman’s Jack Daniel’s. Jack Daniel’s sales grew by 11.5% in Europe last
year, but declined in all other regions, particularly the Americas, despite the success
of the new Tennessee Fire line, which was
launched in travel retail in 2015. The three
other U.S. whiskies on the list, Jim Beam,
Wild Turkey and Maker’s Mark all posted

double digit growth. Chivas Regal was one
of Pernod Ricard’s best-performing top
100 brands, along with Martell, Jameson,
Havana Club and Kahlúa.
LVMH’s Hennessy Cognac climbed
two places in the ranking with a 13.2%
growth in 2016 over 2015. Hennessy
moved from 8th to 6th place after developing most rapidly in the Americas and
Asia-Pacific, its key regional markets. Hennessy, travel retail’s best-selling Cognac,
has also been one of the most consistent
growth brands in the spirits sector over the
past few years. Pernod Ricard’s Martell
Cognac entered the top ten following a
5.6% growth in travel retail sales in 2016.
Martell’s travel retail volumes grew by
12.6% a year on average in the five years
to 2016. Hennessy and Martell were the
only Cognacs on the list to report growth
in 2016.
While sales of Absolut and Smirnoff,
both in the top ten, declined last year,
the vodka category boasts a number of
top-performing brands. Nemiroff, Danzka,
Żubrówka, Żołądkowa Gorzka, Beluga
and Soplica all posted double-digit growth.
Tito’s entered the ranking for the first time
as sales grew from 5,000 to 33,000 cases,
while Nemiroff rose from 25 to 14 in the
top brands ranking.

IWSR: Whisky, tequila and gin to drive global spirits
category growth to 2021
Global volumes of whisky, gin and
tequila are expected to make gains of
55.2m, 7.1m and 5.8m nine-liter cases
respectively over the next five years,
following their rapid growth in 2016,
according to IWSR. These categories together with baijiu (+48.2m cases between
2016 and 2021), will contribute the most
in the overall total global spirits category
growth, which is expected to reach 3.19bn
cases by 2021.
Globally, Scotch is forecast to contribute +10.5m cases to whisky growth over
the next five years and U.S. whiskies a further +8.9m cases. Other whiskies (predominantly Indian Whiskies) will be the largest
contributor growing by +28.2m cases. The
U.S. is the second-largest growth market
for whisky behind India, forecasting the

strongest gains for U.S. and Irish whiskey.
Consumption of local whiskies in India
continues to thrive; Scotch in India is also
forecast to continue to be one of the largest
growth segments.
Tequila will also make its largest gains
on the U.S. market, with additional growth
forecast in its domestic market, Mexico.
Despite being a top growth market
for many categories, the total U.S. alcohol
market is forecast to decline by 37m cases
over the next five years. The forecasted
growth in wine, whisky and tequila is not
enough to offset declines in beer, cider and
mixed drinks.
Gin’s domestic market, the UK, has
led the way for the gin revival. The huge
range of brands now available on the UK
market (likely to be over 700) offers plenty
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of room for consumers to experiment. The
UK gin market is forecast to gain an additional 1.4m cases by 2021. Similar growth
is expected in Spain and the U.S.
Baijiu is forecast to see the largest
growth of all spirits categories over the
next five years, benefiting from a growing
economy in China and increased demand
for business banquets.
Beer and wine are forecast to gain the
largest volumes in the overall alcohol market over the next five years, adding 139m
and 76.5m cases respectively. The IWSR
forecasts the strongest growth for beer in
Mexico, India and Vietnam. China and the
U.S. will see the largest growth in wine
consumption over the next five years, with
both local and imported wines winning
over consumers.
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My Texas Handmade Vodka beats those giant “import”
brands every day. That’s because we use old-fashioned
pot stills we built ourselves, and taste test every batch
to make sure you get only the best. Try Texan!
Tito’s is made from corn, so it’s naturally gluten-free.

DISTILLED & BOTTLED IN AUSTIN, TX

DISTILLED & BOTTLED BY FIFTH GENERATION INC. 40% ALC./VOL. © 2017 TITO’S HANDMADE VODKA.
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Brown-Forman recovering and gaining momentum in TR
Brown-Forman’s global travel retail
business began to rebound in late 2016
and that momentum has carried through
and strengthened in 2017, says Monte
Wilson, B-F Director of Americas and
Global Key Accounts.
“A combination of factors have contributed to this turn-around. We are seeing
an increase in Russian travelers – which
is a very good sign given that they are the
second largest purchasing traveler behind
the Chinese. In addition, overall international passenger manifests are up which
means we have more opportunity to impact those consumers as they travel to and
from their destinations. Equally important,
there has been a general acceptance of the
challenging currency situation within the
travel retail industry compelling suppliers
and retailers to collaborate and adjust promotion strategies in order to bring value to
the traveler,” says Wilson.
The continuing growth of American
whiskies around the world has propelled
B-F’s travel retail business this year, says
Wilson. Jack Daniel’s, the number three

brand in IWSR’s Top 100 Travel Retail
Brands, grew by 6.4% in travel retail in
2016.
“By far the greatest contributor to the
robust outlook for Brown-Forman Travel
Retail in 2017 and beyond is the on-going
global popularity of American whiskies
led primarily by Jack Daniel’s and Woodford Reserve as well as our recent entry
into the premium Scotch Single Malt and
Irish categories,” says Wilson.
Jack Daniel’s and Woodford Reserve
are maintaining their leadership position
in travel retail with strong sales in both
established markets and rapid growth in
the emerging markets of Asia, IMEA and
parts of South America, he says. B-F’s
founding brand --Old Forester -- plus
the new Coopers Craft Bourbon and the
new Single Malt Scotches and Slane Irish
Whiskey, which are enjoying double-digit
growth, round out the company’s industry
leading American Whiskey portfolio.
The Americas and in particular the
U.S. are seeing travelers on the rise again
and are seeing more value in the retail
shops and a slightly weaker U.S. Dollar,
says Wilson.
“Even during challenging
economic times, international
travelers will continue to visit the
United States and the key is enticing them to purchase in travel
retail rather than in the domestic
market. Travel retail is competing
for the consumer’s discretionary
spend with the destination hotels,
restaurants and many other
activities during their trip. So it
is incumbent for travel retail to
offer a unique experience that is
more valuable than our domestic
competition can offer.”
Some emerging regions
impacted the most by the currency devaluation such as Russia,
Brazil and Mexico are showing
strong growth in 2017 against
lower comps, says Wilson.
“The weakening of the peso
in Mexico has had a detrimental
impact on Mexican nationals traveling out of the country
although low prices are attracting
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visitors who want to take advantage of
the situation. Any discussion of economic
ills in travel retail has to include the
frustratingly strong U.S. dollar. As with
any challenging times, we as a company
have learned many lessons in how to
adjust our strategies and work with our
retail partners to still reach the consumer
in a positive way. One of the best lessons
we’ve learned from past economic crisis,
is to plan ahead for these scenarios and
not panic. We believe in travel retail, we
have a superb portfolio for travel retail
and we are in it for the long-term.
“Overall, considering our strength in
American Whiskey and our new entry into
Single Malts and Irish Whiskeys as well
as our strong position with our key retail
partners, we remain very optimistic for the
remainder of 2017 and on into 2018.”
B-F to launch Jack Daniel’s Bottled In
Bond
Brown-Forman Global Travel Retail
will unveil Jack Daniel’s Bottled In Bond
Tennessee Whiskey as the signature event
of its activities during the 2017 TFWA
Exhibition. The launch of the 100 proof
travel retail exclusive comes on the 120th
anniversary of the United States Congress
passing the Bottled In Bond Act in 1897.
Jack Daniel’s Bottled In Bond will
be a permanent line extension in the Jack
Daniel’s Family of Brands and will begin
shipping in the summer of 2018.
“In many ways, the introduction of
Jack Daniel’s Bottled In Bond is a step
back into the early days of the distillery
when Jack Daniel’s was pioneering the
craft of making Tennessee Whiskey. We
think so much of this whiskey that we are
making it a permanent member of the Jack
Daniel’s Family of Brands,” said Marshall
Farrer, senior vice president and managing
director of Brown-Forman Global Travel
Retail.
Lynne Tolley, the great grandniece
of Jack Daniel and a fixture at the Jack
Daniel’s Distillery since 1980, will be
making her inaugural visit to Cannes
to participate in the launch. She will be
hosting tastings of Jack Daniel’s Bottled
In Bond in Cannes on the Brown-Forman
stand (Beach Village – B03).

ENJOYED EVERYPLACE,
MADE IN ONE.
EVERY DROP FROM A SINGLE SOURCE – LYNCHBURG, TENNESSEE .

P L E A S E D R I N K R E S P O N S I B LY

JACK DANIEL’S AND OLD NO. 7 ARE REGISTERED TRADEMARKS. ©2017 JACK DANIEL’S TENNESSEE WHISKEY 40% ALCOHOL BY VOLUME (80 PROOF). DISTILLED AND BOTTLED BY JACK DANIEL DISTILLERY, LYNCHBURG, TENNESSEE. JACKDANIELS.COM
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Campari GTR rides Aperol to success
Campari Global Travel Retail has
continued to invest in the segment with
overwhelmingly positive results since
Leigh Irvine joined the company from
Bacardi in July 2016.
“We have had a very strong and successful 2016, and the momentum has only
grown into 2017. The latest IWSR data
shows us moving up from 10th to 8th in the
liquor category supplier rankings, and we
are very aware of how much opportunity is
still out there,” says Irvine, Senior Director,
Campari Global Travel Retail.
Irvine says Campari’s travel retail
growth has been led by the success of Aperol around the world, but also by the entire
spirits portfolio.
“We mirror the company focus on
the core global portfolio and that singleminded approach has seen all of those
priority brands in robust growth – leading
to the overall healthy picture. Obviously,
the continuing explosion and globalization
of Aperol is seeing amazing growth in both
new and mature markets, but honestly the
growth rates are pretty similar across the
whole portfolio.”
One strategically important development for Campari in the past couple of
years was to define what role travel retail
would play for the company. Since it has
figured that out, success has followed.
“To secure the long-term future of the
channel for our brands, we, as Campari
GTR, have needed to firstly devise a plan
for what that future should look like and
a roadmap of how to get there. The first

steps on that journey have been to deliver
short term commercial and brand success
to build momentum behind the strategy.
We have successfully ticked that box and
aligned the wider Campari organization
behind the role that GTR should play.
“Whilst we have engaged our internal
audience, we have also been working hard
on building deeper and more sustainable
win/win relationships with our key customers, relationships designed to provide a
successful mid to long term future for both
sides. This is already bearing fruit and
developing case studies for us to export
further around the channel.”
With the company based in Italy,
Campari does particularly well in Europe,
but the company’s growth has exploded in
the Americas, says Irvine.
“Partly due to structural reasons,
partly strategic reasons and partly portfolio
prioritization reasons we historically had
a stronger presence in Europe. However,
opportunities exist for us in the channel as
a whole, specifically outside of Western
Europe. For example, last year our growth
rates in the Americas were in triple digits.
We have driven that growth through designing a short term and long term structure
and resource allocation plan. That has
started with recruiting the right leadership
for the region, establishing our route to
market, re-engaging with the customer base
and now moving on to filling in the rest of
the people and investment. It is a model we
will replicate globally.”
Diego Lord, who also joined Campari

from Bacardi, became Travel Retail Director Americas in April 2016. Irvine says the
Campari travel retail team is still growing
and adding people and resources around the
world to challenge its larger competitors.
“To date, we have restructured the
regions and support functions and found
high quality leaders for all of the core
structural pillars of our business
going forward. But we are still
punching way above our weight
from a structural perspective.”

DFS to launch TR exclusive Jack Daniel’s in five cities
DFS Group has partnered with BrownForman Global Travel Retail to create a
travel retail exclusive Jack Daniel’s range
inspired by five iconic destinations.
Travelers will be able to purchase the
bottles, which were specially selected from
a 100 Proof Barrel, beginning in September
2017 in DFS stores in international airports
in Singapore (SIN), New York (JFK), Los
Angeles (LAX), San Francisco (SFO) and
Honolulu (HNL).
The city-themed bottles will contain
Jack Daniel’s 100 proof Traveler’s Exclusive Single Barrel Tennessee Whiskey and
are adorned with special medallions featuring quotes or witticisms associated with
Mr. Jack or the whiskey he created. JFK,
TFWA/FDFA Issue October/November 2017
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SFO and HNL will have approximately 240
of the 750 ml bottles – the typical content
of a Jack Daniel’s barrel. SIN and LAX
will have considerably more.
Each bottle comes in a custom labeled
gift box.
This is the first time DFS and BrownForman Global Travel Retail have partnered for a Personal Collection selection of
the 100 Proof Traveler’s Exclusive product.
The travel retail exclusive was developed
in collaboration between DFS Group’s
wines and spirits merchandising team and
Jack Daniel’s Master Distiller Jeff Arnett to
identify the perfect barrel of Jack Daniel’s
to reflect the reputation and personality of
the five international cities.

INSIDER

As Patron’s distribution grows, the ultra-premium tequila
focuses on presentation and position

Patron had prime display space with London Supply in Argentina (l) and DFASS in Cozumel (r).

Patrón Spirits International is riding
the popularity of tequila around the world
as it enjoys double digit growth across its
tequila portfolio.
The latest data from IWSR predicts
that global volumes of tequila will grow by
7.1 million nine-liter cases over the next
five years, with its largest gains in the U.S.
market and additional growth forecast in
domestic Mexico.
John Kilmartin, Vice President, Global
Travel Retail at Patrón Spirits International,
says Patrón is leading the way for the
tequila category.
“There is still tremendous growth
opportunity within tequila in travel retail,
and more to the point, specifically within
the ultra-premium, 100% agave tequila
segment where all of our products live. To
fully exploit the opportunity that tequila
presents, operators must take that leap

of faith and allocate enhanced space and
visibility to the category. This will happen
quicker in some regions over others, but
we are continuing to enjoy year-on-year
double digit growth as the world’s leading
ultra-premium tequila, and this is testament
to the potential of the category, and how
Patrón continues to lead and drive growth
in the category.”
With Patrón now distributed throughout travel retail, the company is now adding special edition SKUs in the channel.
“Patrón is certainly now well-established and I’m pleased to say that we’re
distributed globally across all the various
global travel retail channels. Of course, certain regions and channels are performing
better than others, so our strategy is to not
just focus on distribution, but rather range,
presentation, on-shelf position, etc., to ensure that all of our ultra-premium spirits are
performing in line with our own expectations across all GTR,” says Kilmartin.
This year in Cannes Patrón will showcase its full offer of “Aged to Perfection”
tequilas, including reposado and añejo tequilas in Patrón’s core, Roca and Barrel Select lines, Burdeos and Piedra in the Gran
Patrón family, and the duty free exclusive
Patrón Cask Collection Sherry Añejo
tequila, aged entirely in Spanish Oloroso
Sherry barrels. Also, the new “Patrón x
Guillermo del Toro” and Patrón en Lalique
: Serie 2, featuring aged spirits, are making
their travel retail debut in Cannes.
The “Patrón x Guillermo del Toro”
collaboration, a partnership between Patrón
and Mexican film director, designer and
screenwriter Guillermo del Toro, is a blend
of extra añejo Patrón tequila and an aged
orange liqueur both created specifically
73

for this release. The director grew up in
Jalisco, Mexico, also the birthplace of
Patrón.
Patrón en Lalique: Serie 2 is packaged
in a crystal decanter inspired by Lalique’s
signature Art Déco design and avant-garde
vision. Only 299 handmade and individually numbered bottles have been created at
Lalique’s glass factory in Wingen-sur-Moder, in Alsace, France. The limited edition
bottle was then filled with a blend of extra
añejo tequilas, aged in the barrel room at
the Hacienda Patrón distillery in the Highlands of Jalisco, Mexico, for an average of
more than seven years.
Tequila from three different types of
barrels was selected to create this release.
“At Patrón, innovation has always
been an important driver, and we’re
extremely excited to showcase so many
interesting and innovative ‘Aged to Perfection’ tequilas in Cannes this year,” says
Kilmartin. “Aged spirits continue to generate incredible consumer interest in duty
free and we’re very pleased to offer a wide
range of aged tequila styles and tastes that
arguably rival those of the world’s finest
bourbons, scotches and cognacs.”
Patrón will continue to roll out to duty
free operators the brand’s exclusive 1 liter
size bottles and collectors’ tins for travel
retail, including a new limited-edition 1
liter Patrón Silver tequila bottle featuring
artwork inspired by Mexico’s tradition of
vibrant ceramic and textile folk art, and
packaged in a beautiful clear green gift bag.
“The Patrón collectors’ tins have generated quite excitement among consumers
and our duty free partners, and so yes, we
will continue to identify new designs and
opportunities to extend this.”
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WGS experiments with new Glenfiddich in travel retail
William Grant & Sons (WGS) will be
introducing a number of new expressions
to the travel retail sector for core brands
Glenfiddich, The Balvenie and Tullamore
D.E.W in Cannes, after a record year in
2016.
Now the 6th largest brand owner in
travel retail, last year the company’s sales
were up 21% with continued growth in
2017.
Glenfiddich remains the flagship brand
for WGS having regained the number 1
single malt position in value and volume
sales last year, according to IWSR figures.
In Cannes, the company is launching
the Glenfiddich Experimental Series to
Global Travel Retail. Launched initially to
selected domestic markets in September
2016 with phenomenal success, this new
range has two initial releases: the Glenfiddich IPA Experiment and Project XX
(pronounced twenty).
The Glenfiddich IPA Experiment
marks the world’s first single malt Scotch
whisky finished in India Pale Ale (IPA)
craft beer casks. Glenfiddich Malt Master
Brian Kinsman created the Glenfiddich IPA
Experiment in collaboration with a local
Speyside craft brewer. They worked together to create a IPA that would season the
whisky casks. In the process of Glenfiddich
crafting a new whisky for the Glenfiddich
Experimental Series, the pair also created a
brand new IPA craft beer.
Project XX is a collaboration between
20 whisky experts and Glenfiddich’s Malt
Master, Brian Kinsman, who brought
together 20 special single malts.
Kinsman invited 20 whisky experts
from 16 countries around the world to
explore and each select a cask from a
warehouse at the Glenfiddich Distillery.
The experts come from the U.S., Canada,

WGS launched its new packaging for the Glenfiddich Cask Collection with International Shoppes
at JFK T8 in July.

France, Germany, Taiwan, China, South
East Asia, Ukraine, Brazil, England,
Scotland, Mexico, The Netherlands, South
Korea, Russia and South Africa.
Says William Grant & Sons GTR
managing direct Ed Cottrell: “We’re delighted to be able to offer the Glenfiddich
Experimental Series to global travel retail
following the official launch at this year’s
TFWA World Exhibition. Both expressions
perfectly match our remit to offer traveling
consumers unique and innovative products
that will provide a new kind of malt whisky
experience.
“Brian has once again surpassed
himself in producing two totally remarkable liquids that are both perfect for the
travel retail environment and which lend
themselves to some fantastic activation
possibilities. Glenfiddich Project XX is
a liquid that will intrigue and appeal to
single malt enthusiasts all over the world,
while the Glenfiddich IPA Experiment has

already proved its appeal and interest to
whisky and beer drinkers looking for the
unusual and vibrant.”
WGS’ other brands also had positive
years in 2016. The Balvenie grew 23.8%
last year and is the 4th largest single malt
in travel retail. Monkey Shoulder grew
value sales 95% in 2016, Drambuie’s value
sales grew 18%, and Sailor Jerry’s value
sales rose 18%.
“We’ve got some incredibly exciting
brand stories to share with customers this
year which, on the back of our phenomenal
results in 2016 and continuing success in
2017, place William Grant & Sons at the
forefront of innovation and drive within
the travel retail sector. Alongside new
expressions for the sector – both exclusives
and global initiatives – we’ve got some
amazing successes to report including the
excellent response to the refreshed Glenfiddich Cask Collection, introduced here last
year,” says Cottrell.

Hendrick’s ran successful World Cucumber Day celebrations around the globe in June. Shown here with IGL in Canada (left) and (right) Dufry in Rio.
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Disaronno wears Missoni for fifth icon limited edition
Disaronno has partnered with a
famous Italian fashion house for the fifth
straight year with its icon latest limited edition: Disaronno wears Missoni.
The collaboration between Disaronno
and Missoni features a zig zag design that
envelops the bottle. The companies have
also created six limited edition mini bottles
to collect, available in packs of three.
The Disaronno wears Missoni has
already been listed with retailers across the
Americas, Europe and the Gulf, including
Heinemann, LS Travel Retail, Paradies
Lagardère, Dubai Duty Free and various
cruise lines including Carnival, Royal
Caribbean, Celebrity, Holland America and
Disney (on-premise). The limited edition
bottle will be supported by high visibility
merchandising, and exciting in store activations.
“All the Disaronno icon bottles have
proved phenomenally successful in travel
retail and we’re confident that the new Missoni version will be equally well received.
We’ve secured some key airport listings
already, particularly in the USA - including JFK, Boston, Chicago, Dallas, Newark,

Orlando, and Fort Lauderdale – as well as
numerous cruise and ferry lines including
the Navi Costa and P&O Ferries. We’re
looking forward to receiving both existing
and new customers on our wonderful new
terrace in Cannes where they can see the
new bottle and join us for signature cocktails throughout the week,” says Domenico
Toni, International Sales Director, Illva
Saronno.
For the fifth anniversary icon project,
Illva Saronno will continue to support the
charity Fashion for Development, sponsored by the United Nations.
This year, the company will donate
part of the proceeds of sales to assist in
providing a tangible contribution to the
development of the numerous humanitarian
efforts in Africa.
Its previous editions partnered with
Moschino, Versace, Cavalli and Etro.
The exclusive limited edition will be
on sale worldwide from October and can be
seen at TFWA World Exhibition & Conference on Illva Saronno’s new stand Bay
Village B19.
Guests at the Frontier Awards can also

enjoy Disaronno cocktails at its sponsored
pop-up bar.
Disaronno lanches cocktail in a can
Illva Saronno is launching Disaronno
Sour Ready Cocktail, the first Disaronno
cocktail in a can.
With only 6% ABV in a 250ml can,
Disaronno Sour Ready Cocktail is targeting
ferries, cruise ships, and low-cost airlines.

Licor 43 celebrates Spanish heritage with special edition
mosaic bottle
Zamora Company
has unveiled special
edition packaging for
Licor 43 Original, a
first that runs internationally for the brand.
The Made of Spain
Art Edition bottle will
be available from
early October
2017, initially
in global travel
retail in Dufry
stores for three
months before
rolling out
across international domestic

markets and other duty free operators in
2018.
Licor 43 Made of Spain Art Edition
pays tribute to the creativity and craftsmanship of Spanish artists and aims to
become an iconic series with an annual
release in years to come celebrating
Spanish identity through art. The 2018
edition is inspired by Antonio Gaudi’s
use of the traditional trencadís mosaic
technique to build the most iconic landmarks of Catalonian Modernism, such as
in Barcelona’s Park Güell.
Dufry’s Global Category Head of
Liquor, David de Miguel comments:
“Licor 43 is an iconic Spanish brand and
this new packaging demonstrates that.
With standout presence on shelf, this new
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packaging will generate shopper interest
and provide a point of difference in this
channel.”
Zamora International Director Global Duty Free, Antony Kime says: “Bright,
bold and eye-catching, the mosaic bottle
is ideal for the duty free channel where
consumers are looking for a piece of
Spain to bring home. Demand for Licor
43 has grown consistently in recent years
and this special edition bottle will heighten awareness and recruit new consumers
as well as attract existing Licor 43 fans,
fueling its continued global success.”
The Made of Spain Art Edition 1ltr
bottle retails in travel retail at €17.50
and £19.90, the same price as Licor 43
Original.
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Tito’s Handmade Vodka mixes craft and digitech
as it expands in global TR
Tito’s Handmade Vodka is calling
on its retail partners around the world to
recognize the importance of craft spirits
and the power of digital technology among
millennial shoppers.
Tito’s Handmade Vodka is a pioneer
of the craft movement and, as it continues
its expansion in global travel retail, the
company attributes its rapid rate of adoption around the world to social media.
Tito’s entered the IWSR Top 100
Travel Retail Brands ranking for the first
time as sales grew from 5,000 to 33,000
case in 2016. The brand is also ranked 46th
in the world globally by IWSR.
“The brand continues to grow and we
still have a lot of distribution gaps that we
need to fill. The outlook is extremely positive. It is just three full years that Tito’s has
been in duty free,” says Tito’s International
Managing Director John McDonnell.
“The big news is that we just secured
London Supply for Argentina. And we
secured Bahrain Duty Free. The brand is
doing extremely well in the Middle East in
the duty free channel. Social media is raising the awareness of the brand globally.”
At TFWA World Exhibition and Conference 2017 in Cannes, Tito’s International
will highlight the appeal of quality, good
value and authentic craft brands and focus
on capturing the spending power of millennials.
“Tito’s Handmade Vodka is catching
on fast with millennials the world over and
we look forward to discussions in Cannes
and sharing our exciting plans to drive purchase. Digital platforms are fundamental
when communicating with millennials and
with industry predictions indicating a $67
billion duty free opportunity by 2020, it’s
now time for a unified platform to seize the
opportunity and cement future growth.”
As the brand’s territories expand, the
company will discuss ambitions to secure
Tito’s not only on the vodka shelf, but also
alongside other craft spirits within specialty
displays. It will unveil plans to build its
in-store presence, with expanded facings,
improved shelf positions and more bottle
formats.
“In duty free and internationally it is

Tito’s Handmade Vodka targeted Millennials at LAS this with pop-up bar.

a challenge being a single brand company.
You don’t have the leverage that the big
boys do. So we have to be more creative.
The goal this year is to have Tito’s in two
places in the duty free shops. I want the
brand with the vodkas and with the craft
spirits. For example, at Houston airport
with Heinemann they put craft spirits and
Tito’s together on an end cap and we are
also on the shelf in the vodka section,” says
McDonnell.
“The biggest difference this year versus last year is that retailers are expanding
our footprint on the shelf. The brand is re-
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ally becoming a presence in the Americas.
More and more customers are adding the
1.75 liter for duty free. International Shoppes has three sizes. They added the .375.
That is one of our best-selling sizes.”
Fun new Limited Edition
holiday packaging
The Ugly Sweater, Tito’s winter season gift bag is a fun, photographable and
shareable package which will be introduced
exclusively in travel retail. This follows the
successful launches of gift bags celebrating
Chinese New Year and U.S. Independence
Day that were introduced earlier this year.
To celebrate the Year of the Dog in January, Tito’s, the vodka for dog people, will
release a travel retail exclusive themed
red velvet bag for Chinese New Year.
The company says that airport activations will play a key role in brand
expansion. Tito’s ran a successful airport activation in Las Vegas’ McCarran International Airport featuring a Chicagostyle pop up bar, and is now rolling it
out to other U.S. airports, including New
York’s John F. Kennedy Airport in November. The bar’s brick warehouse façade
plays on the brand’s craft image and allows
visitors to sample America’s original craft
spirit in cocktails as well as neat. See Tito’s
at Stand #H17 Blue Village in Cannes.

INSIDER

Behn DANZKA and Pallini Limoncello form strategic
Duty Free alliance
Spirits companies Pallini Limoncello
and Behn DANZKA have established a
business alliance to help support the future
of their travel retail business. The two companies, both family-owned and operated,
say the alliance – which they are calling the
Family Brands Alliance - will enable the
companies to thrive in the changing travel
retail world.
Both companies individually have a
long history of craft, loyalty and service,
with premium spirits brands going back
more than a century. However, globalization and consolidation within the travel
retail industry has become a challenge for
middle-sized family-owned companies,
they say, which has led them to form the alliance to create greater logistical optimization.
“Today, there is a concentration of
Duty Free operators, and retailers are asking for increased marketing investment and
competitive pricing,” say the companies in
their announcement.
Behn and Pallini say that the strategic
alliance will allow them set up a well-balanced, diverse portfolio that will preserve
the individuality of the star brands of
each partner, harmonize the strengths and
weakness of all partners, facilitate the high

service level of a family-owned company
on a global level, and optimize and increase
manpower for sales and marketing.
Waldemar Behn GmbH CEO Rüdiger
Behn says the alliance was the logical
response to the travel retail globalization
and consolidation.
“The globalization and consolidation within the travel retail industries is a
challenge for a middle-sized family-owned
company. That’s why we are inviting family-owned companies to join their forces
with ours by keeping the high service level
we are known for as family- managed companies and stay still true to our values of independence, uniqueness and craftsmanship
our fans around the world honor us for.

Micaela Pallini
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When meeting with Micaela Pallini I knew
from the very beginning we have found the
right partner and the successful path for the
future of travel retail,” says Behn.
“When Rüdiger Behn approached me
with regards to this alliance I quickly realized the potential for us as a family-owned
and run company. We share the same
values, dreams and passion and the synergies within this partnership which allows
us to stay fully independent but serve the
travel retail world on a global level,” says
Micaela Pallini.
The Family Brands Alliance will
allow the companies to stay competitive
while still being fully independent by sharing logistic, sales, and marketing costs on
a global base. They can continue thinking
globally, and will be able to act locally.
The worldwide implementation of
the alliance is an ongoing process as some
current contracts have to be taken into
consideration.
For further information, please contact:
Waldemar Behn GmbH / Philippe
Biais / Export Director
Tel. + 49 4351 479 114 / E-Mail:
biais@behn.de

Rüdiger Behn
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Baja Duty Free teams up with Bloommiami to open first
Diageo store-in-store at San Ysidro

Diageo and Baja Duty Free have
collaborated with design, architecture and
brand-consulting agency Bloommiami to
create a Diageo store-within-a-store for
Baja Duty Free’s San Ysidro location.
The permanent store, which opened in
August, features Diageo’s popular brands
including Johnnie Walker, Buchanan’s,
Bailey’s and Captain Morgan, as well as
the brand’s luxury division, World Class.
The unique store design boasts attentiongrabbing, disruptive design elements that
were strategically incorporated to guide the
consumer towards Diageo’s multi-award
winning portfolio of fine spirits like Ciroc,
Ketel One, Don Julio and Ron Zacapa.

“This is the first Diageo store-withina-store on the Southern border and we are
super excited to have this beautiful and
modern concept. We have been working
on this project for months and it is great
to see the final result implemented in the
store,” Irene Rojas, marketing manager at
Baja Duty Free’s parent company Fairn &
Swanson, tells TMI.
“Bloommiami did an awesome job
designing the concept. There are so many
innovative details from the lighting, to the
ceiling, the visuals --every bay wall has its
own character,” she continued.
Ricardo Arandia, Diageo’s Commercial Manager for the Border Channel, explains that the store-within-a- store at Baja
Duty Free is the pilot test for the company
on the Southern Border.
“Our intention is to continue this
journey raising the bar of execution with
high standards in this strategic channel for
Diageo,” he tells TMI. “We are truly believers this concept will bring a new air to the
business inviting more clients to spend a
really nice time while choosing products
within our World Class portfolio. We want
our brands to show up in a luxury way
providing the best experience possible to
our consumers. The initiative was created
based on shopper behavior trends as well as
provide a disruptive and unique experience
in the area,” said Arandia.
Key design features include a ceiling
treatment made from slatted hardwood
that was intentionally installed to attract
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consumers to the Diageo store and set it
apart from the rest of the store. In another
effort to attract consumers into the designforward section, several recessed LED strip
lights were installed in an irregular pattern
to disrupt the adjacent store lighting and
create interference.
“Bloommiami created a branded
retail experience that brings to life marquis
Diageo products in a high traffic location,”
said Darin Held, partner at Bloommiami.
“The store-within-a-store concept has
become very popular in the retail industry
because brands can control the environment and incorporate specific brand touch
points without incurring the expense of a
stand-alone store.”
In order to provide consumers with a
tangible, memorable experience, the store’s
main counter serves multiple purposes
operating as a tasting bar, a multi-teared
product display, and a digital media learning center using interactive iPads where
customers can review drink recipes, flavor
profiles and learn about the different brands
through its World Class Reserve application.
“We want to provide customers with
a great shopping experience, where they
can not only choose from a wide selection
of products, but also learn about them, get
recipes, watch videos on Ipads and two
main monitors, as well as taste some of
the excellent Diageo brands,” says Rojas,
confirming that Baja plans to implement
the “store within store” in some of its other
locations.
From a retail standpoint, Diageo’s
Arandia says it is very important for Diageo to educate the consumers/shoppers.
“This is why we set up the project
with a bar look and feel, in order to run
regular sampling sessions. We also have included technology through tablets with an
interactive Diageo’s app in which the shopper will discover the main features of each
brand, recommended perfect serves as well
as cocktail recipes. Also on the monitors,
the shoppers will be able to see the preparation of around 50 world class cocktails
designed by the most famous bartenders in
the world. We want to provide a rounded
experience so the shopper feel welcome
and spend a great time in the store.”
San Ysidro on the San Diego-Tijuana
border is one of the busiest land border
crossings in the world.

INSIDER

Bacardi GTR adds Dewar’s 25, Santa Teresa Rum to portfolio

Bacardi’s brands have shown some
strong growth this year, and the company is
launching a new addition to its rum portfolio into GTR in Cannes, the super-premium
Ron Santa Teresa1796. The addition
follows a distribution agreement signed in
January 2017.
Santa Teresa is the oldest single estate
rum producer in Venezuela and the Santa
Teresa 1796 blend is aged up to 35 years.
It is revered and awarded for its craftsmanship, says Mike Birch, Managing Director,
Bacardi Global Travel Retail.
“This is a really exciting opportunity
for global travel retail as we see strong
potential for super-premium rum in this
channel to recruit new shoppers from
the whisky category, especially when it
can compete on age and craft as with the
uniqueness of Santa Teresa,” he says.
In Bacardi’s core portfolio, Grey
Goose is performing well, especially in
the U.S., UAE, Germany and the UK, says
Birch.
“We are also making significant
strides in introducing Chinese and Indian
travelers to the portfolio, many of whom
are exploring the vodka category for the
first time and are keen to explore the versatility of Grey Goose. As Grey Goose builds
its brand position in these key Asia Pacific
domestic markets as a luxury leader in the
trend for cocktails, so the correlation in
travel retail intensifies,” says Birch.
Bacardi GTR also launched the
limited edition Grey Goose Riviera bottle
as part of the ‘Extraordinary Summer’
campaign, which positions Grey Goose
as a key ingredient in making summer
cocktails. Initially launched at Paris CDG
with Lagardère, it also ran at Schiphol with
Heinemann/SAR and at LAX with DFS.
In whisky, Bacardi has expanded its
portfolio over the past few years with the
John Dewar & Sons Fine Whisky Emporium.
“We see Travel Retail as a specialist

whisky environment and we have plans for
several really special and rare single malt
launches later this year,” says Birch.
“Our strategy is to deliver the Emporium as a disruptive pop-up experience in
key locations including Heathrow, Changi,
Madrid, Beirut to date in 2017 and with
Delhi, Mumbai, Schiphol, Rio and Sao
Paolo to come later in the year.”
In Cannes, Bacardi is launching
Dewar’s 25 Years Old as a GTR exclusive.
It will be followed by a gradual roll-out
into key domestic markets. The new addition will succeed Dewar’s Signature (noage statement). Master Blender Stephanie
MacLeod specially selected casks which
were blended together and then filled into
oak casks in a process known as doubleageing. The whisky was then finished in
Royal Brackla casks. According to IWSR,
Dewar’s is the fastest growing premium
blended Scotch in the world.
Bacardi is the number one rum on
IWSR’s Top 100 Travel Retail Brands list,
coming in at number seven overall. The brand
grew 1.9% in the segment from 2015 to 2016.
“There’s no doubt that the rum category still has tremendous opportunity for
growth in travel retail and we are committed to lead this potential through the
depth and breadth of our range and to cater
across all shopper need states; our premium
sipping rums Bacardi Ocho and Bacardi
Reserva Limitada can lead premiumization - and we are already seeing double
digit growth, driven by shoppers trading up
and by recruiting new rum shoppers from
whisky,” says Birch.
Bacardi is also increasing its relevance
to shoppers at the point of sale, demonstrat-

ing the versatility of
the full range of Bacardi rums through a
Cocktail Masterclass
Bar program. The
Masterclass is currently running with
Dufry at San Juan
International Airport
in Puerto Rico, where
Bacardi is mainly
produced, and at
Copenhagen Airport
with Heinemann and
with World Duty Free
stores at Malaga and
Barcelona airports,
says Birch.
Overall in the
Americas, Bacardi
Global Travel Retail is having a mixed
year in the region, although its business
is growing in South America and Canada,
Geoff Biggs, Regional Director Americas,
Bacardi Global Travel Retail tells TMI.
“South America and Canada are
showing yoy growth. Foreign exchange
is playing a key role in shoppers deciding
to come back to the channel. The increase
in Asian passenger numbers in Canada is
also driving growth on premium brands.
USA airport performance is mixed. Gin is
growing well, Vodka is stable and there are
many positive trends on premium rum and
aged scotch, both with Dewar’s and our
range of single malts.
Mexico, however, is facing challenges
due to a combination of foreign exchange
rates and economic uncertainty,” says
Biggs.

A four-month activation from Bacardi that celebrates the company’s heritage in
pioneering classic rum cocktails is currently running with Dufry at Puerto Rico’s San
Juan Luis Munoz Marin International Airport.
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Flor de Caña volcano activation impacts millions at MIA
Flor de Caña stopped traffic at Miami
International Airport this summer with an
elegant, disruptive, 10-feet high display
inspired by the San Cristobal Volcano in
Nicaragua, the birthplace of Flor de Caña
rums.
The activation, which ran from July
through Sept. 8, incorporated large screens
that created an incredible visual mosaic
showing lava, volcano explosions in ultraslow motion footage, the full story of Flor
de Caña’s 125-year family tradition and the
brand’s portfolio.
The Flor de Caña volcano was located
in Terminal D, between gates D37 and
D38, where millions of travelers from
around the world were exposed to the new
brand communication.
In addition, more than 35,000 people
enjoyed a tasting of Flor de Caña’s super
premium and ultra-premium rum collections, aged from 7 up to 25 years, in just
the beginning weeks of the campaign,

Global Marketing Manager Mariana
Sanabria tells TMI.
Many thousands also toured the
display to learn about the brand’s differentiating elements and the quality of Flor de
Caña, she said.
The brand’s communication and booth
design are inspired by the San Cristobal
volcano where Flor de Caña rums have
been born and aged for more than 125
years.
Through this campaign, the brand also
connected with travelers flying to Latin
America, where Flor de Caña is the fastest
growing premium rum brand, says the
company. Miami’s International Airport is
the top airport in the U.S. in terms of passengers flying to and from Latin America
and the Caribbean, approximately 15 million per year.
The campaign was arranged in cooperation with JCDecaux and coordinated with
Duty Free Americas.

TFWA/FDFA Issue October/November 2017

82

83

October/November 2017 TFWA/FDFA Issue

20 years of excellence

TFWA/FDFA Issue October/November 2017

84

85

October/November 2017 TFWA/FDFA Issue

INSIDER

20 years of excellence

Stillhouse Whiskey targets duty free, partners with
Chase International for U.S. TR and Caribbean
Stillhouse Whiskey bridges the gap
between the whiskey and vodka drinker,
CEO & Founder Brad Beckerman tells
TMI. With its bright red, stainless steel can
presentation it is also an interesting new
option for travel retail, where it is partnering with Chase International for the U.S.
travel retail and Caribbean markets.
Stillhouse, a clear American whiskey distilled in copper whiskey stills and
charcoal-filtered in Columbia, Tennessee,
aims to be the first mixable whiskey.
“We are trying to make American
spirits – whiskey being our core –super
smooth, easy to drink, and more innovative, disruptive, and different than any
other spirit,” says Beckerman. “There isn’t
another clear whiskey on the market that
even remotely tastes or has the smoothness
that Stillhouse does.”
“We are tapping into a generation that
actually wants something different. I think
we have a very young, energetic brand that
resonates to different people. Our charcoalfiltered clear whiskey has more character
than vodka, but it has the mixability of
vodka. It acts like a whiskey, but plays like
a vodka,” he says.
Multi-platinum rapper and producer
Gerald “G-Eazy” Gillum was named Partner and Co‑Creative Director of Stillhouse
this summer. The G-Eazy partnership is
another way that Stillhouse is resonating
with its core consumer, says Beckerman.
On the market in the U.S. only since
February 2016, Stillhouse is already in 23
states. The Original 80-proof whiskey does
about 25% of the company’s total business,
with flavors making up the remaining 75%.
The family of all-natural, gluten-free infused

expressions includes Apple Crisp, Peach
Tea, Coconut, Mint Chip and Red Hot.
“We sit on the shelf next to whiskeys,
in between the brown whiskeys and the
flavored whiskeys, exactly where we want
to be positioned.”
Stillhouse has been doing especially
well with female consumers.
“We estimate that right now roughly
40% of our drinkers are females. We
believe that is primarily because of the
flavors. Our top two flavors are Apple Crisp
and Peach Tea,” says Beckerman.
Beckerman believes that his brand appeals to people on more than one level.
“Stillhouse is not just a one-dimensional spirit. There are a lot of ways to
enjoy it. And there is no question that the
100% stainless steel can draws people. It is
a conversation starter.”
The stainless steel also allows Stillhouse into venues where glass bottles are
not permitted.
“People love that they can take our
product with them. You see these music
festivals and sporting events that have signs
that say ‘No Glass.’ Well, guess what? No
problem. I see us building a much stronger
on-premise presence also where people are
going camping, fishing, snowboarding.”
Duty Free
With the announcement that Stillhouse
is partnering with Chase International, Inc
to distribute the brand in U.S. Travel Retail
and Caribbean markets, Beckerman says
the time is right to grow into new markets.
“Duty free is a great opportunity to get
exposure outside the U.S. We feel really
confident in our packaging; it is not going
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to break on an airplane when you travel.
Duty free is step one before we expand internationally. As well as Stillhouse is starting to perform domestically, I think it will
be a massive hit internationally because we
are American, a whiskey, in a red steel can
that differentiates from anything else in the
market. I think duty free gives us an opportunity to tee up the rest of the world.”
“The whiskey category in the U.S.
and Travel Retail is the second largest after
vodka and growing rapidly. Stillhouse
is a perfect fit in our growing premium
portfolio of spirit brands, experiencing
double-digit growth in the U.S. Stillhouse
is cutting-edge and disruptive, and that is
what we look for in new brands to break
through the clutter of traditional whiskey
brands on the Travel Retail market today,”
commented Chase Donaldson, President of
Chase International.
“We’ve partnered with Chase to
help accelerate growth and awareness of
Stillhouse and look forward to introducing
our smooth whiskey in these new markets,”
said Beckerman. “Chase has great placement and relationships on cruise ships and
duty free shops. They were bullish on the
brand and believed in it. It felt like a good
fit.”
In early 2018, Stillhouse will be introducing its first aged goods: bourbon.
“We’ll have a really nice, smooth
bourbon that will be in a different colored
can,” says Beckerman. “I think the bourbon
will create a halo effect, because our bourbon will be priced higher. I think that those
more sophisticated palettes or bourbon
drinkers who would not have ever looked
at our clear might try it now.”
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Loch Lomond launches GTR exclusive Inchmoan 10 Year Old
Loch Lomond Group is expanding its
Global Travel Retail exclusive range with
the addition of Loch Lomond Inchmoan 10
Year Old Single Malt Scotch whisky.
Loch Lomond Group will be introducing the new expression in Cannes, where
it will also be announcing details of a new
ultra-premium expression which will be its
oldest-ever release.
Loch Lomond Group owns the awardwinning Loch Lomond, Glen Scotia and
Littlemill Scotch whisky brands.
The Loch Lomond GTR Scotch whisky collection was first launched at Glasgow
Airport in February 2017 and became its
top-selling Scotch whisky brand, says the
company. The Loch Lomond GTR Scotch
whisky collection is now available in 11
World of Whiskies shops throughout UK
airports including branches in Edinburgh
and London Heathrow. The GTR ranges
continue to gain listings in Europe, the
Americas, Asia and the Middle East.
The Loch Lomond Inchmoan 10 Year
Old Single Malt 1L global travel exclusive
is distilled at the group’s Alexandria distill-

ery, where it takes its name from Inchmoan
Island located in Loch Lomond. Inchmoan
means ‘the island of the peat’ in Scottish
Gaelic as for centuries mainlanders used
peat cut from it as a source of fuel.
It is designed to complement the existing Loch Lomond GTR collection which
includes the Loch Lomond Inchmurrin
Madeira Cask Finish and the Loch Lomond
12 Year Old.
André de Almeida, managing director
of Global Travel Retail at Loch Lomond
Group, said: “The Loch Lomond Inchmoan
10 Year Old GTR exclusive Single Malt
will be a fantastic addition to our existing
GTR range and provides travelers with an
even greater choice of flavors from Loch
Lomond Group whiskies. What’s also
exciting is that it showcases the wide range
of flavor profiles that we can achieve at our
Alexandria distillery thanks to our unique
stills.
“We are extremely proud of the success to date of the Glen Scotia and Loch
Lomond GTR Scotch whisky collections
and we look forward to working with

partners who are keen to offer consumers
something different for them to discover,
and grow their sales in the process.”
The Loch Lomond Inchmoan 10 Year
Old GTR exclusive
Single Malt
1L will be
available
from travel
retail outlets early
2018 and
priced
at
£42.

Marie Brizard brings new look Sobieski Vodka to Cannes
Marie Brizard
Wines & Spirits
(MBWS) is bringing new
packaging for Sobieski
Vodka to Cannes this
year (Blue Village
D12).
Sobieski is
100% pure rye
Polish vodka that
has seen continuous growth since its
international launch
in 2001 and has won
many prestigious
awards including a
Double Gold Medal
at the San Francisco

World Spirits Competition 2016, Teraz Polska (Now Poland) – the most prestigious
Polish award, Gold Medal Best Standard
Vodka from Drinks International, among
others.
MBWS will use the Cannes exhibition to share the bold new Sobieski strategy
with customers - #KEEPITREAL.
“TFWA WE is an important showcase
for Marie Brizard Wines & Spirits. We
have some great brand stories to tell, with
real relevance to travel retail. It’s a vital
week for us as part of our ongoing strategy
to invest in the global travel retail channel,”
says MBWS Global Travel Retail Director
Kevin Baker.
The new look Sobieski presentation
will be joining the MBWS travel retail
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offer that features Marie Brizard liqueurs,
Gautier Cognac, SHOTKA, and William
Peel Blended Scotch Whisky.
Baker says the brand portfolio is
beginning to “make progress in travel retail
against the continuing back-drop of a tough
trading environment.
“We have succeeded in gaining a number of new listings, most notably Lagardère
with William Peel Blended Scotch Whisky
and Marie Brizard L’Originale Anisette,
and are encouraged by their progress.
“We will also feature our Marie
Brizard signature cocktails to guests at the
Frontier Awards on Wednesday 4th October
and all are welcome to try something new
and different!”
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Jordanian company Alzawrae strives to introduce its Mazaya
shisha tobacco in travel retail beyond the Middle East
Jordanian-based Alzawrae, producer
of the Mazaya brand of shisha tobacco, is
returning to TFWA World Exhibition this
year at stand H53 and the Don Michele
Yacht.
The company is determined to reflect
the rapidly growing popularity of shisha
smoking in markets outside the traditional
Middle East stronghold, and continues to
invest heavily in promoting its extensive
range of Mazaya fruit flavored shisha
tobacco to travel retailers globally.
Pioneers in the production and supply
of high-end tobacco-molasses and innovators in hookah technology to international
quality standards, Mazaya has expanded its
presence from three markets to 30 markets
in just five years and seeks to expand the
base of its success globally.
Mazaya will be showing more than 50
flavors of shisha tobacco in Cannes, including new 2 Apples Bahraini, and will offer a
variety of pack sizes to travel retail.
Mazaya also supplies glass shishas in
various sizes, including a portable size for
consumers looking to experience this growing trend for the first time.
Mazaya has been steadily growing its
volume sales throughout Middle Eastern
airports over the past year, adding Najaf
Duty Free, Iraq to the airports in Lebanon,
Dubai, Egypt, Qatar, Kuwait, Bahrain, Iran
and Jordan where it is also listed.
The company is strengthening its pres-

ence in the travel retail/duty free business
with creative promotional activities both
at trade and consumer level as it strives to
heighten industry awareness of Mazaya.
For example, Alzawrae will be running a ‘shisharoma therapy’ promotion for
Mazaya at Dubai Airport this fall to support
an airside advertising campaign with JC
Decaux in Concourse A.
The company has created a relaxation
oasis for travelers, says Brand Manager
Rawan Elayyan: “High profile activations
such as this really work well in spreading
the word about Mazaya to existing shisha
smokers and new customers. The idea here
is that customers can ‘step out of this world
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and relax with Mazaya,’ whilst traveling
through the airport. The promotion is outside the duty free shop so there is no sales
activity here, but it is a great opportunity to
reach the traveler at a different touch point
– building awareness of the brand and the
exciting world of shisha.”
“In the meantime we will also continue to promote Mazaya ATL through
industry media advertising, via industry
exhibitions, events and conference sponsorship, plus customer giveaways to ensure
we are the shisha brand of choice for travel
retail internationally.”
For more information, go to www.
mazayamolasses.com

INSIDER

Imperial Tobacco celebrates 70 years in duty free
with focus on Experience & Evolution
Imperial Tobacco is bringing its Experience & Evolution themed stand (GO6)
to this year’s TFWA World Exhibition as it
celebrates 70 years in duty free.
“Now that we celebrate 70 years of
Duty Free we look at the past but also to
upcoming challenges and trends,” says Dr.
Jennifer Cords, Imperial Corporate Affairs
Gobal Duty Free. “Whatever happens to
the world, it happens to Duty Free. Brexit
is only one – very European - element of
political changes that have an impact on
Duty Free business. Duty Free is experienced in dealing with challenges like
currency issues or political crisis.”
The company says its goal in Cannes
is to meet its clients from around the world
at its stand, which is divided into various
meeting rooms that reflect its focus and
strategies for the coming year.
“Cannes provides us with a dedicated business environment to build upon
our already very close customer working
relationships and present our new products,
marketing and promotional plans – as well
as enjoying a ‘sundowner’ on the terrace to
relax at the end of the day,” says Christian
Münstermann, Sales and Marketing Operations Director Global Duty Free.
The mix of Experience and Evolution
this year reflects the long tradition of Imperial Tobacco as a ‘Total Tobacco Company.’
“Experience is demonstrated by Imperial’s knowledge of travelers needs and
global behavior patterns along with our
strength in product development to meet
those requirements,” says Münstermann.
“Evolution stands for Imperial’s approach to understanding the whole traveling consumer journey and coverage of all
touch-points whilst also representing our
drive for new ways and skills approach to

further enrich our knowledge.”
Key design elements on the stand will
reflect the past, present and the future, says
the company. A giant world map wall will
pinpoint Imperial’s brand ambassadors and
shop staff globally with videos on the value
and importance of training.
360connect is a new state of the art
customer relationship management tool that
forms part of ITG’s vital training and education strategy for its staff and brand ambassadors globally. Providing an interactive
platform to support engagement between
ITG, representatives and customers, it is an
app-based solution that works off any iOS
device with functions including audits for
availability, pricing, and facings.
“We know that inspired, well-informed and friendly staff can be an important final link in ensuring the right brands

and products are in the right locations at
the right price. Staff must be product aware
and know the differences between tobacco
blends and strengths. They need to be able
to engage directly with the traveler, recommending alternatives, explaining allowances, etc.”
“Customer experience is equally
important and the Davidoff meeting room
uses an exciting Lion 3D graphic sculpture
to boldly communicate the new ‘For the
Hunters 2.0’ campaign. “It’s a very strong
campaign, targeting those who hunt for
quality,” says Münstermann, “With global
roll-out across travel retail coinciding with
Cannes, we’ll be focusing strongly on
Davidoff at TFWA World Exhibition, but
we will also be highlighting our key brands
Lambert & Butler, West, Gauloises, Golden
Virginia and Cohiba Mini Cigars.”

Imperial Tobacco has revealed the third in its Duty Free exclusive
Davidoff Magnum Elite series, the limited edition, ultra-luxury cigarette
targeted at high-spending travelers through a few selected airport retail
locations worldwide: Magnum Elite Legend.
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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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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 93.
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Tea Forté brings the luxury tea tasting experience
to airport travel retail
Global luxury tea brand Tea Forté
is escalating its efforts in the travel retail
channel, pushing its presence in key markets to the next level under Miami-based
ACTIUM. The agency was appointed
as Tea Forté’s exclusive representative
for Travel Retail World Wide and Latin
America and Caribbean domestic markets
last February.
Tea Forté is all about the exceptional
experience of tea, says Zachary Boiko, who
is in charge of the brand for global travel
retail (excluding the Caribbean and Latin
America) at ACTIUM.
“The hand-crafted teas are presented
in luxurious packaging, perfect for gifting. The brand is developing in the travel
retail channel by focusing on its gourmet
offer, which redefines the contemporary
tea experience and injects innovation and
excitement in-store,” says Boiko.
ACTIUM reports to David Ferreira
(previously Head of Global Travel Retail
with Cross), who came to Tea Forté as Vice
President of Retail last year. In his new
role, Ferreira is responsible for travel retail,
wholesale and distributors. Ferreira reports
to CEO Michael Gebrael, another wellknown former travel retail executive.
Boiko joined ACTIUM from Starboard Cruise Services in February of this

year to handle Tea Forté. He oversees travel
retail worldwide excluding Caribbean and
LATAM, which is covered by ACTIUM’s
Beverages Division.
The award-winning gourmet tea
company known for its iconic patented pyramid-shaped infuser has been recognized
for its flavor blends and design in competition after competition. Recent winning
flavors include global and North American
tea champions Moroccan Mint, Caramel
Nougat, English Breakfast, Orchid Vanilla
and Blueberry Merlot (among others). It is
also the Exclusive House Purveyor of Fine
Tea for the James Beard Foundation.
Over the past few years, SOFI, the
Specialty Food Association, has also named

Tea Forté the Best Hot Beverage (twice),
Best Gourmet Gift (three times), and also
gave it its Best Package and Design award.
Specifically in travel retail, Tea Forté won
Frontier Magazine Buyer’s Forum Seal of
Approval for its Presentation Box Tea Tasting Assortment this past May.
The Museum of Modern Art (MoMA)
has even recognized Tea Forté’s ICON Au
Infuser for its design.
Tea Forté and ACTIUM are leveraging
these award-winning flavors and presentations into exciting interactive airport activations with high–profile tea tastings in heavy
traffic areas. Tastings have taken place
with DFS in Hawaii and with Duty Free
Americas in Hartsfield-Jackson Atlanta
International Airport. Tea Forté conducted
a full service tea tasting in JFK Terminal
8 in June, and has conducted numerous
self-service tastings in JFK Terminal 1 and
8 with International Shoppes throughout
the year.
“To communicate our exceptional
tea drinking experience we have focused
on conducting tea tastings throughout
key airports,” says Boiko. “This gives the
customer a chance to see, touch and taste
Tea Forté.” The company has more tea tastings scheduled throughout the remainder of
2017, he says.

Tea Forté conducted tastings
in Atlanta with DFA (left) and
held numerous tastings in JFK
T1 and T8 with International
Shoppes.
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Tea Forté and ACTIUM will focus on
both on-premise and off-premise strategies
going forward, says Boiko.
On-premise, the companies are targeting cruise lines, airline and airport lounges.
“We are currently serving Tea Forté in
upscale restaurants and VIP suites on Cunard, Norwegian and Celebrity cruise lines
with more ships currently in negotiation.
We are also working to serve Tea Forté
onboard airlines in 1st and business class as
well as in the VIP lounges.
“We believe Tea Forté is the perfect
gourmet tea to enjoy while traveling or
vacationing around the world. Tea Forté’s
quality teas and design are sure to create
a memorable experience whether taking a
break during a layover, relaxing inflight or
cruising the oceans,” says Boiko.
Off-premise, the message focuses on
gifting as well as self-enjoyment. “Tea
Forté makes for the perfect gift for family
and friends or a special treat for yourself.
We are present in top airports around the
world with Lotte, DFS, DFA, International
Shoppes and NewsLink and are continuing
to expand in key markets and locations,”
he says.
ACTIUM is now targeting key
airports in the U.S. and internationally, including Los Angeles, Chicago, Denver, San
Francisco, Heathrow and Hong Kong.
Innovative flavors and blends
The company continues to make its
mark with innovative flavors and presentations.

Among the most noteworthy of the
new Tea Forté introductions for this year
are:
Bleu, a collection of all natural blends
with incredible blue color derived from
the Butterfly Pea Flower. The five different
shades of blue result from such ingredients
as goji berries, flower blossoms and flavors
including hibiscus (imparting a more purple
shade). Each has been orchestrated to offer
a beautifully balanced taste experience
Matcha, a healthful collection of stone
ground matcha teas that are served in a
single steep format. The collection comprises five matcha flavors: chai, chocolate,
pure, ginger and coconut and comes with
accessories that include a ceremonial bowl
set with handmade bamboo whisk and measuring ladle to ensure the full traditional
experience.
Chakra is a collection of Masala Chai
teas designed to deliver ‘inner peace,”
along with balance and harmony. The five
blends in the collection are mate mantra,
vanilla veda, ginger guru, rooibos raja and
turmeric tantra.
Along with its award winning tea
blends and the iconic design of the pyramid
tea infusers, Tea Forté also offers an array
of accessories to enhance its tea offerings.
“With their high attention to detail
and luxurious finishes, the accessories add
another element in elevating the Tea Forté
experience,” says Boiko.
In addition to its best-selling Icon
Au- 23k gold plated infuser, which was
recognized by MoMa, Tea Forté is now
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introducing the Icon Lusso, a platinum
plated tea infuser in the signature pyramid
shape, complete with a turquoise colored
monogrammed ceramic tray. Tea Forté is
also introducing the Kati Cup that comes
with an in-cup infuser and pairs with the
single steeps loose leaf tea.
Social Media
Tea Forté puts high stock in staying
in touch with its consumers, connecting
to travelers, tea drinkers and social media
aficionados around the world through
Facebook, Instagram, Twitter, Pinterest
and YouTube, and is highlighting Tea Forté
products and the tea drinking experience
within the travel arena, says Boiko. Tea
Forté and ACTIUM will be partnering with
duty free operators, cruise ship partners and
other clients to communicate where Tea
Forté is available. For more information,
contact TeaForté@Actium.us
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Mondelez WTR brings 2018 strategy for next-generation
consumers
With a new range of gifting options
and a focus on digital strategy directed
towards the next-generation traveler,
Mondelez World Travel Retail is looking to
drive category growth in 2018.
Mondelez WTR will present its key
action plan at the TFWA World Exhibition
(Riviera Village RG5), using its position
as travel retail’s leading confectionary supplier to cater to different shopper needs. A
main focus of the strategy builds on capturing the tech-savvy traveler with experiences and sharable moments.
“The Next-Gen Traveler is looking
for authentic brand experiences; and when
it comes to shopping, they want to bring
home something original, exclusive, and
personalized. To connect with them, we
must adopt a holistic strategy that combines an emotionally compelling product
offer with targeted engagement on digital
platforms at various stages of the travel
journey…” comments Ivo Knuesel, Head

of Category Planning, Mondelez WTR.
Mondelez is building the 2018 digital
strategy and vision on three key pillars:
E-commerce, to convert online users into
in-store shoppers and buyers (More Shoppers); Social Media, to raise awareness of
duty free shopping and encourage store
footfall (More Shopper, More Spend); and
Digital Engagement, to trigger conversion
and repeated purchases through activations
at point of sale (More Spend, More Often).
Mondelez WTR’s “Delighting Travelers” category vision was launched in 2012,

and continues to drive the brand today as it
increases investments in resources to boost
digital capabilities. “Our ambition is to be
recognized as a digital innovation leader in
the travel retail industry…” says Knuesel.
Among new products, Toblerone offers Toblerone Happy Holidays Tiny Mixed
Bag 272g and Milk Bar 360g. Designed
for the upcoming holiday season with
global-appeal packaging, these products are
designed for gifting and sharing. Toblerone
Tiny Crunchy Almonds 272g, with 34 individually wrapped snacks in an exclusive
bag, is also for sharing.
To appeal to young travelers in the
“Fun” segment, Milka Fun Naps 101g
and Milka Alpine Cow 70g capitalize on
brand mascot “Lila the Cow.” Cadbury’s
shareable Countline Box 540g, available
in three flavors, looks to appeal to travelers
from the Middle East and Indian subcontinent.

Godiva unveils premium gifting Gold Discovery Collection
Godiva’s Gold Discovery Collection
is designed to appeal to costumers seeking
the latest experience in innovative gifting.
The premium 28-piece collection includes
ganaches, pralines, mousses and caramels,
and is presented in a contemporary gold
gift box with signature “G” and Lady Godiva emblem. It includes seven new recipes
and nine restyled favorites.
The Gold Discovery Collection
appeals to a range of consumers. “Our
objective is to develop further the customer
base of the most loved premium chocolate
brand. We aim to refresh the image of
the Godiva brand to attract new consumers, including status-conscious millennials, without alienating existing Godiva
fans. To do that we have to leverage our
Belgian heritage and our reputation for
quality while innovating and surprising
our consumers with exciting new flavors
and textures,” comments Matthew Hodges,

General Manager Godiva Travel Retail.
The collection pre-launched in travel
retail in September, with promotions at T
Galleria by DFS in Guam, Lagardère at
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Paris CDG airport, and International Shoppes at New York JFK airport. Godiva will
be at The TFWA World Exhibition at F33
Yellow Village.

TO ANOTHER 70 YEARS

OF MAKING EVERY
TRAVELER’S JOURNEY

DELICIOUS
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AN OUT OF
THIS WORLD
EXPERIENCE
IN CANNES
Come visit our Mazaya stand from October 1st to
October 6th at the TFWA world exhibition centre
Palais des Festivals - Stand number H53, and chill
on our Yacht, exceptionally waiting for you at the
marina, for a flavourful experience!
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The new Eau de Parfum

