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Little Switzerland, celebrating 60 years in business this year, inaugurated its 
stunning new flagship store on Main Street in St. Thomas, U.S. Virgin Islands 
in February. The new concept, developed with Artco Group, incorporates the 
traditional look of an old Caribbean home combined with all the bells and whistles 
necessary to engage the consumer and enhance its products—including a fully 
functioning Diamond Bar. Coverage begins on page 44.

Soaring air traffic, creative investment, 
bode well for travel retail in the region

Airports across the 
Americas are reporting record 
passenger numbers for 2013, with 
international travel particularly 
strong. 

And air traffic in the new 
year has started off strong across 
the globe, says the International 
Air Transport Association, with 
North American airlines chalking 
up a 3.5% rise in traffic in January 
compared to a year ago. This is 
in line with its recent promising 
performance, and IATA sees this 
positive trend continuing in the 
coming months. 

Latin American airlines also 
maintain their upward flight. They 
turned in a healthy 4.4% rise in 
traffic in January, even though it 
was well below the 8% increase 
reached in full year 2013. As 
detailed in this issue of Travel 
Markets Insider, South America’s 
economies are very fragile right 
now following the meltdown 
in Argentina and slowdown of 
growth in Brazil. Nevertheless, 
the outlook for airlines in the 
South remains broadly positive, 
says IATA, with Colombia, Peru 
and Chile showing robust growth 
and Brazil expected to get a boost 
from June’s FIFA World Cup, 
which will rely heavily on air 
transport. 

International traffic growth is 
a priority at Miami International 
Airport, which claims to offer 
more international passenger 
flights than any other U.S. 
airport, and is second only to 
New York’s JFK in its percentage 
of international flights. Miami-
Dade’s new Aviation Director 
Emilio T. Gonzalez, in a free-
ranging interview with TMI, 
details how he is propelling MIA – 

the acknowledged gateway to Latin 
America -- into a Global Hub. 

In the Caribbean, which is 
facing growing global competition 
from other tourism destinations, 
arrivals did not increase as fast as 
they did in 2012, although more 
than 25 million visitors came to 
the islands as tourists last year.  
And those visitors spent more than 
$28 billion, up more than 2% for 
the year, reports the Caribbean 
Tourism Organization. Hoteliers 
and travel retail operators alike are 
investing heavily in infrastructure 
to lure greater numbers of tourists 
and keep them spending. TMI 
features several of the projects in 
these pages.

One such project is the 
expansion and redevelopment of 
the commercial program at St. 
Maarten’s Princess Juliana Airport, 
and as we go to press, the news has 

broken that two respected local 
businesses working together –
International Liquor & Tobacco 
Trading and the Penha Group—
have been awarded the core duty 
free concession that was first put 
out for bid more than a year ago. 

The seven nations of Central 
America are also vying to get 
their share of the tourist market, 
and TMI discusses their efforts 
in-depth in this issue.

Suppliers continue to do 
their part to “seduce” the travel 
spend, creating fresh, alluring 
animations instore, incorporating 
that all important experience-
factor into the mix at the point 
of sale. 

TMI takes a look at all of 
this, and more, Inside Insider.  
Good reading!

Lois Pasternak, Editor/Publisher     
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BY THE NUMBERS

U.S.-International Air Passenger Traffic 
reaches a record 185.4 Million in 2013
Total U.S.-International Traffic up 8% in December, 4% for the Year

International travel continues 
to make a steady comeback from the 
doldrums of the past few years. The 
latest in-depth accounting from the U.S. 
Department of Commerce’s National 
Travel & Tourism Office reports that 
International air traffic to/from the 
U.S.(non-stop air-only) totaled 185.4 
million passengers in 2013, up 4% over 
2012.

U.S. citizen travel (81.0 million) was 
up almost 4% and comprised 44% of all 
air traffic. Non-U.S. citizen air travelers 
(104.4 million) increased by 5% with a 
market share at 56%.

U.S. airlines carried 98.4 million 

passengers, up 3%, although their share 
of 53% was down slightly (-0.6%) from 
2012. Foreign flags carried 86.9 million 
passengers, up 6% from 2012.

Overseas air traffic (which does not 
include Canada and Mexico) accounted 
for 138.5 million passengers, 75% of all 
international, and grew by 4% percent in 
2013.

U.S. citizen travel (61.1 million) 
was up 2.4% comprising 44% of overseas 
air traffic. Non-U.S. citizen air travelers 
(77.4 million) were up by almost 6%, 
accounting for 56% of the market.

U.S. airlines carried 70.2 million 
passengers, up 3%, for 51% of the total.  

Foreign flags carried 68.2 
million passengers, up 6% 
from 2012.

The largest increase 
in overseas traffic came 
from the Middle East, up 
nearly 11% to 6.8 million. 
The Middle East traffic 
accounts for only 4% of 
all international traffic 
however. 

Travel from South 
America, accounting for 
14.6 million (8% of total 
international traffic), 
was up a healthy 9.4%; 

followed by traffic from Oceania, up 8% 
to 4.3 million, or 2% of the total. 

The majority of overseas travel 
still comes from Europe, which at 54.5 
million accounts for 29% of overseas 
traffic and was up 2.5%; and from Asia, 
which at 28 million is 15% of the total 
and showed nice growth of 4.3%. Only 
travel from Africa was down, decreasing 
by 2% to 1.4 million (1% of total 
overseas travel). 

North American markets accounted 
for 25% of U.S. international air traffic 
flows.

Canadian air traffic accounted for 
25.7 million passengers, 14% of all 
international traffic, and increased by 4%.

U.S. citizen travel (7.0 million) 
increased almost 7% and comprised 27% 
of air traffic. Canadian, and other foreign 
national citizen air travelers transiting 
through Canada (18.8 million), increased 
by 3% for 73% of the market share. 

Mexico air traffic of 21.2 million 
passengers, 11% of all international 
traffic, was up 7%.

Of this, U.S. citizen travel of 12.9 
million accounted for 61% of the traffic, 
and increased 8%. Mexicans, and other 
foreign national air travelers (8.2 million) 
transiting through Mexico, increased by 
almost 6%, with market share of 39%.

Source:U.S. DOC National Travel & Tourism Office
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helps ensure skin looks firmer, 
smoother and healthier. You look 
good, you feel good. Love the age 
you are. Clarins, No.1 in luxury 
skin care brand in Europe2.
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BY THE NUMBERS

ACI-NA: Non-aeronautical revenues 
show steady growth in North American airports

Non-aeronautical revenues at North 
American airports have risen steadily over 
the past few years according to the results 
of a study released by Airports Council 
International-North America (ACI-NA) late 
last year.

The ACI-NA’s Airport Concessions 
Benchmarking Survey tracked concessions 
from 98 airports, representing 81% of 
passenger traffic in the United States and 
66% of traffic in Canada, for the period from 
2009 to 2012. 

The ACI-NA benchmarking data shows 
that on average customers spent $5.00 
on food & beverage and $3.10 on news, 
gift and specialty retail per enplanement 
– including duty free--in 2012. This is up 
from a median spend of $4.43 on food 
& beverage and $2.72 on news, gift and 
specialty retail per enplanement in 2009.

“Airports recognize the importance of 
customer-centric concessions programs,” 
said Greg Principato, president of ACI-
NA, in a statement. “Our survey data 
overwhelmingly show that airports 
understand that competition is not only 
important in air service but also in providing 
a variety of food, beverage and retail 
offerings for their passengers.”

Airport data reported to the FAA 
indicate that total revenue from terminal 
concessions (food, beverage, retail and 
services) was $1.51 billion in 2011, up 12% 
from 2010 ($1.35 billion). Revenue from 
food and beverage programs at U.S. airports 
represents 35% of the total 2011 terminal 
concessions revenue; surprisingly, retail 

came in at a higher percentage, representing 
about 40%.

“Airports have taken the approach that 
‘the customer is king’ – and that providing a 
high level of customer service is essential,” 
the ACI said in the summary presentation 
of the survey results. They singled out three 
winners of its annual Airport Concessions 
Awards for focusing on the passenger 
experience: Vancouver International 
Airport’s Airport Butler Meet and Greet; 
the OTG Restaurant Program (iPads) at 
Toronto Pearson International Airport, and 
the Aquafina Junior Flyers Club at Dallas/
Fort-Worth International Airport.

In other trends reported in the study, 
33% of the responding airports have 
developed a mobile application in order 
to better meet the needs and expectations 
of air travelers.  Of those airports that 
have a mobile application, 73% promote 
concessions offerings using mobile 
platforms.

Automated Retail Units are another 
growing trend in North American airports, 

said the study. Some 50% of airports 
surveyed now have automated units, which 
generate average annual gross sales of 
$101,770 per unit.  

Not only do the ARUs provide airport 
passengers immediate access to essential 
items any time of day, but they help airports 
generate revenue from spaces that otherwise 
are too small to accommodate traditional 
retail outlets, said the report.

 Airport  carts and kiosks programs 
are another trend, one which “provide 
small businesses the opportunity to have an 
increasing presence in concession programs 
as well as enable airports to cater to ever-
evolving market trends and demands,” said 
Principato. 

According to the ACI-NA survey, 32% 
of respondents had food & beverage kiosks 
and 43% had news, gift and specialty retail 
kiosks in 2012. 

The survey results were released during 
the 2013 ACI-NA Airport Concessions 
Conference in Denver in November.

Global passenger traffic ended the 
year strong with year-over-year growth 
of over 6% for the month of December--
the month with the highest growth over a 
twelve month period. Both international 
and domestic traffic performed above the 
annualized average achieving growth rates 
of 6.6% and 6.2% respectively. For the 
year as a whole, 2013 saw passenger traffic 
increase by 4%.

ACI points out that this growth in 
air travel occurs in a year that was riddled 
with economic challenges ranging from the 
cyclical slowdown in emerging markets to 
the lingering economic uncertainties in the 

ACI: Passenger Traffic Ends the Year Strong
euro area and the United States. 

    
Latin America-Caribbean: The Latin 

American-Caribbean region experienced 
one of the highest growth rates in 
passenger traffic in December. With gains 
of over 10% for the region in December, 
the increases in traffic are largely attributed 
to Brazil’s burgeoning domestic market. In 
particular, the three major Brazilian airports 
of Sao Paulo (GRU and CGH) and Brasilia 
(BSB) all experienced double digit gains 
of 19.3%, 12.8% and 35.3% respectively 
in December. Traffic was up 4.8% for the 
year.

North America: While growth in 
North America remains at relatively modest 
levels, it was a banner month for passenger 
traffic with a growth of 6.6% for the month 
of December, says ACI. Year-over-year 
growth for 2013 was 1.3%.

 
Other regions: The Asia-Pacific 

airports were +6.4% for December, and 
up 7% for the year. Europe ended the year 
with traffic + 5.3% in December, and up 
2.6% for the year. The Middle East traffic 
was up +10% for December and for the 
year. African passenger traffic ended the 
year down slightly by 0.6% in 2013.
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Texas begins collecting taxes on spirits 
and tobacco at seaports 

The Texas Alcoholic Beverage 
Commission (TABC) has begun collecting 
personal importation taxes on alcohol and 
cigarettes from passengers returning from 
cruises in Galveston, effective January 4, 
2014. 

Cruise travelers disembarking out of 
the Port of Galveston now need to pay the 
tax for alcoholic beverages and cigarettes 

imported into the state that were purchased 
either on the ship’s duty free store or at a 
foreign port of call. 

TABC Director of Communications 
Carolyn Beck tells TMI that the State has 
been collecting such taxes at land border 
locations for the past 40 years, through 20 
ports of entry collection facilities along the 
Texas-Mexico border. 

The Texas legislature has now 
appropriated funding to extend the tax 
collection from seaports as well, says Beck. 

Galveston Port is the first sea-port 
location where this tax will be collected 
with plans to extend to the Houston-
Bayport facility in the fall of 2014. 

Section 107.07 of the Alcoholic 
Beverage Code, in effect for over 40 years, 
requires that each adult (21 years and over) 
importing alcoholic beverages into the state 
for personal consumption pay the state tax 
and an administrative fee of $3.00. The law 
limits personal importation by an adult to 
once every 30 days with limits of: 1 gallon 
of distilled spirits, 3 gallons of wine, and 
288 ounces of malt beverages (24 12-ounce 
containers). 

Persons importing alcoholic beverages 
must personally accompany the product as 
it enters the state. 

The new tax collection points staffed 
with TABC personnel are situated at both 
terminals 1 and 2 at the Galveston facility 
where patrons come through the U.S. 
Customs secondary checkpoint. 

Beck says that the program has been 
operating smoothly since it started in 
January. TABC is working with Port of 
Galveston officials to ensure that the tax 
collection is done efficiently, with limited 
disruption of port operations and delays to 
the passengers, she says. 

Despite the new tax levy on cruisers, 
more cruise passengers will be coming to 
the Port of Galveston, which has approved 
a 5-year agreement with Miami-based 
Royal Caribbean to add an additional 30 
port calls in both 2014 and 2015 year-
round. Royal Caribbean currently operates 
Navigator of the Seas year-round from the 
Port of Galveston. 

The Port of Galveston is the fourth 
busiest cruise port in the U.S., with 181 
cruises scheduled this year, up from 178 
last year.

RCL to expand operations at Port of Galveston

Norwegian and Royal Caribbean 
cruise lines have agreed to multi-year 
contracts with Port Canaveral to extend 
their operations and homeport ships at the 
Florida site. The agreements are expected 
to be signed this month.

The NCL deal calls for the Breakaway 
and Gem to continue port calls for the next 
three years, with options for two additional 
years, and homeport a ship at the Port in 
2015-2016 for a partial-year deployment.

A new letter of intent with Royal 
Caribbean Cruise Line (RCCL) outlines a 
10-year contract with two five-year options 
and financial guarantees. The current 
agreement expires on Dec. 31, 2014 and is 
valued at $7 million. Under the new terms, 
minimum passenger fees increase to $9.7 
million this year and grow to $16.7 million 

by 2024. The cruise line also will provide 
an additional $48 million during the next 
decade in an added terminal facility fee 
to become the priority berth user of the 
new Cruise Terminal 1, which currently 
is under construction in the Cove area of 
Port Canaveral and is scheduled to open 
in November. Royal Caribbean also will 
continue some use of Cruise Terminal 10.

Currently, Enchantment of the Seas 
and Freedom of the Seas sail year round 
from Port Canaveral. Explorer of the Seas 
and Grandeur of the Seas are scheduled for 
port of call stops at Port Canaveral and the 
new Quantum of the Seas will start making 
transit calls starting this November. Also 
in November, Explorer of the Seas will 
homeport at Canaveral, offering 26 sailings 
of nine- and 5-day cruises.

Norwegian and Royal Caribbean expand 
at Port Canaveral

As part of the agreement, the port 
will invest about $10 million to expand 
its Cruise Terminal No. 2. Plans include 
adding about 60,000 square feet to the 
terminal, bringing it to 150,000 square 
feet with a seating capacity of about 
1,000, reports the Houston Business 
Journal. 

Royal Caribbean will bring a 
larger vessel to Galveston when the 
improvements to the second cruise 
terminal are complete.

Port of Miami reigns 
supreme

South Florida’s booming cruise 
ship industry has helped Miami cement 
its position as the world’s busiest cruise 
port. In late December, port director Bill 
Johnson announced that Miami had added 
two new cruise brands — Regent Seven 
Seas Cruises and Disney Cruise Line — 
and that more than 5 million passengers 
will use the port in fiscal 2014, up from just 
over 4 million in fiscal 2013, which ended 
Sept. 30.
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IAADFS: Strong exhibitor demand for
2014 Duty Free Show of the Americas

 Industry trade group the International 
Association of Airport Duty Free Stores 
(IAADFS) reports strong exhibitor demand 
for the annual Duty Free Show of the 
Americas, which it says “suggests another 
outstanding environment in which to 
conduct business.” 

The 2014 event takes place March 
9-12 at the Orlando World Center Marriott 
in Orlando, Florida.

Based on early pre-registration figures 
and the response from exhibitors, IAADFS 
reports that nearly all of the companies 
that exhibited in 2013 are slated to return 
again for 2014, with many seeking larger 
exhibit spaces. By the end of January, 185 
companies had taken space on the exhibit 
hall floor.

Nearly 30 exhibitors, new or 
returning from previous years, have been 
added to the exhibitor roster for 2014, 
including AfterGen Corp, Agio Cigars, 

ALD International, Bulova Corporation, 
Chocolat Frey AG, Clarins, Constellation 
Brands, Danzka Vodka Copenhagen ApS, 
Designer Parfums, Distell Latin America, 
Duc D’O Chocolaterie NV, Invicta 
Watches, Jardin, Macduff International 
Ltd., Nalsani SA (Totto), Nishi Pearls, 
Oettinger Davidoff AG, Pan American 
Properties Corp., Philippe Gerard 
Enterprises, Inc., Ritter Sport, Rosetta 
Stone, Russ Berrie, SNI / Sharper Image, 
Solar Time Ltd., TDL International Inc., 
Tea Forte, Victorinox Swiss Army, and Y 
Lucas-Calcraft SA.

“We have always been fortunate to 
have a very dedicated exhibitor base, and 
this year is no exception,” commented 
IAADFS Executive Director Michael 
Payne. The exhibit hall has grown 2+% 
compared to 2013, with the association still 
working to add space to meet demand.

The updated floorplan and exhibitor 

list can be found at www.iaadfs.
org/2014floorplan.

On-site registration for the Show 
begins on the morning of Saturday, March 
8. Registration includes access to the 
exhibit hall plus all IAADFS-sponsored 
social events – the Opening Reception, 
Gala Evening, and Club Americas, to 
maximize networking opportunities for all 
attendees. 

The Sunday Sports Day program 
will again feature golf, tennis, soccer, and 
zumba, and registration for Sports Day 
activities is available as part of the overall 
show registration process. 

“This should be another exciting 
show with fantastic social events designed 
to complement the excellent business 
environment offered by the show,” stated 
Payne.

Please go to www.iaadfs.org/ 
dutyfreeshow for more information.

As of January 31, 2014, passengers 
traveling internationally into the United 
States with a connecting flight will be 
permited to carry liquids in excess of 100 ml 
in their carry-on baggage, provided they were 
purchased in duty free shops and placed in 
secure, tamper-evident bags (STEBs).

TSA to allow duty free liquids through checkpoints
According to the TSA, these liquids 

must also be able to be screened and 
cleared by TSA at the checkpoint, so 
liquids in opaque, ceramic, or metallic 
bottles, that cannot be effectively scanned, 
may not be allowed in carry-on. They can 
be placed into checked baggage, however. 

ASUTIL heads to 
Mexico City for the 2014 
Conference in June

South American Duty Free 
Association ASUTIL announces that the 
2014 Conference – its 18th -- will take 
place June 4-7 at the Hilton Mexico City 
Reform Hotel in Mexico’s capital city, the 
largest Spanish-speaking city in the world. 
Registration opened on Feb. 13.

This is a special year for ASUTIL, 
which is celebrating the 20th anniversary 
since the association was created. 

As in the past, ASUTIL’s organized 
Networking Time continues to be 
one of the most valuable and popular 
characteristics of the annual event. 
Sponsored jointly by Bacardi and Diageo, 
the Networking Time allows suppliers 
from around to world to meet face-to-face 
with the key buyers of the most important 
travel retail operations in South America, 
in one convenient place and time. Booking 
opportunities for the Networking Time 
Meetings will begin on April 15.

As is traditional, the Association will 
sponsor a special cultural or leisure activity 
on the Saturday following the Conference. 

Further information will be posted 
on ASUTIL’s Conference website as it 
becomes available. Please check in at  
http://conferencia2014.asutil.org 

DFS’ Joe Lyons, International Shoppes Michael Halpern and Marlene 
Friedman and Motta Group’s Erasmo Orillac gather to kick off the opening of 
the 2013 Duty Free Show of the Americas.
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Keynote speakers Julia Gillard, former Prime Minister of Australi (left), Parag Khanna, best-selling author and geo-political expert (center), and 
Jaya Singh, President APTRA (right).

Former Australia Prime Minister Julia Gillard & author 
Parag Khanna to keynote TFWA Asia Conference

TFWA has announced the keynote 
speakers at this year’s Asia Pacific 
Conference, taking place on Monday, 
May 12 at the Marina Bay Sands Expo 
and Convention Centre in Singapore. 
The Conference, entitled Asia: Shaping 
the World, is the full-day conference and 
workshop program that kicks off the 2014 
Exhibition & Conference from May 11-15.

Key speakers Julia Gillard, former 
Prime Minister of Australia, and Parag 
Khanna, best-selling author and geo-
political expert, will highlight the opening 
plenary session along with Erik Juul-
Mortensen, President TFWA, and Jaya 
Singh, President APTRA.

Thom Rankin, TFWA Vice-President, 
comments on the Conference speakers: 

“The theme of the TFWA Asia Pacific 
Conference refers not only to the fact that 
the duty free and travel retail business 
is developing rapidly in Asia but to the 
impact of Asian traveling consumers on 
various markets. Our speakers have first-
hand experience at the highest level and are 
very well-placed to comment on the ways 
in which Asia is shaping the world.”

As Prime Minister from 2010 to June 
2013, and in her previous role as Deputy 
Prime Minister, Julia Gillard was central to 
the successful management of Australia’s 
economy during the global financial 
crisis. Ms Gillard developed the country’s 
guiding policy paper, Australia in the Asian 
Century.

Parag Khanna, professor at the Lee 

Kuan Yew School in Singapore, is a leading 
global strategist and world traveler and was 
a foreign policy advisor to Barack Obama 
during his first U.S. presidential campaign. 
He advises numerous governments around 
the world and will draw on his best-selling 
book, ‘The Second World: Empires and 
Influence in the New Global Order’ for his 
presentation.

Following the plenary session a choice 
of four workshops will be offered, each 
focusing on a particular sub-region in Asia. 
Details will be revealed in due course.

Online registration for TFWA Asia 
Pacific Exhibition & Conference opened on 
Feb. 19, 2014. For more information, go to 
www.tfwa.com

TFWA relocates 
headquarters

TFWA has moved to larger premises 
at 23-25, rue de Berri in Paris (75008) as 
of the end of February. The Association 
says that the new offices at rue de Berri in 
Paris will accommodate all the executive 
staff, including commercial, marketing, 
membership, finance, conference, research, 
IT and administrative functions.

The TFWA now has 17 permanent 
staff members, up from 8 when it moved 
into the present location in 1996. 

Phone, fax and email remain the same 
at Tel: +33 (0)1 40 74 09 86, Fax: +33 (0)1 
40 74 09 85, contact@tfwa.com 

Cannes Schedule Update; show moves to beginning of 
October for 2016 and 2017

TFWA has also announced that the annual World Exhibition & Conference, the major 
event for the duty free and travel retail industry, will continue to be staged in the Palais des 
Festivals et des Congrès in Cannes, France for at 
least the next three years.

 For 2016 and 2017, however, the date of the 
event will be moved to the first week in October, 
a change that TFWA reports was made due to 
member and delegate requests. 

As a result, the Cannes schedule for 2014-
2017 is: 

Oct. 26-31, 2014; 
Oct. 19-23, 2015; 
Oct. 3-7, 2016; and 
Oct. 2-6, 2017. 
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Miami reaches record growth as it strives 
to become a Global Hub

For the fourth year in 
a row, Miami International 
Airport set a new all-time 
record for passenger traffic, 
reaching 40.5 million 
passengers in 2013, up 
by nearly 2.75% (1.1 m 
passengers) over 2012. The 
airport also set a new all-time 
record for cargo with 2.1 
million tons of goods moving 
through the global gateway 
last year.

MIA enjoys a nearly 
50-50 split between domestic 
and international passengers, 
with more than 20.2 million 
international travelers, up a 
robust 4.3%, and 20.3 million 
domestic travelers, up 1.3%, 
passing through the airport last 
year.

Only New York’s JFK airport has 
a higher percentage of international 
traffic, where 53% of passengers were 
international. However, MIA reports 
that it currently offers more international 
passenger flights than any other U.S. 
airport.

 Miami-Dade Aviation Director Emilio 
T. Gonzalez, who took over from Jose 
Abreu in April 2013, says his goal now is 
to make Miami a Global Hub.

“We have an incredible relationship 
with American Airlines, but we also want 
to position ourselves not just as a gateway 
to the Americas, but as a Global Brand,” he 
told TMI in an interview in January

 With Qatar Airways beginning service 
from Doha to Miami in June, and six other 
international air carriers confirming service 
to MIA over the past few weeks, Gonzalez 
says this is a good time for MIA.

MIA recently announced the addition 
of four European carriers:  Finnair, 
Brussels airline Jetairfly, XL Airways 
France with Paris service and Air Europa 
with service to Madrid, plus scheduled 
service by InselAir Aruba and Boliviana 

de Aviación (BoA), with a number of other 
new international carriers coming online. 
This is on top of seven new international 
destinations to its global route network 
last year including new American Airlines 
service to Pointe-a-Pitre, Guadeloupe; Fort-
de-France, Martinique; Cozumel, Mexico; 
Milan, Italy; and Curitiba and Porto Alegre, 
Brazil. 

Brazil remains MIA’s top international 
market. The airport now serves ten 
destinations in Brazil, having added Belem 
last month in advance of the 2014 World 
Cup.

“My goal is to add an Asian carrier, 
a Middle Eastern carrier and an African 
carrier [for passenger traffic]; and after that 
a Scandinavian carrier,” he said.

Gonzalez also revealed that MIA is 
working with a group of investors who 
are resurrecting Eastern Air Lines and will 
have its main base of operations at Miami 
International Airport. 

“The airline is even resurrecting 
its iconic old logo. We think that will 
happen later on this year,” he confirmed. 
The Eastern Air Lines Group, Inc. filed 
an application with the U.S. Department 

of Transportation for 
a Certificate of Public 
Convenience and 
has commenced the 
certification process.  

“So we have any 
number of additional 
carriers that are coming 
here this year, or have 
expressed great interest 
in coming here this year, 
and some that we have 
identified as potential 
partners that we are 
actively going to go seek. 
So this is a good time,” 
he continues.

Gonzalez says 
that both South African 
Airways and El Al are on 
his wish list, along with 

a number of Asian carriers: “Both of these 
airlines flew here in the past, but stopped a 
long time ago. And Korean, China Air, and 
Cathay Pacific all fly cargo to Miami, but 
not passengers. 

“I want to make Miami a Global 
Hub, not just a Regional, Latin American 
hub. Our numbers right now are through 
the ceiling. We are in an incredible, good 
place to be. We hit 40.5 million for the full 
year, up more than a million from the year 
before. And if we just keep our current 
pace –adding all of these new carriers, 
along with additional routes by existing 
carriers on top of that, we should break our 
own record in 2014.”

“Miami Airport contributes $33 billion 
to the local economy of South Florida. 
There is no single entity that has more 
economic impact than this airport. No 
university, not even Disney World, has the 
economic impact that MIA does. We go 
beyond South Florida. This is a national 
asset, with global brand recognition. And 
that is why I am insisting that we look for 
opportunities in other parts of the world. I 
think that there are opportunities ahead that 
we haven’t begun to scratch the surface – 

Miami Dade Aviation Director Emilio T. Gonzalez, who took over from Jose Abreu in April 2013, says his goal now 
is to make Miami a Global Hub. In an exclusive interview with TMI, Gonzalez says with the infrastructure now in 
place for MIA’s North and South Terminal, his focus now is on Customer Service, Passenger Experience, and 
attracting more international carriers. Lois Pasternak reports.

Miami Dade Aviation Director Emilio T. Gonzalez (right) with 
Transportation Security Administration (TSA) Administrator 

John S. Pistole announcing MIA’s first dedicated TSA Pre√™ lane 
for passengers connecting from international flights in February.
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US airports reaching record passenger numbers 

The Port Authority of New York and 
New Jersey reported a record-breaking 
year for passenger numbers in 2013. The 
four airports under the jurisdiction of 
the Port Authority — JFK, LaGuardia, 
Newark Liberty and Newburgh/Stewart 
— welcomed a combined 111.6 million 
air travelers during 2013, surpassing the 
previous mark set in 2007 by more than 1.5 
million passengers.

By airport, JFK set a new annual 
record with a total of 50 million passengers 
during 2013, which included an all-time 
high of 26 million international passengers. 
LaGuardia Airport recorded an estimated 
1.6 million international travelers, also a 
new record.

New York airports 
break traffic records

International passenger volume at Los 
Angeles International Airport (LAX) for 
2013 reached a record high of 17.9 million 
passengers, up 4.1% over 2012 results, and 
eclipsing the previous high of 17.5 million 
reached in 2005.

International passengers represented 
26.7% of LAX’s total passenger volume, 
which grew 4.7% in 2013 to 66.7 million 
passengers from 63.7 million in 2012. 
Domestic passenger volume grew 4.9% to 
48.8 million from 46.5 million in 2012.

Total air cargo (mail and freight) 
processed at LAX during 2013 was 
1,926,050 tons, a decline of 1.5% from 
1,955,593 tons in 2012.

“The record international passenger 
activity at LAX is attributable to an 
improving worldwide economy, especially 

LAX international traffic up nearly 5%

in the Asia-Pacific region, and to a modest 
strengthening of the Southern California 
economy,” said Gina Marie Lindsey, 
executive director of Los Angeles World 
Airports (LAWA), the Los Angeles City 
department that owns and operates LAX 
and two other Southern California airports. 
“In addition, U.S. and overseas airlines 
are starting or expanding international 
service at LAX as a result of our on-going, 
multi-billion-dollar LAX Modernization 
Program, which is complemented by major 
airlines investing hundreds of millions 
of dollars to renovate their respective 
domestic terminals.”

LAX is the sixth busiest airport in the 
world and third in the United States, based 
on 2012 airport rankings.

San Francisco International Airport 
(SFO) announced a new all-time record for 
passenger traffic in Calendar Year 2013, 
with a total of 45 million passengers.  This 
figure surpasses the previous record of 
44.5 million passengers set in 2012 and 
represents the third consecutive year of 
record-breaking traffic levels at SFO. 

 In May 2013, SFO announced a 10-
year Capital Improvement Plan, which is 
expected to create 36,000 new Bay Area 
jobs.

SFO has 34 international carriers 
serving 30 international points, as well 
as 15 domestic airlines offering nonstop 
service to 78 cities in the United States.  

SFO Announces New 
Record for Passenger 
Traffic in 2013 The total number of annual flight 

operations at Chicago’s O’Hare and 
Midway International Airports in 2013 
increased over the previous year according 
to data compiled by the Federal Aviation 
Administration (FAA).

In 2013, O’Hare had 883,287 total 
flight operations, representing a 0.6 % 
increase over 2012 and the highest total 
since 2007. Midway had 252,126 flight 
operations, representing a 0.9 % percent 
increase over 2012.

“The increased flight activity at 
Chicago’s airports translates to increased 
economic activity and jobs for our city, 
region and state,” said Chicago Department 
of Aviation Commissioner Rosemarie 
S. Andolino. “It’s a signal that Chicago 

Operations at Chicago’s airports grew in 2013 

continues to be a high demand market and 
the future of our airports is bright. This 
growth is also a testament to Mayor Rahm 
Emanuel’s successful efforts to strengthen 
Chicago’s economy and draw more 
business and tourism to our city.”

O’Hare (ORD) ranks as the second 
busiest airport in the world for operations 
behind Atlanta Hartsfield International 
Airport (ATL). Midway International 
Airport ranks as the 26th busiest airport in 
the U.S.

More than 50 passenger carriers 
operate at O’Hare and Midway 
International Airports, providing nonstop 
service to more than 200 cities around the 
globe. 

both in terms of passengers and cargo.” 
With MIA’s current Capital 

Improvement Plan 99.9% concluded, 
Gonzalez says the airport is now taking a 
look at what needs to be done next based 
on the needs of the airport, the needs of the 
airlines and the airport’s growth.

Gonzalez is pleased with MIA’s 
Commercial program, although he admits 
that lack of space is always a constraint.

“We have a very successful 
concessions program. We do have some 
undeveloped spaces still available in the 
North Terminal, that I have some ideas 
for, such as adding some very high-end 
lounges, or even develop some sort of short 
–term program for exciting local brands. 
While we are constantly looking for ways 
to squeeze additional space out of our 
existing structure, my predecessors have 

done a great job giving this place a really 
upscale look. And we need to keep that.”

Gonzalez says that the airport is 
particularly pleased with the way the duty 
free program has developed.

“Duty Free Americas is one of our 
best concessionaires. We love them. They 
provide a great service and they are one of 
our best customers here. We are very, very 
happy with them.”
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Concession changes finally coming at 
Ft. Lauderdale-Hollywood as airport expansion 
goes forward By Doreen Hemlock

Big changes are underway at Fort 
Lauderdale-Hollywood International 
Airport and its concessions.

Come April 1, HMSHost will take 
over food and beverage concessions at two 
of the airport’s four terminals. Long-time 
concessionaire Delaware North Companies 
will keep food and beverage at the airport’s 
other two terminals and build on its $6 
million in recent upgrades there, airport 
officials said.

The move is part of a wider $2.3 
billion expansion underway at the South 
Florida airport that features a longer, wider 
runway by 2015 and 19 new gates by 2018, 
among other major additions.

Those investments should help the 
airport  grow from roughly 23.5 million 
passengers in 2013, partly by increasing 
international destinations for low-cost 
carriers including JetBlue, Spirit and 
Southwest. Fort Lauderdale-Hollywood 
International now hosts the most low-cost 
carriers in the South Florida area.

For Doug Wolfe, chief financial officer 
for the airport, better concessions are a 
dream coming true.

When Wolfe moved from Nashville 
five years ago, he found retail operations 
at Fort Lauderdale airport sorely lagging. 
While the airport was gaining in passenger 
volume, it ranked near the bottom among 
the top 50 airports nationwide for sales-
per-passenger of its varied concessionaires. 
Worse yet, soon after his arrival, Fort 
Lauderdale fell off that top 50 list 

completely, said Wolfe.
“The layout of the terminals, the 

concessions and the ambience had not 
been focused on,” Wolfe said. After 9-11 
additions to security, some concessions 
were in the wrong place and some had 
shuttered.

Wolfe and his team worked with 
Delaware North’s local operator, 
Lauderdale Food & Beverage Partners, 
which long had run food and beverage 
concessions at the four terminals. The 
company invested $6.2 million in initial 
upgrades to keep its concessions at two of 
the terminals long-term.

Those upgrades have focused on 
Concourse F of Terminal 3, where JetBlue 
Airways has been expanding services 
to the Caribbean and Latin America. In 
areas beyond passenger security checks, 
Delaware North added the country’s first 
Food Network restaurant, plus outlets for 
Jamba Juice, Steak ‘n Shake and Pei Wei 
Asian Diner.

Sales there have jumped. The 
concourse now ranks among the top 
10 nationwide in concession sales-per-
passenger. And its gains have pushed the 
airport back into the top 50 list overall, 
said Wolfe: “Clearly, the potential is there 
for us to really have a first-class program 
throughout the airport.”

In its report published 2013, the 
airport had $8.60 in concession sales-per-
passenger (including food and beverage, 
news and gift, specialty retail and duty 

free concessions.) That’s up from $7.34 
in its 2009 report, he said. The food and 
beverage component rose to $5.24 in the 
2013 report. And it should reach $7.73 per 
passenger by the 2018 report, based on 
commitments from concessionaires, said 
Wolfe.

Some of the additional gains surely 
will come from Delaware North at 
Terminals 3 and 4. The airport is adding 
14 gates at Terminal 4’s Concourse G.  
Delaware North aims to invest at least $16 
million more at its concessions during its 
existing contract and a 15-year extension 
through 2032, contracts say.

Hopes are high too as HMSHost takes 
over food and beverage concessions at 
Terminals 1 and 2, bringing competition to 
Delaware North. Host plans 25 new dining 
offerings in two phases at the terminals: 
some opening in spring 2014 and the rest 
through 2017. The airport is adding five 
more gates at Terminal 1’s Concourse A by 
2018.

Top among Host’s new outlets: the 
first Starbucks stores at the airport. Host 
plans a total of five locales for the global 
coffee chain in its two terminals.

Host also aims to open South Florida 
restaurant outlets at the terminals to 
create a “sense of place” that can appeal 
both to locals and visitors, said Renee 
Tedesco, Host’s vice president of business 
development.  Those include two sports-
related eateries: Shula Burger, inspired by 
NFL Hall of Fame Coach Don Shula and 
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his Shula’s Steak House, and Offerdahl’s 
Café Grill, founded by former Miami 
Dolphins linebacker John Offerdahl.

Local favorites also will feature 
Air Margaritaville, a venture with singer 
Jimmy Buffet that will offer food, tropical 
drinks and a replica of Buffet’s flying boat. 
And there will be outlets for fish house 
Tarpon Bend Food & Tackle; Cuban food 
from Sergio’s; plus local chains BurgerFi, 
Anthony’s Coal Fired Pizza and Rocco’s 
Tacos & Tequila Bar.

Chains familiar to travelers nationwide 
and beyond also will include Outback 
Steakhouse, Auntie Anne’s Pretzels, Burger 
King and California Pizza Kitchen, Host 
announced.

“We feel it’s very important that 
there’s a balance of local, national and 
international brands, because then you 
can meet the demands of all the traveling 
public,” Tedesco told Travel Markets 
Insider.

Upgrading the food and beverage 
concessions is no simple task. Just 
changing concessionaires in two terminals 
in an airport already operating “takes a lot 
of planning,” said Tedesco. Host is working 
on the transition with Delaware North and 
plans to hire more than 200 of its current 
employees.

Broward County, which runs the 
airport, made public the terms of the 
concession contracts. Through 2032, Host 
will pay “privilege fees” of 15 percent on 
food and non-alcoholic beverages and 18 
percent on alcoholic beverages, or at least 
$4.6 million a year “to be adjusted annually 
by 85 percent of the prior year’s privilege 

fee.” It will invest at least $14.5 million in 
upgrades while terminal improvements are 
underway through 2018. And it agrees to 
customer surveys being taken twice a year.

 “We expect to invest over $25 million 
in upgrades over two phases through 
2018,” Tedesco said.  

Delaware North has similar terms 
through 2032, including investments 
topping $21 million during terminal 
improvements.

The county also contracted its news, 
gift and specialty concessions at the 
airport through 2027 with AMS South 
Florida for Terminals 1 and 2 and with 
Paradies-Broward for Terminals 3 and 4. 
AMS, linked with Hudson Group, must 
invest at least $10.4 million and Paradies 
at least $11.3 million during terminal 
improvements.

Plus, Broward inked a a seven-year 
deal through 2024 for duty free concessions 

in Terminals 2, 3 and 4 with Broward Duty 
Free, a venture of the Nuance Group and 
in-flight concessionaire Duty Free Air & 
Ship Supply (DFASS). The company will 
pay a privilege fee of 17 percent on the 
first $1 million of annual gross revenue, 
20 percent on the second $1 million and 
23 percent of annual gross revenue beyond 
that. It also will invest at least $4.7 million 
in its duty free concessions during the 
terminal improvements.

In its announcement, Nuance reported 
that it will unveil an expanded and “truly 
exciting duty free and luxury offer” for 
international travelers. The company 
estimates that overall sales for the duration 
of the concession will be in excess of $80 
million. 

While Nuance President & CEO 
Roberto Graziani commented that the 
contract extension further strengthens 
Nuance’s position in the important North 
American market, Benny Klepach, CEO 
of The DFASS Group was particularly 
enthusiastic about the local market win.

“As Fort Lauderdale-Hollywood 
International Airport pursues its dramatic 
expansion, we are very excited to have 
the opportunity with our partner, Nuance, 
to further develop a first class duty free 
offering for the international passengers 
traveling to and from South Florida. The 
fact that this is in our ‘back yard’ makes the 
project that much more exciting.”

Wolfe and others say the new 
concessions do far more than bring in extra 
revenue for the growing airport. More 
concession money eases pressure to boost 
fees on airlines, helping Fort Lauderdale-
Hollywood International keep its place 
as the top airport for low-cost carriers in 
South Florida.
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A sophisticated new concept duty 
free store, called Duty Free City, is 
getting ready to open a 14,000 square 
foot shopping complex in San Ysidro, 
California, near the US-Mexico border.

According to the company, the 
beautifully appointed store inspired by 
Spanish Colonial architecture, will offer 
a broad range of luxury accessories and 
beauty products, with a strong focus on 
customer service.

“We are not trying to be another duty 
free store … we are a Duty Free City,” 
DFC CFO Lior Attias told TMI about the 
plans for the sophisticated mega-store. The 
San Ysidro location, which is classified 
as the busiest land port of entry in the 
Western Hemisphere, is being positioned 
as the flagship store of what the company 
is ambitiously projecting will eventually 
encompass as many as 25 locations across 
the United States, including more stores 
along the Mexican and Canadian borders.

Attias says that the company is being 
funded by a large group of European 
investors, who understand that such an 
undertaking will entail a major investment. 
He did not identify the investors.

Attias, Israeli born and raised in 
France, says he was brought into the 
project because of his background in 
commercial real estate and is himself 
new to the duty free world. Miami-based 
Philippe Dray, with a 25-year background 
in the US fragrance industry, has been 
named CEO, confirmed Attias.

According to the company, each of 
the future stores will be located in key 

cities with high cross border traffic and key 
demographic population pockets with high 
disposable income.

But for now, Duty Free City is 
finalizing the opening of the first store in 
San Ysidro.
 
Service focused retail-tainment

“We are focusing on the overall 
experience, with a focus on customer 
service using an interactive platform,” 
explains DFC Marketing Director 
Alejandra Rudner. The Miami native was 
formerly marketing manager at Miami’s 
Aventura Mall and was part of the team 
that developed the branding experiential 
and naming rights partnership that became 
the benchmark and core platform launched 
throughout  shopping centers in the USA to 
capture cross-border spend.

Rudner says that Duty Free City’s 
difference will be apparent right at the 

entrance, where shoppers will encounter a 
55-inch touchscreen directory into which 
they can type a product category or brand 
name. The tech savvy store also features a 
special app that was developed especially 
for them that acts like a digital mirror.

“Say the customer wants a pair of 
sunglasses. Using this app they can try 
on a pair, take a photo, and email it to a 
friend to get feedback on how they look,” 
explains Rudner, who says there are other 
specialized apps also under development.

The company will be carrying an 
impressive brand portfolio, including 
the entire Estee Lauder Group, including 
Clinique and Smashbox, which it says is 
not seen in the other US-Mexico border 
stores. It will also be carrying fragrances, 
leather goods, confectionery, toys, wine 
and spirits, and tobacco.

Duty Free City is integrating these 
retail offerings with a variety of services. 

New operator, Duty Free City, announces 
plans to open service-focused flagship store in 
San Ysidro, California
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The Duty Free Show of the Americas is hosted by the International Association of Airport Duty Free Stores, 
representing the duty free industry for more than 45 years.

Join us for the
business-to-business show 
for the duty free industry. 

The Duty Free Show of the Americas offers everything you need to conduct business, all under one roof. 
See what attendees are saying:

Visit www.IAADFS.org/DutyFreeShow for more information and registration.

March 9–12, 2014
Orlando World Center Marriott

Orlando, Florida, USA

 2014
DutyFree  
 Show of the 
Americas

International Association
of Airport Duty Free Stores

“ I was pleased that even more people were present this year than the last two years. 
We will definitely be back next year. ”

“ Excellent gathering of the industry in the Americas. ”

“ I was so busy with my clients. I saw 100% of my clients and the show was 
very productive and a great ROI. ”



 IAADFS/MHA Issue March 2014                                32                                           

INSIDER

 “Duty Free City is a border store 
for the purpose of offering marvelous 
products and services, at duty free prices 
for consumers who are shopping prior to 
crossing the border,” says Rudner.

  “We will be offering manicures and 
pedicures where we sell nail products, 
and salon services where we sell haircare, 
and give make-overs where we sell the 
make-up. We will have a barbershop and 
give shaves in the men’s area—where 
we will be selling products from brands 
including Shiseido, Lab Series, Clarins, and 
L’Occitane,” she said.

“We have a full confectionery offer 
and a nice kids area with interactive 
entertainment that will be in a closed off 

area with a dedicated staff member (not a 
babysitter, she clarified). We will be selling 
toys from Melissa & Doug, Disney and 
many other fine brands. The food offer 
includes a  City Café, where we will have 
deli, and sandwiches and coffee, and a Vino 
Lounge with daily wine tastings.”

 
The Competition

Although there has been some 
speculation in the duty free media that 
Duty Free City may be challenging the 
duty free stores now operating in San 
Ysidro, particularly Duty Free Americas 
and Baja Duty Free, CFO Attias dismisses 
the charge.

“We have only the utmost respect for 

DFA and all of the other operators on the 
border. They are huge and established, so 
we had to have a difference. That is why 
we created this business model,” he tells 
TMI. 

It is not surprising that the new 
company chose San Ysidro for its first 
venture. Nearly 110 million people cross 
the San Ysidro border every year, spending 
approximately $5 million dollars daily 
while shopping at retail locations. Duty 
Free City opens just before the much-
anticipated US-Mexico border expansion 
project, estimated to be completed in 2016, 
and it says that its location on East San 
Ysidro Boulevard, San Diego, is ideally 
situated to benefit from the expansion.

New open layout and improved flow helps
Queenston-Lewiston DF weather lower trans-border traffic

Queenston-Lewiston Duty Free, 
located at Queenston-Lewiston Bridge on 
the Canadian border with the United States, 
has used its new larger store with its more 
open layout to reach as many travelers as 
possible, says Queenston-Lewiston Duty 
Free Manager Jim Foster.

Foster, who runs the store with his 
brother Chris and sister Katie, along with 
their father Randy, says the layout of the 
new store has made the biggest difference 
since opening in September 2012.

“We grew about 25% with the new 
store. We started off 25 years ago with a 
rectangular building. The layout wasn’t 
optimal. Now it is a very open concept. 
You can see everything and that helps for 
customer experience. There are no hiding 
spots. The flow is very nice. It is a much 
cleaner, very easy, relaxed experience for 
customers,” says Foster

The retail area grew from 5,935 sqf to 
8,900 sqf while total area increased from 
16,320 sqf to 31,000 sqf.

Foster says they built the new store, 
which is located 500 feet away from the 
bridge, because the bridge needed to 
reroute the traffic to move the trucks away 
from the cars.

“They did a facelift of the whole 
Canadian plaza. We were the last piece of 
the renovation.”

The construction of the new store 
coincided with a large decline on the 
Niagara border of vehicle traffic to almost 
300,000 vehicles crossing into the United 
States in 2013.

“There was a significant decline in 
the number of vehicles on the bridge, 
but we still managed to do well. Part of 
that was doing more things instore, more 
promotions, better signage in and around 

the plaza, the better presence that we have 
in the plaza as travelers are driving up to 
the building,” says Foster.

“We built the store for the future. We 
did not anticipate a significant jump in 
business right away. There is the curiosity 
factor that we definitely benefited from 
last year, but over the next 5, 10, 20 years 
the bridge is going to get busier. Hopefully 
they are going to renovate the plaza on the 
US side with more customs booths. So our 
traffic should increase.”

Queenston-Lewiston Duty Free 
continues to work to improve its store, 
adding some new areas for promos and 
impulse items, expanding its jewelry 
and fashion area, and building a custom 
icewine unit.

“We knew that we weren’t going to 
get it 100% right when we built the new 
building. We wanted to see how customers 
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were interacting with the different areas. 
Now that we have some time under our 
belt we are able to make some changes that 
are going to further improve the flow and 
improve our ability to increase our average 
sale.

“Jewelry and fashion accessories are 
growing areas. We’ve been a little more 
experimental trying different brands and 
the way we are merchandising. We brought 
in additional brands over the last couple 
of years. I think that has driven a lot of the 
increase.”

Queenston-Lewiston customers are 
made up of 80% Canadians, with most 
coming from the Greater Toronto area and 
Hamilton, says Foster.

“Because of how the highway system 
is configured in the states our bridge 
provides a little more accessibility to the 
eastern US, people going to New York, 
Rochester, and Syracuse.”

Foster says his store has done an 
improved job of selling higher-end items to 
its customers.

“We’ve noticed that people tend to 

buy up now. We try to do a good job of 
putting the higher-end merchandise up 
front and center. The multi-packs have 
prime locations. The higher-end products 
are more at head level.

 “We constantly work towards 
featuring higher-end brands. I think the 
customer is also intelligent; they are 
starting to understand how to get the 
biggest value when they take a trip.

“If you are going to drink a bottle of 
Grey Goose this year, you are better off 
buying it at duty free and saving a larger 
amount of money relative to the US liquor 
store or the LCBO than to buy something 
less expensive.”

Signage plays a significant role in both 
drawing the customers into the store and 
influencing the final sale.

“Once the customers are in the store 
we take advantage of every opportunity to 
inform them about why they should shop 
duty free and the types of items they should 
buy. There is signage in the washrooms, 
there is signage on the way to the 
washrooms, there are promo sheets when 

you enter the retail 
floor. We are trying to 
get that information 
into their hands as early 
as possible and try to 
convert them, and try 
to increase that average 
sale by showing them 
the savings, messaging, 
different promotions to 
encourage buying up,” 
he says.

“I think it is  
systematic. We are very 
pragmatic about looking 

at a customer entering the plaza and what 
different opportunities we have to talk to 
that customer and convince him to buy and 
to buy more.”

While Foster admits that lower traffic 
negatively impacted sales, he says the 
promotions were a big driver of the store’s 
success.

Foster says that they ran promotions 
that concentrated on talking to customers, 
making sure the customer was aware 
what they could buy, and how they could 
maximize savings. “We put a tasting bar in 
the new store so customers can experience 
a taste before they buy as one way to upsell 
customers,” he says.

Queenston-Lewiston tries to do different 
promotions every month to keep things fresh, 
especially for the customers who come in 
semi-regularly, says Foster. “We are more 
experimental than in previous years.”

Queenston-Lewiston Duty Free is a 
family business, which Foster says helps 
the store run smoothly.

“I manage HR, oversee some 
financials, and take care of marketing. 
Katie handles fragrances and cosmetics, 
and does more of the operational work 
and the day to day paperwork. Chris buys 
confectionery, jewelry and deals with 
product placement. Our father Randy is 
also still involved in the business providing 
great leadership and strategic support ” he 
says.

“Communication is constant, which 
is great. We are constantly talking about 
how to make things better. I think the level 
of care that we have for our employees 
and for resolving issues and the general 
operation is a lot higher because we have 
such vested interest. I think that shows.”
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Peace Bridge Duty Free focuses 
on strong brands, higher-end items

Peace Bridge Duty Free, the largest 
land border duty free shop in North 
America located in Fort Erie, Ontario 
crossing into Buffalo, New York, had a 
“rewarding year” in 2013, says Peace 
Bridge General Manager Jim Pearce.

 “Although sales were flat, mainly due 
to lower bridge traffic levels, the overall 
company profits grew dramatically,” says 
Pearce. “Intentionally, we sacrificed some 
low-margin sales with the purpose of 
laying solid retail groundwork to grow the 
business going forward.”

Peace Bridge started a “tile” review 
where it evaluated each square foot of 
selling.

“Each area will have a defined 
purpose, whether it is for promotional 
activities or mass volume sales, or normal 
course retail or to accentuate our brand or 
even a possible combination. Again, just a 
focus on good basic retailing,” says Pearce. 
“For fixturing, we will continue with our 
annual reinvestment in the sales floor to 
keep the store fresh and appealing.”

Strong brands really shine through at 
Peace Bridge Duty Free as they tie into its 
marketing strategy of leveraging those with 
its brand, says Pearce.

“We have some amazing high volume 
sku’s such as Crown Royal, Grey Goose, 
Bud Light as well as solid performers 
throughout confections and fragrances. We 
are seeing nice returns through a focus on 
higher-end products within all categories.

“Excitement is being generated 
with higher-end rums, some exclusive 
fragrances, new jewelry lines and of course 
the continued popularity of our scotches.”

Peace Bridge is the largest seller of 
beer in Canada and in the upper-tier for 
North America.

“At times, we are who we are and 
so are our customers. Americans and 
Canadians truly enjoy quality beer. 
Whether it is fans going to Buffalo Bills 
football games, travelers on weekend 
getaways, or the local markets on day trips, 
everyone appreciates the value benefits of 
duty free,” says Pearce.

“Strategically, we are working on 
brand building for some iconic beer brands 
like Keith’s and Stock Ale. Recently we 
even had a member of the US armed forces 
in Afghanistan email us to reserve cases 
of Molson Stock Ale for pickup upon his 
return from overseas service.”

Peace Bridge held some highly 
successful promotions and activations 
last year, says Sandy Rienzo, Store and 
Operations Manager.

“The Crown Royal NHL glassware 
promotion was extremely successful. 
Customers received a free NHL team glass 
tumbler with the purchase of Crown Royal 
Maple, Dark, Limited Edition and Special 
Reserve. The display was featured in a high 
traffic location with towers of Crown Royal 
and the glassware alongside the Crown 
Royal throne where customers enjoyed 
having their picture taken.

“In another promotion, Dolce & 
Gabbana provided a Light Blue beach bar 

that was displayed at the front entrance 
of the store during the July. The sales and 
customer engagement from the display 
were excellent.

“A Cadbury floor gondola was located 
to the front of the store during the March 
Break holiday period. The multi-pack sales 
to families traveling during this time were 
the highest of the year.”

While there was lower bridge traffic, 
Peace Bridge benefited from the current 
exchange level and revitalization across the 
border.

“The current exchange level of the 
US dollar, currently at a 10% premium, 
is a positive as it may spur US tourism to 
rediscover all we have to offer in Toronto 
and the Niagara region. At the same time, 
it’s not a deterrent for Canadian tourism to 
the USA,” says Pearce.

“We do not see very much bridge 
congestion and are quite fortunate of 
having one of the fastest bridge crossings. 
This is directly attributed to the great work 
of local Bridge Authority and governments 
and customs officers on both sides of 
the bridge. There is some revitalization 
occurring in Western New York and 
Southern Ontario that hopefully will 
increase tourism and people traveling to 
both regions.”

Peace Bridge ended 2013 winning 
three FDFA national marketing awards.
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FDFA expects growing attendance at 2014 Convention
The Frontier Duty Free Association 

(FDFA) expects its November 2014 
convention taking place in Toronto 
to be one of the land border duty free 
organization’s best attended shows in 
years, says Laurie Karson, FDFA Executive 
Director.

The show is taking place November 
16-19 at the Hyatt Regency, downtown 
Toronto, after five years in Niagara Falls.

“We are in the planning stages 
now. People are anxious to go to the big 
city again. We are going to be changing 
things in a really great way and are really 
upping the ante in terms of the delegate 
experience,” she says.

“Typically we get a lot of new supplier 
inquiries starting in June. But this year we 
have been getting one or two a week since 
January. I think this is going to be a very 
well attended show.”

Karson says the FDFA continues to 
develop its national marketing initiative 
“It’s better at the border,” which educates 

Canadians about the duty free industry in 
Canada.

“We’ve been communicating with 
our marketing team on the importance of 
ensuring that our branding and positioning 
statements are continued throughout 
everything we do. We have this web site 
with more than 2 million unique visitors and 
we have 35,000 likes on Facebook. That is 
great, but the consumer also has to know 
that ‘It is better at the border,’” she says.

“Because there are still so many 
misconceptions among consumers about 
duty free, especially land border. They 
don’t know they can shop at our stores 
before crossing the land border, they don’t 
know the savings or the variety, or that we 
sell other products outside of liquor and 
tobacco.

“When a consumer sees our brand we 
want them to understand who we are and 
that they can shop at our stores with a good 
customer experience. We are trying to build 
that message at this stage.”

Karson says the FDFA was blindsided 
by the Canadian Federal Budget 
announcement in which it announced a 
substantive tobacco tax increase impacting 
the duty free industry (see next page).

“It was certainly something that we 
weren’t anticipating. We are formulating 
our strategy right now but one of the 
big things we are trying to do, from a 
government relations perspective, is put 
together a tight relationship plan. We have 
28 land border duty free stores in key 
border communities and a lot of our stores 
have very good ongoing relationships with 
their members of parliament. Being in 
Ottawa, we also have good relationships 
with our federal representatives. We want 
to develop a strategic plan so we have 
some continuity in our dialogue with our 
government, so that they understand the 
important pillars of who we are --  that 
we are Canadian-owned businesses, that 
we contribute back to the local economies 
in these border communities, we provide 
a good economic benefit to Canada. It 
is critical to make sure the government 
officials know who we are and what we 
contribute to society and the economy in 
order for them to look favorably over us, 
and that duty free isn’t overlooked when 
legislation is being drawn up.”

The FDFA is holding the second annual 
National Duty Free Golf Tournament in 
memory of Pernod Ricard’s Lori Watson 
in May. Registration is now open for the 
charity golf tournament sponsored by 
Pernod Ricard Americas Travel Retail and 
the FDFA. The golf tournament is being 
held on May 8 in conjunction with the FDFA 
Business & Professional Development 
Summit (Operators only) taking place in 
Kelowna, B.C.

Karson say the Business & 
Professional Development Summit, taking 
place on May 6-7, has a real benefit to 
members of the FDFA.

“We can talk about government 
relations on committees, but when the 
store operators get together and talk with 
their colleagues, sharing information, 
that is more valuable,” she says. “We are 
trying to make our summits about business 
value, not just about static presentations 
and giving a state of the union. It is about 
tangible information that they can take 
back with them and apply to their own 
businesses.”

Canadian airport sales up 9% in 2013; 
land border sales flat

Canadian land border sales were 
basically flat in 2013, but airport sales rose 
more than 9% for the year, according to 
the latest figures reported by the Canadian 
Border Services Agency (CBSA).

Canadian land border sales ended 
2013 down .22% with sales for the year 
equaling $146 million. December sales fell 
3.29%.

Canada’s 2013 airport sales were 
almost double the land border sales, 
reaching $273 million, up 9.15% for the 
January-December 2013 period. December 
airport sales increased 9.09%.

Land border sales in the Prairie 
Region for December 2013 fell .3% 
compared to December 2012. For January/ 
December 2013  the Prairie region’s sales 
increased for the year 1.38%

The Pacific Sales Figures for  
December 2013 decreased 10% compared 
to December 2012 sales. For the year the 
Pacific region’s sales increased 0.22%  
compared to Jan/ December 2012 

The Ontario Sales figure for  
December 2013 decreased 3% compared to 

December 2012.  For January/ December 
2013 Ontario sales decreased 0.90%

The sales figure for Atlantic/Quebec 
for December 2013 is $1.8 million, which 
was an increase in of approx. 6% compared 
to December 2012. For January/ December 
2013 Atlantic and Quebec regions have 
seen sales equal $29.5 million, an increase 
or the year of approx. 0.69%.

 Top Categories
The top three categories sold in 

Canada’s airports were all up for the year 
in 2013. Perfume, Cosmetics, & Skincare, 
which makes up almost a third of airport 
duty free sales, had its sales jump 14.67% 
versus 2012. Alcohol sales increased 
6.27%, with tobacco up slightly, 1.14%.

Perfume, Cosmetics, & Skincare 
was the lone bright spot among the top 
categories for Canada’s land border stores 
in 2013 with sales up 4.26% for the year. 
Alcohol, the land border’s largest category 
with 37.22% of the sales, slipped .44%, 
and tobacco dropped 2.46%.
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Canadian, U.S. airports welcome promise of a 
North American Trusted Travelers program

On February 20, Airports Council 
International-North America and the 
Canadian Airports Council welcomed the 
joint commitment of Canada, the United 
States, and Mexico to develop a North 
America-wide trusted traveler program.

As reported by the Canada Airports 
Council, the trusted traveler programs 
provide pre-registered and qualified 
passengers with an improved border 
experience while enhancing security. 
According to the joint statement, the North 
American program will be established in 
2014 and start with mutual recognition of 
the three countries’ NEXUS, Global Entry, 
SENTRI and Viajero Confiable programs.

“North America’s airports commend 
President Obama, Prime Minister Harper 
and President Peña Nieto for this landmark 
agreement,” said ACI-NA President and 
CEO Kevin M. Burke.  “A North American 
trusted traveler program is an important 
next step in strengthening the commitment 
to free trade and cultural exchange 
among the U.S., Canada and Mexico, 

and streamlining entry for participating 
passengers will help position air travel as a 
competitive, attractive option for tourists in 
all three countries.”

“North America’s airports have 
long supported the use of technology and 
innovative programs to improve both 
security and the passenger experience,” 
said CAC President Daniel-Robert Gooch. 
“A North America-wide trusted traveler 
program can dramatically improve 
the flow of frequent travelers between 
Canada, the U.S. and Mexico by focusing 
border resources where they can be most 
effective.”

Mexico is the top overseas destination 
for Canadians traveling abroad while 
Mexicans are among the top 10 visitors 
to Canada - a third of them travelling on 
business.  However, the 2009 introduction 
of a visa requirement for Mexicans led to 
an immediate 55% decrease in overnight 
visits. While tourism indicators suggest 
that travel to Canada from Mexico is on 
its way back to pre-visa levels, visas are 

understood to stifle travel demand by as 
much as 30% - representing hundreds of 
millions of dollars in lost tourism spending 
for Canada.

“Canada’s airports understand and 
appreciate the role that the visas have in 
screening who can come to Canada,” said 
Gooch.  “While a North America-wide 
trusted traveler program can be a boon for 
boosting some segments of travel, such 
as business travel, the ultimate boost for 
Canadian tourism will come when all 
legitimate visitors are able to come here 
with fewer hassles.”

PriceWaterhouseCoopers projects that 
Mexico is likely to be among the world’s 
top 10 economies by 2030. Trade between 
Canada and Mexico has grown at an 
average rate of 11.5% since 1993.

The announcement came during 
the North American Leaders’ Summit in 
Toluca, Mexico, between Prime Minister 
Stephen Harper, United States President 
Barack Obama, and Enrique Peña Nieto, 
the president of Mexico.

Canada: Unexpected 40% excise tax increase on tobacco 
greatly concerns Duty Free Industry 
FDFA fears tax hike will jeopardize government revenues and jobs and drive 
consumers to illicit markets

Canada’s Frontier Duty Free 
Association (FDFA) has expressed great 
concern that the huge excise tax increase on 
tobacco products announced by Canada’s 
Federal Government on Feb. 11, will work 
counter to government revenue goals, 
health strategies and Canada’s economic 
interests.

The 2014 Budget increased the federal 
excise tax on duty free cigarettes from $15 
per carton to $21.03 per carton - a 40% tax 
increase that was applied overnight.

“We understand and support the 
Government’s need and desire for a 
balanced budget and the goals of Canada’s 
tobacco health strategy, but a tax shock 
of this magnitude - which was brought in 
without any prior consultation or warning 
- is a major blow to our stores,” stated Abe 
Taqtaq, FDFA President.

“Our members are troubled about 

the unintended consequences of this tax 
increase since it threatens to divert sales 
away from our members’ stores to the illicit 
market, which in turn jeopardizes both the 
Government’s revenue and public health 
goals,” added Taqtaq.

In recent testimony to the House 
of Commons Justice Committee, a 
representative from the Canada Border 
Services Agency called contraband tobacco 
“a plague that is increasing.”  

Estimates of the size of Canada’s 
contraband market have ranged from 
25-33% in recent years, fueled by illegal 
manufacturing and sales on First Nations 
reserves.

FDFA members, which are all 
Canadian-owned stores, are also confused 
regarding the origins of this tax increase 
since duty free stores were originally 
established to help repatriate sales of 

products like tobacco, and therefore 
bolster government revenues and Canadian 
employment.

“Higher taxes in Canada drive more 
consumers to the U.S. to buy tobacco 
products and, without effective means of 
enforcement at the border, in turn result in 
more illicit product entering the country. 
That translates into more lost revenue for 
government and creates a competitive 
advantage for U.S. retailers over law 
abiding Canadian retailers,” warned Taqtaq.

FDFA Executive Director Laurie 
Karson advised that the FDFA Board and 
Government Relations Committee are 
working to develop the Association’s next 
steps. 

“It should be noted that both the duty 
free industry and our tobacco partners were 
not aware in any regard that this increase 
was going to be announced,” said Karson. 
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CTO Caribbean State of the Industry Report:
Visitor expenditures up but overall arrivals down

Visitor expenditure in the Caribbean 
outpaced visitor arrivals for the first time in 
three years in 2013, reported the Caribbean 
Tourism Organization in February during 
the annual State of the Industry Report.

Visitors to the Caribbean spent an 
estimated US$28.1 billion in 2013, up 
2.3% over 2012. Spend was fueled by the 
accommodation sector which recorded 
a 7.5% rise in room revenues, according 
to CTO chairman and commissioner of 
tourism for the USVI, Beverly Nicholson-
Doty.

Quoting figures from Smith Travel 
Research, a U.S. company that tracks 
supply and demand data for the hotel 
industry, Nicholson-Doty said that the three 
main indicators for the accommodation 
sector – room rates, revenue per available 
room and occupancy – all showed positive 
signs of growth in 2013.

While the overall growth rate for 
tourism arrivals showed a slowdown in 
2013 - the 1.8% rise in arrivals was a lot 
slower than the 4.9% rise reported in 2012, 
the Caribbean nevertheless welcomed more 
than 25 million stayover visitors last year, 
up from 24.6 million in 2012, she said 
at a news conference to deliver the 2013 
tourism numbers compiled by the research 
division of the CTO. 

Nicholson-Doty especially pointed 
to dramatic rises in visitor arrivals from 
South America and travel within the region 
as evidence that the Caribbean’s tourism 
industry is showing signs of progress.

South Americans are coming to the 
Caribbean in record numbers, she said, 
along with a record number of Caribbean 
residents traveling within the region for 
tourism purposes, “despite transportation 
challenges.”

An estimated 1.5 million tourists from 
South America visited the Caribbean last 
year, up 13% over 2012 and 70% higher 
than the 859,000 who visited in 2009.

Meanwhile, travel among Caribbean 
destinations grew by 2.1% in 2013, with 
an estimated 1.6 million Caribbean people 
traveling for touristic purposes.

 
USA remains buoyant

The US market continued its recovery, 
with arrivals up nearly three percent. The 
US continues to be the Caribbean’s core 
market, accounting for nearly half of the 
total traffic to the region. But the other key 
traditional source markets such as Canada, 
the UK and Continental Europe have been 

contributing fewer stay-over arrivals than 
before.

Canadian tourism arrivals were flat, with 
a marginal rise of 0.7%, the lowest year-over-
year growth in this market since 1997.

 Most Canadians went to the 
Dominican Republic, according to the 
CTO.

Cruise passenger visits were up 2.7% 
to 21.8 million, however.

“The Caribbean anticipates an 
improved performance in 2014,” said 
Nicholson-Doty. “It’s generally expected 
that global economies will perform better 
in 2014, with the IMF predicting one 
percent growth across Europe and 2.8% in 
the US. The demand for travel, therefore, 
will remain buoyant. As a result, tourist 
arrivals to the Caribbean are expected 
to rise between two and three percent in 
2014.”

Cruise arrivals, she added, are likely 
to rise by about three percent in 2014.

International travel retailer, Flemingo 
International, has recently announced two 
initiatives in the Americas.

The Dubai-based company has been 
awarded a 7-year contract for 3 F&B 
concessions and a 5-year contract for a 
multi-brand fashion concession at Princess 
Juliana International Airport in St Maarten. 
The four concessions are all airside in a 
combined space of 388 sqm.

The Flemingo announcement said that 
the company will create a true “sense of 
place” through design and communication 
to support the airport, making St Maarten 

the destination for future holiday travelers 
to the Caribbean.

“We see Flemingo having fresh and 
creative solutions in retail and catering 
that our travelers seek,” commented Suzy 
Kartokromo, Acting Manager Marketing & 
Customer Service, in the Flemingo release.

Flemingo has also begun operations 
of its Starter brand at Juan Santamaria 
International airport in Costa Rica in 
December. The operation has been started 
in the arrivals section with a contract period 
of four years. The 74 sqm store carries food 
and beverages, flowers, toiletries, gifts, 

souvenirs and travel accessories.
Starter says it will also create an 

Airport Employee Service for home utility 
and plans to open a Costa Rica pavilion 
showcasing goods manufactured and 
retailed exclusively from the country in the 
near future.

The company with its vision 
2B.BY 2020 (to reach US $ two billion 
sales by the year 2020) recently won 
8 contracts in Indonesia and a 10 year 
contract at Salvador, Brazil and sees more 
opportunities in the emerging markets.

Cruising fuels Caribbean numbers
During the 2011-12 season, cruise ship tourism generated nearly $2 billion in direct 

expenditures, more than 45,000 jobs and around $728 million in employee wages among 
the 21 destinations included in an exhaustive survey conducted by the Florida-Caribbean 
Cruise Association.

The FCCA said five destinations enjoyed direct cruise tourism expenditures of $100 
million or more in 2011-12: Bahamas ($393.8 million); St. Maarten ($356.2 million), 
U.S. Virgin Islands ($339.8 million); Puerto Rico ($186.6 million) and Cayman Islands 
($157.7 million). Combined, these five destinations with $1.43 billion in direct spending 
comprised 72% of total cruise expenditures among the 21 destinations surveyed by the 
FCCA (Cuba wasn’t included in the report).

Flemingo wins St. Maarten airport concession 
and opens first ops in Costa Rica
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Le Rouge International invests in 
Curaçao business in challenging conditions

Despite the challenging economic 
situation facing the island of Curaçao over 
the past year, Le Rouge International, 
operator of The Yellow House (La Casa 
Amarilla) and Zylo Duty Free stores 
demonstrated its commitment to the island 
by building and opening its largest store yet 
-- a stunning 310 square meter The Yellow 
House ( La Casa Amarilla ) in the heart of 
Curaçao at the end of 2013, relocating from 
its former location in Salinja Galleries to 
Fokkerweg 64 with a complete make-over.  

The new store, featuring ample parking 
for local customers, has added a wide range 
of product categories, including a full range 
of popular and luxury perfumes, cosmetics 
and skin care such as Sisley, Guerlain, 
Dior and YSL; watches by Michael Kors, 
Guess, Fossil, Mulco and Diesel; handbags 
by Guess & Michael Kors; sunglasses by 
Rayban, Carrera and more, and jewelry by 
Swarovski and TOUS, reports Le Rouge 
Director Meena Hemrajani. Many of these 
brands are presented in an attractive shop-in-
shop layout.

“The new store offers a fresh, modern 
look and with a self-service concept. It is 
a luxury store full of top brand products 
with professional beauty advisors eager to 
provide optimal service,” says Hemrajani.

“It will be a pleasure to shop 
everything under one roof in this new 
location,” she tells TMI.

Tough economy challenges business 
Curaçao is currently going through 

very tough times and 2014 will be a 
very challenging year for all of us,” 
says Hemrajani. “Being an island we 
are dependent too much on the external 
factors.”

Locally, the econmy has weakened 
while the cost of living is going up, she 
says. And the current unrest in Venezuela 
– with the government imposing strict 
limitations on tourism travel and curtailing 
credit limits—has resulted in a steep drop 
in Venezuelan customers – historically the 
primary shoppers in the island’s duty free 
stores. Hemrajani expects a further drop in 
Venezuelan buyers this year, she says. 

To add to the challenge, DAE ( Dutch 
Antillean ) Airline, which was flying to  
Venezuela, went bankrupt last year, leaving 
only Insel Airline with service between 
Curaçao and Venezuela.

“And Insel also looks shaky as 
they are not being paid by Venezuelan 
authorities,” comments Hemrajani.

 On the positive side, a new Political 
Coalition Government has come to 
power, and is discussing waiving the visa 
requirements for Colombians, which would 
bring more tourists to the island.

Special events and HPPs 
Despite the cloudy economic forecasts, 

Le Rouge International further enticed 
customers with an exciting array of special 
events throughout the year. 

It sponsored workshops for skincare 
brands H2O, and Clarins at Curaçao’s Avila 
Hotel, held an instore animation for Glam 
Glow, a cocktail party for Hermès Jour 
d’Hermès. In another HPP event for Paco 
Rabanne Invictus, models (1 male and 1 
female) dressed in white, with Greek a God/
Goddess look posed in the store window as a 
warrior back home with his trophy, with his 
wife by his side, attracting great attention. 

In a similar vein, to celebrate the 25th 
anniversary of Jean Paul Gaultier, male and 
female models dressed like the iconic JPG 
fragrance visuals enticed customers into the 
store and posed for pictures, to great success.

Rounding out the year’s special events 
was DateNight with Prada Candy, a cocktail 
party for Rihanna ‘Rogue’ and a TOUS 
Christmas party, reports Hemrajani.

The Yellow House held high profile events throughout the year to bring customers into 
the store like the ones for Paco Rabanne’s Invictus (left) and the 25th anniversary of 
the Jean Paul Gaultier fragrances (above).



                                     43                                                    March 2014  IAADFS/MHA Issue



 IAADFS/MHA Issue March 2014                                44                                           

INSIDER

Miami store planners and design firm 
Artco Group has had a very good year – in 
fact ever since it was approved to be an 
official fixtures manufacturer for Rolex 
Watches back in February 2012, its busi-
ness has expanded dramatically, particu-
larly among jewelry stores.  

“We picked up so any big local market 
brands since we were named an official 
Rolex builder, especially in the US, that 
our business, which at one time was about 
50% local market and 50% in the travel 
retail channel, is now more like 80% local 
market,” says Mickey Minagorri,  Artco 
Group partner along with company founder 
and President, Dan Romeu. 

“We get calls from Rolex dealers, 
from Patek Philippe dealers, from Roberto 
Coin; we are working with many differ-

ent brands right now. We just 
signed a deal with Hearts on 
Fire.

“The Rolex deal has 
taken us to a total different 
level. And we are dealing 
with a very influential group 
of jewelers who take their 
business very seriously. Rolex 
is a company that really takes 
care of their accounts. They 
support the people that they 
have been with for years with 
a personal, caring relationship. 
They are very respectful and very 
professional, from the team in Switzerland 
to the people who run the U.S., and the 
people in the Caribbean.”

Among the 12 new local market jew-
elry stores projects, boutiques and shop-in-

shops that Artco Group worked 
on for Rolex in the past year 
were four very large construc-
tions that Minagorri describes 
as stores next to stores. 

“The new areas feature 
their own separate entrance 
and are dedicated totally to 
Rolex. We did three Mayor’s 
stores in Florida: one in 
Dadeland (Miami), one in 
Orlando, one in Tampa; we 
did the entrance –everything. 
The fourth big project was in 
Savannah for Levy Jewelers 
that actually was named one 
of the top 10 stores of the Year 
by Instore Magazine.”

Despite the recent 
predominance of local market 
jewelry stores, one of Artco 
Group’s highest profile proj-
ects of the past year was in 
the travel retail arena: the full 
remodel of Little Switzerland’s 
flagship store on Main Street, 
St. Thomas.

The remodel came about 
following a fire last April that 
destroyed the entire second 
story of the building and left 
extensive smoke damage down 
stairs. Minagorri says that 

there had been plans underway to reno-

vate and spruce up the store, but after the 
damage from the fire, the company decided 
to rethink the whole strategy of Little 
Switzerland. They asked Artco to come 
in and work with them to come up with a 
design plan that was unique, Caribbean, 
and tropical. 

“All the Little Switzerland stores 
have a certain look – but it had been there 
forever – but Little Switzerland Chief 
Executive Officer and President Hal Taylor 
challenged us to come up with something 
new and better instead of just fixing it up 
and putting the same thing back,” he said.  

The finished project, which Minagorri 
says was the result of extensive brain-
storming and input from everyone in the 
company, projects the unique look of an old 
Caribbean House.

“We gave the design features real 
articulation so that they would really stand 
out with shutters, wainscoting, a pitch ceil-
ing with wood planks, and wood flooring, 
combined with all the technology necessary 
to engage and enhance all the products. 
When you look at the store, you really 
appreciate the message that we were trying 
to give the customers.  This is a Caribbean 
store selling special products. 

“We gave it a lot of sense of place, so 
that people coming off the ships feel that 
they are in the most beautiful Caribbean 
store. One of the most surprising features 
is a Diamond Bar in the center of the store 
-- a real bar that sells diamonds!”

“The new look of the store projects a 
very strong corporate image. This may be 
something that the company will expand in 
the future to other locations (see full Little 
Switzerland story on page 46.) 

Artco Group business surges to next level 
since working with Rolex 
Firm creates dramatic designs that capture a sense of place

Artco created the striking West Indies Wine Company 
store in Grand Cayman.
The new Rolex store in the Dadeland Mall, Miami.

Artco constructed the Hublot and Zenith boutiques onboard 
Royal Caribbean Cruise Line’s Mariner of the Seas.
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Davidoff seeks to grow cigar category with customized humidors

In addition to its store design, Artco 
Group is also currently working on Humidor 
Units for Davidoff cigars for several duty 
free stores in the Americas.

According to Gustavo Valdor, 
Oettinger Davidoff Senior Manager, Duty 
Free Americas & Domestic Markets LatAm, 
one of these “Shop in Shop” Humidor units 
has already been delivered to Atlanta Airport 
for DFA, and additional Humidor Units are 
in production for World Duty Free Group 
(WDFG) for Cancun and Peru airports and 
for Dufry for Newark.  

Artco also built the new Walk In 
Humidor at JFK Terminal 4 in the DFS 
Main Store, says Valdor. “This Walk-In 
Humidor at JFK is the first of its kind for a 
Duty Free operation in the Americas. It is 
approximately 100 square feet and offers 
one of the most complete lines of Davidoff 
Cigars as well as some of our competitors. 
We want to grow the cigar business as a 
whole!”

“On all of these projects, Artco is 

building the units in line with the image that 
our company has around the world, due to 
the fact that every cigar smoker knows that 
Davidoff stands for quality cigars,” he adds. 

Valdor says that the goal of the project 
is to grow the cigar segment in Duty Free. 
Although it is too soon to see exactly what 
the impact has been to date, he explains 
that a Humidor is very important for any 
cigar connoisseur, as it is the perfect item 
for keeping the cigars fresh and in good 
condition. 

“If you have a Walk In Humidor, it is 
even better as it is as if you walked in to 
your regular cigar store near your house. 
At Oettinger Davidoff AG, we are looking 
to expand the cigar category worldwide, 
and items such as the Shop in Shops and 
Humidor units are the perfect way to do this.  
We are committed from Seed to Ash in the 
quality of our cigars!”

The message the company is 
communicating with the new POS humidors 
is clear, he says:

“Davidoff Cigars stand for quality. 
Every time you smoke a Davidoff Cigar, it 
is going to be as good as the previous one 
you smoked! We make sure that from Seed 
to Ash, our quality shows. What is needed is 
time, which is a premium in today’s world 
and we should all be able to spend ‘Time 
Beautifully Filled.’” 

QUALITY CAN BE AFFORDABLE

FINANCING AVAILABLE | SMART STORE PLANNING & COST EFFECTIVE | MADE IN THE U.S.A.
PLANNERS, DESIGNERS, MANUFACTURERS AND INSTALLERS OF CUSTOM JEWELRY STORE INTERIORS

1.877.222.7820 | 305.638.1785 www.ArtcoGroup.com

See us at the IAADFS show 
Booth #836

SUPERIOR IN DESIGN & CRAFTSMANSHIP TM
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The new walk-in Davidoff Humidor at at 
DFS store at JFK International Airport.
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TAG Heuer expands its retail presence in NY and USVI 
TAG Heuer has opened its first 

boutique in the US Virgin Islands, in 
conjunction with the new Little Switzerland 
store inaugurated last month on Main Street 
in St Thomas.

“Taking inspiration from the landmark 
design of the TAG Heuer 360° Museum in 
Switzerland, this new boutique concept is the 
epitome of the luxury watchmaking culture,” 
says the official company announcement.

The gala inauguration was attended 
by Henri Monti, Regional Sales Director 
and Elodie Thellier, Sales Manager for of 
LVMH Watch and Jewelry Caribbean and 
Latin America, who joined Hal Taylor, 
CEO of Little Switzerland, alongside USVI 
Governor John P. de Jongh, Jr. and Senator 
Tregenza Roach for the ribbon cutting 
ceremony on Feb. 7.

This new store in St. Thomas not only 
marks TAG Heuer’s 8th Boutique in the 
Caribbean after St Maarten, Aruba, Cayman, 
Cozumel, Barbados, Bahamas and Cancun, 
but also showcases a daring new boutique 

concept that 
fuses traditional 
watch-making 
culture and the 
avant-garde 
design of the new 
era.

Meanwhile, 
on NY’s Fifth 
Avenue…

In more 
TAG Heuer 
news, the St. Thomas boutique opening 
follows just a week after the renowned 
watch brand opened its newest flagship 
boutique on New York’s Fifth Avenue on 
Jan. 29. The gala celebration was hosted by 
TAG Heuer’s Global CEO and President, 
Stephane Linder and TAG Heuer brand 
ambassador and Hollywood icon Cameron 
Diaz, with a cocktail reception following 
at the Museum of Modern Art across the 
street from the boutique.

“New York City is the epicenter 
of culture, entertainment and fashion, 
a perfect city to open a TAG Heuer 
boutique,” said Linder during his 
welcoming remarks to guests.

TAG Heuer now has three retail 
destinations in Paris and new flagships set 
to open in London, Milan, Madrid, San 
Francisco, Los Angeles, Honolulu, Macau, 
Singapore and Beijing.

Little Switzerland’s new flagship combines old 
Caribbean elegance with a modern vibe

After Little Switzerland’s flagship 
store on Main Street in St. Thomas was 
destroyed by a fire in April 2013, the 

company – one of the most important 
luxury retailers in the travel retail industry 
– took it as an opportunity to improve and 

modernize the brand, yet 
not abandon the image 
that has kept it in the 
forefront of Caribbean 
retailing for the past 60 
years.

“We have an 
idea in mind at Little 
Switzerland of what the 
displays should look 
like, and we didn’t want 
to go dramatically away 
from that, but we also 
wanted to incorporate a 
more Caribbean feel,” 
recalls Jack Coote, vice 
president of Operations at 
Little Switzerland and the 

other retail operations at NXP Group. 
One way they captured the Caribbean 

feel was by using shutters along the back 
walls and also giving the showcases a 
shutter feel with wood slats.

“We enhanced the shutters along the 
back walls by putting a light behind them 
so it appears that the sun is shining through 
a window in a Caribbean home. It has a 
really nice feel to it,” Coote told TMI. 

Even as it was going for a Caribbean 
feel, Little Switzerland was also looking 
to incorporate a more modern concept into 
the store.

 “Our CEO Hal Taylor really wanted 
something in the center of the store that 
would differentiate us, which is how we 
came up with the Diamond Bar. It is, in 
fact, a fully functional bar that happens to 
sell diamonds. It even has its own signature 
drink. The “Avance Royale” – named after 

Little Switzerland, which is celebrating 60 years in business in 2014, has opened a completely remodeled new 
flagship store on Main Street in St. Thomas, USVI, following a devastating fire that destroyed the store in April, 
2013. The new concept – designed and built by Artco Group of Miami -- incorporates the traditional look of an old 
Caribbean home, combined with all the technology necessary to engage and enhance all the products. 

A functioning Diamond Bar sits in the center of Little Switzerland’s 
new St.Thomas store.
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our private label brand (Avance), is made 
with champagne with a cherry and a little 
of the cherry juice to give it a rosé color 
and served in a nice long stemmed flute,” 
he says.

“The bar really brings people into the 
store too. We see them gravitate towards 
the bar when they come in,” adds Little 

Switzerland vice president of marketing, 
Adam Leavitt. 

The LS executives say that the 
customers seem to have really embraced the 
concept of the Diamond Bar, although they 
have not been able to measure the impact 
of the bar itself, because of all the other 
upgrades that have been made throughout 
the store. In fact, LS is having a good 
season so far and seeing renewed interest in 
the higher ticket items. 

Although Little Switzerland is known 
for the branded 
items it sells – from 
Baume & Mercier, 
Breitling and 
Cartier, to TAG 
Heuer, Tiffany and 
Tissot, the store is 
beginning to pay 
more attention to 
private label: “We 
are selling the 
best of the best of 
our private label-- 
which we are going 
more into -- and 
it has been a huge 
success,” notes 
Coote. 

Adds 
Leavitt: “We 
have been having 
dramatic increases 
throughout 
the store, but 
particularly with the 
private labels, due 
to the new displays 
and the attention to 
detail.” 

“Little 
Switzerland is 
proud of our 
brands—we carry 

some of the finest brands in the world. 
Private label had been a very small part of 
our business, but the Diamond Bar sends 
a subtle message that we do sell things 
other than branded product, and we are in 
the diamond business. Thus far it has been 
great,” says Coote. 

The remodeled store also has a totally 
different traffic flow than previously, with 
watch brands like Michael Kors and Fossil 
located in the back. 

“Michael Kors is a hot brand, and 
Fossil as well, and the display there is so 
compelling that it draws people towards the 
back of the store,” says Leavitt.

The new concept also features a 

number of branded stores next to stores, 
with separate entrances on the street side 
and another entrance into the main store 
inside.

“Looking at the store front, on the left 
is the new TAG Heuer Boutique. Although 
part of the Little Switzerland store, it has 
a separate entrance and then an entrance 
into the main store. On the other side of the 
main LS entrance is a Tiffany Boutique, and 
behind Tiffany is an Omega Boutique, and 
accessible through the Tiffany and Omega 
boutiques, we have a Breitling Boutique. 
They are all part of the Little Switzerland 
managed operations,” says Coote. 

In addition to the work done by Artco, 
Coote gives a special shout out to Pat 
Bailey, Little Switzerland’s vp of real estate: 
“Pat has built practically every LS location 
during the past 20 years, and deserves much 
credit for our beautiful, newly remodeled 
Main St. shops. Without Pat’s hands on 
management of this project, it would have 
never been completed in time for Season,” 
he says.

Although some of the elements  in 
the new store may be repeated in other 
locations, not all of them are replicable 
everywhere depending on space and other 
considerations. “Although this is certainly 
something that we would want to replicate 
and continue to grow with,” says Coote.

The Little Swizterland group currently 
has 37 stores, 22 of which are under the 
Little Switzerland facia, in addition to 
Jewels stores, Breitling Boutiques, Tiffany 
Boutiques, as well as one each for David 
Yurman and TAG Heuer. 

For all of these the goal as a luxury 
retailer operating in the Caribbean is to 
have an upscale look and at the same time 
incorporate the shop in shop build outs, for 
such brands as Ippolita, Movado, Raymond 
Weil, Tissot, Michael Kors, and many 
others. The company also distinguishes 
itself with its well-trained staff, developed 
through an extensive training program that 
Leavitt says “really sets our team apart from 
some of our competitors.” 

The new flagship also ushers in Little 
Switzerland’s sixth decade in business. To 
help celebrate the company has introduced a 
corporate branding campaign that promotes 
Little Switzerland by focusing on one of the 
iconic symbols in Caribbean shopping for 
the past 60 years –the Little Switzerland red 
and white striped bag. 

Appropriately, the campaign ties in to 
travel and history with old travel posters 
and – as the centerpiece of the campaign – 
the “well-traveled” Little Switzrland bag.

From top: The Little Switzerland storefront 
features separate entrances for several brands.
Shuttered walls convey a Caribbean feel to the 
store. 
The compelling watch department at the rear of 
the store draws customers.    
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SMT expands stores at San Juan cruise port, 
Aguadilla Airport 

SMT is expanding its stores at both the 
San Juan cruise port and at Puerto Rico’s 
Aguadilla airport to take advantage of higher 
numbers of cruise passengers resulting 
from the new government’s aggressive 
tourism incentives and airport improvements 
programs. The Miami-based company is 
also seeing growth in its logistics business 
since moving into new warehouse facilities 
in Miami.  

SMT is expanding its operations 
at the San Juan cruise port, where it is 
the exclusive duty free concessionaire, 
enhancing its fragrance and cosmetics 
offers, as well as its spirits business for 
which it is well known.  

Among the new projects, SMT will 
remodel its main store at Pier 4, adding 300 
square feet to its 1,000 square-foot store so 
that it can carry cosmetics and treatments, as 
well as the fragrances now on offer. 

“We are looking to eventually be able 
to offer the cruise passengers make-overs 
before dinner for the ships staying late, as 
well as introducing a number of cross-over 
promotions between liquor and fragrance,” 
comments Eddie Ferenczi, SMT Executive 
Vice President. 

SMT is also remodeling two stores 
on the first floor at Pier 4, adds Jorge Azel, 
SMT Executive Vice President and CFO.

“We are currently building a new store 
with a beautiful and modern design for 
fast moving items like Bacardi, Bailey’s, 
Grey Goose, Black Label, Patrón. We still 
have the full assortment upstairs, but this 
is for the cruisers to be able to pick items 
up quickly. We are also remodeling our 
Clearance Outlet on the first floor, which 
does surprisingly well,” says Azel. 

SMT also reports that it is building 
a new 1,100 square foot store in the Pan 

American pier, and hopes to add more 
shopping at Pier 3 when it reopens in 
fall 2014. The pier is currently closed for 
renovations that will enable it to receive 
Quantum class vessels.

“The current administration is 
aggressively working to bring back more 
cruise passengers to San Juan,” says 
Ferenczi. “After seeing the number of cruise 
passengers drop in 2011, 2012 and 2013, 
the new government has introduced quite a 
few new incentives to increase the volume 
and develop tourism. As a result, we are 
expecting to see as much as a 25%-30% 
increase in cruise numbers this coming 
year.” 

While San Juan is still a major 
homeport for cruise ships, with 1.17 million 
passengers arriving during the 2011-12 
cruise year, according to cruise industry 
association FCCA, compared to the 2008-09 
season, total passenger and crew visits fell 
7%, from 1.39 million to 1.30 million. 

“The goal is to get back to the 1.4 
million passengers we enjoyed two years 
ago,” says Azel.

The government is also investing 
in improving the country’s airport 
infrastructure.  SMT operates at Rafael 
Hernández Aguadilla International Airport, 
the second largest international airport in 
Puerto Rico. Located on the west coast, 
Aguadilla is seeing growing volume to 
the US mainland from JetBlue, Spirit, and 
United as well as flights to other destinations 
in South America and Europe.  Last year, 
SMT opened an 800 sqf perfume store in 
the airport, in addition to its liquor store 
carrying spirits, cigars, and tobacco, and 
now has plans to open a gourmet shop there.

“The idea is to capture the travelers 
using that airport to LGA, JFK, Orlando. A 

lot of Puerto Rican travelers will be able to 
get the Puerto Rican products, the pasteles, 
and coffee. We are going to have a nice 
coffee selection, which we will grind right 
there. They will be able to choose between 
six Puerto Rican coffees,” says Ferenczi.

“I think we are going to fill a niche. I 
think this is going to be a great store. It will 
sell magazines, confectionery, specialty 
foods, local foods, frozen foods, destination 
items, destination coffees. The coffees make 
a good gift,” says Azel.

Miami Logistics
Since moving into a new warehouse 

in Miami that offers 50,000 square feet 
of bonded storage space along with its 
duty paid area and temperature controlled 
facilities, SMT Puerto Rico Duty Free has 
also grown its consolidation services and 
fine wine business, says Azel.

“We doubled our space from 25,000 
to 50,000 sqf.  As our business in better, 
higher-priced wines grew, we needed a 
temperature controlled area. We didn’t want 
to risk them going bad because of the heat. 
Now that we have a temperature control, 
we can continue growing that part of our 
business. We are also going to carry food 
in the warehouse, and in the temperature 
controlled area. Chocolates were an item we 
could not carry before. Now we can,” says 
Azel.

“We wanted to branch out on the 
logistics side. We already have four 
customers and we hope to get more at the 
IAADFS Show. We can offer the same 
services that we have been doing for 
ourselves for years; warehousing goods and 
providing logistics services for them. We 
also now have more room for additional 
personnel.”

INSIDER

Port of San Juan, courtesy of SMT
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The Café 
Britt stores 
sell the 
popular 
gourmet 
coffee from 
Costa Rica 
and have 
spread to 
airports 
throughout 
the region. 

Spectacular coastline at Casa Canada hotel and resort, Corn Island, Nicaragua.

Central America pursues airline, cruise tourists 
in race to boost bottom line  by Larry Luxner

The seven nations of Central America 
— often overlooked as tourist destinations 
when compared to the Caribbean — are 
vying to lure tourists and increase foreign-
exchange revenues by aggressively 
investing in airports, cruise ship facilities, 
hotels and other tourism infrastructure.

Costa Rica
Traditionally Central America’s top 

destination, Costa Rica attracted 2.34 
million tourists in 2012, not counting what 
the El Salvador-based Central American 
Tourism Council calls excursionistas — 
visitors who don’t spend at least one night 
in the country. The next most popular 
destination was Panama, which attracted 
2.08 million visitors in 2012, followed by 
Honduras, which received 1.85 million 
visitors in 2011 (the Honduran government 
had not finished tabulating its 2012 figures 
by press time).

Perennially popular Costa Rica, 
which accounts for 21% of all international 
arrivals to Central America, is working 
hard to keep its No. 1 ranking. In 
November 2013, the country’s main 

gateway, Juan Santamaría International 
Airport (SJO), began an $18 million 
expansion to facilitate an additional 
260,000 passengers per year.

Work includes the construction of two 
new boarding gates, along with contact 
bridges which will receive larger aircraft, 
according to the Tico Times. Currently, the 

terminal has nine bridges for passenger 
access. In addition, the project includes 
1,000 square meters of new space for duty 
free shops and airline hub facilities.

The expansion was approved by the 
Civil Aviation Authority, which said 3.7 
million passengers would travel through 
SJO in 2013.  
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Nicaragua
Neighboring Nicaragua — long the 

poorest country in Central America — 
hopes tourism will help lift its fortunes and 
generate badly needed cash.

A $22 million project is now 
underway to modernize the fishing port of 
Puerto Salvador Allende, Nicaragua’s El 
Nuevo Diario reported Oct. 28.

Virgilio Silva, chief executive of state-
run Empresa Portuaria Nacional (EPN), 
said the harbor — which is 1,300 meters 
long, 10 meters wide and 10 meters deep 
— will be able to accept cruise ships and 
other vessels weighing up to 15,000 tons. 
The port, named after a leftist president 
of Chile in the 1970s, now receives an 
average 100,000 tourists per month. 
Following construction of a marina, retail 
shopping center and other improvements, 
that figure is expected to triple to 300,000 
visitors. 

Adriana Dinarte, the port’s general 
manager, said her staff is working with 
Helicópteros de Nicaragua to incorporate 
a heliport as part of the tourism offer, and 
will also spend $1.5 million to upgrade 
Puerto Sandino.

In 2012, the country received 1.2 
million visitors, generating revenue of 
$421.5 million — an 11.5% increase 
compared to 2011 numbers, according to 
the Central Bank of Nicaragua. In fact, 
hotel capacity in Nicaragua has doubled in 
the past six years. Between 2006 and 2012, 
some 432 hotels were built, representing 
an increase of 113.6%. By the end of 2012, 
Nicaragua had 11,189 rooms, with average 
occupancy rate of 66%.

Late last year, the Nicaraguan Tourism 
Institute (INTUR), EPN, the Municipality 
of Managua and private tourism chambers 
announced a partnership to invest up to 
$60 million in hotels, resorts and new 
businesses in order to give Nicaragua’s 
capital city — destroyed in the 1972 
earthquake — a long-overdue facelift.

The first step: to convert the old 
city center into a circuit which will take 
advantage of the tourism potential of 
nearby Lake Managua and Puerto Salvador 
Allende. For now, the government plans to 
invest $6.5 million in the project.

But the biggest project, by far, is 
a widely publicized plan by Nicaragua 
to build an Atlantic-to-Pacific canal to 
compete with the 100-year-old Panama 
Canal. Last June, Nicaragua’s National 
Assembly granted a 50-year concession to 
Hong Kong Nicaragua Canal Development 
Investment Co. Ltd. (HKND) to build the 
178-mile canal; the concession can be 
extended for another 50 years once the 
canal is operational.

If built, the $40 billion undertaking 
would be the world’s largest waterway 
project and would be able to handle the 
world’s largest ships — including those 
that are too large even for the new set 
of locks now under construction at the 
Panama Canal, which is itself in the midst 
of a $5.25 billion expansion.

 The canal’s route has already been 
decided, says HKND’s president, Wang 
Jing.

“There are no major changes,” said 
the Chinese billionaire, who says his entity 
is independent of the Chinese government. 

“This route is the most convenient because 
it requires less investment costs and a 
smaller volume of soil excavation. The 
topography of the land where it is located is 
relatively flat, with an upward slope of 2% 
in the first 54 kilometers from its beginning 
on the coast of the Atlantic.”

Despite widespread opposition from 
environmentalists and local activists, Wang 
recently told London’s Telegraph: “I am 
100% sure that construction will begin in 
December 2014 and will end in five years, 
in 2019. It is very clear to us that Lake 
Nicaragua is the country’s mother lake, a 
symbol like the Yellow River is to China. 
Therefore, protection of this lake is the 
focal point of our feasibility report.”

Meanwhile, 28 cruise ships are 
expected to arrive at Nicaragua’s San Juan 
del Sur and 13 at Puerto Corinto during the 
2013-14 season, an 11% jump over the year 
before. 

According to the Florida-Caribbean 
Cruise Association (FCCA), Central 
America cruise passenger arrivals jumped 
by 29% between 2006 and 2010, with 
the fastest growth seen by Guatemala’s 
Puerto Quetzal. Volume there shot up by 
381%, reaching 47,000 in 2010, said the 
FCCA. Other leading Central American 
ports include Panama’s Colón (218,400 
passengers in 2010), Costa Rica’s 
Puerto Limón (193,000) and Puntarenas 
(89,000), Panama’s Cristobal (51,200) and 
Guatemala’s Santo Tomás (51,100).

The FCCA reported in early 2013 
that cruise passengers spent the most 
money in Belize (an average $73.00 in 
the 2011-12 cruise season), followed by 

Signs direct 
tourists to 
restaurants, 
guest houses 
and souvenir 
shops at West 
End, Roatan, 
Honduras.
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Costa Rica ($71.50), Honduras ($62.20) 
and Nicaragua ($45.60). Total passenger 
expenditures ranged from a high of $44.4 
million in Belize to a low of $1.6 million in 
Nicaragua.

Finally, the FCCA says the cruise 
industry generated total revenues of $61 
million for Belize, $20.4 million for 
Honduras, $18.5 million for Costa Rica 
and $2 million for Nicaragua in 2011-12 
(its report didn’t include El Salvador, 
Guatemala or Panama).

Honduras
Like Nicaragua, neighboring 

Honduras is a desperately poor country. It’s 
also a nation in political chaos, cursed with 
the world’s highest homicide rate. But at 
least Honduras now has a mainland cruise 
ship destination to call its own.

President Porfirio Lobo Sosa, whose 
term as head of state ends in January 
2014, dedicated the Banana Coast project 
last June during a ceremony that also 
recognized the founding of the city of 
Trujillo on May 18, 1525.

Themed “Where the Rainforest Meets 
the Sea,” the $30 million Banana Coast 
project is the newest cruise destination 
in the western Caribbean. Last February, 
developers completed the passenger 
reception facility and 50,000-square-
foot retail shopping center on 10 acres 
of beachfront in Trujillo’s colonial zone. 
Future plans call for construction of a two-
berth, post-Panamax pier.

Banana Coast has signed Holland 
America Line as the first cruise line to 

schedule regular calls at the new port. 
Holland’s 1,260-passenger Ryndam will 
visit Banana Coast 11 times beginning Nov. 
19, 2014, followed by a Dec. 17, 2014, 
visit by Silversea Cruises’ 269-passenger 
Silver Cloud, and then P&O Cruises’ 
710-passenger Adonia, set to call at the port 
on Feb. 27, 2015.

“Having a premium cruise line like 
Holland America Line recognize the 
exciting opportunities of regularly calling 
at Banana Coast is a testament to the work 
we’ve put into making the port the hottest 
new destination in the Caribbean,” said 
Randy Jorgensen, general manager of 
Trujillo Grande Autoridad, which owns the 
port.

Christopher Edgington, marketing 
director at P&O Cruises, added: “We 
think our passengers will love visiting the 
less-frequented, smaller and more intimate 
Caribbean destinations such as Trujillo and 
enjoy everything the Banana Coast has to 
offer.”

Roatán, a 37-mile-long Caribbean 
island just off the northern Honduran coast, 
is already a major port of call for cruise 
ships. It receives close to one million 
tourists a year, making Honduras the top 
cruise destination in Central America. 
The two main cruise terminals on Roatán 
are at Coxen Hole, which is run by Royal 
Caribbean Cruises Ltd., and Mahogany 
Bay, which is operated by Carnival Cruises.

Meanwhile, hotel investments 
continue throughout the nation of 7.9 
million.

Construction has started on a 125-

room Marriott Courtyard in San Pedro 
Sula, which already has 2,800 hotel rooms 
and is the commercial capital of Honduras. 
In addition, work will soon begin on a 120-
room Hyatt Place in that same city.

The $11 million Marriott, located in 
the Altia Business Park, should open in late 
2015. Epaminondas Marinakys, president 
of the Honduras Chamber of Commerce, 
said the Hyatt Place will be built on the 
former premises of his organization.  

In early 2014, the Indura Beach & 
Golf Resort will open along the Bay of 
Tela. The $98 million project boasts a five-
star hotel, a golf course, a spa and other 
amenities.

Jacobo Kattan, vice-president of the 
Honduran Tourism Investment Fund, said 
the project will help the country “become 
better known as a high-level tourism 
destination.”

What Honduras really needs, however, 
is a solution to the nightmare that is 
Tocontín International Airport. Located 
in the capital, Tegucigalpa, Tocontín has 
long been considered one of the world’s 
most dangerous airports for takeoffs and 
landings.

Meanwhile, nine international 
companies have shown interest in a $130 
million tender for construction of the 
new Palmerola International Airport, to 
be located on a former air base just 70 
kilometers from Tegucigalpa. The airport 
will have a 2,440-meter runway as well as 
a new control tower, a 14,000-square-meter 
passenger terminal and a 1,500-square-
meter cargo facility.

Commercial 
district, 
downtown 
Panama City.
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Companies from Argentina, Brazil, 
Chile, China, Colombia, Ecuador, Mexico 
and Spain are all participating in the tender.
When complete Palmerola should be 
able to handle a maximum 2.1 million 
passengers a year, according to the 
specifications. At present, Honduras has 
four international airports — Tegucigalpa, 
San Pedro Sula, La Ceiba and Roatán; 
together, they handled 1.8 million 
passengers in 2011, the latest year for 
which statistics are available.

The country’s public-private 
promotion agency Coalianza also plans 
to award a tender to build and operate 
Río Amarillio airport in Copán. That 
project — which foresees construction of 
a 1,200-meter runway, among other things 
— will require $270 million in investment. 
According to a press release, the new 
airport will primarily serve cruise ship 
tourists visiting the Mayan ruins of Copán. 
This new airport is scheduled to start 
operations in October 2016.

Panama
When it comes to airports, Panama is 

by far the regional leader.
Tocumen International Airport, just 

outside Panama City, is in the midst of a 
mammoth expansion that, when finished, 
will boost its capacity to 15 million 
passengers a year — making it one of the 
busiest airports in Latin America.

The project envisions commercial, 
operational and hotel infrastructure. 
At its centerpiece is a completely new, 
80,000-square-meter South Terminal 

boasting 20 gates as well as new facilities 
for immigration, customs and parking. In 
September 2012, Brazilian construction 
conglomerate Odebrecht won the contract 
to expand Tocumen, submitting a bid of 
$679.4 million. But implied within that 
contract are other works which could bring 
the total up to $936 million.

Among other improvements, the 
new terminal will feature scanners able 
to X-ray all bags belonging to passengers 
entering and leaving Panama. However, the 
1.8 million passengers simply transiting 
the airport will not be subjected to X-ray 
inspections.

In mid-September, state-run Tocumen 
SA reached an agreement with Panama’s 
Ministry of Economy and Finance to issue 
$650 million of bonds to help finance the 
airport’s expansion.

During the first half of 2013, some 
3.8 million passengers transited through 
Tocumen, averaging 20,807 a day, up from 
around 19,000 in the same period of 2012.

Leading international destinations 
for flights departing Tocumen are, in 
descending order: Miami, Bogotá, San 
José, Caracas, Mexico City, Havana, 
Houston, Lima, Santo Domingo and 
Medellín.

“The increase achieved in the first half 
of the year is due, among other things, to 
the addition of new air routes and increased 
frequencies by European airlines and the 
local airline Copa, which has allowed us to 
reach new markets,” said an airline official 
quoted in a Tocumen press release.

One way it’s achieved that is through 

direct payments to airlines. In June, local 
media reported that the Panama Tourism 
Authority (ATP) would pay $4.5 million 
over a three-year period for three direct Air 
France flights a week between Tocumen 
and Charles de Gaulle International in 
Paris. 

“This new route will geometrically 
boost the number of tourists arriving 
in Panama, augmenting a sector which 
now accounts for 10.4% of the country’s 
economy,” said ATP administrator Solomon 
Shamah at a Nov. 25 ceremony launching 
the new Air France flights, which operate 
Mondays, Thursdays and Saturdays.

The ATP has used such a mechanism 
in the past. In 2010, it agreed to pay 
Spain’s Iberia $4 million over three years 
for a direct flight between Madrid and 
Panama; it did the same with KLM to 
expand its frequency, say officials. Iberia is 
now in talks to boost the number of weekly 
flights from five to seven; British Airways 
is said to be studying the possibility of 
establishing flights between London and 
Tocumen.

Commercial flights aren’t the only 
activity that’s seeing growth at Tocumen. 
In August, officials announced construction 
of an $8 million private jet terminal. 
Asig Panama SA, the service provider 
for Tocumen’s main terminal, will be 
responsible for building and operating the 
new private jet terminal.

Michael Scheeringa, CEO of BBA 
Aviation Flight Support, said his company 
is investing $18 million over a five-year-
period. Juan Carlos Pino, general manager 

Boats along the beach at the laid-back resort village of Placencia, Belize.
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of Tocumen, said as many as 4,000 private 
jets pass through the airport annually, 
which is why it “needs a decent private 
space for those traveling in these aircraft.”

The Panamanian government is 
trying to encourage tourism outside the 
capital city. As such, Scarlett Martínez 
International Airport in Coclé is expected 
to promote tourism development in the 
Pacific coastal region southwest of Panama 
City.

“This infrastructure will influence the 
expansion of real-estate development and 
tourism in the Coclé region, because it will 
be able to receive Boeing 757-200 aircraft 
with capacity for 228 passengers,” said 
Panamanian President Ricardo Martinelli 
at a recent ceremony. Two Canadian firms 
have shown interest in connecting to this 
area, while it’s also expected that Air 
Panama or Copa will provide flights to the 
coastal resort of Río Hato.

After years of discussion, Panama’s 
first regular passenger ferry to South 
America could finally become a reality 
in 2014. A European group is negotiating 
the operation of a route linking Colón and 
Cartagena, Colombia — using a ferry with 
capacity for 1,500 passengers, 200 cars and 
50 shipping containers.

The Panamanian press reports that 
such a service could begin as early as 
March, pending approval from the ATP, 
which apparently has agreed to provide 
$350,000 to cover part of the risk the 
unnamed firm would take on with this 
project.

Panama has long been a favorite 
cruise ship destination, and during the 
2013-14 season, some 120 cruise ships 
were expected to call on Colón — with 

passenger spending on land averaging 
$125 while in port. Among these ships are 
Celebrity’s El Gran Equinox, with 2,850 
passengers and 999 crew members, which 
will arrive six times during the season. 
Separately, Pullmantur’s Monarch, with 
2,766 visitors, will make 15 arrivals and 
departures between September and January, 
said Augusto Terracina, port manager at 
Colón 2000.

Belize
Not to be forgotten, the English-

speaking nation of Belize has become 
the latest entrant to the Central American 
cruise ship market with the recent 
announcement that Norwegian Cruise 
Lines has purchased two islands in 
southern Belize to develop as a port of call 
for its western Caribbean cruises.

NCL said it had bought 75 acres in 
the Stann Creek and Toledo districts for 
the development of its $50 million Harvest 
Caye project, which it hopes to complete 
in 2015.

“While the master plan for the 75 
acres is still under development, the 
vision is to create a world-class cruise 
destination, consisting of two locations: an 
island destination with docking/tendering 
facilities and a mainland connection point 
for inland tours,” NCL said in a press 
release.

Norwegian has retained Orlando-
based IDEA Inc. to design Harvest Caye, 
whose goal is to divert ships from Belize 
City, the country’s commercial capital and 
main city. Among other things, the project 
will include a floating pier, an island 
village with open-air structures on raised 
platforms, a lagoon for water sports and a 

beach area.
“With an emphasis on indigenous 

local culture, this new cruise destination 
will tell the unique story of Belize, and 
set a new standard in the development of 
an eco-friendly destination,” said Hugh 
Darley, president of IDEA Inc.

Darley said more than 600,000 
passengers arrived through the port last 
year, and Norwegian alone is predicting 
passenger growth in the western Caribbean 
to more than double over the next four 
years. The master plan for the 75-acre site 
is still under development, said Darley, 
whose company has designed 15 major 
Caribbean ports.

Yet the Belize Tourism Industry 
Association angrily opposes the project.

Stewart Krohn, chairman of the BTIA 
and a hotelier in the village of Placencia, 
said the development would change Belize 
forever — and not in a good way. He 
claims that NCL will recover between $50 
million and $100 million over the life of 
the 25-year concession through a $4 per 
passenger head tax rebate, compared to 
the $50 million he says NCL paid for the 
land.

“They are getting back more than 
they actually pay for the port,” Krohn 
recently told Belize’s Channel 5 TV. 
“This is not about the MOU [memo of 
understanding]. It is about the concept of 
mass cruise tourism for southern Belize. 
They are taking the tourism industry, which 
is the engine that drives our economy, and 
turning its direction 180 degrees from how 
it has been successfully operating.”

Larry Luxner is a freelance journalist 
and photographer based in Bethesda, 
Maryland.

Tourist shops crowd the main 
street of San Pedro, Belize.
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Cruise tourists flock to the
Colombian port of Cartagena  by Larry Luxner

Last autumn, for the first time ever, 
the Florida Caribbean Cruise Association 
hosted its annual conference in South 
America. The five-day event, which lured 
nearly 1,000 participants to Cartagena, was 
an explicit recognition that Colombia’s 
most famous port city is taking off as a 
tourist destination — just as peace talks 
between Bogotá and FARC rebels promise 
to end a guerrilla war that has been ranging 
for more than 50 years.

The fear once associated with 
Colombia — known in the 1990s as the 
world’s murder capital, with cocaine-fueled 
violence and kidnappings scaring away all 
but the bravest foreigners — has largely 
dissipated. Today, Colombia is a popular 
tourist draw and Cartagena, with 1.2 
million residents, ranks among one of its 
most-visited cities.  Over the next three 
years, some 9,700 hotel rooms will come 
on stream in a variety of luxury properties. 
These range from the five-star, 280-room 
beachfront InterContinental Cartagena — 
to open later this year in Bocagrande, two 
miles from the old walled city — to the 
140-room Holiday Inn Cartagena Morros, 

located about 15 minutes by taxi from 
Cartagena’s Rafael Nuñez International 
Airport.

Here’s another solid clue that 
Cartagena has finally joined the ranks 
of popular Caribbean destinations: the 
2012-13 cruise season is bringing nearly 
350,000 passengers to the city, a 14% 
increase over the previous year’s figure, 
said María Claudia Lacouture, president of 
the promotional agency Proexport.

During this season, 193 ship calls 
are planned at Cartagena’s cruise ship 
terminal, up from 165. The growth is due 
to the arrival of Kristina Cruises and Paul 
Gauguin Cruises, and the return of Disney 
Cruise Lines for the first time since 2008. 

“The arrival of the new cruise lines 
reflects Colombia’s ranking as a tourist 
destination and consolidates Cartagena as a 
paramount city for the cruise line industry, 
having a positive impact on the country’s 
image abroad and the local economy,” the 
Cartagena de Indias cruise ship terminal 
said in a press release.

No vessel has called on Cartagena 
more frequently than Celebrity’s Equinox, 

with a capacity of 2,850 passengers, 
according to the Cartagena Port Society. 

At the FCCA conference, 
Richard Sasso, president of MSC 
Cruises, announced that his company’s 
3,959-passenger MSC Divina — built 
in 2012 and currently sailing around the 
Mediterranean — would begin calling 
on the Colombian port famous for its 
cobblestone streets and historic buildings 
sometime in 2014.

“We are not expanding as quickly 
as most other companies, but our growth 
is very well-planned,” Sasso told FCCA 
members. “We have a long-term strategy, 
which includes adding a few arrivals in 
Cartagena next year for our ship Divina, 
thanks to this conference.”

Likewise, Royal Caribbean Cruises 
Ltd. will bring its giant Independence of 
the Seas vessel to Cartagena for the first 
time in 2015. That ship can carry 4,370 
passengers and 1,360 crew members.

“We are constantly evaluating our 
cruise routes,” said CEO Richard Fain. 
“Of the many ports around the world, we 
maintain a presence in more than 100. 
However, Cartagena has earned a special 
place in my heart, and we love Colombia.”

Cartagena, a UNESCO World 
Heritage Site, was established in 1533 
and now ranks as Colombia’s fifth-largest 
metropolitan area.

According to a report commissioned 
by the FCCA and conducted by Business 
Research & Economic Advisors, 293,449 
passengers arrived aboard cruise ships 
during 2011-12, of which 286,113 were 
in transit and 7,336 were passengers 
embarking on cruises. Of the transit 
passengers, around 89% disembarked and 
visited Cartagena. In addition, 32% of the 
36,196 crew members aboard those vessels 
also disembarked. Together, they spent 
$33.4 million, up nearly 36% from the 
$24.6 million in expenditures during the 
2008-09 season.

“The 36% increase was the result of 
the 24% increase in passenger visits and a 
10% increase in average expenditures by 

Colorful heart in 
front of the Cartagena 
Hilton informs visitors 
that foreign direct 
investment in the last 
six years has grown by 
400%. The heart is part 
of the “Colombia es 
Pasión” promotional 
campaign.
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both transit and homeport passengers,” said 
the study. In fact, per-capita spending for 
passengers in 2012-13 came to $98.79, up 
9.7% from $90.03 in 2008-09, while per-
capita spending by crew members fell by 
35.4% during the same period, from $65.64 
to $42.40.

Among transit cruise passengers, four 
categories accounted for 90% of onshore 
expenditures: watches and jewelry, shore 
excursions, local crafts and clothing. 
Nearly 40% of the passengers who went 
ashore made some sort of purchase, the 
study said.

The ongoing jungle battle between 
FARC rebels and the Colombian 

government in Bogotá isn’t scaring away 
too many tourists lately from Cartagena, 
which is located hundreds of miles from 
the fighting.

The guerrilla war, which has been 
raging since the 1960s, may soon come 
to an end if peace talks now underway 
in Havana between government 
representatives and FARC rebels bear fruit. 

Luís Carlos Villegas, Colombia’s 
newly appointed ambassador to the United 
States, touted his country’s new image 
during a recent speech at Washington’s 
Center for Strategic & International 
Studies.

In 2003, Colombia’s economy was 

less than $100 billion, ranking it seventh 
in Latin America. Today, its GDP is nearly 
$400 billion, ranking Colombia third in the 
region. 

“Back then, foreign trade was $25 
billion a year. Now it’s $120 billion. I don’t 
think there’s another emerging market that 
has seen such dramatic positive change,” 
said Villegas. “When we first started 
negotiating with FARC in 1998, about 
60% of Colombians were living under the 
poverty line. Today, it’s three in 10, and 
extreme poverty is in the single digits. For 
the first time in 200 years, the majority of 
our people are middle-class.”

 With Colombia’s GDP likely to 
grow at 5% in 2014 and a public budget 
next year of $115 billion — up from $30 
billion 10 years ago — the government 
can now afford to build roads, improve 
tourism infrastructure and expand health 
and education networks like never before, 
he said.

Exterior of the 122-room Hotel Santa Clara, a 
luxury Sofitel property in the heart of colonial 
Cartagena.

Tourists crowd a narrow passage 
along a shopping street in Cartagena’s 
old city.

Panoramic view of Cartagena, with the Museo 
Naval del Caribe in the foreground. 
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Cuba Tourism Report : 2014 by Larry Luxner

Will 2014 be the year Washington 
finally takes Cuba off the State Department 
list of “terrorist-supporting states” which 
also includes Iran, Sudan and Syria?

Possibly, say veteran Cuba watchers 
— but don’t expect the White House to 
make any other significant moves this 
year to improve relations, especially if 
Maryland resident and U.S. government 
subcontractor Alan Gross remains locked 
up in his Havana jail cell.

And despite the much-hyped 
handshake between Presidents Barack 
Obama and Raúl Castro during Nelson 
Mandela’s funeral in South Africa — 
Congress is certainly not about to abolish 
the embargo that makes most U.S. travel to 
the island illegal.

That, of course, would energize 
Cuba’s tourism sector more than any single 
development in the last 50 years. The irony 
is that after two decades of steady growth, 
tourism in Cuba appears to be stagnating 
— even as legal U.S. travel to the island 
keeps on growing, reaching nearly 600,000 
visitors in 2013.

According to year-end data released 
by Cuba’s Oficina Nacional de Estadísticas 
(ONE), 2.54 million tourists arrived during 

the first 11 months of 2013. In November 
alone, arrivals spiked by 7% to 234,266, 
but the January-November 2013 period 
still showed a drop of 0.4% from the same 
period in 2012. This means Cuba did not 
reach its much-stated goal of 3 million 
tourists for 2013, but rather finished the 
year at around 2.8 million foreign visitors, 
nearly identical to the number who came to 
Cuba in 2012.

 According to ONE, tourism 
revenues during the first nine months of 
2013 were similar to 2012 revenues, at 
1.412 billion Cuban convertible pesos, 
or CUC (equivalent to $1.52 billion). 
Lodging, retail and recreational revenues 
showed declines, while transportation and 
restaurant earnings were up. And despite 
a 5% rise in health tourism to Cuba, 
business travel fell by 9.8% and events 
and conventional tourism plummeted by 
35%. As a result, hotel occupancy — which 
averaged 48.2% from January through 
September 2012 — dropped to 46% for the 
same period in 2013.

By far, the most important source 
market for tourists to Cuba is Canada, 
which accounts for 38.9% of all visitors 
to the island. In 2013, Canadian tourism 

picked up by 2.9%; other strong-
performing source markets were Colombia 
(up 5.8%), Germany (up 6%), Mexico (up 
9.4%), Venezuela (up 23%) and Chile (up 
31%).

Yet some of Cuba’s most important 
traditional markets sent fewer tourists 
to Cuba last year as economic problems 
continue to plague the 28-member 
European Union. These include Great 
Britain (down 2.9% last year); France 
(down 6%), Italy (down 8.8%) and Spain 
(down 12.1%). 

The big surprise is the United States, 
which ONE lists in the “other” category. 
It said the number of visitors from this 
category fell by 3.6% for the first 11 
months of 2013, 

The remaining 97,238 were U.S. 
citizens traveling to Cuba on people-to-
people programs, humanitarian licenses, 
government business or for other purposes. 
According to Morales, 87% of those 
surveyed travel at least once a year to 
Cuba, 3.1% travel quarterly, 1.8% travel 
every other month and 1.3% travel 
monthly.

The average U.S. visitor stays in Cuba 
five to seven days, the survey showed, 

Foreign pleasure boats docked at Marina Internacional de Vita in Holguín.



                                     63                                                    March 2014  IAADFS/MHA Issue



 IAADFS/MHA Issue March 2014                                64                                           

INSIDER

and 36.3% of them visit tourist resorts. 
Of the beachgoers, 54.9% visit Varadero 
— Cuba’s largest and most popular 
beach destination — while 21.8% go to 
Guardalavaca in eastern Holguín province, 
and 13.4% visit Cayo Santa María, along 
Cuba’s northern coast. 

Furthermore, some 80% of beach 
visitors said they stay in hotels. One-
third of them rent cars, and 17.9% hire 
government-owned taxis.

The study estimates that Cuban-
Americans visiting the island spend 
around $665 million a year in Cuba, 
though total remittances to Cuba reached a 
record $2.77 billion in 2013, nearly 6.6% 
more than the previous year. And those 
remittances may break another record, 
says Morales.

“In 2014, the $3 billion barrier 
for cash remittances could be broken 
for the first time,” he said in a press 
release. “Everything depends on the 
next liberating measures of the Cuban 
government.”

The most recent of those measures, 
which took effect Jan. 1, 2014, allow 
Cubans to buy new and used cars from 
the state without special permission. But 
markups of 400% or more have only 
served to frustrate average people. Those 
who don’t receive money from their 
families in South Florida, for example, 
have little hope of ever being able to buy 
a Peugeot 206 model for $91,000 — let 
alone a Peugeot 508 for $262,000 — 
especially considering that the average 
wage in Cuba is around $20 a month.

Yet at least some Cubans are using 
remittance money to stay in beach resorts 
that had not long ago been off-limits for 

Cuban citizens, according to Morales. 
This helped domestic tourism grow 
12.6% during the first seven months of 
2013 — the most recent data available — 
compared to the same period in 2012.

At the official level, relations 
between the United States and Cuba 
are better than they were a year ago. 
In November, two officials from the 
Cuban Interests Section visited Miami to 
meet with companies that handle Cuba 
travel — an uncommon trip because the 
State Department rarely allows Cuban 
diplomats to leave the Washington 
area. There have also been bilateral 
talks regarding direct mail service 
and migration issues, and even more 
importantly, the Castro regime refused to 
give NSA whistleblower Edward Snowden 
safe haven in Cuba, pleasing Obama 
administration officials.

And, of course, there’s the famous 
Obama-Raúl handshake in Johannesburg.

But problems remain, 
even for U.S. citizens 
traveling to Cuba legally. 
On Nov. 26, the Cuban 
Interests Section was forced 
to temporarily suspend the 
issuance of visas after M&T 
Bank said it had dropped 
all business with foreign 
missions in the United 
States, and Cuba couldn’t 
find a replacement.

“The Cuban Interests 
Section regrets the 
inconveniences caused 
to Cuban and American 
citizens by the suspension, 
and will provide timely 

information on the evolution of this 
matter,” said a statement by the Cuban 
government.

Two weeks later, the mission restored 
those services, but travel companies 
remain concerned about a repeat stoppage 
since Havana’s reinstatement of consular 
services is only on a temporary basis, until 
Feb. 17.

Experts say a repeat suspension 
by the Cuban Interests Section could 
potentially affect both U.S. citizens 
who come to Cuba on people-to-people 
excursions and Cuban-Americans arriving 
on charter flights.

Those flights technically may originate 
from more than a dozen U.S. “gateway” 
cities including Pittsburgh, New Orleans 
and Dallas-Fort Worth, though in practice 
nearly all the Americans flying to Cuba in 
recent years are boarding planes in Miami 
and Tampa, with fewer numbers departing 
from Fort Lauderdale and New York’s JFK. 

British cruise ship 
Sundream docks in 
Havana harbor.

Havana’s famous Tropicana show is one of Cuba’s enduring tourist attractions.
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On Dec. 30, the first legally sanctioned 
flight from Key West, Fla., to Cuba in more 
than half a century landed in Havana —
just over two years after federal officials 
granted Key West the green light to resume 
those flights in October 2011. But for 
now, that city’s airport may carry only 10 
passengers and crew to Cuba at a time.

U.S. companies still may not offer 
cruises to Cuba, though several firms 
have applied to the Treasury Department’s 
Office of Foreign Assets Control for 
permission to operate regular ferry service 
between Florida and Cuba for licensed 
passengers.

In 2012, OFAC — which enforces 
the U.S. embargo against Cuba — told 
Havana Ferry Partners that such service is 
“beyond the scope of current policy.” The 
White House is unlikely to substantially 
improve U.S. relations with Cuba as 
long as Alan Gross — a subcontractor 
for the U.S. Agency for International 
Development — remains in a Havana jail 
cell, where he’s languished since 2009. 
The prisoner, who was working on a 

USAID project to “promote democracy” 
on the island, is now serving a 15-year 
sentence for subversion against the state.

In early December Cuba’s Foreign 
Ministry explicitly linked the release of 
Gross, 64, with the case of five Cuban 
nationals arrested in 1998 and charged 
with spying against the United States. 
They were sentenced to long terms at 
federal prisons in Arizona, California, 
Kentucky and Florida, although one of 
the five, René González, was released in 
October 2011 and allowed to return to 
Cuba last April. 

One thing Cuban officials are trying 
to do to boost tourism is revive Cuba’s 
stagnant cruise ship industry. Previous 
attempts at making Cuba a regular cruise 
destination have failed, mainly because 
the U.S. embargo forbids any ship docking 
at a Cuban port from entering the United 
States for at least six months.

Passenger arrivals peaked in 2005, 
with 122 ships delivering 102,440 
tourists, an average of 840 per ship, 
according to ONE. (That was the same 

year Fidel Castro complained that cruise 
visitors spent little money and left behind 
“rubbish, empty cans and paper.”) 

From that point on, arrivals 
plummeted. ONE reported 30,000 cruise 
ship arrivals in 2006, falling to 7,000 in 
2007, 5,000 in 2008, 4,000 in 2009, 2,000 
in 2010 and only 1,000 in 2011. In 2008, 
José Antonio López, then-general manager 
of the state company that runs Cuba’s four 
cruise terminals, told Reuters that Cuba 
has the capacity to receive one million 
cruise ship passengers and 600 ships a 
year. Havana alone can dock several ships 
of up to 70,000 tons, he said.

 Capacity may expand even more, 
thanks to the new $900 million container 
hub at the Mariel, expected to open in late 
January. This port, located 30 miles west 
of Havana, is the focus of a multibillion-
dollar effort to establish a “special 
development zone” that will attract 
manufacturers and exporters from Brazil, 
China, Vietnam and Russia, freeing up 
Havana’s congested port for exclusive use 
of cruise ships and other tourist facilities. 
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Strong growth for London Supply
New store extension to open mid-March

In spite of Argentina’s stagnating regional economy, London Supply reports an excellent year. Two years after her 
appointment as Commercial Director of London Supply, Maggie Ducos speaks with TMI’s John Gallagher from 
her office in the Puerto Madero district of Buenos Aires about the expansions and improvements taking place at 
the company’s flagship store in Puerto Iguazu.

 “Last year we had record sales in 
every category, with our full year sales up 
a little more than 40% compared to the 
previous year. Some brands performed 
even better than that and the suppliers that 
were able to respond well to our need for 
products saw some very impressive sales 
increases. It takes between 3 and 4 months 
to get stock from the supplier’s factory to 
our store in Iguazu – when sales increase 
the way they have done this year it really 
stretches the supply chain but we have 
made it work this year and the results have 
been outstanding,” says Ducos.

London Supply, like other travel 
retailers operating in Argentina, has 
benefited from the growing informal 
market in foreign exchange. Over the last 
two years the Argentine government has 
clamped down on the supply of  Dollars 
and Euros, making it very difficult to obtain 
these currencies legally at the official 
exchange rates. As a result the informal 
market has grown and despite government 
efforts to control it, the grey market 
dollar rate is about 11.5 /11.6 pesos (per 
US  dollar) compared to the 
official rate of 7.7/7.8. 

Consequently, foreign 
tourists arriving in Misiones 
province are changing their 
cash in grey market foreign 
exchange houses prior to 
visiting the duty free shop. 
London Supply is obliged 
to accept payment in Pesos 
and most tourists apparently 
are taking advantage of this 
situation. In an attempt to 
crack down on this exchange, 
foreign visitors are no 
longer allowed to buy air 
tickets with cash and must 
use international credit 
cards; and there is talk that 
the government will 
shortly insist that foreign 
visitors pay for all 

goods and services with credit cards issued 
outside Argentina.

Argentine government measures 
to discourage foreign travel – a 35% 
surcharge on air tickets, a 35% surcharge 
on international credit card purchases and 
the limited availability of international 
currencies at official exchange rates -- has 
spurred national tourism and as a result 
many more Argentines visited Iguazu 
during the southern hemisphere summer. 

Ducos explains, “This year we have 
seen a significant increase in the number 
of Argentine customers. Most of those that 
have come to this part of Argentina have 
also visited our store – here they can use 
their credit cards without surcharge and 
take advantage of interest free installments 
that many card issuers have offered over 
the last 12 months.”

“We finished the year with just over 
2 million visitors to the store, that’s up 
15% on 2012. Brazilians have historically 
been the most important segment and this 
year was no exception. They have clearly 
taken advantage of the beneficial exchange 

rate, although many have used credit 
cards and taken advantage of installment 
plans offered by their banks.  Last year, 
Brazilians accounted for just over 60% 
of our visitors, and Argentines around 
30%. We have also seen more Europeans, 
more Japanese and more North Americans 
– statistically they are still not very 
significant but they tend to be big spenders 
when they come to the store.”

Sales have performed strongly all 
year round, says Ducos: “We have also 
seen our average sales ticket grow to $250, 
which is up from around $220 the previous 
year. The general impression is that people 
just want to buy more but our year round 
promotional program ensures that the 
average sales ticket stays high.”

Perfumes and cosmetics continue to be 
the number one category in Puerto Iguazu. 
“It was another great year for fragrances 
and liquor and tobacco also did well. This 
year we have also seen a sales spurt in 
the fashion sector which gained a couple 
of points of market share. There are two 
reasons in my opinion –we are managing 

the category a little more 
efficiently and suppliers also 
are beginning to understand 
what they need to do to be 
successful in duty free.”

Store extension on schedule
In addition to her day 

to day task of directing the 
commercial operations of the 
company Ducos, has been 
preparing for the opening of 
the extension to company’s 
Puerto Iguazú store. London 
Supply is more than doubling 
the sales area from just over 
4,000 sqm to more than 9,000 
sqm. 

“Obviously this has 
been a huge move and we 
have been spending a great 
deal of time making sure we                  

        

The Iguazu Falls continue to bring in tourists from all around the region.

INSIDER
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are preparing the store to make it the 
very best shopping experience for our 
customers. We have been working very 
hard on the layout and making sure we 
have the right things in the right place. 
[The area for] perfumes and cosmetics will 
triple in size. We will have a MAC shop-in- 
shop, a specialist wine store, a stand-alone 
sunglasses store, a specialist multi-brand 
sports shop, and a delicatessen.  And for 
those looking for refreshment, we will have 
an Absolut Bar with drinks and snacks,” 
said Ducos.

London Supply’s award-winning 
Puerto Iguazu store is regarded by many 
as one of the best border stores in the 
Americas. However as business has grown, 
the current store is often just too busy, 
says Ducos. “Some weekends, especially 
at vacation time, the store is packed with 
people. With double the space, that will 
be less of a problem. We will also have 
the chance to tidy up the present store, 

and unclutter the passageways. We will be 
reforming our fashion area and most of the 
brands we have will be able to display their 
collections in a more attractive way. At the 
same time we will be improving the way 
we set out our Home and Design section, 
which we incorporated a few months ago.”

Ducos is passionate about what 
the London Supply team is doing to 
improve customer service. “We can give 
our customers excellence because of our 
experience. We listen to them and we 
work closely with our suppliers to give 
our customers what they want. With the 
expanded store we can give the brands 
the right amount of space so that we can 
present the brands better and develop sales 
and improve promotions. With the new 
store, we will have 800 people working 
for the company in Puerto Iguazu and that 
makes us one of the biggest employers 
in the province. We owe our success to 
our people who strongly identify with 

London Supply Group among main sponsors of the 
“Football for Peace” match, supported by Pope Francis

The London Supply Group Argentina 
joined together with Italy’s world 
famous Pirelli company and Aula 365, an 
Argentine education and entertainment 
social network, to announce the launch of 
the first Worldwide Interreligious Football 
Match that will take place in August in 
Milan, Italy.

The “Football for Peace” match is 
being held in conjunction with the Pupi 
Zanetti Foundation (fundacionpupi.org),  
and the directors of Scholas Ocurrentes, 
the Worldwide Network of Schools 

Getting Together, and is personally 
supported by Pope Francis.

London Supply, along with Pirelli, 
and Aula 365, were the main sponsors of 
the press conference held in the Vatican 
City to announce the event.

The aim of this initiative is to 
communicate “an inter-religious, 
educational, universal and encouraging 
message” to the educational community 
worldwide, say the sponsors.  

“The London Supply Group 
Argentina shares these values, and is 

proud to be 
associated 
with Scholas 
Ocurrentes and 
its creator, Pope 
Francis, in this 
event that will 
attract worldwide 
attention,” said 
the company 
in its official 
announcement of 
the event.

London 
Supply and its 
Foundation have 
been working 

towards improving the health and 
education of the people within every city 
and community in which it operates, as 
well as providing social assistance.

Among the projects that the Group 
is involved in, the most notable is that 
of the ongoing “Educational Area” 
project in the underprivileged Primero de 
Mayo Neighborhood, in Puerto Iguazú, 
Misiones, Argentina. The Educational 
Area consists of a primary school and a 
secondary school that house more than 
1500 students who study in the fully 
equipped classrooms every day. The 
students are also supplied with  three 
meals a day at school. This year, the 
London Supply Group will finish the 
construction of the next phase of the 
project, a nursery school in the Primero 
the Mayo Neighborhood that will care for 
babies from 45 days old to 4 years of age.

In light of “the clear synergies 
between the two organizations,” London 
Supply has pledged its commitment 
to support Scholas Ocurrentes in this 
upcoming football match, says the 
company.

London Supply will also accompany 
Pope Francis when he plants an olive tree 
in honor of Scholas Ocurrentes.The London Supply Group Foundation’s Maria Taratuty and Teddy Taratuty 

met with the Pope last September.

what we are doing and we try hard to give 
something back to their community.”

Ducos and her team are very much 
involved every year with the London 
Supply Golf Tournament.  This year 
they celebrated the 10th Edition of the 
tournament. Ducos says, “The tournament 
is now part of the social calendar in Punta 
del Este in the summer months and is one 
of the big events that raises money for the 
London Supply Foundation. This year we 
raised a record sum of US$562,490, which 
will be donated to the Mother Teresa of 
Calcutta Kindergarten, which is being built 
in the Primero de Mayo neighborhood in 
Puerto Iguazu.  This was a really enormous 
amount of money, which almost doubled 
last year’s figure. We couldn’t have 
done this without the donations from the 
participants in the tournament but also from 
our suppliers, who this year more than any 
other really helped us surpass our most 
ambitious objective.”

INSIDER
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Uncertain economic outlook plagues 
Latin America 
Latin America has a mixed year ahead – be it political, economic or socio cultural.  Will the highlight be an election 
in Brazil, another devaluation in Argentina or a successful World Cup? John Gallagher takes a look at the regional 
economy and assesses how it will affect the travel retail business.

Economic growth in Brazil is 
clearly stagnating and hints of a technical 
recession beckon as analysts fear negative 
growth in Q3 and Q4 2013. Coupled with 
the potential “hecatomb” in neighboring 
Argentina – where the government has 
finally admitted that inflation is hurting all 
social classes – the short term outlook is 
not exciting for Latin America. 

Despite the depressing outlook for 
Argentina and Brazil, the Pacific Alliance 
economies are doing well. Mexico, 
Colombia, Peru and Chile all report solid 
GDP growth, even though the latest 
growth estimates are 0.1% or 0.2 % below 
previous forecasts. The Pacific economies 
are expected to do well in the short and 
medium term, but the relative weight of 
Brazil and Argentina will contribute to a 
mixed outlook in general. 

Argentina: threat of 40% inflation?
Inflation in Argentina this year could 

be in a range from 37% to 40%, say many 
analysts. And the 16% devaluation of 
the Peso that went into effect in January 
may not be enough to kick start the 
economy. One, maybe two more currency 
adjustments may need to take place before 
the end of the year. GDP growth is down 
on last year and the budget deficit appears 
to be out of control.

But while Argentina may share some 
of the same economic and social policies 
as Venezuela, the Argentine government 
is now taking action to avoid complete 
economic chaos. January’s devaluation 
was accompanied by measures to reduce 
the amount of Pesos in circulation and 
limit private banks’ foreign currency 
holdings -- actions that stabilized the Peso 
in February. Analysts say the government 

now needs to take more anti-inflation 
measures in addition freeing prices on a 
range of consumer products. 

But whether the government has 
the political will to fight inflation and 
the Labor Unions when they start annual 
salary negotiations this month has yet to 
be seen. As of mid-February, the Peso 
stands at 7.8/7.9 to the US Dollar and 
the informal market is at 11.5/11.6. But 
confidence in the government measures is 
low and many agree that the official rate 
could be around 9.6 / 9.7 by year-end, 
with the informal rate as much as 50% 
higher.

Last month the Indec, Argentina’s 
statistic office, introduced a new retail 
price index showing the January inflation 
rate at 3.7%, the first time in years that 
the official figures were close to those 
of independent economists. And even 
though these did not take account of 
further price increases resulting from the 
currency devaluation, the government’s 
more realistic attitude was well received. 
Revised GDP figures issued in March 
are expected to reflect growth between 
1.8% and 2% per annum – a much more 
accurate assessment than in the recent 
past. Most analysts predict that annual 
inflation figures could come in close to 
40%.

Harsh impact on travel 
Although the government said it 

would ease its two-year-old measures 
curtailing access to foreign currency, 
controls are often arbitrary, with rules 
open to interpretation. Given the falling 
currency reserves at the Central Bank, 
most observers believe restrictions will 
remain in place for the rest of the year 

at least. The government had announced 
it would reduce the 35% surcharge on 
international travel to 20%, but the 
next day it back-tracked, and the 35% 
surcharge remains in place for now. 

Airport authority AA2000 reports 
that international travel was down 3% in 
January at Buenos Aires Ezeiza Airport. 
The drop in travel apparently reflects 
fewer Argentines traveling abroad, since 
the number of international travelers 
visiting the country are holding steady. 

The outlook for international travel 
is more ominous, with some travel agents 
reporting forward reservations down by 
as much as 40%. Such a downturn would 
seriously hurt the airlines and the duty free 
shop operators in Argentina, especially if 
there was no increase in overseas visitors 
to make up for the loss.

Brazil outlook unclear 
In Brazil, the month-long FIFA World 

Cup coming in June could divert attention 
from the country’s growing economic 
problems, especially if a Brazilian victory 
could boost domestic consumption. 
Brazil’s GDP is still expected to rise 
between 2.1% and 2.4% this year, a 
similar level to 2013 but far from the 8% 
and 9% seen during Lula’s tenure. January 
inflation figures of 5.59%, the lowest for 
14 months, met with market approval and 
the Brazilian Central Bank is estimating 
inflation at 5.7% for the full year. But 
some experts worry that the end of the 
commodities boom and a slowdown in 
China will mean lower GDP increases for 
the next few years. It is still unclear how 
the Argentine crisis will affect Brazil, 
since Argentina is Brazil’s third largest 
export market. 

INSIDER
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       Brazilian tourist authorities estimate 
that 3.7 million tourists (600,000 from 
abroad) will generate expenditure of 
around US$ 5 billion during the FIFA 
World Cup. The impact of this revenue on 
economic growth is unknown, but Brazil’s 
infrastructure has improved, financed 
by both public and private investment. 
Airports are being renovated and new 
terminals built in the cities where the 
games will be played. Outdated duty free 
facilities in some of the recently privatized 
airports, like Sao Paolo Guarulhos, are 
being totally renovated. Brasilia airport 
will also see extensive remodeling and 
the country’s first duty paid megastore in 
domestic departures will be up and running 
this year.

Brazil’s macro-economic situation 
is solid enough but most observers say 
the country is performing below its 
potential. The government is unlikely to 
introduce further stimuli to push growth 
with elections taking place in October. 
Economic growth has slowed under 

President Dilma Rousseff but she is still 
favored to win a second term, and should 
make efforts to stimulate the economy if 
she is reelected. Rousseff is expected to 
campaign on the Workers Party record 
on unemployment and job creation – real 
wages have risen and 40m Brazilians 
have been lifted out poverty.  In a recent 
poll, market research experts Datafolha 
gave her 47% of the vote with her closest 
rivals taking 19% and 11%. Despite the 
economy, voters should remember who 
created the jobs, who increased salaries and 
who provided credit facilities for consumer 
goods and housing.

The outlook for the travel retail 
business is mixed. Strong economies in 
Chile and Peru are good news for World 
Duty Free Group, the airport duty free 
concession holder at Santiago and Lima. 
Both airports showed solid traffic increases 
last year and this year promises more 
growth. Both Santiago and Lima will host 
major renovations in the medium term and 
retail facilities will be expanded. 

International passenger increases in 
Bogota and Mexico City will benefit Motta 
Internacional, Grupo Wisa and Dufry. 
Mexico City, however, is close to capacity 
and the government will finally have to 
decide what steps it must take to provide 
for the long term aviation future of the 
capital city.

Even with the uncertainty in Brazil, 
Dufry is likely to increase revenues as it 
expands its retail space in Sao Paolo and 
other airports come on stream. Border 
duty free stores on Brazilian territory 
are still some time away as the Brazilian 
customs authorities have still not drawn up 
the final legislation clarifying how these 
will operate. With the current economic 
situation in Argentina, international 
passenger traffic will stagnate at best 
in Buenos Aires. Some foreign tourists 
may take advantage of the informal 
exchange rate to buy goods with pesos 
but that is unlikely to make up for the fall 
in international passenger traffic that is 
expected. 

Mannah: Second half sales rise after Paraguay’s 
national elections 

In spite of record economic growth 
in Paraguay, it was a quiet year for the 
duty free business, according to Mohamad 
“Alejandro” Mannah, President and CEO 
of the Mannah Group. 

“The country posted record growth of 
more than 13% in 2013, but it was a year 
of two distinct halves,” Mannah explained. 
“The first part was quieter than usual with 
less traffic in the airport and less visitors 
to Ciudad Del Este. We assume this was 

due to local people being involved in the 
campaign for the presidential elections 
which were held in April, and visitors 
avoiding the country for the same reason. 
When the elections were over and the new 
President took office in August, passenger 
numbers started to grow again as airlines 
increased frequencies in Asuncion. 

“As a result sales increased in the 
second half of the year, and we finished 
above 2012, which was a decent result after 
the way the year had started.”

Mannah is optimistic about the 
prospects for the coming year, and he 
expects Paraguay will have a solid year, 
although growth will not be as high as last 
year. 

“We are forecasting that even more 
Paraguayans will travel abroad and more 
people from Asuncion will visit the 
Iguazu area for tourism,” he notes. “The 
countries that surround us seem to have 
their economies more or less in shape and 
this is good for business. The exception is 
Argentina, which is having problems and 

after the devaluation last month, fewer 
Argentines are traveling.”

Mannah says that the drop in sales 
to Argentine shoppers is balanced by 
increased sales to Paraguayans, however. 

“The World Cup, which will be held in 
June in Brazil, should be good for tourism 
and I would expect that some people 
will visit the Iguazu Falls before or after 
watching the football.”

The family owned Mannah enterprise 
expects to grow in 2014. 

“Our Company will look for new 
opportunities and we hope to finally 
open our new 1,000 sqm store in Salto de 
Guairá, a border town situated just over 
100 miles to the north of Ciudad del Este, 
inaugurating the new store in the second 
quarter of this year,” says Mannah. 

“Our commercial team is already 
planning the new layout and we will 
be incorporating several new brands in 
different categories, not only for the new 
store but also for Ciudad del Este and our 
airport stores in Asuncion,” he concludes.

INSIDER
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DFA-U to anchor Rio Branco Shopping Mall
Duty Free Americas – Uruguay 

(DFA-U), along with leading Uruguayan 
real estate developer Garbarino Lombardo, 
will soon start to build an impressive new 
$40m shopping mall in the border town of 
Rio Branco. DFA-U will occupy the 4,000 
sqm anchor store, and initial plans call for 
a 60-bedroom hotel, 2 large retail stores, 
a supermarket, 40 smaller stores and a 
parking lot for 700 cars in addition to the 
anchor store. 

DFA-U General Manager Andres 
Mendelsohn says that the company is 
taking part in the project as an investor, as 
well as being the anchor tenant. In March, 
the investors and the developers will select 

the construction company through a bid 
process. “We expect to start preparing the 
land and start building by June of this year 
if all goes to plan; and complete the project 
by the middle of 2015.”

Mendelsohn reports that 2013 was an 
up and down year for the border duty free 
business in Uruguay:

“The first six months were 
excellent but the second half was quite 
disappointing,” he said. “DFA-U finished 
where we had planned to be, with sales 
growth in line with our budget. We believe 
we gained some market share from our 
competitors. But the outlook for 2014 is not 
too clear. A lot will depend on how the Real 

behaves in the foreign exchange markets.”
With DFA-U now operating in all the 

border towns, the company is fine tuning its 
operation.  “The World Cup means that the 
Brazilian travel patterns will change and it 
is not clear whether it will be good for the 
travel retail business,” says Mendelsohn. 
“Vacation time will be spent watching the 
games and shopping trips may be postponed. 

“And after the World Cup, the 
calendar will be not be good to us – in the 
second half of the year, all Brazilian public 
holidays fall on Saturday or Sunday, which 
means there will be no long weekends, 
which are traditionally good for additional 
sales and revenues.”

Brasilia Airport: Inframerica reports renovations on schedule
The renovation work on Brasilia 

Airport is more than three-quarters 
completed and construction will be finished 
by May, reported Sergio Rinaldo, General 
Manager of airport operator Inframerica, 
last month during a visit by Brazilian 
Tourism Minister Luis Octavio Neves.

The renovated terminal will include 
a new North and South pier, including 
28 fixed boarding gates, new check-in 
facilities, additional parking and upgrades 
to the departure and arrival areas for 
domestic and international passengers. 
Upon completion, airport capacity will 
increase from the current 16.5 million 
passengers to just over 21 million 
passengers. 

Inframerica will have invested more 
than R$ 900m by the time the work is 
completed.

Inframerica, the consortium formed 
by Corporacion America and controlled by 
Argentine entrepreneur Eduardo Eurnekian 

and the Brazilian company Infravix 
Participações SA, part of the Engevix 
Group, has been managing Brasilia 
International Airport for a little more than 
a year.  

The airport commercial activities 
are also being overhauled. Inframerica 
signed a 10-year contact with Dufry Group 
for the duty paid and duty free shopping 
concessions in Brasilia and Natal airports. 

In Brasilia, Dufry will introduce the 
Hudson’s Gift Shop concept developed 
in the U.S. which is now being rolled out 

around the world. National departures will 
also include a revolutionary walkthrough 
1,600 sqm megastore, the first of its kind 
for Brazilian domestic passengers.

When the contract was signed last 
September, Dufry CEO Julian Diaz 
commented: “The prospects in Brazil for 
infrastructure investments are enormous 
and the airports are only the forefront of the 
changes to come in Brazilian transportation 
infrastructure. As for Brasilia, this is one 
of the most important airports for domestic 
passengers with a significant potential to 
increase international passenger numbers, 
and which is expected to have a significant 
increase in capacity by the end of 2014.”

Inframerica won the rights to manage 
Brasilia International Airport in February 
2012 when it bid R$ 4.510m for the 
30-year concession. By the end of the 
concession period, the company estimates 
that the capacity of the airport will have 
increased to 40 million passengers.

INSIDER
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Daniel Pomiés, former CEO of Neutral 
and Duty Free Americas Uruguay, established 
TendenciasLatam in 2011 and oversees the 
strategic direction of the business, which is 
run by his son, Matías Pomiés, along with 
his daughter, Dr. Valeria Pomiés, a qualified 
dermatologist, who provides product advice 
and education. Following a successful year 
in 2013, the family company is expanding 
the distribution base of its current range of 
products.

The company was set up originally 
with two divisions to serve different 
market segments. Its prestige division is 
focused on high-end consumers with the 
cell-cosmetology-based Valmont range 
from Switzerland, and Italian -fragrance 
range La Martina.  Its second division 
features ‘masstige’ brands – and deals with 
carefully targeted product ranges from 
France, England and Italy.

These include Woods of Windsor 
(from Yardley of London), Corine de 
Farme, Inessance-Paris, Originel & 
Essentiel lines OE and OE for men, and 
Italian fragrance brands Diadora, Lotto, 
Compagnie Delle Indie and Nesti Dante.

 “This year we will be consolidating 
the excellent results we have achieved up 
until now and continue the distribution 
and development of the brands that we 
launched when we formed the company,” 
Pomiés Sr told TMI.

Pomiés will be placing more emphasis 
on the masstige brands this year: “We 
aim to have the right product for the right 
moment in the markets where we work,” 
he said. “The masstige products are well 
sourced, are good quality and are targeted 
at a range of ages, from babies through to 
grandparents – we have something for all 
the family, something for the family who 
come to the border to shop together to buy 
products for everyday use and who have 
decided not to buy luxury as they do not 
consider it necessary at the moment, but 
want to treat and pamper themselves with 
imported products.”

Pomiés said that the company has 
seen very good results over the past two 
years with its principal customers – Siñeriz, 
DFA, and Neutral. 

“We hope to strengthen our position 
here on the border where we already have 

Strong performance from TendenciasLatam

good distribution. At the same time we aim 
to expand our distribution to other retailers 
who have shown an interest and have seen 
that the products are selling out well in 
other stores,” he said.

Pomiés reports that the company is 
also developing a new business unit within 
TendenciasLatam, that will create special 
products and exclusive product ranges for 
individual retailers.  

“After talking directly to the buyer 
or the category manager, and taking a 
close look at the business and analyzing 
the potential of different approaches, we 
will propose a tailor-made solution. We 
feel there is a space in the market for 
alternative brands in the mid-price range. 
Once the product line or range is decided, 
our team can provide the smaller retailer 
with a complete package (price negotiation, 
purchasing, logistic support) from our 
offices in the Zonamerica Free Zone. We 
are already putting this new business focus 
into action and many retailers realize its 
importance in maintaining a different 
identity and a sales offer that is a little bit 
different from their competitors.”

Montevideo-based beauty supplier TendenciasLatam is bringing 
a new portfolio of beauty products to the Uruguayan travel retail market

Wisa to open more border stores in Uruguay
Following the opening of the first La 

Riviera store on the Uruguayan border last 
August, Grupo Wisa will commence work 
at the end of this month on a new shop 
front on the main street in Rivera, and start 
renovations at its other store in Avenida 
Sarandi. 

“During the second quarter, we 
will also begin work in Acegua and Rio 
Branco,” reports Grupo Wisa Commercial 
Director for the Southern Cone, Marcelo 
Montico.  In Rio Branco, Wisa will convert 
the Mauá Free Shop on the main street to a 
La Riviera store of approximately 850 sqm, 
at the same time it will convert the 600 sqm 
Mauá store in Aceguá to a new La Riviera 
store.

Although the economic situation in 
Brazil and the volatile exchange rate has 
depressed the travel retail market on the 
Uruguayan border with Brazil, Montico 
says that Wisa’s exclusive sale of the MAC 
brand in Rivera is drawing a lot of traffic 
into the store, as its retail offer differs from 

others in the town. 
“With more than 22,000 followers on 

our Facebook page, it seems that our offer 
has been well received by the Brazilian 
visitors,” says Montico. 

The first La Riviera store measures 
about 800 sqm, with the main floor taking 
up 600 sqm. The primary focus is on 
perfumes, cosmetics and electronics, and 
the 200 sqm mezzanine floor specializes in 
luggage, fashion and accessories. 

“We are ahead of our business plan at 
the moment and hope the rest of the year 

goes well,” he says.
As part of its long term objective in 

Uruguay, Grupo Wisa is investing in the 
development of a new shopping complex 
on the outskirts of Rivera. Montico 
confirms that its La Riviera brand will be 
opening a 4,000 sqm store in the Melancia 
Mall, which is one of the most important 
developments on the outskirts of Rivera. 

“This will be Wisa’s biggest store 
in South America and the company is 
planning to make it very special,” says 
Monico.

INSIDER
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Brazil continues to be an important 
country for Desigual as part of its 
expansion strategy into Latin America. 
The brand has also planned store openings 
in Rio de Janeiro in May and has recently 
opened a store in Patio Higienópolis in Sao 
Paulo. 

The store in Sao Paulo-Guarulhos 
airport is one of the brand’s most 

significant milestones this year. It will be 
located in the new terminal (T3) which will 
be opened in the coming months. 

Desigual will confirm the opening 
at the IAADFS Duty Free Show of the 
Americas. The fashion brand continues to 
be an unstoppable force in the travel retail 
channel, says the company. In three years 
it has opened 120 points of sale in strategic 

locations in the Americas, Asia and Europe. 
Desigual increased its presence in 

North America in 2013 thanks to new store 
openings in Houston, Vancouver, Detroit 
and most recently, a pop-up store in the 
Dallas airport in January. Desigual is also 
extending its Miami airport store and plans 
key openings in the American market over 
the next year. 

The fashion brand will open a new store in the country’s main airport, which welcomes more 
than 32 million passengers a year, to coincide with the 2014 FIFA World Cup Brazil 

Desigual to open a store in Guarulhos Airport 
during 1st half of 2014

South American vets Berger and Boccanfuso join forces 
to help new businesses develop 

Industry veterans Claudio 
Boccanfuso and Eduardo Berger have 
joined forces to create Dalton DF, a 
small and brand-new organization based 
in Buenos Aires formed to support 
distribution of premium products in 
the growing Latin American market, 
particularly South America. 

The core business is to help other 
structures and companies develop their 
businesses in the region in the Duty Free 
and Duty Paid environment through 
offering.customized service,” says the 
Dalton website, which says it can do 
through efficient visit schedules and 
proper account management.

Boccanfuso has more than two 
decades of experience developing brands 
and businesses in different Latin American 
markets, including consulting, driving 
and building markets, brands, sales and 
distribution. In 2009, during the ASUTIL 
Aruba conference, he received the 
Association Appreciation Award as one of 
the most popular figures in the duty free 
industry in South America.

Berger has been involved in the 
FMCG channel for more than 19 years 
and with the travel retail channel for the 
past 12 years.

“He didn´t join me or me him, we got 

together on a lot of common targets and 
decided to go ahead together,” Berger tells 
TMI.

“We have split categories and 
organized our projects to deliver what we 
have been doing these years, but with a 
more solid platform based on a web page, 
region division, category division and a 
consistent plan for the future.”

Dalton DF acts as both a consultancy 
and sales and distribution experts.

“As consultants, we assist any 
company to introducte their products in 
Latin America and the Caribbean,” says 
Berger.

The new company says that its 
expertise, as well as its knowledge about 
trends and key decision makers, provide 
it with a platform from which to build a 
business model for client companies.

“We support any possible model 
as consultants, and interact between the 
company and the market until expectations 
are fulfilled,” they say.

Having been in Sales and Distribution 
for more than a decade, Berger and 
Boccanfuso say that their main concept is 
that their customer is their preferred business 
partner. “We always look forward to be 
perceived as the best overall supplier and as 
that, we act for our customers,” they say.

Managing business-to-business 
relationship with retailers and accounts 
allows them to offer the products the 
consumer wants to buy, the right price, the 
right quantity, on time, on shelf. 

“The most effective way to make 
a business grow is to regularly visit 
customers throughout the year, helping 
the retailer to understand how to build 
a particular brand or product. Training, 
assisting, discussing, correcting, 
learning....”

Dalton DF mainly covers South 
America but can reach Central America 
and the Caribbean through different 
airport hubs in the region. Dalton has 
divided the region into four quadrants: 
Quadrant #1: Argentina - Uruguay - Chile 
- Peru – Ecuador; Quadrant #2: Paraguay - 
Bolivia – Colombia; Quadrant #3: Brazil; 
and Quadrant #4: Panama - Honduras - El 
Salvador - Cuba Guatemala - Costa Rica 
- Jamaica - Dom Rep Nicaragua - Belize 
- Mexico - Puerto Rico Aruba - Curacao - 
St Maarten - Barbados Rest of Caribbean 
islands. 

For more information, please go to 
www.daltondf.com or email eberger@
daltondf.com.ar, cbocca@daltondf.com.ar
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L’Oréal creates a Group Travel Retail Division
to function as a “sixth continent”
Parbel’s Javier Labarta discusses impact on Americas TR

In late November, the L’Oréal group, long a market leader in the Travel Retail beauty segment, announced that it was creating a 
Group Travel Retail Division. The new division will include the L’Oréal Luxe brands, as well as brands from the other divisions: Active 
Cosmetics, Professional Products, Consumer Products and The Body Shop.

L’Oréal said that it is aiming to win over a billion new consumers with its “universalization” strategy, which seeks to meet the 
diverse beauty needs of men and women around the world.

At the time of the announcement, Jean-Paul Agon, Chairman and CEO, L’Oréal Group said “Travel Retail is a key channel for 
winning over one billion new consumers. This market, present around the world, could be considered as a ‘sixth continent.’ L’Oréal 
already has extensive expertise and strong relationships with client-retailers, and has high ambition for the future of the channel.”

Barbara Lavernos, Managing Director of L’Oréal Group Travel Retail, will head the Group Travel Retail Division Worldwide, and 
will report to Nicolas Hieronimus, President of Selective Divisions, who said that the “creation of the new Group Travel Retail division  
  demonstrates our confidence in the huge potential of this channel.”

   The Division will be based in the Paris suburb of Levallois.
 Javier Labarta, who heads up L’Oréal Travel Retail Americas based in Miami (Parbel) as CEO and   

 reports to Barbara Lavernos in Levallois, discusses the new development with Travel Markets  
 Insider’s Lois Pasternak.  

TMI:  How does the creation of L’Oréal’s 
new Group Travel Retail Division affect 
Parbel’s operations? Isn’t Parbel’s main 
sphere of operations already in the travel 
retail arena? Are you also responsible for 
Latin America countries?

JL: Parbel operations cover travel retail 
distribution of both North and South 
America. In the past I was the head 
of Latin America’s local market, but 
for the past 3 years I have been in 
charge of the travel retail for the entire 
Americas, focusing on travel retail and 
duty free channels such as airports, 
free zones, duty free stores, airlines, 
etc. 

The creation of L’Oréal Group 
Travel Retail is a natural movement 
in the development of the 
company. The beauty segment is 
historically the most important 

category of Travel Retail. 
L’Oréal is the historical leader 

in the Beauty category of the 
Travel Retail.

As beauty leaders, there are 
some concepts that we believe 
are crucial to be able to meet 

our consumer’s needs and this 
is important to share in order to 

understand the L’Oréal Travel Retail 

transformation. First, we believe in Beauty 
for All. We offer to all the consumers the 
most appropriate beauty products. We 
believe in universalization which goes 
beyond globalization, not offering the 
same product to everyone in the world, but 
rather focusing on presenting adapted to 
each specific skin type and the consumer’s 
specific needs.

This concept of “Universalization” evolved 
from the idea of internationalization. In 
the 90s companies started to talk about 
internationalization. This idea was later 
expanded when companies began to think 
of globalization. Globalization implied that 
companies have their own products and 
want to sell the same product everywhere. 

This concept however does not pertain 
to L’Oréal’s vision and values. L’Oréal 
goes beyond the idea of selling products 
everywhere and focuses on trying to meet 
different consumers’ needs which became 
the inception of the word universalization:
L’Oréal has research centers all over the 
world, in France, in New York, but also in 
Rio, South Africa, Shanghai and Tokyo. 
According to our research, we create and 
develop the adequate product for each 
consumer. This is what is behind L’Oréal’s 
universalization concept to place a strong 
emphasis on specializing products for 
customers. 
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TMI: And how will you apply this concept 
to Travel Retail?

JL: Travel retail is a fast growing 
distribution channel that has undergone 
deep and positive changes in the last years. 
People are traveling more and having 
the possibility to travel. The profile and 
expectations of travelers are changing. We 
can affirm that travelers are “consumers 
traveling” and they do not buy products 
where they live, but where they travel to. 
“Beauty for All” and “universalization,” fit 
perfectly in this “world of travelers.” 
L’Oréal thinks that travelers deserve to be 
given the option of choosing between all 
the brands that we work with, and we are 
working towards the implementation of 
other brands in Travel Retail.  

TMI:  L’Oréal has a very good track record 
doing just this. Going back to the launch of 
L’Oréal Paris in the travel retail channel, 
in the beginning L’Oréal had to persuade 
the retailers that it was a legitimate part 

of the travel retail environment. L’Oréal 
has now established itself as a viable, 
important product category in the travel 
retail channel. So you established that very 
successfully going back quite a few years 
now. 

JL:  Yes, that was the first change that we 
did, and now it is thriving. The L’Oréal 
Paris brand is already succeeding in its 
deployment in the Travel Retail channel. I 
agree in your perception that we needed to 
persuade our retailers! But is not moving 
forward through changes one of the roles 
of the leader? Positioning the consumer as 
the center of our work, it is normal to add 
different brands for the same consumer. 
Variation is crucial since a consumer could 
need a shampoo from L’Oréal one day 
and on another occasion maybe a Giorgio 
Armani Fragrance. The consumers are the 
same. So why should we limit what we 
offer to them? 

The fact is that more people are now 

traveling; this has altered the balance 
between local market and travel retail. 
Consumers are discovering new brands 
when they travel. In airports we are 
communicating the brand and giving 
advice and service. In travel retail we have 
skin care specialists, we have diagnosis 
specialists, and we have makeup artists 
traveling and giving advice at the airports: 
Travel Retail is our specialty!

TMI:  After more than 20 years in the 
market and having worked in different 
countries in Europe, North and Latin 
America, you are one of the most 
knowledgeable leaders of this industry. 
What new opportunities do you see ahead 
for the company under this new structure?

JL: There are significant growth 
opportunities for our Travel Retail business 
and this acceleration must benefit all the 
brands of the Group. We are working 
with the most appropriate brands for our 
travelers. It is great opportunity. We have 

In 2012, Giorgio Armani reinterpreted the bottle of 
his first fragrance for women-- a traditional Chypre accord 
wrapped in the scents of narcissi, jasmine, rose petals and 
tuberoses drying down to patchouli and sandalwood. The 
original, created in 1982, was presented in a bottle designed 
by Pierre Dinand as a clear, pure block of sculpted glass 
adorned with vertical black lines.

The new interpretation, created by the Saint Louis 
Crystal Works, is a totally transparent bottle that holds a drop 
of amber and, in keeping with classic perfumery tradition, 
a black crystal rod that allows the fragrance to be extracted 
drop by drop. A limited edition of only 100 numbered pieces 
will be sold in a deluxe coffret containing two 30-ml refills, 
available in a very exclusive selection of retail outlets.

Piece #27 was recently purchased by some Russian 
travelers passing through Dubai Airport Concourse A, for 
4,350 euros, reports the company.

The Power of Travel Retail: Armani Crystal Edition
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shared this project with our most important 
retailers and have received very positive 
feedback. They are enthusiastic and are 
willing to work closely with us to develop 
these new categories. This is a major 
opportunity not only for the power of 
the brands, but also for the interest of the 
retailers. 

TMI: As you are saying, you are working 
with retailers who are working with you to 
grow these new categories. Where are you 
in rolling out these new concepts? 

JL: It is in our DNA to work closely with 
our retailers. As an example, let me tell 
you that having the scope of working in 
the Americas, last year I visited  China, 
Hong Kong, and Europe to meet some 
of the most important retailers in their 
headquarters. We are now sharing our ideas 
and intentions with them. The retailers 
are giving us their feedback and their 
opinions, and we are internally working on 
defining and fine-tuning the retail model. 
Understanding brand requirements, brand 
image, and the services that we need to 
offer. We expect these decisions to be 
done by mid-year. We will aim to open a 
few doors and then we will expand in the 
future. 

TMI:  When you are ready to expand, just 
look at Kiehl’s. It started very slowly and 
specifically and look at it now. What a 
success L’Oréal has made of it.

JL:  Kiehl’s is such an amazing brand! 
I personally still consider Kiehl’s as a 
major opportunity. We launched Kiehl’s 
four years ago and it is the fastest growing 
brand we have in Parbel. The value that 
Kiehl’s is creating, and the model for the 
travel retail industry, is a success story. So 
we will keep developing Kiehl’s.
Along with Kiehl’s there are other 
opportunities for growth. We recently 
acquired two American brands: Clarisonic 
and Urban Decay. Clarisonic is already 
launched in North America where we are 
receiving many Asian passengers. Urban 
Decay, which L’Oréal acquired last year, 
will be soon introduced in travel retail. It is 
an amazing brand, incredible. The colors, 
the edgy products, the naked palettes – it is 
a highly demanded brand today. 

But along with all these new opportunities, 
I strongly believe that our biggest treasure 
for growth in the future is still our three 
core brands: Lancôme, Giorgio Armani 
and Yves Saint Laurent. These three brands 
still represent for us in travel retail a high 
contribution to the growth. They are so 
demanded by travelers! With these three 
brands we are still recruiting and seducing 
the consumers, and gaining market share. 
With a product like Lancôme’s Génefique, 
for example, we know that we are touching 
an immense universe of consumers that are 

looking for our brand as the first step of 
their skin care routine.

TMI: In December, the L’Oréal Group was 
named as one of the best digital marketers 
in the business after three of its signature 
brands -- Lancôme, Kiehl’s, and L’Oréal 
Paris -- were labeled ‘Genius’ by New 
York-based researcher L2 ThinkTank in 
its Digital Beauty report. We know that 
you personally are a big fan of digital 
marketing. How does L’Oréal see digital 
marketing enhancing the travel retail 
experience? 

JL: Digital is not the tool of the future; 
it is the tool for today. Today, we do not 
consider one single media campaign 
without digital, and when we plan a TV 
campaign, it has to be complemented with 
digital. We cannot imagine a media strategy 
without digital. The effectiveness of digital 
will go farther and stronger than what it is 
today.

Clearly today it is an integral part of 
the message. It is a growing way of 
communicating. It has the capacity of 
reaching a larger audience and the ability 
of being customized to reach different 
consumers. 

Looking at the specifics of travel retail, 
where an airport store has to cater to a 
different type of consumer from flight 
to flight, (which is a big difference from 
the local market), digital allows us great 
adaptability. It allows us to customize our 
message by flight, by airport, by language. 
No longer are we restricted to a fixed 
communication. Digital is connectivity and 
flexibility!

Lancôme’s new La vie est belle L’Eau de Toilette, its first gourmand magnolia, is a reinterpretation 
of the original fragrance’s gourmand signature, built around Magnolia, iris, white flowers and 
patchouli. The new La vie est belle L’Eau de Toilette will again feature Julia Roberts in the visuals. It 
will be available in travel retail beginning in March
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PGE: Thirty years young and adapting to change 
This year marks the 30th Anniversary of pioneering Americas fragrance distributor Philippe Gerard Enterprises, 
which has been selling fine fragrances and beauty products into the Americas duty free and Caribbean market 
since 1984. What does it take to sustain a successful business like this in such a competitive environment – a 
business that not only sustains itself but looks ready to flourish as it ventures into innovative new areas? PGE Inc. 
founder Philippe Gerard and President Jean-François Picot discuss with Lois Pasternak how they are preparing 
for an even more exciting future. 

“What did we do right? We are here 
for 30 years and still growing,” leads off 
PGE President Jean-Francois Picot, during 
a free-ranging interview in the company’s 
Miami offices recently. 

 “One of our qualities is stability. For 
30 years now our clients see the same face 
with Philippe Gerard; I have been here for 
20 years and Betty Martinez, our customer 
service manager for more than 20 years. 
Our customers tell us that they appreciate 
that we are such a stable company,” says 
Picot. 

“As a smaller company, we offer 
stability, communication, and proximity 
to our accounts, all of which go into 
creating a relationship,” adds company 
founder Philippe Gerard through Skype, 
as he joins in from France. “Management 
in the Caribbean has changed but it is still 
family-oriented. So we are in touch with 
these people and they know us and there 
is respect on both sides. This is one of the 

ingredients to why we are still here. And it 
shows that we like what we are doing. We 
have the passion for the business as well.”

But it takes more than stability and 
passion to stay on top of a business that 
these days is often fashion and celebrity 
driven, says the PGE executives. 

“We are always looking for ways to 
adapt and understand what is happening 
in the industry. We (PG and JFP) have 
experience but at times we are not on top 
of the new trends, especially when it comes 
to the world of cosmetics and fragrances. 
So we have brought ‘new blood’ into the 
company, recruiting and training a team of 
younger people who bring us a different 
outlook,” explains Picot

“Our team is very important in terms 
of vision, and their input helps us make 
choices, and in marketing and product,” 
adds Gerard. “We try to combine our 
experience with their new vision. We listen 
to what they have to say.”

PGE’s “younger point of view” was 
influential as the company has hosted some 
of the most successful celebrity launches 
the Caribbean has seen over the past years. 

Among the most high-profile events 
was the launch this past fall for the Parlux 
fragrance Rogue, from Rihanna. Rihanna 
is not only a global super-star singer and 
performer – she is a mega-Caribbean 
celebrity from Barbados.

“Every new Rihanna launch is a very 
big event, especially for Barbados, and we 
support them very strongly.  In November, 
our Caribbean representative Tina 
Hamilton persuaded Rihanna to make her 
one and only personal appearance during 
the launch in the Cave Shepherd store in 
Barbados, which was of course a huge hit. 
And we had equally successful  launches 
for other celebrity fragrances going back 
as far as the original Paris Hilton perfume, 
which we rolled out with Paris Hilton look-
alike contests in Aruba,” recalls Picot. 

PGE has a history for long-term 
relationships. The company has been in 
partnership with the Parlux brands in the 
Caribbean for the last 18 years; partners 
with Ferragamo for the last 11 years, and 
partners with Falic Fashion Group (FFG) 
for seven years.

Adding value to the marketing 
But Gerard says that in addition to 

these long-term partnerships, the company 
has been looking for ways to adapt to the 
changes its sees all around it -- changes that 
include discounts and internet competition, 
among other pressures. 

“So we began looking at brands that 
bring a very special added value to the 
offer and marketing position, and we came 
up with four of what I call the ‘axis of 
adaptation’ brands,” he said. 

PGE’s new additions include 

From left to right you have: Philippe Gerard (Chairman), Betty Acosta (Customer Service), Daphne 
Robboy (Marketing Director), Tina Hamilton (Area Manager), Arlet Castillo (Area Manager), Jean 
Francois Picot (President)
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Black Up, a very unique high-end makeup 
artist brand; Glam Glow, an award-winning 
innovative treatment line; Flo, a line of 
beauty products perfectly designed for 
the traveling woman; and, the most recent 
addition,  American skincare line H2O, 
which it has for Caribbean distribution 
specifically through GM Services.

Black Up
Black Up, as a French luxury brand 

for women of color, brings a very special 
value to the market in terms of product and 
marketing, says Gerard. 

“Black Up is a perfect fit for us in 
the Caribbean. It has its own identity and 
fills the needs of the market. We analyzed 
the market and saw the brand as a good 
opportunity for us. It is one of the best 
decisions that we have made in a long 
time,” says Gerard. 

Black Up is an excellent brand for the 
Caribbean local market, adds Jean-Francois 
Picot. “The Caribbean local market is often 
overlooked. There is a local consumption 
of luxury goods in the Caribbean --it is not 
only a tourist destination. There are people 
living there with disposable income, for 
beauty products in particular,” he says. 

PGE saw the potential of the 
Caribbean local market with its sales of 
the Perry Ellis fragrances, which it handles 
for FFG.  “Perry Ellis. Typical American 
designer, right? An icon. But the fragrances  
became very popular in the Caribbean,” 
says Picot. 

“Perry Ellis was really the first brand 
that we established in the local market 
several years ago. Way back we were 

looking at duty free only, targeting the 
cruise ships and hotels. But the market 
changed and we met those changes by 
adapting with a product that met local 
demand,” recalls Gerard. 

Black Up is PGE’s third makeup brand 
in the Caribbean, coming after Revlon and 
then Smashbox (which was sold to Estée 
Lauder). “Neither of these brands featured 
colors for the local people. We had been 
looking at Black Up for three years before 
signing with them, and once they felt they 
were ready to launch here, the brand has 
been an immediate success,” says Picot.

The partnership that PGE has with 
Black Up is a key to its success, says Picot: 
“It is a very special relationship. They are 
a small company, very involved and very 
entrepreneurial, so we communicate well, 
and with their support and energy, it makes a 
big difference.”

PGE’s first 
point of sale for 
Black Up in the 
Caribbean was 
in St. Maarten, 
which it opened 
in September 
2011. Then came 
the Caymans, 
the Bahamas, 
Barbados, 
Bermuda, Haiti 
and Jamaica, with 
Trinidad, Antigua, 
St. Lucia, St. Kitts 
and the USA 
Virgin Islands 
opening this 
quarter.

“As of this 

year we will be in all the main markets in 
the Caribbean,” says Gerard. While PGE 
does not handle Black Up in the French 
Antilles – which is considered the local 
French market – Black Up is available on 
these islands and is outselling many top 
international lines. 

“We use these islands as the 
benchmark for us in the rest of the 
Caribbean,” says Picot, who is also seeing 
more inter-island sales as well as local 
market business.  

“Black Up has been very successful 
for us so far but we are still in the 
beginning stages. It is only two years 
since the first opening and we are still 
in the brand-building process,” says 
Gerard. “2014 will be the first year we are 
operating under full distribution. 

Picot points out that with makeup – 
with its many references, colors, fashion, 

Some of the exclusive Trinidad Carnival 2014 looks created with Black Up cosmetics in partnership with 
Stechers. Black Up is represented by PGE, and is in the process of opening in St. Kitts, St. Lucia, and Antigua. 

Philippe Gerard (2nd left) and Jean-Francois Picot with Kenzo executives 
Pierre Forsans and Pierre Broc in the 1990s. PGE helped launch the 
Kenzo fragrances in the Americas and worked with the company for 13 
years until it was purchased by LVMH. 
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and novelties –it takes time to build the 
right assortment and the right level of 
inventories, etc. Black Up also features 
quality furniture made in France and 
shipped, and as a make-up artist brand, 
requires the use of trained make-up artists. 

“So it entails a significant investment 
when we go into a store ; it is a whole 
process. Everything about this brand is 
quality -- the communication, the visuals, 
the furniture and of course the products.  
But it is worth it and it is paying off. We 
have high ambitions for this brand for the 
years to come,” says Gerard.  

Glowing mud
“Talking about how we adapt, we are 

also working with a company that is very 
into innovation: Glam Glow,” continues 
Picot. “They represent four incredible 
products and was started by a couple 
--Shannon and Glenn Dellimore  -- that we 
met in Cannes back in 2010 sitting at the 
bar at the Majestic Hotel. They were just 
starting out then so we followed them for 
the whole next year to see how it would do. 
They went from retail sales of $200,000 
in 2010 to $103 million in 2013 with just 
three products. So the progression has been 
amazing.” 

PGE represents Glam Glow in the 
Americas Travel Retail with an extension 
into the spa market. The goal this year for 
Glam Glow, which has racked up more 
than 10 major beauty awards and is now 
in 112 countries, is to expand more into 
US Duty Free.  Picot says that Glam Glow 
is scheduled to launch with Starboard in 
March, and that they are looking at some 
key Duty Free markets down the line, with 
South America later on. The brand is also 
moving into Asia and the Middle East, and 
recently launched in 150 Sephora stores in 
China.

Flo beauty products 
Number three in PGE’s “axis of 

adaptation” is beauty products company 
Flo, which will be exhibiting with PGE in 
Orlando. 

“Flo is made up of young, dynamic 
entrepreneurs, and we love that,” says 
Picot. “We are looking to diversify but still 
remain in our travel industry, in a beauty 
environment. So Flo’s products bring a 
commodity to women who travel, but still 
within beauty, like mirrors, travel sets, and 
atomizers. These are things that facilitate 
the life of a woman who travels.”

Gerard reports that Flo will show 
some new items in Orlando, including 
their new line of perfume jewelry. These 
are perfume pendants in different colors 
and shapes that contain a stone that you 
spray with your favorite scent, and place 
within the pendant. They even have one 
for men.

In its final move towards 
diversification, PGE signed an agreement 
with H2O, through GMP Services, for 
the Caribbean distribution. GMP Services 
remains the master agent. 

“We have been looking for a skincare 
brand for a long time. We had been 
very interested in H2O because it is an 
American brand, and has a presence in the 
US market. It is very attractively priced 
and includes a bath and body line as well 
as skincare. We see great potential to 
develop the brand further in the Caribbean 
and are confident that we will do well with 
it,” says Picot. The contract started on 
Jan. 1. 

“Some retailers already carry the 
brand in the Caribbean so we will have 
to assess the situation, but we will be 
developing it into more accounts in the 
market,” adds Gerard. 

“We looked at a lot of cosmetics 
brands. There were many exciting 

emerging brands, but there was 
always something missing. 
Lack of presence in the US, 
or the wrong pricing, or the 
management did not understand 
our markets, and we think that 
H2O is the best match we found 
to translate into sales in the 
Caribbean. You have to have 
something special so that 
your product can grow,” he 
continues. 

“Actually, it goes back 
to what we like to do, which 
is brand-
building,” 
says Picot. 
“We are 
starting 
with a 
carefully 
selected 
range, after 
that we can 
grow, but we have to go step by step.”

On top of these four new brands, PGE 
will also launch two new fragrances with 
Ferragamo – Aqua Essenziale for men and 
Signorina Eleganza for women, and Pour 
Homme and the 360 Collection fragrances 
from Perry Ellis.

“What we do is really analyze the 
market constantly, check the value of 
what is important, and make choices on 
assortment and product because the market 
is very sophisticated,” says Picot.  

“We have a good staff on the road, 
and we try to teach them to make decisions 
on the spot. We give them the tools to 
make decisions – whether it is commercial, 
marketing or financial, to solve the issue 
quickly and move forward.” 

“Our business is based on building 
relationships and friendships and 
partnerships. Basically we are dealing with 
customers we have known for 20 years, 
15 years, 10 years. We have customers 
we have been working with for three 
generations – like Maggy’s in Aruba,” 
concludes Picot.

“Relationships with customers and 
suppliers alike is part of the service that we 
offer and is what the company was based 
on. And that is why we have survived 30 
years,” says Gerard. 

“It is a changing world and we have 
to listen and look around, and that is 
what Jean-François and I are doing, with 
the support of our staff. That is the most 
exciting part of our business.”
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Clarins Group set to “open a new chapter” in the Americas 
Clarins is in transition. Scheduled to 

become a separate Clarins Group entity 
based in Miami in January 2015, for the 
past ten plus years the company has been 
operating under Essence Corp., which was 
named the Regional Sales and Market-
ing office for the respected French beauty 
brand in 2003. Essence Corp. managed the 
Clarins Group business in the local markets 
in Latin America, travel retail North and 
South America, and the Caribbean (exclud-
ing the U.S., Canada and Mexico).  

“We have been preparing for two 
years to really be on our own, and be a full 
entity. But for now, we are still distributed 
by Essence Corp. But we have new people 
coming in, as we get ready to take over the 
management of the business, but we are 
not on our own yet,” explains Massimil-
iano Giordano-Don, Marketing Director 
LATAM - TR Americas at Clarins USA.

Even though the new entity will of-
ficially start in January 2015, Clarins is 
making a big statement of its impending 
status by exhibiting in its own booth at the 
Duty Free Show of the Americas this year.

“It is the first time since 2004 – 10 
years ago --that Clarins has had a stand-
alone booth,” says Giordano-Don. “We are 
in our own structure. It is very beautiful, 
very modern, full of technology, full of 
the savoir-faire that is within the Clarins 
Group. This is going to show to the indus-
try, to the competition, that Clarins Group 
is here and we are going to open a new 
chapter starting 2015. 

“We are very excited to show to the 
region and to all the actors within the 
cosmetic industry, how serious the Clarins 
Group is and how big our brands can be.” 

Giordano-Don knows that the fledg-
ling company has a large task before it, ad-
mitting that some of the brands in the group 
are not as developed as they would like 
them to be. “Our perfume brands are not 
performing as well as they do in Europe, so 
most of the time people do not realize the 
potential. So it was important to make a big 
statement this year at the Duty Free show; 
to show that we are going to open a new 
book and start a new story of who we are.”

The Group is also taking the opportu-
nity of the Orlando Show to introduce the 
new General Manager, Patricia Abergel, 
who came onboard in August.  

What is next for the “new” group? 
“We are building our commercial 

team which is going to be fully dedicated 
to all our brands. We are going to work all 
the brands. It is in the DNA of the Clarins 
Group  to delve deeply into all subjects, 
and make sure that the people who are dis-
tributing our brands all over Latin America 
have the same understanding as we do 
about Clarins, which is a beautiful cosmetic 
brand that centers around people and not 
products. We put our customer in the center 
of all our problem solving.” 

Internationally, the Clarins Group is a 
leader in cosmetics, skin care, makeup and 
perfume.

At the close of 2012, the Clarins 
brand was ranked first for high-end face 
skin care products in Europe and body 
skin care products in the world, according 
to the company website. And Azzaro pour 
Homme is one of the best-selling colognes 
in Brazil.

This is also the case with Thierry 
Mugler, with Angel and Alien. In France, 
Angel by Thierry Mugler is the best-selling 
perfume by volume, according to the com-
pany website. Most of the time we say that 
Thierry Mugler is a perfume brand built 

as a cosmetic brand. And every bottle is 
unique because we use a unique manufac-
turing process. This is showing that we are 
treating our consumers in a different way 
and with respect.

Then we have Azzaro, which is one 
of the strongest brands in Brazil, a market 
that very soon is going to become the first 
cosmetic market in the world if you include 
mass market. And we have the chance to 
have a fragrance, Azzaro pour Homme, 
which is #2 in the market. 

So each brand has a story to tell, and 
has things to do that will help them  grow.

Giordano-Don says  that the group is 
bringing in people from all over the world 
to be part of the new Clarins team. “These 
are the people who will be the ambassa-
dors, and the voice of these brands in the 
region,” he said. 

Giordano-Don came two years ago 
from Switzerland as Marketing Director. 
Emmanuel Calvo, Commerical Director 
Latin America, came from Mexico; Galia 
Sandrés, who held major positions in Paris, 
travel retail and the U.S., also joined joined 
two years ago. A designer/merchandiser, 
who knows the brand very well, is coming 
from Dubai.

“So we have created an A team, and 
we also have brought in young, talented 
people, like Sarah Levy in marketing, who 
will help develop our brands to their po-
tential.  Again this shows what the Clarins 
Group is about – which is really believing 
in people.  And honestly, it is working quite 
well. We have a lot to do, because we are 
not organized yet as we would like to be 
but we have put together a happy team and 
we know that in the end we are going to do 
something right.” 

Massimiliano Giordano-Don
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Essence Corp. launches Hermès in Puerto Rico
Essence Corp. opened Hermès in 

Macy’s Puerto Rico at Plaza las Americas 
Mall last September, with the launch of the 
new feminine fragrance Jour d’Hermès, 
just after it had been introduced in Macy’s 
New York Herald Square.

Jour d’Hermès is a creation firmly 
rooted in the world of Hermès and as 
“Jour” means light, the new Hermès 
Macy’s Plaza las Americas counter was 
bathed in “brightened splendor” during the 
September launch.

In its latest high profile animation 
– and in anticipation of the new men’s fra-
grance Hermès is launching this quarter – 
Essence Corp. worked with Macy’s Puerto 

Rico to invite Macy’s clientele to discover 
Hermès’ The Parfums-Jardins Collection, 

with olfactory promenades in the steps of 
the Maison fragrance designer.

Essence Corp. and Dufry launch new 
Moschino Chic Petals fragrance throughout region

Essence Corp. recently worked with 
Dufry to launch Moschino’s new floral and 
feminine fragrance, Chic Petals, in Brazil’s 
São Paulo and Rio de Janeiro airports. The 
HPP animations caught the spirit of the 
youth, charm and freshness of the fra-
grance, reports the company.

 Essence Corp. and Dufry also 
launched Moschino Chic Petals in the 
Caribbean, with HPPs in Puerto Rico and 
the Dominican Republic.

JP Miquel headlines Essence Corp.’s annual meeting presentation

Duty free pioneer Jean-Pierre “JP” 
Miquel, currently Chairman Emeritus of 
Starboard Cruise Services, highlighted 
Essence Corp.’s annual internal meeting 
held in Miami in January. Miquel presented 
the group with an entertaining, inspiring 
presentation on leadership. 

“JP”, who joined Starboard back in 
1983 even before it became known as 
Greyhound Leisure Services, Inc., has a 

far-ranging career encompassing business-
man, author, lecturer and fund-raiser – he 
was formerly the Chairman of the Red 
Cross—and gave his rousing talk before 
Essence Corp. employees from throughout 
the region. Miquel is a recognized expert 
on Napoleon Bonaparte, and graciously 
signed copies of one of his books on Na-
poleon for the lucky winners of a company 
raffle.

Essence Corp.’s Jean-Jacques and Patricia Bona with Starboard’s “J.P.” Miquel at the company’s annual internal meeting earlier this year.

Dufry Dominican Republic (left) and 
Rio de Janeiro airport.
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Dutch company Rituals brings 
Philosophy of Eastern traditions to home and bath

Dutch beauty company Rituals Cos-
metics, a first time exhibitor at the Duty 
Free Show of the Americas, has become 
an international success story, reports the 
company.

Founder and CEO Raymond Cloos-
terman came up with and developed 
Rituals Cosmetics under the umbrella of 
Unilever until the year 2000. His creative 
team of professionals from around the 
world set up an ambitious global brand: 
“Happiness can be found in the smallest 
of things.”

Rituals, which says it is the first 
brand in the world to combine home, bath 
and body cosmetics, has brought travel 
retail specialist David Dayan on to look 
after duty free markets worldwide and 
expand even further.

The brand has a wide product line 
including body care, skin care, pure tea, 
scented candles and fragrance sticks. 
Together, these products are designed to 
transform every day routines into more 
meaningful moments, says the company.

Perhaps its most enticing point of 
difference, each product in the Rituals 
portfolio, over 400 in total, has a specific 
link to an authentic Eastern tradition. In 
every store, customers can relax and try 
out the products at their own pace by 
having a cup of soothing herbal tea or a 
hand massage.

Since the opening of the very first 
store in Amsterdam in 2000, the brand 

has grown continuously. Within the space 
of thirteen years, it has opened in Lon-
don, Madrid, Antwerp, Lisbon, Berlin, 
Stockholm, New York and Sao Paulo.  

The luxury brand now has 300 
stores, more than 700 shop-in-shops and 
five City Spas in 14 countries worldwide.

In the U.S. it has also opened 
nationwide in Barney’s New York, Cos 
Bar and this month in the Radisson Hotel 
chain, with plans to open between 50-80 
stand-alone stores over the next 5 years, 
as well as in Nordstrom, Bloomingdale’s 
and Lord & Taylor.

Rituals set up a special travel divi-
sion in 2012, and reports that the busi-
ness has gone from strength to strength, 
growing travel retail supply contracts, 
locations and sales. The brand can 
currently be found in Schiphol airport, 
Heathrow, Munich, Arlanda Stockholm, 
Copenhagen, Budapest, Frankfurt and 

Johannesburg, inflight and in 25,000 
hotel rooms.

Dayan, who has joined Rituals Cos-
metics as Travel Retail Business Devel-
opment Manager, tells TMI, “Our goal in 
2014 and the next years are to consoli-
date our presence on European markets, 
and negotiate global agreements with key 
players when today what we have are lo-
cal agreements.” 

“We are already in close discussion 
with Lagardere and WDFG. We also want 
to support our development of domestic 
openings with a presence in airports. 
For example, in the USA we’ve recently 
started our local distribution with 2 bou-
tiques and in the department stores.”

Rituals will also keep developing the 
airlines business, says Dayan, with both 
inflight sales and amenities.

“We already have a strong presence 
in Europe, and now we want to enlarge 
our cruise ships business to key regions 
outside of the northern European coun-
tries, including the Mediterranean and the 
Caribbean,” he says.

Dayan says he is also looking to 
establish new partnerships with premium 
hotel groups, such as the one the com-
pany currently has with the Radisson.

Rituals is exhibiting in Orlando at 
booth #1520, or contact them at David.
Dayan@rituals.com

Colorful Spanish fashion and lifestyle brand Desigual launched 
its first fragrance collection in December 2013.

The three EDT are called Sex, Fun and Love, and are based on 
the phrase “La Vida es Chula,” which has been Desigual’s slogan 
since the very beginning. Desigual says this is its way of interpreting 
fashion and life with a positive, optimistic and enthusiastic outlook.

The concept and design of this first Desigual fragrance 
collection is inspired by Desigual Iconic symbols and galactic circles.

Sex, is an oriental fragrance, seductive and provocative; Fun is 
fruity, fresh and energetic, and Love is flowery,  romantic and tender.

Available in 100ml, 50ml, 30ml, the SRP in the US is $44, $59 
and $79. The collection is available in Desigual Retail flagship doors 
in Spain, Germany, France, Italy, Austria, Belgium, Holland and UK, 
prestigious chains and airports in Spain, Italy and Holland, with more 
to come. 

Desigual launches first fragrance collection
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Estée Lauder sets up first airport outpost in 
Toronto with Nuance Group:
Animation feature’s Modern Muse and ANR Synchronized Recovery Complex II

Working together with Nuance, Estée 
Lauder brought two brand pillars together 
in its first major North American outpost 
with mobile POS register capability at the 
Toronto International Airport in a three-
month animation that ended last month.

Featuring Estée Lauder’s newest 
fragrance Modern Muse and its #1 
Repair Serum Advanced Night Repair 
Synchronized Recovery Complex II, the 
exclusive outpost is located on the upper 

level of Terminal 1 International and 
was available from December through 
February.

The outpost allowed Nuance and 
Estée Lauder to interact and engage with 
customers traveling through Toronto to an 
international destination to showcase the 
Modern Muse fragrance and Estée Lauder’s 
skincare regimes and provide customers 
with the ability to purchase the products 
outside of the main duty free store, directly 

from the outpost.
The mobile POS registers enabled 

customers to experience and purchase these 
Estée Lauder beauty brands while walking 
through the airport.

Estée Lauder Beauty Advisors, 
Regional Makeup Artists & Demos were 
on-site to showcase the new fragrance, 
demonstrate the two Modern Muse Makeup 
Looks, engage customers in an Advanced 
Night Repair Synchronized Recovery 
Complex II sleep study survey, and 
recommend the perfect skincare regime.

Those passengers that prefered to go 
directly to the Nuance Group Inc. Duty 
Free store located downstairs received 
bounce back cards inviting them to the 
Estée Lauder counter, where they would 
receive a Free 2-Minute Signature Service 
with a travel size sample.

“Bringing this unique brand 
experience to Toronto’s Pearson 
International Airport has allowed us to 
engage and interact with our customers 
outside of the store environment,” said 
Nuance’s Vice President Buying & 
Merchandising Andrew Rattner.

The Modern Muse story and 
Advanced Night Repair Synchronized 
Recovery Complex II inspiration were 
available to view on 2 interactive guides at 
the outpost.

The Products
 Estée Lauder’s Advanced Night Repair Synchronized Recovery Complex 

II builds on decades of inspiration and expertise in the fields of DNA research 
and Chronobiology. This innovative serum with revolutionary  ChronoluxCB™ 
Technology,  supports the natural nighttime purification process vital to younger-
looking skin.

 To coincide with the launch of Advanced Night Repair Synchronized Recovery 
Complex II, Estée Lauder commissioned an unprecedented independent clinical 
study with University Hospitals (UH) Case Medical Center. The results from this 
groundbreaking study show a chronic lack of sleep can accelerate signs of skin 
ageing and that poor quality sleep can slow skin’s natural repair processes.

Estée Lauder Modern Muse is a new fragrance inspired by the duality of today’s 
woman and complements every aspect of her dynamic life, says the company. This 
fragrance captures the essence of a Modern Muse with a Lush Floral Woody scent, a 
true statement in modern luxury that conveys confidence, style and creativity with a 
modern, youthful attitude.
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Buckley London soars in the Americas, 
and unveils new collections at IAADFS

UK-based jewelry brand Buckley 
London has expanded rapidly in the Ameri-
cas Travel Retail market with the help of 
its exclusive agent, Int’l Brand Builders 
(IBBI), expanding to more than 50 doors 
in 2013.

Katherine Patch Sleipnes of IBBI sees 
more growth ahead for the well-designed, 
accessibly-priced in-demand brand.

 “We expect the trend to continue 
based on the great value for quality Buck-
ley London offers. The sell through is 
strong and that is the most important factor 
for growing a new brand. We have the right 
products and tools that make the brand easy 
for the retailer and consumer to purchase in 
multiples, given the price point is on aver-
age US$39,” she tells TMI.

Retailers have been happy with the 
trials and expanding the brand to multiple 
doors, she reports. 

“We see the same trend globally,” 
added Neil Thompson, Buckley London’s 
Marketing & Sales Director, who said that 
Katherine’s partnership with SMT logistics 
in Miami has been key to having her 
furniture units available upon request. “We 
appreciate the support and commitment 
from SMT and all our new partners in the 
region.” 

Bouton, the sterling silver line 
launched by Adrian Buckley, owner of 
Buckley London Jewellery Ltd. and noted 
as one ‘Hot 100’ big shots in the indus-
try by Professional Jewellery recently, is 

another Buckley line making inroads in the 
region. 

Bouton made its debut into the Ameri-
cas region last Fall, where it launched with 
WDFG in Los Cabos Mexico, as well as 
Peace Bridge and Peace Arch Duty Free 
in Canada, said Sleipnes. Bouton is also 
available in select doors in the Caribbean 
market and looking to expand to more 
doors across the region in 2014.

Buckley is looking to capitalize on 
this auspicious launch into the Americas 
travel retail market with the exciting new 
range it is showing at the Duty Free Show 
in Orlando.

After carefully studying both catwalk 
and high street trends, the Buckley London 

designers have created an exciting fusion of 
contemporary pieces and Buckley Lon-
don’s timeless core designs for 2014. The 
collection includes classic pearls, feminine 
rose gold tones, and a combination of in-
tricate milgrain styles, strong color palettes 
and chunky mesh textures that add “sparkle 
and sophistication to any outfit,” says the 
company.  

“We have already received very posi-
tive feedback from buyers worldwide on 
our new rose gold collection, which contin-
ues to be a strong trend globally, as well as 
our new mesh heart items,” says Thomp-
son. He is also excited about Buckley’s 
new acorn collection influenced by Italian 
styling and introduces complimentary Rose 

A glamorous Attwood & Sawyer  
multi-row collar 

BOUTON’s sterling silver Joie Collection fuses 
together interwoven tiny chain-links and delicate 
balls into one unbroken bond 



                                     95                                                    March 2014  IAADFS/MHA Issue



 IAADFS/MHA Issue March 2014                                96                                           

INSIDER

the company, and offered in both dainty 
and chunky bracelets and statement neck-
laces.

 The Joie Collection is available in 
Travel Retail at a suggested RRP of $64 - 
$510.      

For more information about the Buck-
ley London, Attwood & Sawyer and Bou-
ton Sterling Silver Jewelry, please contact 
America’s agent Katherine Sleipnes of Int’l 
Brand Builders. The new collections will 
be on exhibit at booth 835, Cypress.  

IBBI adds hot pro makeup brand NYX to portfolio;
will launch in travel retail at Orlando Duty Free Show

Young and dynamic color 
cosmetic brand NYX Cosmetics will 
debut into the travel retail channel 
at the IAADFS Duty Free Show, 
partnering with International Brand 
Builders (IBBI) for the Americas TR 
representation.

The brand – which has been 
designated by many as the fastest 
growing color cosmetic brand in 
the world and was recently awarded 
the Cosmetic Brand of the Year by 
WWD (Women’s Wear Daily) – will 
be presented by Jeffrey Ten, NYX Vice 
President Int’l Business Development, a fa-
miliar face in the duty free industry, work-
ing with IBBI founder Katherine Sleipnes.

“I am thrilled to represent such a 
trendy line with plenty of potential in 
today’s TR sector,” Sleipnes tells TMI. 
IBBI has brought in Astrid Amoriggi 
Steinhaeuser, who worked with Sleipnes 
at P&G several years ago, as NYX brand 
manager and to help grow the agency by 

adding Cosmetics to its current portfolio of 
Buckley London, Attwood & Sawyer and 
Bouton Jewelry.

NYX Cosmetics, named after the 
ancient Greek goddess who ruled the night, 
uniquely offers an extensive line (+2000 
SKUs) of innovative, professional and spe-
cialty items at an attractive price point.

“The NYX brand is one of the top five 
most visible cosmetic brands in the leading 

social media platforms and is known 
globally by celebrated makeup art-
ists, beauty vloggers and bloggers,” 
says Ten, of the professional make 
up brand, with its high quality and ac-
cessible pricing. 

“We feel it is time to enter this 
channel as we have already built 
many international local markets. We 
are of course strong in the US but we 
also sell in over 60 countries. In the 
Americas we are in Canada, Mexico, 
Brazil, Colombia, Peru (April), Chile 

(April), and Ecuador (July). In Europe we 
are strong in Germany, Spain, Switzerland, 
France (March), and the U.K (recently 
launched). We also are building our busi-
ness in Asia with Sephora and other depart-
ment stores,” he says.

Jeffrey Ten will be showing NYX Los 
Angeles in Orlando, along with Katherine 
Hong, NYX Marketing Manager Travel 
Retail, at booth #2519.

Quartz semi- precious stones to the mix. 
The 2014 collection has new pre-

mium white packaging that adds a much 
fresher feel to the timeless designs.  “We 
have elevated the carded fashion for a 
more sophisticated offer,” says Christina 
Lenihan, one of Buckley’s lead designers. 
“Since all of Buckley London’s collec-
tions are designed inhouse by our team of 
designers, we are able to continually refine 
the designs to achieve the perfect finish at a 
premium level,” she said.

For duty free, Buckley London also 

continues to focus on inflight sales with its 
award winning I LOVE YOU bracelet, that 
spells I LOVE YOU in Morse Code, the 
forever earring changeable earring sets and 
the Heart & Key Set.

Buckley London is also adding two 
new collections to its “red carpet Mil-
lion dollar” Attwood & Sawyer line. The 
Spotlight and Starlet collections includes 
glamorous multirow collars, stacker rings 
and vintage inspired milgrain detailing. The 
more upscale Bouton sterling silver line 
also has several new and trendy collections 
available for 2014. 

The Spring/Summer 2014 Bouton 
Riviera collection uses a premium silicone 
material to create light bracelets for sum-
mer, accented with cats-eye and simulated 
stones set into sterling silver with 18 carat 
gold and rose gold plating. Bouton is also 
showing the Bouton Cut (or Marilyn Soli-
taire 100 set), that has nearly double the 
facets of a standard solitaire stone which 
features only 48 facets and took nearly two 
years to develop.

Bouton’s sterling silver Joie Collec-
tion is made of interwoven tiny chain-links 
and delicate balls fused together into one 
unbroken bond -- the symbolism of eternal 
in jewelry throughout the centuries, says 

A bracelet from Buckley London’s Acorn 
Collection with Rose Quartz semi-precious stones.

Spring/Summer 2014 BOUTON Riviera 
collection use a premium silicone material 
accented with cats eye and simulated stones.
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Marmol & Son: 
A Decade of Designing licensed fragrances for kids

It has been more than 10 years since 
Miami-based fragrance house Marmol & 
Son began creating “Designer” fragrance 
concepts for children in 2001. Since then, 
the family-owned and run company has 
launched more than 100 fragrances from 
25 different licenses, in a list that reads 
like the Who’s Who of Saturday morning 
cartoons and collectors’ comic books.

With licenses for such mega-com-
panies as Nickelodeon, Warner Brothers 
and DC Comics, the company is able to 
develop products for some of the hottest 
names in children’s entertainment.

Along with such perennial hits as 
licenses for Strawberry Shortcake, Sponge-
Bob Squarepants, Dora the Explorer and 
Star Wars, new additions include fragrances 
for the Power Rangers, the Simpsons and 
already onshelf since the last quarter of 
2013, a range of scents for hit TV show 
Glee.

“We are creating a true ‘designer’ 
fragrance, albeit at a more accessible price 
than a luxury brand,” says David Marmol, the 
“Son” in the Marmol & Son company name, 
spun off from his father Israel’s original 
I.Marmol & Associates distribution business.

“We spend a lot of time, and effort 
and money to develop every scent. For one, 
these are good scents. From the beginning 
we used a real fragrance house to develop 

the juices, Mane. We do research. We fol-
low the fragrance trends. In fact, we look 
forward to what will be hot tomorrow,” he 
tells TMI.

“We may not be a big fragrance house, 
but we make every effort to operate in a 
very professional manner. These are not 
toys, but real fragrances, that happen to be 
developed for kids.”  

In the 10-plus years that the Marmols 
have been creating licensed fragrances for 
the younger set, they have observed some 
interesting trends when it comes to buying.

“In the local market, the sale of the 
fragrances are completely kid-driven,” says 
David Marmol. “They see a character they 
know and love, and need to have it. In duty 
free and travel retail, the sale is much more 
an impulse purchase made by a parent or a 
grandparent as a gift. We have to appeal to 
both,” he says.

The Marmols must be doing some-
thing right to maintain these licenses and 
keep adding new ones.

“Nickelodeon is happy with us,” 
he admits. “We are adding new skus and 
brands. We still have SpongeBob and Dora 
the Explorer in the portfolio and in fact are 
developing a new line for SpongeBob with 
molded bottles that may be ready in April. 
We have the license for the Caribbean, 
Latin America and the U.S., and are work-

ing together with the licensee for the rest of 
the world on the development.”

Marmol says that the company will 
also be launching a range of fragrances 
for the new Teenage Mutant Ninja Turtles, 
one for each of the characters. Also new 
is a pre-school line based on the popular 
Bubble Guppies show.

Some of the biggest hits the company 
has had are not exactly for “kids” however.

“We have a very popular line of 
licensed fragrances from DC Comics that 
are completely separate from our kids stuff, 
more upscale and for an older consumer. 
We have had big hits with fragrances for 
DC Comics Justice League, Green Lantern, 
Superman, Wonder Woman and Batman, 
and will be bringing samples of some new 
models to Orlando. We do a very nice 
business with them at Hot Topic,” says 
Marmol.

 
And what has been one of the biggest 

hits? “We created a special edition mini –
fragrance for the Joker’s girlfriend, Harley 
Queen, for Hot Topic. It was a 30ml that 
sold for $10 and that was a great success,” 
he said.

The latest “Kids” and DC Comics 
fragrances from Marmol & Son will be 
on display at the Duty Free Show of the 
Americas at booth #123.
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De Volontat to launch innovative 
Corioliss hair beauty tools in TR

Arnaud de Volontat, whose duty free career has included 12 years 
with Longchamp as General Manager and 6 years with Estée Lauder 
Travel Retailing as Regional Director, opened his own company, 
ALTIMETRE LLC, and is exhibiting at the IAADFS Duty Free Show, 
representing the Corioliss brand of high tech hair beauty products.

“We are extremely 
happy and very proud 
to introduce, for the first 
time in the Travel Retail 
Industry, a revolutionary 
product that has yet to find 
a true competitor to match 
its distinctive and state-of-

the-art product line,” de Volontat tells TMI.
Corioliss is now present in 50 countries, says de Volontat. “It is #1 

all across Europe in the professional distribution. It has been recently 
introduced in the USA and has already had record sales with HSN 
(Home Shopping Network), and Sephora has chosen Corioliss for its 
private label products.

“In Travel Retail, some of the biggest retailers have already 
shown their support and trust in our very innovative products that 
bring a totally new and great experience to the women,” he adds. “Our 
products are targeting all type of hairs and all ethnicities. Among our 
numerous famous fan’s Michelle Obama’s hairdresser….” 

The innovative Corioliss hair beauty products will be on display 
in Atrium B. Contact de Volontat at adv@corioliss.com.

Liu Jo to grow in the Americas, 
signs license with Perfume Holdings

Perfume Holdings has signed a long-term worldwide licensing 
agreement with Italian premium fashion brand Liu Jo for the creation, 
development and distribution of a fragrance under the Liu Jo brand. 

“This brand has nice potential in the Latin American market,” 
Marco Lares, Perfume Holdings Director of Sales for the Americas, 
tells TMI.  “The brand has significant expansion plans worldwide and 
opened a Liu Jo Store last January in Panama City, at the Multiplaza 
Pacific mall.

“Liu Jo is a fashion ready to wear premium brand growing in Italy 
but also abroad and has achieved extraordinary economic performanc-
es over the last years,” he says.

Through this new license, Perfume Holding will make a step 
ahead in fine-tuning its brands portfolio and reinforce its leading 
position within the industry. 
Strong from its successes 
on other brands, including 
Ferrari, which is a best-
seller in shopping centers 
across Brazil, the company 
will leverage its expertise 
to create the first iconic 
fragrance of Liu Jo, with the 
objective to grow and build 
further worldwide, says the 
company.
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Scorpio Worldwide adds Victoria’s Secret to inflight portfolio
Victoria’s Secret in partnership with Scorpio Worldwide, has announced that some of 

its best selling items will be available in the in-flight market targeting a variety of airlines 
in Europe, Middle East and Africa, starting Spring 2014.

Travelers will find prestige fragrances such as the Victoria’s Secret Bombshell (50ml 
EDP) and Sexy Little Things Noir Tease (50ml EDP). Also offered is the most loved VS 
Fantasies body care collection including Love Spell and Pure Seduction Fragrance Mist 
(250ml) and Body Lotion (250m). Travel-ready items such as the Very Voluptuous Lip 
Plump, Jetsetter Portable Makeup Palette and Rockin’ Body Shimmer are also available. 

“We’re delighted to be working with Victoria’s Secret for inflight sales. The brand has 
established a significant footprint in travel retail with its airport stores worldwide and the 
formula clearly works,” says Scorpio Worldwide Sales and Marketing Director Richard 
Kennedy.

Victoria’s Secret Beauty & Accessories 
celebrates the opening of its 200th Store

The opening of Victoria’s Secret’s 
200th store marks a major milestone for the 
brand, which has experienced unprecedent-
ed growth since it entered the travel and 
tourism market in 2009. Since then, Vic-
toria’s Secret has brought its unique brand 
of fashion-forward beauty products and 
accessories to modern jet-setters through-
out South America, Europe, Asia and the 
Middle East, including five Stores in Hong 

Kong and its first-ever ‘pop-up’ shop on 
Singapore’s luxurious Orchard Road.

Victoria’s Secret’s success is due, in 
part, to its focus on a core ideal: creat-
ing sexy, sophisticated and forever-young 
moments for glamorous women. Cus-
tomers can browse prestige fragrances 
like the award-winning Victoria’s Secret 
Bombshell, travel-ready beauty products 
and Victoria’s Secret branded accessories. 

What’s more, the stores have an undeniable 
sense of luxury and quality.

The opening of its 200th Store is just 
the beginning for Victoria’s Secret Beauty 
and Accessories. With two appearances at 
Cannes’ TFWA World Exhibition under its 
belt which included the attendance of Su-
permodel Adriana Lima, Victoria’s Secret 
is primed to make 2014 its best year yet.

Puig debuts first Valentino for men
Puig is launching its first masculine 

fragrance from Valentino, Valentino Uomo. 
Created by perfumer Olivier Polge to be “a 

fragrance full of history,” Valentino Uomo 
is described as a classic accord, softly 
smoky woody, like pieces of a fine shirt, a 
reference to the Valentino fashion house.

 The fragrance is composed of classic 
accords that include “a profoundly Italian 
blend” of ingredients, including bergamot, 
spice, and myrtle. It opens with notes of 
coffee and gianduja cream, then a “musky 
hint of white leather and cedar.”

Valentino Uomo is presented in a 
bottle with a strong, tactile presence, 
shaped like a bottle of fine liqueur filled 
with an amber liquid. The glass of the 
entire surface is cut in prisms and a metal 
band circles the bottle and imprints the 
silhouette with the Valentino signature. It is 
encased in a box with a simple black label 
trimmed in gold.

French actor Louis Garrel is the face 
of the Valentino Uomo campaign.

In 2014, Carolina Herrera will be 
launching 212 SURF, her latest 212 
Universe limited edition range created by 
Puig. It is inspired by summer memories 
of beach, surfing and friends, says the 
company. For him, 212 SURF is a fresh 
fragrance using a new aquatic accord that 
combines patchouli and grapefruit. For 
her, 212 SURF is an aquatic accord with a 
woody contrast accompanied by notes of 
musk.

Carolina Herrera 
212 SURF
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Perez brings more Unique 
Luxury Goods to TR channel 

Unique Luxury Goods founder Lola Perez has expanded the 
selection of goods her agency is representing in travel retail in 
the Americas. 

ULG is now the exclusive travel retail Americas agent for 
Fervor-Montréal, a young fashion jewelry brand that is now 
bringing its international success to The Americas. With distribu-
tion in more than100 airlines and airport stores worldwide and 
top ranking performance, Fervor-Montréal caters to today’s 
travel retail consumer who has a need for affordable and exciting 
offers, Perez says. 

“More and more travelers are looking for value, great qual-
ity and customer service and Fervor-Montréal delivers all of that 
while keeping an exciting assortment of products that cater to a 
global consumer,” says Perez, who introduced the brand in the 
Americas in November at the FDFA convention to a “fantastic” 
response.

Unique Luxury Goods has also added electronics and ac-
cessories for electronics to the portfolio as a representative for 
Travel Retail Distribution Group for North America duty free and 
Travel Retail Latam and Caribbean. 

“I am representing Travel Retail Distribution Group’s port-
folio of very exciting products already successfully implemented 
in many duty paid stores,” she says. 

The TRDG products include Polar heart rate monitors, 
Trakdot, a hot new device that tracks your luggage and notifies 
you on airport location for your checked luggage, Pogo chargers 
and adaptors, IGO portable battery which is the must have item 
for every traveler, Sound Traveler earphones, and the SkyGear 
collection of travel accessories. 

“I am very excited to present in Orlando such a collection of 
products that are responding to the new trends and needs,” Perez 
tells TMI. 
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American made lifestyle brand, Alex and Ani, to launch 
in European TR through Nuance Group as it sweeps into 
travel retail with a growing presence

Alex and Ani, one of the most 
sought-after brands in the market today, 
continues to make impressive inroads into 
the international and travel retail channel. 
The Rhode Island-based lifestyle brand 
offers symbology-laden, patented signature 
expandable wire bangles, which are hand 
crafted in America from locally recycled 
materials.

Most notably, their positive energy, 
eco-conscious collections and products 
adorn the body, enlighten the mind and 
empower the spirit, designed by Carolyn 
Rafaelian, Founder and Creative Director, 
and have made a major break-through into 
the European duty free market working 
with the Nuance Group.

“We are thrilled to announce our 
collaboration with the Nuance Group,” Dr. 
Christian Kalweit, Senior Vice President 
of International Business Development at 
Alex and Ani tells TMI.

“With their help, we will be able to 
recreate the Alex and Ani shopping experi-
ence and introduce the brand across major 
airports in Germany, Switzerland, and 
Sweden and we look forward to a success-
ful partnership in 2014.” 

Nuance Head of Specialty Nina Pan 
says that Alex and Ani will debut first in 
three Nuance stores.

“As a leader in travel retail, Nuance 
provides millions of travelers everyday 
with exciting state-of-the-art shopping 
experiences. In partnership with Alex and 
Ani, we are delighted to bring this new 
exciting brand to the European travel retail 
market by launching it in Temptation in 
Hamburg, the new Time Box in Zurich and 
Cult in Stockholm,” says Pan.

Speaking of the special appeal of the 
fast-growing brand, Pan goes on to say: 
“We are continuously developing our spe-
cialty offer, and Alex and Ani is a uniquely 
spiritual jewelry brand which has shown 
huge and growing potential in recent years. 
We are thrilled to be able to offer traveling 
consumers the chance to purchase some 
of the beautifully crafted individual and 
eco-friendly jewelry. We also look forward 
to strengthening our partnership with Alex 
and Ani.” 

Omar Ajaj, Alex and Ani Vice Presi-
dent of International Sales, explains that 

based on market potential, the travel retail 
and duty free market is one of the com-
pany’s top strategic focuses in 2014.

“We continuously look to identify 
global expansion opportunities for Alex 
and Ani. The key driver to travel retail 
growth for Alex and Ani is to duplicate the 
same shopping experience and properly 
communicate our brand concept through 
our investment in building Alex and Ani 
Shop-in-Shop concepts, which mimic our 
domestic retail locations. We ensure that 
the experience replicates that of the Alex 
and Ani aesthetic,” he says.

Every bangle and product in the Alex 
and Ani portfolio is meant to tell a story, 
many of them using charms that cover the 
gamut of categories and interests, and give 
the bangles a broad and growing appeal.

Presentation is particularly important 
to convey the Alex and Ani story and show-
case all the available symbols. Where space 
for a full shop-in-shop is not available, 
Alex and Ani has created a customized 
self-serve tower (Pretty Girl) for venues 
like airports and cruise ships that utilize 
less space yet incorporate all elements 
that are on the typical larger symbol wall, 
seen in Alex and Ani retail locations. The 

unit features LED lights and an iPad with 
interactive elements so that consumers can 
browse through the different symbols, learn 
about the meanings behind the products, 
and create their own personalized bangle 
sets. It can hold as many as 1,200 pieces 
and showcase 100 different SKUs. 

Ajaj reports that more listings are 
under consideration.

“In addition to the new airport loca-
tions in Europe, we are also looking into 
four additional airport sites in the Carib-
bean and four cruise lines for possible 
collaboration in 2014. We are definitely 
pleased with our growth internationally and 
encouraged by all the expansion opportuni-
ties,” says Ajaj.

“Following our success in the United 
States, Europe, and the Caribbean Islands, 
we have secured a strong consumer brand 
loyalty and grown our brand consistently. 
While the travel retail and duty free mar-
ket is rapidly expanding, we see a huge 
potential for Alex and Ani to broaden its 
presence in international markets,” adds Dr. 
Kalweit.

Currently, Alex and Ani is available 
in 51 doors throughout the Caribbean, 
with new locations opening in Dominican 
Republic, Haiti, St. John, Tortola, St. Croix, 
Bonaire, and Key West in 2014. The brand 
is also listed with Norwegian Cruise Line 
on its Jewel and Dawn vessels, and the 
company is in talks with four additional 
cruise lines. 

In addition to the new airport listings 
with Nuance in Germany, Switzerland and 
Sweden, Alex and Ani has a case with Co-
lombian Emeralds in Barbados Internation-
al Airport and is being sold through one of 
the Flights of Fantasy – Pretty Girl Tower 
Units in Montego Bay. The company is 
also in talks with four other Caribbean 
airport operators.

In the U.S., Alex and Ani currently 
operates over 40 retail locations and has 
over 1,200 retail partners ranging from 
department stores to fine jewelers, reports 
the company. Individual bangles are priced 
beginning at $24 and range to about $188 
for a set of bangles. 

For more information about carrying the 
Alex and Ani brand, please contact Dr. Kal-
weit directly at Christian@alexandani.com.
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JOANEL Inc., one of the top leaders 
in Canada’s handbag industry, is stepping 
up its presence in the travel retail channel. 
A long time participant in various industry 
trade exhibitions such as Canada’s Frontier 
Duty Free Association Convention and 
the International Association of Airport 
Duty Free Stores Trade Show, this year the 
company is sure to boost its profile with a 
very generous donation of one of its iconic 
products as a gift to the women attending 
the annual Women in Travel Breakfast held 
during the IAADFS Duty Free Show of the 
Americas in Orlando. 

JOANEL is one of Canada’s promi-
nent industry leaders and the largest design 
house in the country for handbags, fashion 
accessories and leather goods for men and 
women. 

Founded 20 years ago, the company 
has its head office in Laval, and boasts 
nearly 2,000 clients in Canada and abroad. 
Designer Johanne Boivin founded her 
company in 1991 and today has over 5,500 
creations to her name, develops more than 
350 new styles every year, and has sold 
over 4.5 million items.

Her vision from the beginning was to 
create handbags and accessories catering, 
by their style and manufacturing quality, to 
modern women and men. 

The company produces four product 
lines: Joanel, Mouflon, Ugo Santini and 

Edgar & Sooky. It also produces gifts and 
travel accessories and special products un-
der private label for such brands as Cirque 
Soleil – for which it makes exclusive 
products—as well as for Sears, Naturalizer 
and others. 

The company believes strongly in 
being a good corporate citizen and its head 
office in Laval, a Montreal suburb, is in 
a green building which won an award for 
environmental innovation. The beautiful 
structure, which incorporates an ances-
tral home, includes a creation room, six 
showrooms and a distribution center. The 
company also has an office and a show-
room in Toronto’s Fashion District as well 
as its own online stores on each web site of 
its four trademarks.  

Founded and one hundred percent 
owned by a woman, Johanne Boivin is 
active in a number of organizations that as-
sist women in business. This past October, 
Joanel even launched a special line of Bags 
and tech accessories specifically for the 
business woman, created exclusively for 
Staples Canada. The new Tech by Joanel 
collection is being carried in Staples’ 70 
Quebec stores.

“I am extremely honored to have been 
selected to create this collection specifical-
ly for the business woman. Our clients have 
worn our creations year after year, for over 
20 years. I know that this latest collection 
will meet their professional and personal 
needs,” said Boivin in the official statement 
announcing the collection. 

Staples Canada/ Bureau en Gros is an 
active small business supporter, with its 
Regional Managers highly involved in the 
business community. The retailer supports 
Women’s Economic Development spon-
sored by the Quebec Business Women’s 
Network, with a goal to raise large compa-
nies’ awareness to the Diversity Supplier 
Program.  

“That‘s why we decided to develop 
specific projects such as this one in col-
laboration with JOANEL Inc., a 100% 
female-owned company renowned for its 
leadership, expertise and credibility across 
Canada,” said Rudel Caron, Regional Vice-

JOANEL, Inc.: Woman-owned Canadian design house 
boosts its presence in travel retail  

president, Sales and Operations – Quebec 
at Staples Canada/ Bureau en Gros, in the 
announcement. “We want to offer busi-
ness women or woman owned enterprises, 
an exclusive, functional yet fashionable 
professional bag. With their needs in mind, 
we hope that they will embrace this new 
collection designed just for them.” 

In an interview with TMI, Boivin 
explains that she strongly believes in wom-
en’s entrepreneurship, which is one reason 
that she is supporting the members of WiT 
with a special gift: “An organization like 
WiT is a way for women in our industry to 
meet other women, to discuss opportunities 
and to help grow in business.”

During the WiT meeting in Orlando, 
Boivin will take a few minutes and share 
her knowledge of one particular organiza-
tion that she has found to be very valu-
able in developing access to new business 
opportunities. Called WeConnect Interna-
tional (and WeConnect in the U.S.) it is a 
group of executives from larger businesses 
that helps women-owned business make 
contacts with market opportunities they 
may not have been able to reach otherwise.  

Designer and Founder Johanne Boivin
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Reba Americas & Travalo: how “a perfect product” 
is growing sales throughout the region

International distribution company 
Reba Americas  officially launched in the 
summer of 2011 but company president 
Orlando Bajos’s experience in the fragrance 
business began back in 1982. That is when 
he joined Vimari in the Miami Free Zone, 
distributing Italian lines Krizia, Trussardi, 
Fendi and Pupa for all of the Americas, 
excluding local market US.  

“The big jump for Vimari took place 
in the 1990’s when we were awarded three 
major brands that really put us on the map, 
making us the largest independent distribu-
tor by far for the Americas,” Bajos recalls 
during an interview with TMI. 

“We had the #1 men’s brand in the US, 
which was Cool Water from the Lancaster 
Group of Germany. Lancaster decided to 
become huge overnight. They expanded 
internationally, but they didn’t have an inter-
national department, so that is where Vimari 
came in. At the same time, Giorgio Beverly 
Hills was the #1 ladies fragrance in the US 
– a phenomenon. But it was a new company, 
and also did not have an international de-
partment. Since we had already started with 
Cool Water/ Lancaster, we got that brand for 
most of the Americas. 

“And the third mega-brand was Liz 
Claiborne, which we also had for several 
territories. In addition to these three mega-
brands, we got Claude Montana Perfume. It 
was not in the US, but we really made it into 
a very important brand in Latin America, 
like it was in Europe.”

Bajos says that Vimari had about a 
dozen brands in the portfolio, led by these 

four, but in 1995 he sold the company to 
distribution company I. Marmol & Ass.   
Bajos stayed on for another year and half as 
a consultant during the transition, and then 
spent the next 10 years working with Liz 
Claiborne, followed by a stint with Tommy 
Bahama.   

In 2010, Bajos says that he discovered 
Travalo in Cannes, immediately fell in love 
with it and brought the little travel perfume 
atomizer to the US. He had negotiated for 
the distribution rights for the US, Latin 
America, the Caribbean and travel. Launch-
ing first in national US chains Walgreens 
and CVS, he realized that he had a poten-
tial star on his hands, and joined forces in 
summer 2011 with industry colleague Rene 
Garcia to form Reba Americas.  

The company has grown ever since.  

“I have been able to put together – 
almost 20 years later - many members of the 
team that I had with Vimari – my controller, 
Raul Cremata, Benny Albert in sales, Alicia 
Lopez in marketing, and so on. We also just 
hired Caribbean expert Thania Vazquez.

“Travalo has seen extremely rapid 
growth, doubling our business each year, be-
cause it is extremely unique. I have been in 
perfume for 30 years, and I have never seen 
an accessory to perfume – so not only is 
this a new category, but we are alone in the 
category because this is a patented product.”

Bajos argues that the Travalo atomizer 
has the potential to be one of the top five 
“must-have” things women carry in their 
purse. 

“We have the vision that Travalo is 
going to be not just an impulse item but 
something people realize the value of and 
carry all the time,” he insists.

In fact, Travalo is developing as a 
brand, with a variety of presentations, even 
high–end versions for “the Nordstrom’s of 
the world,” says Bajos. 

“This is a perfect product in the eyes 
of the retailer. It has no life cycle, it is not a 
designer, it is not a celebrity, it has no age 
barrier, it can be used by men or women. 

“The perfume industry should be in 
love with us, at all levels, because studies 
show that the people who carry the atomizer 
use 86% more perfume! It almost doubles 
the usage. As a result we have done some 
private label projects (for example, Jean 
Paul Gaultier and Swiss Army) and are in 
discussions with some more very big name 

Orlando Bajos, Reba Americas President
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Reba Americas continued                   
perfume companies. So Travalo leads in a 
perfect way to greater usage and the per-
fume houses should be very interested.” 

Bajos says that Travalo can very easily 
be the number one unit seller in the store. 
“This is currently the case with Perfumania 
and the 80-store Spritz fragrance outlet 
chain. Spritz sells 10-12 units per day per 
store. These are very impressive statistics,” 
he says. 

“And the retailer only has to do a 
one-time effort to set up the sales, and then 
it takes off on its own: put up 1-2 displays 
in the store and have the sales girls wear an 
atomizer/tester on a lanyard around their 
neck,” he continues. “Once the demo girls 
realize how incredibly easy it is to sell, they 
develop a sales momentum excitement. 
They can have fun with it, and the price is 
right – between $12 and $20. That adds up. 
It is not a cookie-cutter product.” 

Bajos has currently listed Travalo with 
some of the top duty free operators in the 
region: DFA, Princess Cruises, the DFASS 
ground stores, London Supply, in Miami 

Airport with Newslink, and WISA has listed 
it for more than a year. 

“The word is spreading and companies 
are calling us,” he says. 

In the US Travalo is currently being 
sold in Kohl’s, Walmart, Dillards, Perfu-
mania, Sephora, the Duane Reade Look 
Boutiques, Bed, Bath & Beyond, Nordstrom 
Rack, Saks Off 5th, Nieman Marcus Last 
Call and many more, including the military 
PX stores. (A different distributor handles 
the upper end department stores in the 
U.S.) Travalo is also opening in Brazil local 
market. 

“We know that it will take time to 
develop Travalo fully, but the potential is 
huge,” says Bajos.

Fragrance business expands with big 
names

Along with Travalo, Reba America 
is also distributing a number of the Parlux 
brands in the Caribbean and some specific 
brands in Puerto Rico only. These include 
some very high profile celebrity brands such 
as Pitbull and Jay Z, along with Kenneth 

Cole. As we go to press, Reba also an-
nounced that it will begin distributing three 
other Parlux brands in the Caribbean (excl. 
Puerto Rico): Paris Hilton, Rihanna and 
Vince Camuto. 

“Some of these brands give us very 
high profile opportunities. Our recent launch 
for One Direction in Puerto Rico department 
stores was huge,” says Bajos, adding that 
they are rolling it out to wider distribution in 
Puerto Rico now.  

“These brands give us the chance to 
make a lot of noise. The exposure at all 
levels—in the media, on TV, during late 
night shows. Like with Jay Z in Macy’s and 
Pitbull, who will be very visible during the 
FIFA World Cup in Brazil.” 

Reba is also looking for a big response 
from the local Caribbean markets for Jay 
Z and Pitbull, adds Benny Albert. “We are 
going full speed with windows and spiffs in 
the Caribbean for these two brands. We are 
going to put whatever is necessary behind 
the launches.”

“And we have more great projects 
coming,” concludes Bajos.   

Actium celebrates a decade in business 
This March marks the tenth anniver-

sary of Miami-based Actium Group. It is 
ten years since Philippe Giraud, Actium 
president, left William Grant & Sons in 
2004 to create a distribution and retail 
company to handle high-end brands in 
Latin America and the Caribbean. Today, 
Actium represents some of the finest brands 
in the world covering three independent 
categories: beverages, beauty & fragrances 
and accessories.

Operating as a distributor and/or 
retailer in both local and/or Travel Retail 
channels, the Actium client brands are  
present in 40 countries (in Latin America, 
Caribbean and North America), and the 
company partners with 80 key retailers, 
selling to 120 doors.

Beverages
Despite a question of whether its larg-

est spirits brand would change ownership, 
the Actium beverage division experienced 
many positives over the past year. 

In November, Actium extended its 
relationship with Laurent Perrier Cham-
pagne, signing a new long term agreement 

to distribute the champagne in most Latin 
American and Caribbean domestic and 
Travel Retail markets, as well as in North 
America Travel Retail. Laurent Perrier is 
the third champagne brand worldwide in 
value and number one in the Rose segment, 
says the company.

“Laurent Perrier fits the Actium busi-
ness model of few but leading and beautiful 
brands,” says Gregory Duhamel, Area Di-
rector at the Beverage Division of Actium. 

Jean Christian de la Chevalerie, 
Laurent Perrier Export Director, says 

Laurent Perrier has been the fastest grow-
ing Champagne in Latin America and the 
Caribbean since his company appointed 
Actium in 2009, tripling its market share, 
with particularly strong results with its 
Prestige SKU. 

“L Perrier benefits from the focus and 
quality of execution of Actium, as well as 
synergies with their overall exceptional 
portfolio of high end brands,” he says.

Whyte & MacKay, Actium’s most im-
portant brand, had flat sales in 2013 versus 
2012, as Actium awaits the outcome of the 
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possible Diageo acquisition 
of the brand. Nevertheless, 
the brand’s high end single 
malt whiskies both grew 
in double digits last year, 
Dalmore (+22%) and Jura 
(+11%). The lower priced 
blended scotches John 
Barr and Whyte & Mackay 
decreased an average 10% 
however.

On a bright note, Inter-
national Shoppes sold the 
first bottles of the extremely 
rare Dalmore Constellation 
Collection in the US at the 
International Shoppes flag-
ship store in JFK Terminal 1.

The Constellation Col-
lection brings together, for 
the first time, the complete spectrum of 
vintages created in this Highland distillery 
between the years 1964 and 1992. Consist-
ing of 21 individual releases, the complete 
set of bottles retails for US$ 245,000.

Voss water saw strong growth in 2013 
versus 2012, with sales up 17%, mostly 
in the Brazilian tax-paid market. Actium 
began handling the Mexican market in 
January 2013, the only market the company 
was missing in Latin America and the 
Caribbean.

Lifestyle & Beauty
Since taking on the distribution of 

the L’Oréal Luxe brands for the Carib-
bean, Actium has achieved 35% growth, 
with a main focus on organic growth for 
Lancôme, building the business one door at 
a time, says the company.

Marta Castellanos-Campana, Direc-
tor - Lifestyle & Beauty Division, reports 

that Actium has seen + 70% growth in 
sell-in since taking over the distribution of 
L’Oréal Luxe brands in 2012.

Actium has expanded the L’Oréal 
Luxe fragrance presence in the region, 
opening nine new doors in Jamaica, Roatan 
and St Lucia. Sales of Lancôme’s La Vie est 
Belle propelled it into the top ten best-sell-
ing women’s fragrances in the Caribbean.

“We have gained market share in the 
region by building partnering relationships 
with our retailers and maintaining constant 
innovative and creative POS initiatives,” 
says Castellanos-Campana.

The company also held make up 
events, skincare workshops, In Love 
animations and La Vie Est Belle Rose give 
away events in Grand Cayman, St Martin, 
Bermuda, Bahamas and St Thomas, as well 
as a three-day training and motivational 
BA Seminar in Key West for its exclusive 
Lancôme and PCI beauty advisors. It 
also launched Lancôme’s latest skincare 

pillar Dreamtone, Ralph 
Lauren’s latest men’s 
fragrance Polo Red, and 
Armani’s Eau de Nuit 
and Acqua Di Gioia Eau 
Fraiche and Cacharel’s 
Catch Me.

For Puig, Actium 
signed a new long-term 
agreement for the distribu-
tion of the Puig fragrances 
on board cruise ships in 
the Americas.

The company, which 
has been handling the 
cruise ship distribution for 
Puig in the region since 
2009, achieved 36% sell-
out growth, gaining market 
share onboard, across all 

brands, while expanding the presence of 
Carolina Herrera and Paco Rabanne to all 
Starboard ships, and successfully launching 
Invictus with all cruise ship operators.

“We have seen very a dynamic year 
for all brands in the Puig portfolio: HPP 
Carolina Herrera Sublime and SPP Prada 
Candy on Starboard; SPP Prada Luna 
Rossa and Valentina on Princess Cruises,” 
says Castellanos-Campana.

For the L’Oréal Produits Publics, 
which Actium distributes in the Caribbean 
and on cruise ships, the company expanded 
L’Oreal Paris and The Body Shop pres-
ence in the Caribbean, opening new doors 
in Curaçao, Dominican Republic and St 
Maarten.

Hermès Parfums also benefited from 
strong sell-in (+ 51%) in the cruise chan-
nel, with solid sell-out growth, gaining 
rankings onboard, particularly on Harding 
Retail, while successfully launching Jour 
de Hermès across 70 cruise ships.

Luxury Retail
Actium reports 5% growth with its 

Hermès Boutiques in Panama and San-
tiago, Chile, coming after a year of strong 
growth in 2012. The company is closing 
its Santiago store for six months starting 
March 2014 for a complete remodeling but 
will operate a temporary store during the 
remodeling.

Actium is also opening a 100sqm Mi-
chael Kors store at Santiago airport in May 
2014, in partnership with Panama-based 
Saint Honoré.

Actium held a three day motivational BA Seminar in Key West for its exclusive 
Lancôme and PCI beauty advisors.

Hermès Parfums has a 
beautiful presentation 
on board Riviera from 
Harding Retail
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IWSR: Mixed bag for spirits in Americas travel retail
Brown spirits thrive, led by a surging Johnnie Walker

2012 saw significant growth in duty 
free wines and spirits sales in Latin Amer-
ica and the Caribbean, with the exception 
of Brazil, with more moderate expansion 
in the region’s biggest market, the US/
Canada, according to the February issue of 
IWSR magazine. 

This year, stronger tourism growth has 
boosted the North American market, but 
momentum appears to have slowed in Latin 
America and the Caribbean, reports IWSR. 
Also, infrastructure and economic factors 
are still adversely affecting the Brazilian 
market.

Brazil was the only key market in the 
Americas where the region’s leading duty 
free brand, Johnnie Walker, suffered a drop 
in sales in 2012, the latest year for which 
full-year duty free volumes are avail-
able. Johnnie Walker volumes declined by 
13% in Brazil, but posted strong double-
digit growth in all other markets in the 
Americas. Sales of Johnnie Walker grew by 
nearly 30% in the US/Canada, the brand’s 
largest market in the region.

Johnnie Walker Double Black, 
launched in 2009, almost doubled its 
Americas duty free volumes in 2012 as it 

developed strongly in existing markets and 
entered new markets such as Mexico. There 
were also big increases in sales of the Gold 
Reserve and Blue Label lines. In addition, 
the new Explorers’ Club Spice Road and 
Platinum Label lines racked up sales of 
almost 38,000 cases between them. Sales of 
the best-selling Johnnie Walker line, Black 
Label, dropped slightly, partly reflecting 
the success of Double Black, while Red 
Label shed close to 16,000 cases. The re-
cent performance of Johnnie Walker in the 
Americas market is indicative of a greater 
focus by Diageo on its high-end lines in 
travel retail; volumes of premium-and-
above Johnnie Walker lines increased by 
37.9% in 2012 in contrast to a 13.9% drop 
in the standard Red Label variant.

The second-biggest brand in the 
Americas duty free market, Absolut, suf-
fered a 10% drop in volumes in 2012, with 
sales down by 11% in the US/Canada and 
by more than 20% in both Brazil and the 
Caribbean. Sales of established flavored 
variants fell more sharply than those of 
the core 40% line, but Absolut Elyx and 
Orient Apple both enjoyed a sharp rise in 
volumes.

Another Pernod Ricard brand, Chivas 
Regal, ranks fourth in the Americas travel-
retail market, behind Brown-Forman’s 
Jack Daniel’s, and posted a 10% increase 
in sales in 2012. Sales of the brand’s most 
premium lines, 18yo and 25yo, grew most 
rapidly – by 31.6% and 20.3% respectively. 
The brand’s key 12yo line saw volumes 
increase by 5.4%, while the new Chivas 
Brothers’ Blend line, launched in October 
2012, added more than 6,000 cases to Chi-
vas’ sales. The brand performed strongly 
in most duty free markets in the Americas, 
with the exception of Brazil and Argentina 
where sales declined. 

Sales of Jack Daniel’s were relatively 
flat in the Americas travel-retail market 
in 2012, but were boosted in 2013 by the 
addition of the new ultra- premium Sinatra 
Select line, which was launched at Las Ve-
gas McCarran airport in September 2012, 
initially as a travel retail-exclusive product. 

IWSR information used with permission. 
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Brown Forman brings American Whiskey 
focus to Orlando

Brown Forman Travel Retail’s 
American Whiskey focus will be front and 
center in Orlando at the IAADFS Duty 
Free Show of the Americas with Chris 
Morris, Brown-Forman’s master distiller 
and spirits historian, onstand discussing the 
vital role that wood and the barrel plays in 
the whiskey-making process.

Monte Wilson, B-F’s Director of 
Americas Travel Retail and Global Key 
Accounts, says that as the category leader, 
B-F is excited that American whiskey 
continues to get so much attention.

American distilled spirits exports 
broke new records in 2013, crossing the 
$1.5 billion threshold, driven by premium 
Bourbon and Tennessee Whiskey which 
exceeded the $1 billion mark for the 
first time, the Distilled Spirits Council 
(DISCUS) reported in February.

“We are capitalizing on this 
momentum, as we lead the category, with 

our strategic partners through excellent 
store merchandising and activation, 
consumer education and product 
innovation. Consumers are looking for 
unique products to treat themselves and 
also to give as gifts. We’re finding that 
innovation is a factor but so is authenticity. 
Fortunately, we have both with our Jack 
Daniel’s and Woodford Reserve,” he 
says. “We believe our American Whiskey 
portfolio consisting of Jack Daniel’s family, 
Woodford Reserve family, Old Forester and 
Early Times provide both of these qualities 
in a superb way. We started a couple of 
years ago with some American Whiskey 
activations at JFK in New York and the 
results were tremendous. The feedback 
confirmed that once the consumer is 
educated and given the chance to taste our 
many different offerings, they are sold!”

B-F continues to invest behind its 
American whiskey business expanding 

distilleries in Tennessee and Kentucky. 
“We are investing more than $100 

million at Jack Daniel’s Distillery and over 
$35 million at Woodford Reserve Distillery 
adding stills, barrel warehouses, and related 
infrastructure to support the expanding 
operations. The global demand for Jack 
Daniel’s Tennessee Whiskey and Woodford 
Reserve Bourbon is tremendous and we are 
planning to meet that need,” he says. “Our 
expansion at Jack Daniel’s and Woodford 
Reserve Distilleries will allow us to keep 
up with the consumer thirst for American 
Whiskey innovation but also allow us to 
further innovate in the near future. Travel 
Retail will be a likely launch site and the 
possibilities are endless.”

Wilson says B-F has always been 
innovative with its packaging, offering 
collectibles and travel retail exclusives 
such as JD Gold Medal Commemorative 
Series, JD Scenes From Lynchburg, JD 
Master Distiller and Woodford Reserve 
Derby Bottle.  

“Our innovation now offers our 
consumers an opportunity to enjoy our 
American Whiskeys in a truly unique way.”  

“Jack Daniel’s Winter Jack is a great 
example of answering a specific consumer 
niche. It is a seasonal blend of apple cider 
liqueur, Jack Daniel’s Old No. 7 Tennessee 
Whiskey and holiday spices based on an 
original family recipe from Jack’s home in 
Lynchburg, Tennessee. Consumer demand 
has now led to entry into other markets.” 

Wilson also points to Jack Daniel’s 
Tennessee Honey, introduced as the brand’s 
first flavored variation. 

“This is innovation in its best form 
as JD Honey has certainly brought more 
consumers to the Jack Daniel’s brand 
but also proved flavors don’t necessarily 
cannibalize the parent brand. In this case, it 
has actually enhanced it.”

Jack Daniel’s Sinatra Select is an 
example of innovation into the luxury 
segment, highlighting the rare and special 
relationship that Jack Daniel’s and Frank 
Sinatra enjoyed over 4 decades.  

“Jack Daniel’s Sinatra Select 
The Jack Daniel’s gondola and wall unit on display in Orlando Airport.
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exemplifies that relationship in the 
presentation of the packaging but more 
importantly, in the bottle. Sinatra Barrels 
are handcrafted with the addition of deep 
grooves on the inside of the barrel staves. 
This exposes the whiskey to extra layers 
of oak which imparts a rich amber color, 
bold character and a pleasant smokiness, 
followed by an incredibly smooth vanilla 
finish. JD Sinatra Select was launched to 
great success exclusively in Travel Retail 
with our retail partner, Nuance Group, in 
Las Vegas McCarran International Airport 

and is now available worldwide.” 
As part of its American Whiskey 

Collection, B-F has brought Woodford 
Reserve, Woodford Reserve Double Oaked, 
which sold out upon launch, and Old 
Forester into the travel retail market.

“Old Forester Bourbon, our 
company’s founding brand, is also finding 
its niche in a category that has plenty of 
room to grow in Travel Retail especially 
when you consider the assortment of 
vodkas and rums at much lower price 
points which tend to cross over each other. 

American Whiskeys are offering consumers 
a very unique taste and experience that has 
them coming back for more and purchasing 
up. Once fully established, we expect Old 
Forester to have a bright future in travel 
retail and the opportunities to premiumize 
will be there.”

Wilson is also excited about his 
expanded Americas team, which includes 
Mike Soskin, Territory Manager for US & 
Canada, Sylvia Murray, Territory Manager 
for US, Mexico & Caribbean, Susana 
Flores, Key Account Manager for Mexico, 
Elaine Pires, Commercial Manager for 
Brazil, Paraguay and Uruguay and Ann 
McDonogh, Trade Marketing Manager for 
the Americas.

In Orlando Master Distiller Chris 
Morris will be offering daily tutorials 
on whiskey barrels at 12:00 noon on the 
Brown-Forman stand (1409) Monday 
through Wednesday (March 10 – 12).  The 
tutorials will include a discussion of the 
wood used in barrel making in the United 
States – American White Oak, by US law, 
the various toasting and charring methods 
and a sampling of new whiskies during 
various stages of maturation. Attendance 
at the tutorials will be on a first-come basis 
and the session will last approximately an 
hour. 

The Brown-Forman portfolio of North 
American Whiskies will also be featured 
nightly in the Club of the Americas with an 
emphasis on cocktail classics.      

Bottega White Gold 
comes to Orlando

Distilleria Bottega is featuring White 
Gold sparkling wine in Orlando (stand 309).

White Gold, a pure Pinot Noir spar-
kling wine, completes the glamorous col-
lection of sparkling wines, following the 
worldwide success of Bottega Gold and 
Rose Gold. The highly recognizable 
silver glazed bottle contains a 100% 
Pinot noir white wine, which is fresh 
and flowery, with delicate hints of 
dried fruits, says the company.

Escudo Rojo introduces new 
single varietals and packaging

Baron Philippe de Rothschild has introduced 
new packaging and a range of five single varietals, 
including one rosé wine, for its Chilean brand 
Escudo Rojo. 

The Escudo Rojo master blend was created in 
1999 and combines four grape varieties all grown 
in Chile where Baron Philippe de Rothschild Maipo 
Chile owns a 63-hectare estate: Cabernet Sauvignon, 
Cabernet Franc and Syrah from Valle del Maipo; 
and Carmenere from Valle del Rappel. 

The new wines are Carmenere, Syrah, Cabernet 
Sauvignon, Chardonnay, Sauvignon Blanc, and a 
rosé. All come from top terroirs in Chile, the com-
pany said. 

The brand’s bottles now feature a label bearing 
a coat of arms with the “R” of Rothschild and a 
handwritten explanation of the name. Escudo Rojo 
refers to the historic emblem of the Rothschild fam-
ily as the Spanish translation of the German “Rote 
Schild,” meaning “Red Shield.”
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Woodford Reserve releases The Double Malt Selections
Before Woodford Reserve’s latest 

Master’s Collection release, The Double 
Malt Selections - Straight Malt Whiskey 
and Classic Malt, hit stores across the US 
last fall, Michael Pasternak sat down with 
the man responsible for the limited edition 
whiskeys, Woodford Reserve Master Dis-
tiller Chris Morris.

Uniquely triple distilled in Woodford 
Reserve’s copper pot stills, the Straight 
Malt Whiskey and Classic Malt, two sepa-
rate individually numbered 750ml bottles 
presented at 90.4 proof, are the first fully 
matured whiskies crafted from malt in Ken-
tucky since Prohibition.

While the single malt Scotch category 
has grown more than 30% since 2005, ac-
cording to Impact Databank, Morris says 
Woodford Reserve did not create its malts to 
take advantage of changing market tastes.

“The malt whiskeys that we are 
releasing for the Master’s Collection in 
the US were created many years ago. They 
are part of our exploration about the five 
sources of flavor. It has nothing to do with 
the actual marketplace. It was us seeking to 
understand whiskey production and make 
Woodford Reserve the distillery of innova-
tion in North America,” said Morris.

“It just so happens that the world 
changes to single malt after we have begun 
these explorations. So we are fortunate 

that we have made two malt whiskeys that 
are just now nine years later coming to 
maturity. Here they are and we are very 
excited.”

Although the Double Malt Selections 
have no corn or rye in them like traditional 
Woodford Reserve, Morris says the newest 
Master’s Collection whiskeys still maintain 
some “Woodford Reserveness.”

“We made one recipe of one hundred 
percent malted barley, no smoke. No corn. 
No rye. All malt. We put some of the spirit 
in new charred Woodford Reserve barrels 
to explore how it interacts with the new 
barrel and we put some of the spirit in used 
Woodford Reserve barrels, or seasoned as 
the Scots would say. And they are dramati-
cally different,” he says.

“The used aged barrel malt, the Clas-
sic Malt, is unbelievably different. It is a 
whole new flavor profile. It is amazing. I’m 
a big fan of Scottish shortbread cookies and 
lemon custard. It is like a combination of 
the two. It is sweet, velvety, soft, creamy. 
The Straight Malt does have some resem-
blance to Woodford Reserve. It is very dark 
and rich in color. But still you are missing 
the spice of the rye. It has this nutty malt 
character.”

The Double Malt Selections mark the 
eighth release in the Woodford Reserve 
Master’s Collection series following Four 

Grain, Sonoma-Cutrer Finish, Sweet Mash, 
Seasoned Oak, Maple Wood Finish, Rare 
Rye and Four Wood offerings. Released 
periodically at the master distiller’s discre-
tion, the Master’s Collection whiskeys are 
extremely limited in quantity and bottled 
only once.

The Double Malt Selections will only 
be available for a short while, but Morris 
has not ruled out Woodford Reserve com-
ing out with a different version of malts in 
the future. Double Oaked, now a permanent 
part of the Woodford Reserve portfolio, 
came out of previous Master’s Collection 
release the Seasoned Oak finish.

“I would expect the Master’s Collec-
tion will really open some eyes and draw 
the interest of some malt whiskey drink-
ers who may not have sampled a whiskey 
from Kentucky. We’ll see where that 
leads,” he says. “If Four Grain, Four Wood, 
Maple Wood, and Seasoned Oak were eye 
openers, this certainly is. We can do very 
innovative things.”

The Double Malt Selections are sold 
throughout the United States with limited 
quantities available in Canada, the United 
Kingdom, Belgium, France, Sweden, 
Spain, Germany, New Zealand, Australia 
and in various Duty Free markets at a sug-
gested retail price of $99.99 per bottle.

INSIDER
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Diageo Reserve World Class program 
expands to four cruise line partners
Diageo Global Travel partners with Princess Cruises, Norwegian Cruise Line, 
Royal Caribbean International and Celebrity Cruises to train more than 
5,500 cruise line bartenders

The Diageo Global Travel team last 
month announced the launch of the biggest 
ever Diageo Reserve World Class program, 
in partnership with four of the world’s 
leading cruise lines: Princess Cruises, 
Norwegian Cruise Line, Royal Caribbean 
International and Celebrity Cruises.

This year the program, which is part 
of one the of world’s most prestigious 
mixology competitions, will see more than 
5,500 cruise line bartenders trained in the 
art of mixology. This represents almost 15 
times the number of 2013 participants, a 
major increase from 400 last year. Pushing 
the boundaries of high-end cocktails, the 
bartenders are encouraged to innovate 
and experiment using some of the Diageo 
Reserve Brands portfolio.

Following a successful partnership 
with Princess Cruises and Norwegian 
Cruise Line last year, World Class is 
doubling in size and welcoming Royal Ca-
ribbean International and Celebrity Cruises 
in 2014. 

Managing the training program this 
year will be World Class Global Winner for 
Latin America & Caribbean 2013, Mario 
Seijo, supported by leading mixologists 
Julio Cabrera, Joseph Brooke and Michael 
Parish. In sessions around the world from 
Shanghai to Sydney and Naples to Cozu-
mel, they will coach on-board bartenders in 
showmanship skills and the latest cocktail-
making trends such as ‘Mediterranean 
Mastery’ and ‘Gin and the Secrets of Distil-
lation’ to create drinks for on-board guests.

These 5,500 bartenders will then 
compete in a series of heats for the chance 
to go head to head at the Diageo Reserve 
World Class Global Travel semi-final event 
in Miami on June 5. The cruise line winner 
will then compete at the star-studded Dia-
geo Reserve World Class Bartender of the 
Year global final, competing alongside bar 
tenders from the four corners of the globe.

“World Class has become synonymous 
with creativity, style and sophistication, 
constantly pushing the boundaries of con-
temporary and experiential cocktail culture. 
Through Diageo Reserve World Class, the 

drinks industry’s largest and most credible 
investment in luxury drinking experiences, 
we are delighted to be collaborating with 
the best cruise lines in the industry to trans-
form the fine-drinking segment on-board. 
This is our biggest year ever by some way, 
and our continued investment demonstrates 
our commitment to the cruise industry and 
belief in the sector as a commercial growth 
area,” says Louise Higgins, Marketing 
Director, Diageo GTME Western.

Jonathan Wilson, Vice President, Food 
and Beverage Services and Product Devel-
opment, Princess Cruises added: “As the 
pioneer cruise line that broke new ground 
with our participation in the program in 
2012 and cemented our place as the Cruise 
Channel winners for Diageo Reserve World 
Class 2013, we are absolutely thrilled to be 
returning for another year of participation 
and excellence. The influence of on-trend 
mixology training from accomplished ce-
lebrities of the cocktail industry has ignited 
a new level of passion and enthusiasm for 
our crew.”

Michael Flesch, Senior Vice President 
of Hotel Operations, Norwegian Cruise 
Line: “At Norwegian Cruise Line, we have 
seen incredible success with The Diageo 
Reserve World Class program and look 
forward to continuing our participation 
once again this year, on an even broader 
level.  The program allows us to provide 

excellent training, elevate our mixology 
and, ultimately, further enhance our guests’ 
on board experience.”

“Royal Caribbean International is glad 
to be part of Diageo Reserve World Class 
mixology program,” said Brian Abel, Vice 
President of Food & Beverage for Royal 
Caribbean International. “The program will 
help enhance the on-board beverage experi-
ence and deliver the WOW to our guests 
like never before. It will help showcase our 
talented bartenders and beverage staff, as 
well as their individual creativity and skill 
in serving delicious cocktails to guests on a 
Royal Caribbean vacation.”

“Celebrity Cruises’ collaboration 
with Diageo Reserve World Class is an 
incredible opportunity to showcase the 
progressive and award-winning beverage 
program guests can enjoy while sailing on 
board our modern, luxurious ships,” said 
Chanelle Duarte, manager of Beverage 
Development, Celebrity Cruises. “Work-
ing with World Class will also enhance our 
bar experience through specialized training 
emphasizing innovation and impeccable 
service – two hallmarks of a Celebrity 
Cruises vacation experience.”

Now in its fifth year, Diageo Reserve 
World Class has trained more than 15,000 
bartenders in 50 markets worldwide, using 
spirits from the Diageo Reserve collection. 

INSIDER
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Family-owned German spirits compa-
ny Waldemar Behn is focusing on its new 
addition DANZKA Vodka and the new 
packaging for Dooley’s at the IAADFS 
Duty Free Show of the Americas, as it 
displays its commitment to the region.

“This is the first time that Rüdiger 
Behn, president of Waldemar Behn, is 
attending the IAADFS Show and it is the 
first time DANZKA Vodka attends with a 
new owner,” says Torben Vedel Andersen, 
Global Sales Director.

“The focus is on the core brand of 
the company: DANZKA Vodka. There 
will also be a big focus on our second big 
international brand: Dooley’s, which has a 
new presentation and new flavors.”

Behn introduced a new design for its 
Dooley’s Original Toffee Cream Liqueur to 
its customers at the TFWA World Exhibi-
tion in Cannes to positive response, says 
Rüdiger Behn.

“In Cannes we presented the new 
close-to-revolutionary design of the 

Dooley’s family. The reaction was marvel-
ous and the feedback was overwhelm-
ing. And we are sure to receive similar 
feedback when presenting Dooley ́s for 
the first time at IAADFS in Orlando. We 
are certain that this new design matches 
the high quality of the content. Dooley’s 
Original Toffee Cream Liqueur is a superb 
blend of Belgian toffee, Dutch Cream and 
Vodka,” he says.

Rüdiger Behn reiterates the im-
portance of the Americas region to the 
company: 

“Attending the show means we want 
to tell everybody in the Americas that we 
are dedicated to the region. We assume that 
the Americas is the market with the biggest 
potential for DANZKA Vodka. On top 
of this we want to introduce world’s best 
tasting cream-liqueur Dooley’s Original 
Cream Liqueur to all our DANZKA Vodka 
customers,” he tells TMI.

Rüdiger Behn is pleased with how the 
first year of ownership of DANZKA Vodka 

New DANZKA owners show dedication to the Americas 
has progressed.

“Due to the fact that the 
entire Behn-team is dedicated to 
the success of DANZKA Vodka 
the brand has grown nicely. 
Taking into consideration 
that every transfer of brand-
ownership creates at least a 
little bit of resistance we are 
quite happy and personally 
I’m lucky to say I’m proud 
about my excited team which 
made the growth possible by 
putting all their energy behind 
the brand.”

Further demonstrating 
its commitment to the region, 
the company has invested sig-
nificantly in an attractive new 
booth for the Orlando show.

“The stand will present 
DANZKA Vodka and Dooley’s 
as what they are: Premium 
brands – unique, best tasting and offer-

INSIDER

Discover Dooley´s Orginal Toffee Cream Liqueur - certainly the

most awarded cream liqueur in the world - a superb blend of 

Belgian toffee, Dutch Cream and Vodka. Experience Dooley´s 

Espresso Cream Liqueur a magnificent blend of Dutch Cream 

and Italian Espresso. Beyond Luxury.

www.dooleystoffee.com

B E Y O N D  L U X U R Y

Visit us at
Booth #727 
at IAADFS 2014  

DL_ANZ_TRAVEL_INSIDER_6_432x127 +6,5 RZ.pdf   1   27.09.13   12:15
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New DANZKA owners show dedication to the Americas 

ing a special benefit to our clients and the 
consumers. Our plans for the Americas 
are promising and this year the show in 
Orlando will be the platform for further 
growth.”

The Dooley’s portfolio is also 
expanding. Behn has introduced its latest 
seasonal flavor, Dooley’s Winter Choco-
late, which is already a big seller in the 
North European market where it was 
tested this year. Dooley’s Winter Choco-
late joins its seasonal flavor Dooley ́s 
Tropic Summer.

“Winter time. Summer time. Coffee 
Time. And any time. That’s our new four 
seasons,” comments Rüdiger Behn. “It’s 
always summer or winter somewhere. The 
season flavors will be available all year 
round. Follow the seasons.” 

“Dooley’s Winter Chocolate was a 
real positive surprise, not just due to the 
design, but most importantly because 
of the contents. So Winter Chocolate is 
already testing positively at the border 
shops on the Danish-German border 
where we have had reorders,” he com-
ments.

The brand last year won the Gold 
Medal at the Cathay Pacific Hong Kong 
International Wine & Spirit Competi-
tion honoring Original Toffee Cream 
Liqueur and the Gold Medal at the 2013 
LIQUEURS MASTERS in the cream seg-
ment in November.

DANZKA has also received orders 
for its limited edition Danzka Vodka Foot-

ball Festival edition throughout the globe, 
with a strong focus on Latin America 
and locations where there is a passion for 
football.

“For the first time in Cannes we 
showed the final design of the DANZKA 
Vodka Football Festival Edition that will 
retail in May, June, July of next year and 
received only positive feedback. Even 
customers who had seen the early layout 
and declined to order at that time, have 
now joined the Festival roster. We almost 
sold out by the end of the show,” says 
Andersen.

With a focus on the South American 
market the Behn Company is also intro-
ducing a 6-Bottle pack of the DANZKA 
Vodka Football Festival Edition.

The football-themed vodka will be 
featured throughout the region with Grupo 
Wisa, London Supply, Shopping China, 
Dufry Brasil, Neutral, Mannah, among 
others.

with expanded presence at Duty Free Show 
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Spirits distribution and marketing 
company MONARQ Group had its “best 
year ever” in 2013, maintaining its organic 
growth pace from the previous years, but 
expanding its distribution base and port-
folio, according to MONARQ Managing 
Director/Owner Robert de Monchy.

MONARQ’s success was led by star 
performer brands Bols, Heineken, Crystal 
Head vodka, and Bowmore whisky.

“MONARQ is solely focusing in the 
distribution and marketing of alcoholic 
beverages and mixers. For a large part 
it will be the same star performers as in 
previous years, whereas Crystal Head 
Vodka and Bowmore and Auchentoshan 
single malt whiskies are set for a continued 
steep growth path,” says de Monchy. “At 
the same time, we have high expectations 

of our craft spirits, such as Ole Smoky, 
Jefferson’s, Luxardo and specialty and craft 
beer portfolio with Magic Hat and Duvel 
leading the way. 

“Besides that, we see great potential 
for Teeling Whiskey. It’s the first new Irish 
Whiskey in years and they will start build-
ing a new distillery in Dublin soon. The 
quality and packaging is truly outstanding 
and the brand is making fast inroads at 
the world stage. It’s a brave project by the 
Teeling brothers.”

MONARQ added Ole Smoky and 
Teeling Whiskey to its portfolio before the 
IAADFS Orlando show and will be using 
the event as a platform to launch its new 
brands, references and promotions for the 
year.

“It’s the kick-off of the year for us 
and, as usual, we will be presenting a 
number of exciting new brands at the show: 
Luxardo, Ole Smoky moonshine, UV 
Vodka, Teeling Whiskey and Duvel – the 
champagne of beers from Belgium. Be-
sides, we will be showcasing the attractive 
new travel retail range of Bowmore Single 
Malt Whisky.”

MONARQ added a number of new 
listings throughout the region.

“We have recently listed Purity Vodka 
with Grupo Wisa, La Fée Blanche absinthe, 
Limoncello di Capri and Desperados with 
London Supply, Galliano Liquore with 

MONARQ sees portfolio expand 
with high potential new brands

DFA, UV Vodka with Duty Free St Thom-
as, Heineken at Bolivian Border Shops 
and FRUTTA Winespirit and Casa Noble 
tequila with Neutral, just to name a few.”  

De Monchy adds that while many 
more activations will follow after the 
IAADFS, at this point in time, MONARQ 
has planned a number of DF promotions in 
the region. “For example, during the month 
of August (2014) Heineken will feature 
again in the Central Plaza at London Sup-
ply’s Iguazu store and, in cooperation with 
a number of DF operators, we are running a 
special sampling and tasting  program with 
sorbet machines to promote Limoncello di 
Capri in South America.”      

Tito’s Handmade Vodka partners with WEBB
for Caribbean, Latin American distribution

Miami-based spirits distribution 
company WEBB is partnering with the 
fast-growing Tito’s Handmade Vodka for 
the Caribbean, Central America and select 
South American markets.

“Tito’s Vodka represents a truly arti-
sanal style of hand-made vodka production 
while delivering incredible quality and 
value,” says Phillip Jarrell, WEBB Director 
of Sales and Business Development, adding 
that Tito’s replaced Absolut Vodka as the 
exclusive vodka of United Airlines in May 
of 2013.

“The agreement allows WEBB to 
bring one of the hottest and fastest growing 
super-premium vodka brands in the US to 
markets in the Caribbean and the Ameri-
cas,” said Jarrell.

The WEBB announcement points out 
that Tito’s – which received a 95 rating in 
a competitive test against other vodkas by 
Wine Enthusiast Magazine – also won Im-
pact Magazine’s Hot Brand Award 4 times, 
from 2008 – 2011. It is currently growing 
at double digit rates and nearing one mil-
lion cases in sales.

“WEBB is excited about welcom-
ing this truly authentic vodka brand to our 
business. We think it is a great addition to 
our portfolio of premium and super pre-
mium wine and spirit brands,” says WEBB 
President Andy Consuegra.

Comment: We would expect to see 
more expansion news from Tito’s now 
that The Patrón Spirits Company’s former 
President, International and COO John 
McDonnell has joined Tito’s as Managing 
Director International.
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New Rémy Martin Cellar Master’s Selection 
launches in Americas 

In a major step for the House of Rémy 
Martin, the company will unveil this spring 
the first two expressions in a new collec-
tion of Fine Champagne Cognac, which 
will be exclusive to global travel retail after 
launching first in the Americas Duty Free 
Region. The new range replaces the VSOP 
and XO ranges in global travel retail.

The Rémy Martin Cellar Master’s Se-
lection celebrates the aromatic diversity of 
the various ageing cellars at its Domaine de 
Merpins in Cognac, France, each of which 
has its own characteristics that imbue the 
spirit with specific aromatic notes, says the 
company.

Cellar Master Pierrette Trichet has 
created Rémy Martin ‘Prime Cellar Selec-
tion’ Cellar N°16, a powerful cognac with 
intense vanilla notes, and Rémy Martin 
‘Reserve Cellar Selection’ Cellar N°28, a 
silky cognac with rich candied fruit notes.

Both of the new coupes are Fine 
Champagne cognacs from the prestigious 
crus of Petite and Grande Champagne, 
which form the essential identity of all 
Rémy Martin cognacs.

“The Cellar Master’s Selection is a 
new range for Rémy Martin coming out 
in April replacing the former VSOP and 
XO. It is going to be exclusive to GTR 
and exclusive to the Americas for the first 
year. Next year it is going to launch in Asia 
and Europe and all the other regions,” says 
Francois Van Aal, regional director, Rémy 
Cointreau Travel Retail Americas. 

“Following what a few whiskies have 
done with success in the past, such as Ma-
callan, this is the first time a major Cognac 
company is doing such a change. Some co-
gnac companies have SKUs on top of their 
regular range, exclusive to travel retail. But 
they keep the classic VSOP or XO on the 
bottle. For us it is a major step, because we 
are actually replacing our current range,” 
he explains.

The Domaine de Merpins houses 29 
ageing cellars, each of which is unique and 
gives a very specific aromatic signature to 
the eaux-de-vie. Some have a multi-tiered 
layout while others are underground and 
thus temperatures and humidity levels vary 

from one cellar to another.
Rémy Martin ‘Prime Cellar Selection’ 

Cellar N°16 is based on the eaux-de-vie of 
a particular cellar situated within the es-
tate’s vineyards. The ageing process begins 
with an initial period in new casks. As the 
air is warmer in the upper tiers of the cellar, 
the interaction between the casks and the 
eaux-de-vie is heightened, giving rise to 
intense vanilla notes.

Rémy Martin ‘Reserve Cellar Selec-
tion’ Cellar N°28 is derived from an 
underground cellar which has always been 
the Cellar Masters’ ultimate reserve for the 
finest eaux-de-vie, housing the treasures 
with the greatest ageing potential. These 
eaux-de-vie are able to benefit from the 
cellar’s almost constant humidity and 
temperature levels, which together provide 
perfect ageing conditions. Using mostly old 
casks is essential, as they confer silky notes 
of candied fruit to the eaux-de-vie and cre-
ate a truly exceptional cognac.

 
To celebrate the unique aromatic style 

of Cellar N°16 and Cellar N°28, the Cellar 
Master meticulously selected from its other 
cellars similar eaux-de-vie from which to 

craft these two new cognacs.
Van Aal has been presenting the new 

range to operators throughout the Americas 
with the new product shipping to the region 
on April 1.

He says that the overall reaction has 
been very positive. 

He credits the response to three 
things: “First, the Cellar Master concept is 
very clear and straightforward and easy to 
communicate. This is the first time that a 
cognac brand is talking differently about 
cognac from VSOP and XO. 

“Second, they believe the packaging 
improvement is second to none. It is beauti-
ful packaging, with new premium color 
codes of gold and black, and featuring an 
embossed central logo of the centaur.  

“Third is the taste. All the operators 
loved it. This is a VSOP with more intense 
vanilla notes and this is the XO with more 
fruity notes. People recognize the tast-
ing profile of VSOP and XO, the DNA of 
Rémy Martin, but they see one step for-
ward in terms of taste. It is very smooth,” 
he says.

Van Aal admits that some operators 
have worries about taking out VSOP and 
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XO from the bottle, but he points to the 
removal of the age statement on Macallan 
Scotch as a previous example that proved 
to be successful in the long run.

“To be transparent there are question 
marks for us as well, but we have done a lot 
of qualitative research with groups across 
three continents, and we are confident that 
the consumer will react positively once the 
products are on the shelf,” he notes. 

Van Aal uses the success of Select 
Oak Macallan as a selling point in his 
discussions with operators. “We distribute 
Macallan, and five years ago, we launched 
Select Oak Macallan, which was the first 
time we took off the age statement. Every 
single operator said ‘it is a catastrophe, it 
is not going to sell.’ They were not always 
positive. But one year later in Orlando they 
agreed it was a good move as it proved to 
be a success.”

Van Aal is optimistic that the change-
over to the new range will ultimately be 
successful.

“We are keeping the iconic bottle 
shape of the VSOP and the XO. For the 
consumer that is the first thing they recog-
nize. The other reaction point is the pricing. 
We are keeping the same price as the VSOP 
and the XO and the pricing will be aligned 
across the regions. When Asia and Europe 
move to the Cellar range in one year they 
are going to be at the same price as the 
Americas,” he says. “Honestly we are quite 
confident that of the current Rémy Martin 
buyers, the vast majority of them will go 

to this and we will end up recruiting more 
new buyers into the brand.” 

Rémy Martin has planned the launch 
activities of the new range around three pil-
lars:  trainings through a brand ambassador 
road trip, tastings and POS communication.

“Our main communication tool will 
be tastings. We believe in the quality of the 
juice. We believe that the consumer who 
gets to taste a shot at the airport is going to 
be convinced the product is fantastic.

“In a very exciting move we are going 
to send a brand ambassador from Remy 
Martin, Cognac on a road trip for four 
months. He will be in the field from Mon-
day morning to Friday night to conduct 
operator’s staff trainings in every location 
across the Americas. He will visit from 
Vancouver to Toronto all the way south to 
Argentina and Brazil, Panama, the Carib-
bean and the East and West Coast of the 
United States. We believe that if a salesper-
son on the floor knows what he is talking 
about he will be able help communicate the 
message.”

Van Aal also says that Rémy is provid-
ing other materials at the point of sale, in-
cluding visuals. Several other cellars have 
already been identified by the Cellar Master 
and are currently being prepared with a 
view to enhancing the Cellar Master’s 
Selection in the future.

INSIDER

Gosling’s Dark ‘n Stormy hosts Bear Trap at Honda Classic
Gosling’s Dark ‘n Stormy Bear Trap, 

located at the 16th Green at the Honda 
Classic, has grown into the most popular 
spots at the south Florida golf tournament, 
and has established itself as one of the best 
party spots in professional golf. 

This impressive venue was hosted by 
Gosling’s Rum, and was expanded once 
again for 2014 to enhance the patron hos-
pitality experience and provide additional 
premium sightlines to two of the toughest 
holes on the PGA Tour.

The Gosling’s Dark ‘n Stormy Bear 
Trap provides viewing of not only the 16th 
Green, but both the tee and green of the 
signature par 3 17th.

Live televised tournament coverage 
and upgraded food and beverage sales were 
offered in this sports bar atmosphere. A 
variety of covered, outdoor and stadium 
seating was also available.

Malcolm Gosling Jr. and Chase 
Donaldson at the Gosling’s Bear 
Trap Tent at the 2014 Honda Classic.
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Bottega wins in the air and at sea
Prosecco Doc Bottega Gold was the 

winner of the “Best Buy Onboard Prod-
uct” award at the 13th ISPY (Inflight 
Sales Person of the Year) event, held in 
Brighton, UK on Jan. 12-17.

Bottega took part with its own 
exhibition space, where flight attendants 
and managers had the opportunity to get 
to know the Bottega products by tasting 
its wines, grappas and liqueurs. During 
the event, several prizes were awarded 
to highlight the performances of com-
mercial airlines and their crew, as well 
as certain products.

The ISPY award bestowed on Bot-
tega Gold was its ninth international 
recognition, reports the company.

In a first of its kind project, the 
company also opened a flagship Bottega 
Prosecco Bar aboard the MS Viking 
Cinderella cruise ship on Jan. 25, 2014, 
during a launch event that presented the 
renovated ship in conjunction with the 
tenth anniversary since its inception.

The Bottega Prosecco Bar is an in-
novative concept aiming at promoting an 

involving and more thoughtful approach 
to food and wine. At Bottega Prosecco 
Bar, customers will experience the mood 
and ambiance of the venetian “bacaro” 
bar: a relaxed and informal place where 
healthy, uncomplicated food is served 
along a glass of the wine; each sug-
gested wine is considered the “perfect 
match” for each traditional recipe.

Originally intended as an airport 
bar and for other traveling spaces, the 
Bottega Prosecco Bar is flexible and 
can be broadened and adapted to any 
environment, such as downtown, high 
street and evening consumers sites. Bot-
tega says that it will be announcing the 
openings of more Prosecco Bars at other 
international locations.

INSIDER

Cutty Sark has an-
nounced the launch of 
Prohibition Edition, a 
permanent edition to 
the whisky brand’s 

core range, which 
will be exhibited at 
the IAADFS Duty 
Free Show of the 
Americas.

Released 80 
years after the end 
of the era which it 
celebrates, Cutty 
Sark Prohibition 
Edition has been 
crafted as a salute 
to the notorious 
Captain Wil-
liam McCoy, who 
smuggled Cutty 

Sark blended Scotch whisky into America 
during the Prohibition era of the 1920s.

Captain McCoy’s reputation for fair-
ness and dealing only in the finest, genuine 
and unadulterated liquor gave rise to Cutty 
Sark being referred to as “The Real Mc-
Coy,” says the company.

Cutty Sark Prohibition Edition is 
handcrafted in small batches from top qual-
ity grain and single malt whiskies, matured 
in American oak casks and bottled at 50% 
ABV (100 Proof).  

“We spotted an opportunity for ex-
pansion through the US on-trade, where 
whisky chasers were becoming popular 
again thanks to TV programs like ‘Mad 
Men.’ We therefore set about designing a 
premium edition Scotch whisky to fit this 
niche. We wanted it to be even smoother 
than Cutty Sark Blend and have a higher 
than normal alcohol content – 100% 

Cutty Sark releases Prohibition Edition
proof rather than the 80% proof of our 
major competitors. We found the answer 
in Prohibition Edition – an old-school, 
authentic Scotch, smooth on the tongue 
but with a big finish,” says Jason R. 
Craig, Cutty Sark Global Brand Control-
ler.

“Although created especially for the 
USA - with its striking black glass, authen-
tic looking label of the era and stunning liq-
uid created by our Master Blender Kirsteen 
Campbell, we are delighted that this 
exciting new expression is already igniting 
interest with consumers on an international 
scale. We have high hopes for Cutty Sark 
Prohibition in travel retail in the Americas 
and beyond.”

Cutty Sark Prohibition will be featured 
on the Rémy Cointreau TRA booth 113 in 
Orlando.
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Rhum Clement has collaborated with 
US born, Dominican street artist Jon One 
to create a new limited edition bottle for 
their “Rhum viux VSOP,” aged in barrels 
for a minimum of four years. The 125th an-

niversary bottle was 
launched in major 
international cities 
throughout the 
world last fall.

John Andrew 
Perello, 

known as 
Jon One, 
and of 
Do-
minican 
origin, 
began 
writing 
his name 
in New 
York City 
on the 
subway 
trains of 
the city 
in the 70s 
and 80s, 
before 

turning to the canvas. He moved to Paris 
in 1987 and founded a collective studio to 
work on his “street art.”

Jon One says designing the bottle for 
the Martinique rhum brought him back to 
his Caribbean roots.

“I wanted the bottle to be a celebra-
tion of street art. But I think my expression 
goes even further. It’s a dream that became 
reality when I saw that Caribbean people 
were also sensitive to my work. I have 
done exhibitions in China, Russia and the 
USA…but something was still missing. At 
last I have been able to find a bit of home,” 
he says. 

Earl Myers, whose EM+P Broker-
age & Consulting Group distributes Rhum 
Clement in the Caribbean says he expects 
the new collaboration with Jon One to at-
tract a new, younger, trendier consumer to 
Rhums Clement.  

“Rhum Clement produces a very high 
end line of outstanding Agricole Rhums 
all estate bottled on the island of Marti-
nique. The traditional bottle presentation 
for the Rhum Clement series of products 
mirrors the quality and image of the 
Rhums themselves. The brand is very well 
known in the French market because of 
the relationship between France and the 

Rhum Clement partners with street artist Jon One
French island of Martinique and because 
the French love Rhum Agricole. The brand 
owners working in France learned that 
there is a new market opportunity with 
a younger urban consumer who is  far 
more interested in and attracted to a less 
traditional product presentation, thus was 
borne the concept of commissioning John 
Andrew Perello, alias ‘Jon One,’ a highly 
recognized graffiti artist working in Paris, 
and of Dominican ancestry, to create the 
Clement VSOP Jon One limited edition 
bottle.”

Myers sees good things for the brand 
in the future.

“Rhums Clement and the entire 
category of Rhum Agricole has been 
discovered by the same people, inside and 
outside of the trade, who believe in and are 
attracted to the ‘craft spirits’ category. That 
is artisan produced spirits made from only 
the finest natural ingredients, using hand-
crafted methods to create unique spirits 
products which are neither mass produced 
nor mass marketed.” 

The bottle is priced at €40, or equiva-
lent, and is limited to 30,000 globally.

Rhum Clement has also commissioned 
Jon One to create a sculpture for the park 
on the Clement estate. 

Following the release of the TR 
Exclusive Glenfiddich Cask Collection 
in Cannes, William Grant & Sons has 
launched the new range of three whiskies 
in the Americas with DFS in LAX, JFK, 
and SFO, says Steve Corrigan, WGS Re-
gional Director – North America.

“Our initial results out of DFS have 
been very promising,” says Corrigan. 
“Since Cannes the Cask Collection has 
launched with DFS and Heinemann glob-
ally and the results have been very positive. 
But our objective is to have the new Glen-
fiddich range in store in April.”

Corrigan says WGS plans to fully sup-
port the launch of the Cask Collection.

“Education is critical, including educa-
tion of the shop staff and the consumers. We 
are going to have a huge program of staff 
training, but the key to success is the prod-

ucts themselves. They really do deliver.”
Unveiled at a time when global de-

mand for single malts continues to soar, the 
Glenfiddich Cask Collection offers three 
distinct flavor profiles. Glenfiddich Select 
Cask,  matured in hand-selected aged Bour-
bon, European oak and red wine casks, 
offers sweetness, spice and hints of citrus. 
Glenfiddich Reserve Cask is matured in 
distinctive Spanish sherry casks used for 
their mellow and rich flavor characteristics. 
Glenfiddich Vintage Cask is matured in Eu-
ropean Oak and American Bourbon casks 
to impart a smoky, peaty taste. It is inspired 
by the first Glenfiddich spirit from 1887, 
when barley was traditionally malted in 
kilns at the distillery over furnaces fuelled 
with dried local peat.

The characteristics of each whisky are 
the result of maturation in a variety of oak 

Glenfiddich Cask Collection comes to the Americas
casks, followed by a finish in one of three 
newly installed and specially created Cask 
Collection Solera vats. The Solera process, 
pioneered by Glenfiddich in 1998 to cre-
ate its 15 Year Old, marries handpicked 
single malt whiskies together for at least 
two months. The process guarantees the 
continuity of the whisky’s flavor and taste 
by ensuring each vat is never less than half 
full and is constantly replenished. The new 
handcrafted wooden vats, created exclu-
sively for the Cask Collection, will join the 
original Solera vat in Warehouse 8 at the 
heart of The Glenfiddich Distillery, which 
last year celebrated its 60th anniversary.

Glenfiddich Select Cask and Glen-
fiddich Reserve Caskare presented in 
Glenfiddich’s iconic 1l triangular bottle. 
Glenfiddich Vintage Cask is available in a 
70cl bottle. Each is ABV of 40%. 
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Patrón angles for better positioning at the POS in TR
Patrón Spirits had another year of dou-

ble digit growth in its duty free business in 
2013, driven by new listings and ongoing 
consumer excitement around its brands, 
says Dave Wilson, president of Patrón’s 
international operations and Global COO.

“Our total duty free growth for 2013, 
vs 2012, was 22.7%. An advantage in being 
a privately-held company means we can 
focus on making smart long-term deci-
sions, vs. constantly chasing a sales goal,” 
says Wilson. “In the Americas, one of our 
strong accomplishments has been in duty 
free in Brazil, where we were one of the 
few growth brands in spirits, as the overall 
spirits category decreased there versus the 
year prior.”

Wilson, who joined Patrón last sum-
mer, says he is now firmly settled into his 
new position and has learned much about 
both the frustrations and opportunities in 
the travel retail segment.

“I’ve learned a great deal about the 
travel retail sector in the past few months, 
just the sheer size and importance to our 
business. Perhaps one of the frustrations 
I have seen (or more accurately I should 
characterize it as an opportunity) is present-
ing and partnering with our retailers to 
present planograms within the tequila sec-
tion to maximize profit. Patrón is woefully 
under-faced or shelved next to value priced 
mixto tequilas, which encourages trade 
down in the category.

“Most times Patrón XO Cafe, which 
as you know is a liqueur, is placed in the 
tequila set, rather than in its obvious place 
in the liqueur category. I see a number of 
profit opportunities for our operators, and 
it’s our responsibility to address this and 
help their business. It’s a challenging chan-

nel, to be sure, but increases in travel and 
tourism, and continued consumer appetites 
for luxury products makes travel retail such 
an ideal market for a high quality sophis-
ticated brand like Patrón. What surprises 
me most about travel retail is how much 
opportunity there remains across the world 
for the white spirits category, and tequila 
particularly.

“A continued key challenge for us is 
that larger competing brands oftentimes are 
able to claim better in-store space position-
ing for on-site activations, etc. Despite 
that, we’ve been successful in securing 
good space allocations overall, and that has 
certainly helped our results.”

Despite the challenges, Wilson recog-
nizes the role travel retail plays in Patrón’s 
success.

“Travel retail is tremendously im-
portant to our success, and has been from 
the first day we began to offer Patrón on 
the international market. The duty free 
shopping experience is defined by luxury 
products, and consumers understand that 
space is limited in a travel retail shop, and 
they know that duty free retailers are only 
going to sell products that are truly at the 
top of their category. Simply being on the 
shelf means something.”

Patrón has used gift-with-purchase as 
an integral program tool for it to capture 
passengers/consumers, says Wilson.

“Our focus on GWP items has always 
been to offer attractive premium gifts that 
are useful and relevant to travelers, such 
as travel bags, voltage adapters, passport 
holders, cooler bags, etc. We’re introducing 
this year an iPad case with a writing pad, 
and also travel speakers for computers or 
mobile devices. Any item we produce for 

GWP, it’s always of the highest-quality 
(just like our spirits),” he says.

“Wherever possible, we are integrat-
ing video into our HPP/POS promotions, 
which of course greatly helps generate 
awareness for our brands. These usually 
include in-store brand education/samplings 
and a compelling GWP offer. For example, 
we have activations programmed in key 
airports that will experience much of the 
passenger flow for people attending World 
Cup, including Rio de Janeiro, Sao Paulo, 
Iguacu Argentina, Uruguay, Peru and 
Miami.”

Looking ahead, Wilson sees continued 
growth and success for Patrón.

“Joining Patrón has reinforced what 
I’ve always known, that the best brands 
in this industry are just as much about the 
people as they are about the product. To be 
successful in this business, you need equal 
parts great product and best in class people. 
That’s truly what we have at Patrón, and 
I’m proud every single day to be here,” he 
says.

“We are quite optimistic about the 
year ahead in travel retail, with solid 
programming in place in key gateway 
airport locations in the Americas, including 
prime locations in the U.S. and Mexico. 
Our relationships and willingness to serve 
our travel retail partners have helped us 
improve our visibility, and have contributed 
towards implementing more consistent 
programming throughout the year.”

Patrón  in Santo Domingo

Patrón in Los Cabos
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Bacardi launches 2014 Cruise Competition
Bacardi Global Travel Retail has 

announced the launch of the 2014 Bacardi 
Cruise Competition, now in its ninth year.  

In a change to the previous format, 
the 2014 competition does not feature a 
culinary aspect; instead it is devoted to the 
‘Inspired Cocktail’ and focuses 100% on 
the skills of bartenders and their creativ-
ity in using the Bacardi family of brands 
-- including Grey Goose vodkas, Bombay 
Sapphire gins and Dewar’s blended Scotch 
whisky -- to develop their own signature 
cocktails. Their challenge of the competi-
tion is to reflect how travel has inspired 
their personal style of cocktail making.

In September one ultimate winner will 
be crowned 2014 Bacardi Cruise Competi-
tion Bartender of the Year at the finals in 
Miami, with a personal prize of $5000. 
The winner will also be invited by Ba-
cardi to attend a range of events and brand 
experiences to aid in his/her professional 
development.

Zachary Sulkes, Regional Manager 
Bacardi Travel Retail Americas, explains 
the strategic focus for 2014: “The art of the 
cocktail is the ultimate creative expression 
of our brands – it’s also an integral element 
of Bacardi’s remarkable history - and we 

are delighted to bring an elevated focus to 
the professionalism of the bartender.

“Each year the standard goes from 
strength to strength and we see this as a key 
indicator of the continual improvement in 
the onboard guest experience. The world-
class caliber of entrants raises the bar for 
the levels of professionalism expected 
onboard and focuses on the importance of 
the bartender as an absolutely key contribu-
tor to the guest experience.

“We are grateful for the continuing 

input and enthusiasm of our cruise line 
partners in the Bacardi Cruise Competition 
and we look forward to sharing with them 
in an even more influential event in 2014.”

The competition will be judged by a 
panel of mixologists, Bacardi Global Brand 
Ambassadors and cruise industry executives.

The final 25 semi-finalist recipes 
will be hosted on http://www.cruisecritic.
com - a leading consumer website for 
cruise lovers – between early June and 
mid-July and, for the first time, the pub-
lic will be able to vote for their favorite. 
During this time bartenders will be able 
to download a personalized toolkit to 
display on their bar and to engage their 
customers with details of the competition 
and encourage votes.

In September the finals will be held in 
Miami where all 6 finalists compete to be 
crowned 2014 Bacardi Cruise Competition 
Bartender of the Year.

Entries opened on February 18, 
2014 by logging on to http://www.
bacardicruisecompetition.com - part of an 
enhanced communication program for the 
competition where entrants can complete 
the online entry form, find advice and in-
spiration to develop their ultimate cocktail. 

Adri Ford of Carnival Cruise Lines, the winner 
of the Bacardi Cruise Competition Bartender of 
the Year in both 2012 and 2013

Bacardi Bar opens on Norwegian’s private island in the Bahamas 
Norwegian Cruise Line has opened the 

Bacardí Bar, the first permanent Bacardí 
Bar location in the Caribbean, on Great 
Stirrup Cay, the line’s private island in the 
Bahamas. 

The Bacardí Bar, a first of its kind 
rum bar, offers Norwegian’s guests the 
opportunity to relax at a spectacular beach 
venue and experience Bacardí’s range of 
iconic rums. 

At its grand opening on Dec. 12, 
guests sailing on board Norwegian Pearl 
attended the bar’s opening festivities, 
which featured a live DJ set, exhibitions 
by two of Bacardí’s top mixologists, drink 
samples, giveaways and a christening cere- 
mony that featured a ceremonious Bacardí-
bottle breaking. 

“We are honored to partner with Ba-
cardi for the launch of our island’s newest 
bar,” said Kevin Sheehan, Norwegian’s 

chief executive officer. “Bacardi’s rich his-
tory and quality beverage products are the 
perfect complement to our private island 
experience. We know that our guests are 
going to love spending time here during 
their visit to Great Stirrup Cay.” 

Inspired by Bacardi’s rich 151-year 
history and distinct Cuban heritage, Great 
Stirrup Cay’s Bacardí Bar and terrace 
house the iconic Bacardí Bat logo, original 
Bacardí advertising artwork and Cuban-in-
spired fixtures including specially-designed 
tiles and shutters. 

The Bacardí Bar will feature Bacardí’s 
superior craft rums in cocktails such as 
the Bacardí Cuba Libre and the Origi-
nal Bacardí Mojito, as well as a flight of 
Mojitos so that guests can sample some of 
Bacardí’s most popular Mojito creations. 

The Bar will also host exclusive 
events and entertainment, including live 

mixology, live DJs and a variety of interac-
tive games. 

“We have had a long, strong partner-
ship with Norwegian Cruise Line and I am 
pleased that we were able to work together 
so closely to develop Great Stirrup Cay’s 
new Bacardí Bar,” said Zachary Sulkes, 
Bacardi Global Travel Retail Regional 
Manager. 

“Norwegian’s Private Island offered 
an opportunity for Bacardi and Norwegian 
to give guests a new and unique experi-
ence, and we believe Norwegian’s guests 
will agree when they visit the island.” 

Guests sailing on board Norwegian 
Pearl, Norwegian Breakaway and Norwe-
gian Sky all have the opportunity to experi-
ence the Bacardí Bar during their upcoming 
cruises to the Bahamas. 
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Highland Park single malt whisky will 
launch The Warrior Series of travel-exclu-
sive single malt whiskies in the Americas 
in Orlando. The set will be exhibited by its 
distributor Rémy Cointreau TRA at booth 
113 at the IAADFS Duty Free Show of the 
Americas.

The whiskies which make up the se-
ries are driven collectively by their flavor, 
offering a spectrum of flavor grounded in 
Highland Park’s gently smoky but surpris-
ingly sweet character, beginning with 
lighter vanilla and citrus flavors and mov-
ing to more complex, richer and sweeter 
flavors, says the company. 

This taste has been achieved by in-
creasing the quantity of European oak sherry 
seasoned casks as you move up the range 
thus delivering the distinctive Highland Park 

signature taste.  Due to the premium nature 
of these specific casks, they are compara-
tively scarce and their contents rare.

Based in the Orkney Islands off the 
north coast of Scotland, Highland Park has 
strong Norse and Viking roots and this is 
celebrated in the Highland Park Warrior 
Series, which focuses on key characters 
from this era who were famed for their 
warrior skills.

The style of packaging and the ico-
nography reflect this rich heritage and hint 
at the rarity of the whisky.  Both Einar and 
Harald are presented in cylinder boxes,  
Sigurd and Ragnvald are in decorative 
wooded boxes, while Thorfinn comes 
housed in a piano black box with distinc-
tive gold detailing. 

Commenting on the release of The 

Highland Park Warriors arrive in Americas
Warrior Series in Americas travel retail, 
Gerry Tosh, Global Marketing Manager, 
said, “In creating The Warrior Series our 
whisky maker has crafted a set of individu-
al whiskies which, collectively, take drink-
ers on a complete taste journey. Individu-
ally each one offers a distinctive profile 
defined by the spirit’s interaction with the 
wood during maturation in European and 
American oak sherry seasoned casks. 

“Since its launch in Europe, The 
Warrior Series has been extremely well 
received both by the whisky experts and 
by consumers in travel retail demonstrat-
ing the strength of the individual whiskies.  
We are confident that whisky lovers on 
this side of the Atlantic will welcome these 
impressive Viking invaders too, as they did 
back in the year 1000!”

Following the appointment of World 
Equity Brand Builders (WEBB) as its new 
distribution agent for Duty Free in the 
US and Domestic and Duty Free in the 
Caribbean, Italian spirits company Illva 
Saronno will attend the Duty Free Show 
of the Americas with well-known brands, 
Disaronno and Tia Maria (Webb booth 
923). This is the first time that Disaronno is 
represented at the Orlando Show which is 
part of the company’s strategy to put more 
focus on the duty free/travel retail business 
globally.

Disaronno and Tia Maria will be fea-
tured in a special Italian evening being held 
on the WEBB Booth on Tuesday March 11 
from 5-7 p.m.

“The Americas is already a sales 
stronghold for Disaronno and Tia Maria; 
however it is essential not only to maintain 

WEBB brings Disaronno to Orlando for the first time
that business level but to grow it. In order 
to do that we need a team that not only has 
a vast knowledge of the US, Caribbean 
and Duty Free but also has a track record 
of growing brands such as ours. WEBB 
has all the experience we require with a 
very strong and impressive brand portfolio 
which we are delighted to now be a part of. 
We are delighted that Disaronno and Tia 
Maria will be present in Orlando on the 
WEBB booth and very much look forward 
to meeting customers during the Italian 
Evening,” says Ludovica Reina, Illva Sa-
ronno Travel Retail Manager EMEA, North 
America and Caribbean.

Apart from Disaronno and Tia Maria, 
Illva Saronno’s portfolio also includes 
Arctic Vodka, Zucca,Aurum,  Isolabella 
Sambuca, Limoncello, Mandarinello and 
various others. 

INSIDER
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Amarula is launching Amarula Gold, 
the brand’s first new product in 25 years 
created to coincide with the brand’s 25th 
birthday this year.

Amarula Gold, the clear golden-
coloured 30% ABV spirit is promising 
consumers a bold, original and totally un-
expected taste experience, say its produc-

ers.
Amarula 

is an Impact 
Databank top 
100 interna-
tional pre-
mium spirits 
brand enjoy-
ing double-
digit off-shore 
sales volume 
growth.

The 
new offering 

is making its first public appearance in 
March, in both South Africa, and the global 
travel retail channel, where Amarula Cream 
is currently the 36th most purchased spirit, 
according to market intelligence providers 
IWSR. 

The launch in other priority markets is 
scheduled for September this year.

Like its cream counterpart, Amarula 
Gold is made from the hand-harvested 
marula fruit indigenous to sub-Saharan 
Africa, double-distilled and aged in oak for 
24 months, but that’s where the resem-
blance ends.

The head of Distell’s spirits business 
unit, Caroline Snyman, describes Amarula 
Gold as “aromatic and vibrantly fruity with 
intriguingly spicy notes and a very smooth 
texture.” It is targeting men and women in 
the major markets where Amarula already 
enjoys high visibility and strong distribu-
tion networks, she says.

Amarula launches first new product in 25 years
Snyman says the Amarula brand, 

widely known as the Spirit of Africa, has 
evolved a loyal following in South Africa 
and Brazil, where it is the undisputed 
leader in the cream market, as well as 
in other strong growth markets, such as 
Germany, parts of Africa, the Americas and 
Asia Pacific.

Domestically, the launch is being 
backed by a multimillion rand, multi-
channel campaign. She says communica-
tion channels for Amarula Gold are being 
specifically tailored for each market.  

“With a payoff line of ‘go where the 
spirit takes you,’ Amarula Gold is positioned 
as daring, suave, premium and sophisticated. 
It takes its cue from the thriving, cosmopoli-
tan dynamism that is increasingly the face 
of Africa, the new continent of opportunity 
and currently the source of so much exciting 
innovation and creativity.”

Suntory Holdings Limited and Beam 
Inc. in January jointly announced that 
they have entered into a definitive agree-
ment under which Suntory will acquire all 
outstanding shares of Beam for US$83.50 
per share in cash or total consideration of 
approximately US$16 billion, including the 
assumption of Beam’s outstanding net debt.

The transaction represents a 25% 
premium to Beam’s closing price of $66.97 
on January 10, 2014; a 24% premium to 
the volume-weighted average share price 
over the last three months; and a multiple of 
more than 20 times Beam’s EBITDA for the 
12-month period ended September 30, 2013. 

The transaction, which has been 
unanimously approved by each company’s 
board of directors, is expected to close in 
the second quarter of 2014, subject to Beam 
stockholders’ approval, regulatory approvals 
and other customary closing conditions.

According to the announcement, the 
transaction will create a stronger global 
player in premium spirits with annual net 

sales of spirits products exceeding $4.3 
billion. Its combined portfolio of leading 
brands will include Beam’s Jim Beam, 
Maker’s Mark and Knob Creek bourbons, 
Teacher’s and Laphroaig Scotch whiskies, 
Canadian Club whisky, Courvoisier cognac, 
Sauza tequila, and Pinnacle vodka, and Sun-
tory’s leading Japanese whiskies Yamazaki, 
Hakushu, Hibiki, and Kakubin, Bowmore 
Scotch whisky and Midori liqueur.

Beam’s President and Chief Execu-
tive Officer Matt Shattock and the current 
Beam management team will continue to 
lead the business, which will be managed 
from Beam’s headquarters outside Chicago, 
Illinois.

Nobutada Saji, President and Chair-
man of Suntory’s Board, said, “I believe 
this combination will create a spirits busi-
ness with a product portfolio unmatched 
throughout the world and allow us to 
achieve further global growth. We are 
particularly excited about the prospect of 
working more closely with Beam’s excel-

Suntory Holdings to Acquire Beam 
in $16 Billion Transaction

lent management and employees who will 
play an integral part in the growth of the 
business.”

  “This is a very exciting development 
that delivers substantial value for our stock-
holders and creates an even stronger global 
company with an excellent platform for fu-
ture growth,” said Matt Shattock, President 
and Chief Executive Officer of Beam Inc. 

“Together we will be a global leader in 
distilled spirits with the #3 position in pre-
mium spirits and a dynamic portfolio across 
key categories. With particular strength in 
Bourbon, Scotch, Canadian, Irish and Japa-
nese whisky, the combined company will 
have unparalleled expertise and portfolio 
breadth in premium whisky, which is driving 
the fastest growth in Western spirits,” said 
Shattock.

Suntory and Beam already have a suc-
cessful business relationship under which-
Suntory distributes Beam products in Japan 
and Beam distributes Suntory’s products in 
Singapore and other Asian markets.

The deal creates the World’s #3 Premium Spirits Player with portfolio of Leading Brands 
across key spirits categories, enhanced Global Reach and unparalleled expertise in the 
fast-growing whisky category
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MIXED UP OR
STRA IGHT  &  B OLD

FLAVORS
THAT STAND ON

THEIR OWN

Jim Beam partners with 
Mila Kunis for its first-ever 
global marketing campaign

Actress Mila Kunis has joined the Jim Beam family as a global 
partner and spokesperson, and will play a leading role in Jim Beam’s 
new Make History multi-media brand campaign that will reach 
more than 100 markets worldwide. Make History is the first-ever 
global marketing campaign for the brand, which traces its history to 
1795. The television campaign featuring Kunis will premiere in the 
next few months in the brand’s largest markets, including the U.S., 
Australia and Germany.   

“Jim Beam has been making history by producing the world’s 
finest bourbon through seven generations of family distillers, and 
this partnership truly signifies a new era for the brand – an era in 
which we push boundaries even further, attracting new fans across 
the globe and continuing the great growth we’ve enjoyed on the 
brand,” said Kevin George, senior vice president and chief market-
ing officer at Beam Inc. “Mila’s love of bourbon, her appreciation 
for the authenticity of our brand, her warm personality and her 
global relevance to our Make History campaign make her the perfect 
partner. Anyone would want to share a Jim Beam with Mila. We 
love that about her, and couldn’t be happier to have her join the Jim 
Beam family.”

The Make History campaign will premiere three new televi-
sion commercials featuring Kunis in the U.S. in mid-February and 
will roll out in markets worldwide over the next few months. Kunis 
will also be featured in retail materials and content on Jim Beam’s 
website, www.jimbeam.com, Facebook and Twitter.

“As a fan of bourbon and a huge proponent of making history, 
I am thrilled to be the newest member of the Jim Beam family,” 
said Kunis, who has spent time in Clermont, Ky., with Jim Beam’s 
seventh generation Master Distiller, Fred Noe, immersing herself in 
the heritage, traditions and craftsmanship of Jim Beam.

The U.S. campaign will feature Jim Beam’s full portfolio of 
brands, including Jim Beam White, Jim Beam Black, Devil’s Cut, 
Jim Beam Honey, Jim Beam Maple, Jacob’s Ghost Aged White 
Whiskey, Jim Beam Signature Craft and Red Stag by Jim Beam. 
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Emilio Estefan aligns with Botran Rums to lead
multi-channel marketing campaign in the US

Fine rum producer Botran Rum 
should get a major dose of high visibility 
following the announcement in February 
that it has aligned with 19-time Grammy 
Award-winning producer and entrepreneur 
Emilio Estefan, (husband of super star 
Gloria Estefan),  who will lead a multi-
channel marketing campaign through the 
US with the mantra “The Night Begins 
with Botran.”

Emilio’s appreciation for tradition 
aligns with the values Guatemala’s Botran 
Rum has held in such high regard for 
nearly 75 years, according to the official 
announcement.

The campaign features the sentiment 
that Botran Rum perfectly complements 
life’s most memorable moments. Estefan 
has expressed his appreciation for the 
deeply rooted tradition that the Botran fam-
ily has committed itself to.

“Personally, I understand what it 
means to take great pride in what you 
produce. I have the utmost respect for 
the product that Botran creates. This 
relationship provides a platform for me 
to introduce a product that I truly enjoy 
to everyone around the world,” he says. 
“Initially, I was drawn in by the distinctive 
flavors found in this aged rum… Once I 
learned about the brand’s history and their 
unique production method, I was convinced 
this would be a great alliance.”

Botran Rums have been produced at 
the Botran family distillery since 1939, 
using the one-of-a-kind Solera System 
aging process and uses sugar cane juice 
extracted from sugar cane harvested from 
the family’s very own cane fields. The rums 
are now sold across Europe, the Caribbean, 
Mexico, Central and South America, as 
well as in travel retail.

“As a premier Latin artist, tastemaker 
and global icon, Emilio embodies what 
our brand stands for — a commitment to 
heritage, tradition and a passion for fine 

taste. This relationship will allow us to 
blend together two brands with the same 
passion for production,” said Roberto Gar-
cia Botran, president and CEO for Botran 
Rum.

The first official kick-off event show-
casing Emilio as the new face of the brand 
took place during the Food Network South 
Beach Wine & Food Festival’s hosted by 
Anne Burrell and Emilio Estefan on Febru-
ary 21, 2014.

Camus Wine and Spirits will unveil 
the Camus VSOP Borderies Limited Edi-
tion in Orlando. 

With a majority of eaux-de-vie com-
ing from the Domaines Camus, the Limited 
Edition VSOP is 100% Single-growth 
Borderies. Camus Master Blender Patrick 
Léger selected the most elegant eaux-
de-vie exclusively from the Ugni Blanc 
grape, as it is known for its high aromatic 
potential and its finesse. These eaux-de-
vie are distilled on the lees according to a 
procedure and a technique known only to 
Camus. A maximum of aroma is extracted 
during distillation by paying particular 
attention to the “Coeur de chauffe.” Lastly, 
Camus VSOP Borderies Limited Edition 
underwent a period of careful and closely-

watched ageing in a dry cellar, then in 
progressively damper cellars, in order 
to preserve all the finesse and aromatic 
expression of the Borderies. The Border-
ies AOC is the smallest of the six Cognac 
Crus, representing only 5% of the Cognac 
winegrowing area.

Elegantly bottled in a shape that 
recalls Camus’s history with a modern and 
highly recognizable screw cap, each bottle 
of the 01/2014 batch is individually num-
bered and features – as a seal of approval 
- the signatures of Cyril Camus and Patrick 
Léger, Cellar Master. 

Available worldwide from April 2014. 
Camus VSOP Borderies has a recommend-
ed selling price in duty free markets of $79 
for the liter bottle. 

Camus to reveal limited edition Borderies VSOP at IAADFS

Superstar producer and entrepreneur 
Emilio Estefan samples the fine Botran 
Rum at the distillery in Guatemala

Estefan toasts the new alliance with 
Botran president and CEO Roberto 
Garcia Botran. 
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Heineken has launched its newest 
global advertising campaign, The Odys-
sey, the sixth installment of Heineken’s 
Legends series and the first to star everyday 
men in the lead role.

The campaign takes places on a 
cruise ship and, at first, viewers see what 
appears to be one bearded man board 
the ship, before using his wit, charm and 
skills to impress the passengers. As the 
film reaches its conclusion, it becomes 
clear that many people are morphed into 
the principal role, each showcasing their 
individual talents. 

“We believe that Heineken drinkers 
have at least one legendary talent waiting 
to show to the world and some of these 
are celebrated in The Odyssey,” says 
Audrey Schillings, Senior Brand Manager 
Heineken Global Duty Free.

“Adventurous travel is definitely 

something that appeals to Heineken drink-
ers and it’s great to see ‘Cruise,’ in its 
quirkiest sense, featuring in this new global 
campaign as it’s such a key growth driver 
for our business in Duty Free. It builds on 
the tremendous airport-based excitement of 
the Departures Roulette campaign in 2013 
when travelers were encouraged to drop ev-
erything and risk heading off to a surprise 
destination.” 

Each of the campaigns in the Legends 
series aims to stimulate Heineken drink-
ers to cross borders and get the most out 
of their lives. This time, the campaign 
deliberately features everyday men playing 
center-stage. 

Developed in collaboration with 
Wieden & Kennedy Amsterdam and shot in 
Barcelona, The Odyssey stars 20 different 
‘Men of the World’ – all of whom are non 
actors. Each of them are regular Heineken 

Heineken launches its newest global advertising 
campaign, The Odyssey 

drinkers, chosen from an open casting call 
in which they had to demonstrate their 
talents. 

The Odyssey is the sixth in the series, 
with previous Legends campaigns includ-
ing launch film, The Entrance, James Bond, 
Skyfall in 2012 and The Voyage in 2013. 

Heineken has won several awards for 
Legends, including the 2013 Cannes Grand 
Prix for Creative-Effectiveness, with the 
criteria of being “legacy-building creative 
work.” 

The global campaign airs in 25 
countries, across a variety of broadcast and 
digital platforms. Alongside this, individual 
markets are developing activities that 
encourage even more Heineken drinkers to 
‘Take the Stage’ and show off their talents 
– whether that’s DJ-ing at a major event, 
or, appearing on Center Court at the 2014 
US Open. 

Heineken Global Duty Free and Nor-
wegian Cruise Lines started the year with a 
highly creative brand engagement initia-
tive with the crew from the Norwegian 
Getaway ahead of its maiden launch from 
Rotterdam to New York mid January.

On January 5, about 1,300 crew 
members from the Norwegian Getaway, the 
latest vessel from Norwegian Cruise Lines, 
enjoyed a unique on-board private party 
featuring two of Europe’s top DJs, courtesy 
of Heineken and Red Bull.

The Norwegian Getaway will be the 
largest ship to homeport year-round in 
Miami sailing an Eastern Caribbean cruise 
schedule beginning in February. With a 

passenger capacity of 4,000 and a major 
focus on entertainment with a wide range 
of bars and restaurants, the Norwegian 
Getaway is a prime setting for Heineken 
to further develop its portfolio interaction 
with the most discerning passenger audi-
ence, says the company.

Heineken stepped up its interaction 
with on-board bartenders and hospitality 
personnel with the strategic intention of 
creating brand ambassadors and developing 
advocacy.

Carlos Candeias, Global Account 
Manager Heineken Duty Free explains: 
“We’re passionate that Norwegian guests 
enjoy the best possible interaction with the 

Heineken fetes crew of Norwegian Cruise Lines new Getaway
Heineken brand and our larger portfolio. 
Together with Norwegian and Red Bull, 
we decided to throw a party for the crew 
which let them enjoy them the ultimate 
Heineken experience, bringing them closer 
to the brand through an unforgettable party 
and engaging them with our latest bottle 
technology - the STR UV glow in the dark 
bottle - perfectly suited to a party atmo-
sphere, whether it’s in early January in 
North Europe or on a Caribbean cruise. For 
us, the crew are essential front-line partners 
in ensuring our shared customer has the 
best possible drinking experience and that 
the essential rituals of the Heineken brand 
are perfectly presented every time.”

…and expands Americas & cruise markets portfolio 
with Amstel Radler and Monteith’s

Heineken GDF & TR has expanded 
its Beers of the World portfolio in the 
Americas and Cruise markets with two new 
drinks: Amstel Radler, a lighter Amstel beer, 

blended with natural lemon juice; and Mon-
teith’s craft beers, from New Zealand, which 
launches in the Americas and the Cruise 
market with a range of 4 beers presented 

in 33cl bottles. From March 1, 2014, both 
brands are available for cruise, ferries, and 
border stores alongside domestic market 
launches in Northern Europe and the UK.
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Inniskillin Niagara Estate Wines has 
announced the launch of its Reserve Series 
Icewines made exclusively for Global 
Travel Retail. 

Winemaker Bruce Nicholson selected 
the finest Icewine from the vintage to go 
into these Reserve wines - working 

with Vidal, Riesling and Cabernet-Franc 
varietals.

The Reserve Icewines were harvested 
frozen naturally on the vine in late January 
2013 in Niagara-on-the-Lake. Optimal nat-
ural sugar and acid levels give these wines 

their elegant characteristics, 
luscious aromas and complex 
flavors, says the company.  

The Reserve Icewines 
are being launched with a 
new and dynamic look as 
well. 

Inniskillin’s philosophy 
has always been linked to 
the principle of producing 
outstanding wines from 
premium Canadian grapes. 
The label and packaging have 
always reflected this and 
continue doing so through this 
innovative new design.

The new Inniskillin 
Reserve Icewine package 
pays tribute to the historical 
designs of the very first wine 

Inniskillin launches GTR Exclusive 
Reserve Icewines with new look

label from 1974, inspired from key legacy 
elements of the labels from the late ‘70s 
and early ‘80s. 

The Inniskillin logo remains arched 
as it has always been historically but is 
simplified to make it more contemporary 
and strengthening the brand communica-
tion on the label. 

The vine and grape icon or “jewel” 
has a Celtic feel representing Inniskillin’s 
Irish heritage Inniskillin’s name is derived 
from the original winery site named after 
the Irish regiment-the Inniskilling Fusiliers 
through crown land granted in the 1800s.

Using a proprietary process (that is 
only used by Inniskillin) the Icon is applied 
directly to the bottle using three precious 
metals – 24 Carat Gold, Platinum and 
Bronze – and is coated with a diamond 
grade finish to ensure durability.

The gift box opens in display style 
and maintains the original color palette of 
metallic pearl, silver, gold and ruby.

Inniskillin Icewine is sold in the   
luxury wine category in more than 80 
countries around the world.

Pillitteri Estates Winery is once 
again collaborating with Niagara College 
in a dynamic student contest to create an 
exciting Icewine brand and package for the 
Duty Free market. The Pillitteri sponsored 
competition features four teams of Niagara 
College students comprised of disciplines 
including: Marketing and Sales, Wine-
making, Wine Business Management and 
Graphic Design. 

This is the third time that Pillitteri 
Estates Winery has partnered with Niagara 
College to give students the opportunity 
of a real life work experience using the 
skills and knowledge in their courses of 
study. Each team is in contest to create and 
develop an Icewine brand and package, 

including a market ready product for the 
specialized Duty Free Travel Retail mar-
ketplace. The contest differs from past con-
tests when students focused on the Chinese 
Export market as the primary sales channel. 
This year’s competition is unprecedented, 
focusing solely on the Duty Free channel. 

Expert, first-hand knowledge and 
information is provided by Steve Richard-
son, Store Manager of Niagara Duty Free 
and Franco Gabriele of ALFA Brands Duty 
Free Agency. Students also have the oppor-
tunity to perform in store research and have 
access to Duty Free Travel Retail industry 
sales figures. 

Past participants have praised this con-
test stating that not only was it enjoyable 

Pillitteri Estates Winery, Niagara College partner 
on Duty Free challenge

and rewarding, but primarily that it pro-
vided them with portfolio growth and true 
work place practice with a winery. Products 
created in the past have been released on 
store shelves in China, Korea, Japan and 
Europe. Many continue to be sold globally 
by Pillitteri Estates Winery. The final proj-
ects will be presented on March 22, 2014 
to a panel of judges comprised of Charles 
Pillitteri, Steve Richardson and Franco 
Gabriele. 

The winners will be announced on 
March 28, 2014. The winning brand pack-
age will be marketed to the Duty Free 
Travel Retail segment with the opportunity 
to be sold in Duty Free Travel Retail stores 
in Canada and around the world. 
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Godiva uses innovation to expand 
its Americas presence

Godiva’s Americas Travel Retail 
team plans to expand its presence in Latin 
America and on-board Cruise with exciting 
and compelling innovations, with new the-
ater and HPP’s to activate these launches, 
and with a new interactivity concept, says 
the company.

“Offering travelers a moment to es-
cape from their routine is a real challenge. 
With this year’s novelties, Godiva has 
foreseen enticing activations, always keep-
ing at the center of attention our delicious 
and luxurious chocolates, sure to delight 
our consumers,” says Christoph Neusser, 
the new VP Global Travel Retail at Godiva 
Chocolatier. With a strong background in 
sales and marketing, Christoph has oper-
ated in various sectors and in many regions 
of the world. 

This year in Orlando Godiva 
presents its new collections, “sure 
to charm and delight our custom-
ers worldwide, with authentic recipes 
and unique creations, setting Godiva’s 
gold standard,” says Diane Buchanan, 
Travel Retail Regional Manager Americas/         
Caribbean.

During the second half of the year, 
Godiva will celebrate its heritage and 
craftsmanship with its new TR exclusive 
Limited Edition Créations Praliné, a stylish 
and refined gift-box, offering 18 chocolates 
with four new recipes inspired by Godiva’s 
signature praliné recipe. 

On the Godiva Booth (#823), Diane 
Buchanan and her team will introduce Mes-
sages Tout Chocolat, the first new launch of 
the year. This Travel Retail exclusive has 
an outshining and trendy gift-box.

To bring interactivity on 
the shopfloors, the 

dedicated Visual 
Merchandising 
team has created 
enticing theaters 
and podia. A 
special ball chair, 
in the colors of the 
gift-box, will invite 
travelers to ‘live’ 

a relaxing audio and visual experience. 
While sitting in a closed environment an 
application will allow them to enjoy a mo-
ment of “Zen,” “Luck,” “Love” or “Joy,” 
and to share it via a personal message to a 
special someone.

To reinforce this travel experience, the 
Godiva Biscuit collection has been entirely 
redesigned with new packaging featuring 
the luxurious gold European destination 
stamping. To present the new design, se-
lected shopfloors will be decorated with an 
attractive podium, where a big globe will 
be the center of attention.

Godiva’s Americas Travel Retail will 
continue to roll out the Godiva Global 
Travel Retail concept in the region, with 
a new opening in Toronto during the first 
Quarter of 2014.

“We are delighted to open a custom-
ized space with our very own discovery 
table, a reflection of our in store design, to 
allow all travelers to live a unique Godiva 
shopping experience,” says Buchanan.

Hawaiian Host brings new products to Orlando
Hawaiian Host will be highlighting its 

new products as part of the Chase Interna-
tional stand at this year’s Duty Free Show 
of the Americas (Booth 1111.)

Hawaiian Host’s newest item, Coconut 
Caramacs, comes in a 5.3oz package and is 
being launched globally. The latest creation 
features coconut, infused caramel,  mixed 
with dry roasted macadamia pieces covered 
in creamy milk chocolate and sprinkled 
with toasted coconut flakes.

Hawaiian Host will also be showing 
its new packaging for its Maui Caramacs 
–delicate dry roasted macadamias are 
smothered in Hawaiian Host’s exclusive 
house recipe caramel and covered with rich 

milk chocolate.
“We look forward to another great 

show in Orlando. Business in the Americas 
has been excellent for us this year, our trav-

el retail business is up by 12%. This year 
we will be focusing on more promotions to 
grow our business even more,” says Natalie 
Torres, Hawaiian Host Sales.
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Swiss chocolate company LINDT 
& SPRÜNGLI will be showing its range 
of new Travel Retail exclusivities at the 
Duty Free Show of the Americas, includ-
ing LINDOR, EXCELLENCE, Gold 
Tablets and Swiss Milk Napolitains.

Lindt, a worldwide leader in the pre-
mium chocolate segment, will be exhibit-
ing with American Caribbean Gateway 
(ACG), the travel retail division of Otis 
McAllister, Inc., which is representing 
the brand in the travel retail channel in 
North America and the Caribbean. The 
new partnership became effective Feb. 1, 
2014. 

The highlight of Lindt’s travel retail 
portfolio for 2014 is an exciting LINDOR 
Global Promotion featuring the compa-
ny’s new limited edition LINDOR Tubes, 
available in Spring and Autumn versions. 

For Spring, the pink LINDOR Lim-
ited Edition Tube contains a selection of 
six different LINDOR flavors, including 
Caramel and Stracciatella, new to this 
collection. Specially intended for the 
colder season, the new autumn assort-
ment in a silver LINDOR Tube, incudes 
Milk, Hazelnut, White and Dark choco-
lates, along with LINDOR Caramel and 
LINDOR Extra Dark 60% Cocoa.

Lindt will also be featuring its travel 
retail exclusive EXCELLENCE line of 
dark chocolate tablets, available in a 
multi-pack or in a Gourmet selection of 
mini tablets and including four differ-
ent flavors of finest dark chocolate. The 
Lindt 300g Gold and Silver Tablets will 
sport a newly re-designed presentation 
that enhances its premium positioning. 
The Gold Range is now enriched by 
a delicious new flavor: Milk Caramel 
Hazelnut - a combination of Swiss milk 
chocolate, whole crunchy hazelnuts and 
very tasty and chewy caramel pieces. 

“Lindt’s potential to emotionalize 
the POS with its wide and diversified 
range of best-selling Swiss chocolates 

and seasonal products is unique,” Eva-
Maria Maute, LINDT & SPRÜNGLI 
(SCHWEIZ) AG Marketing Manager 
Duty Free, tells TMI. 

“Lindt is the worldwide leader in the 
field of Swiss premium chocolate,” the 
company states.

Maute reports that Lindt is currently 
available at all major U.S. airports such 
as JFK, LAX, SF, Miami, and that its 
market share in South America is one of 
the highest Lindt has in the global Travel 
Retail markets. 

“With the support of ACG, Lindt’s 
target is to multiply its new premium 
POS concept and to enlarge the distribu-
tion level of its wide bestseller assort-
ment at all major airports,” she says. 

Justin Nee, Confectionery Sales 
Director for ACG, will handle the LINDT 
& SPRÜNGLI account along with the 
assistance of Matt Panara, Confectionery 
Brand Manager. Nee (ACG) will report 

LINDT & SPRÜNGLI to focus on new line 
of travel retail exclusivities in Orlando, 
as it launches new partnership with ACG

directly to Markus Suter, Sales & Market 
Manager Duty Free The Americas and the 
Lindt travel retail team in Switzerland.  

Markus Suter stated, “I am confident 
that the attention you will receive from 
Justin and the ACG team, along with the 
strength of the Lindt brand will result in 
incremental sales to your confectionery 
offerings. With this change we will be 
able to offer you a dedicated team focused 
on market management (store visits, train-
ings, tasting events, merchandising sup-
port, buyer visits and sales analysis).” 

ACG will begin shipping the com-
plete Lindt travel retail line by the first 
week of April, 2014. Additionally, ACG 
will be offering the new Lindt travel 
retail-exclusive novelties items. 

ACG also represents The Ghirardelli 
Chocolate Company, a subsidiary of 
LINDT & SPRÜNGLI, and has achieved 
great success at building the brand in travel 
retail over the past 9 years, said Suter. 
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ALFA Brands debuts Toy Story and Heroes PEZ in Orlando
ALFA Brands is launching new items 

from PEZ Candy in Orlando (Booth 532). 
The duty free agent will be introducing Toy 
Story Dispensers, Pez Heroes Dispensers, 
Spongebob Squarepants Dispensers, and 
World of Cars Dispensers.

The Toy Story assortment includes 
Green Alien, Buzz Lightyear, Woody, 
Jesse, and Rex. Toy Story 3 is the #1 high-
est grossing animated film of all time.

Pez Heroes, which includes police-
man, fireman, nurse, and soldier will ship 
April 1, 2014.

The new Spongbob Squarepants as-
sortment will ship in May 2014. Paramount 

Pictures is coming out with a new Sponge-
Bob SquarePants movie in 2014.

World of Cars is a new Disney um-
brella assortment that replaces the Disney 

Cars assortment. World of Cars will include 
Disney Cars, Disney Planes, and other Dis-
ney movies that feature cars, planes, boats, 
etc. The assortment ships June 2014.

PVM partners with Animal Planet to support wildlife
Perfetti Van Melle GTR is bringing its 

highly successful Animal Concept to the 
Duty Free Show of the Americas. (Cyprus 
Ballroom 1329)

PVM partnered with Animal Planet 
last year in an exciting and innovative 
‘good cause’ initiative that is exclusive to 
travel retail. Aiming to raise significant 
funds for the famous David Shepherd 
Wildlife Foundation, Perfetti Van Melle 
has launched two new linked products 
ranges for Chupa Chups and Mentos, both 
with a strong wild animal focus. Aimed at 
children up to the age of 10, a percentage 
of profit from the new products will be 
donated specifically to the Save the Rhino 
Project.

The new products are Chupa Chups 
Animal Mega Chups and Mentos Animal 

Money-Box.
Chupa Chups Animal Mega Chups, 

slightly smaller than the existing Mega 
Chupa Chups for differentiation, each hold 
ten flavored lollipops and are available as a 
Giraffe, Rhino and Panda.

The Mentos Animal Money-Box, 
available in four different flavors including 
Strawberry, Lemon, Cola and Orange, fea-
ture in an animal piggy bank ofered in three 
animal choices:  Lion, Zebra, or Elephant.

Each item will carry a hang-tag that 
explains the Animal Planet partnership and 
highlights the plight of the black rhino. 
Each item also includes a ‘Fun Fact’ about 

rhinos and gives the David Shepherd web-
site link for more information.

The concept is supported by bright 
and colorful jungle themed  floor standing 
and counter top merchandising units .

The origin of this project shows     
Perfetti Van Melle’s dedication to its inter-
nal corporate social responsibility policy, 
says the company. CSR is becoming more 
and more important within the company. 
Van Melle has always focused on social 
responsibility, but since 2011 it has become 
a clear part of its company strategy. PVM 
undertakes voluntary activities to operate 
in an economic, social and environmental 
sustainable manner. PVM GTR is a strong 
supporter of CSR and the partnership with 
Animal Planet to raise funds for the David 
Shepherd Wildlife Foundation is a true 
reflection of this.

“Our new Animal concept was pre-
sented and very well accepted by our retail-
ers and distributors during TFWA World 
Exhibition in Cannes,” says Susan De Vree, 
Global Travel Retail Manager. “The first 
products will enter the market at the end of 
January. We are very much looking forward 
to the first sales results and are very opti-
mistic that consumers will really appreciate 
the new line.”
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NESTLÉ broadens offer to meet passenger needs 
with new NESCAFÉ Sharing Packs

Nestlé International Travel Retail is 
strengthening its presence in the Beverages 
Category by introducing 3 new NESCAFÉ 
Sharing Bags to answer new shopper 
dynamics from both mature and emerging 
markets. Being shown for the first time 
at the Duty Free Show of Americas in 
Orlando (booth 1123), the introduction has 
been driven by shopper insights revealing 
demand for a broader food and beverage 
offer. 

“It makes sense that, alongside our 
key global confectionery brands such as 
KIT KAT and NESTLÉ SWISS, we look at 
developing the offer for NESCAFÉ,” says 
NITR Marketing Manager Frédérique Rosi-
er. “Not only it is the world’s best known 
and most powerful coffee brand, the vari-
ous options available within the NESCAFÉ 

portfolio make it perfect for driving sales 
within Travel Retail.”

The company is introducing three 
travel exclusive sharing packs, de-
signed to sit alongside confectionery shar-
ing packs within the retail environment: 
NESCAFÉ ORIGINAL 3in1 Sharing Bag 
357g (21 individual sachets), NESCAFÉ 
CAPPUCCINO Sharing Bag 294g (21 in-
dividual sachets), and NESCAFÉ SELEC-
TION Sharing Bag 327g.

“The fastest growing sector within 
our category is snacking and sharing 
and, alongside confectionery we see a 
real gap in the market for beverages,’ 
continues Rosier. ‘NESCAFÉ is Nestle’s 
number one international brand and has 
over 75 years of expertise in selecting the 
best beans, blending, roasting and ex-

tracting the flavor of coffee.  For families 
and friends who are self-catering on holi-
day, or as a treat to take back home, this 
new NESCAFÉ offer is perfect.”

Mars focuses on Skittles and Gum for IAADFS Show
MARS International Travel Retail is 

putting a new focus in travel retail on its 
non-chocolate brands including Skittles 
and Wrigley gum, both of which are seen 
as having tremendous potential in the 
Americas region. At this year’s Duty Free 
Show of the Americas (booth 523), the 
company will be launching its new “Taste 
the Rainbow” product range, introduced 
successfully to Europe last year, to Latin 
America; with a further selection now 
offered to North America. In addition, a 
range of Wrigley’s brand gums – including 
Orbit, Juicy Fruit, 5, Extra and Doublemint 
is being promoted to travel retail as being 
ideal for impulse sale at the till point.

 “The focus in the Americas has been 
very much on chocolate over the years.  
However, in the global domestic confec-
tionery business sugar and gum have a 
combined 45% share of the market (31% 
and 14% respectively), after chocolate at 
55%. In travel retail the division is around 
90% chocolate and the remainder sugar 
and gum. Consequently we see a huge 
potential for sugar candy and gum within 
travel retail – particularly for sugar candy.  
Consumers clearly want sugar confection-
ery and gum included in the travel retail 
offer and it is time that retailers and suppli-

ers work together to offer them a relevant 
and interesting choice,” says Diederik 
Frank, MARS ITR Business Development 
Manager.

“Within our portfolio, Skittles – the 
bite-sized colorful chewy candies – is 
already the  most popular chewy candy 
in America with adults and the brand is 
one of the top followed on Facebook with 
over 25m likes.  It’s also a top three brand 
in other leading travel retail countries 
such as China and the UK. We therefore 
believe that the brand is a perfect fit for our 
traveling consumers – it’s a great snacking 

brand and has the added advantage that the 
sweets do not melt.”

MARS is confident that Skittles can 
become the brand leader in travel retail 
sugar confectionery.  

“We are giving Skittles a prominent 
space on the booth in Orlando in order to 
expresses that ambition to buyers,” contin-
ues Frank. “Alongside the product range 
we will be showcasing various merchandis-
ing units and discussing multiple activation 
ideas that will enable retailers to introduce 
‘Taste the Rainbow’ to their traveling 
consumers.”

Gum products are also thought to have 
great untapped potential, particularly for till 
point sales. In Orlando MARS ITR will be 
showcasing multipacks of its Juicy Fruit, 
Orbit, Doublemint, 5 and Extra brands, 
along with counter and till end display 
units.

Alongside Skittles and gum, Mars 
International Travel Retail (MITR) will 
also be introducing its new chocolate based 
exclusive launches for 2014. Focusing 
on key brands M&Ms, Celebrations and 
Maltesers, the offer targets the fast moving 
family and informal gifting sectors with 
specific items appealing to the souvenir/
destination shopper. 
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Mars ITR is a leading player in the confectionery category.  
We combine insights, vision and global strength with powerful brands  
to create fantastic in-store opportunities. 

Contact your local account manager and see what we can accomplish together!
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Wonderful Pistachios returns to Orlando with 
new merchandising units and support materials

Paramount Farms returns to the Duty 
Free Show of the Americas this year with 
its Wonderful Pistachios brand of good-for-
you pistachio products in exclusive packs 
for travel retail (booth 1438). 

This year the brand is showing 
the travel snack range in new specially 
designed for travel retail merchandising 
units. The floor-standing units are strongly 
branded in the iconic black and green 
Wonderful brand colors with silk screen 
printing, magnetic side boards to enable 
messaging to be changed, casters for mov-
ability around the store, and a combination 
of metal hooks and baskets for display. 

Since launching into travel retail in 
2012 with a 300g pack of best-selling Won-
derful Roasted & Salted pistachios, a 275g 
pack of award-winning Wonderful Salt & 
Pepper pistachios and a 510g gift bag, the 
Wonderful Pistachios brand has achieved 
numerous listings with retailers across the 
Americas including Saveria at JFK, DFS 
San Francisco, London Supply Argen-

tina, Sineriz Uruguay, Bernabel Uruguay, 
Mannah srl Paraguay and ARI Caribbean 
Barbados.

Wonderful brand awareness will be 
boosted by the brand’s new Super Bowl 
campaign, starring Stephen Colbert, 
Emmy-award winning host and execu-

tive producer of Comedy Central’s “The 
Colbert Report.” The spots kicked-off a 
new, full-year agreement with Mr. Colbert 
under the campaign theme, “Get Crackin’, 
America.”  

“We’ve been very pleased with reac-
tion to the Wonderful Pistachio brand and 
the uptake from retailers. Sell-through is 
positive, proving that there is clearly a 
consumer demand for good-for-you savory 
snacks which, at the same time, are still fun 
to eat and tasty. For the Americas – North 
and South – we believe that the brand’s Su-
per Bowl sponsorship and relating adverts 
starring Stephen Colbert give further op-
portunities for promotion and sales,” says 
Paramount Farms Sales Director Australia/
SE Asia James Kfouri.

“We understand the importance of 
merchandising units as a retail tool. As 
a consequence we have spent some time 
developing units which address this need 
and look forward to highlighting these in 
Orlando this year.”

Mondelez launches new TR exclusive 
communication for Oreo

Mondelez WTR’s global travel retail 
roll out of Oreo featured a channel-exclu-
sive brand communication that is designed 
to meet customer demand for unique and 
personalized in-store communication. 
The company says the new visual identity 
creates in-store excitement and stimulates 
more frequent purchasing, thus addressing 
a key pillar of Mondelez WTR’s Delighting 

Travelers category vision: More Often. 
In 2012, Mondelez WTR celebrated 

the launch of Oreo into global travel retail. 
Now Mondelez WTR is building on this 
success with a new travel exclusive brand 
communication designed to resonate with 
shoppers and meet the need for relevant 
channel-specific, destination-specific and 
season-specific communication. 

“We have a very passionate Oreo 
fan base around the world and we want 
to connect emotionally with our traveling 
consumers,” explains Nicole Hatt, Manager 

Category Marketing at Mondelez WTR. 
“By creating a unique Oreo communication 
for the channel we can engage travelers and 
deliver memorable shopping experiences – 
a key ambition of our Delighting Travelers 
category vision.” 

The new brand communication fea-
tures a series of visuals and movies, with 
travel-related images constructed from 
Oreo cookies. It is a brand communication 
which is simple, easy to decode and easily 
adapted to suit a wide variety of different 
locations, says the company. 

CHANNEL SPECIFIC 

ANIMATED MOVIE

DESTINATION SPECIFIC 

World Duty Free Group worked in partnership 
with Mondelez WTR to deliver an Oreo brand 
engagement promotion throughout fall at 
London Heathrow Terminal 3. 
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TDL International: Dynamic young company helps 
Caribbean retailers bring confectionery to market

The big news for regional food and 
confectionery distributor TDL International 
over the past year was its entry into the 
hotel and airline business. The company is 
now supplying two of the biggest airline 
suppliers in the world – DFASS and Duty 
Free World—as well as smaller retailers 
throughout the Caribbean and other travel 
retail markets. It is also working with Prin-
cess Cruises, supplying all their ships.

TDL is also working with a company 
that supplies all of the hotel properties in 
Punta Cana, Dominican Republic, and is 
just closing a deal with one of the major 
hotel chains in the Caribbean to supply 
confectionery.

This expansion is an important devel-
opment for the Miami-based confectionery 
supply company headed by brothers Mike 
and Travis Guerra.

TDL’s Mike Guerra tells TMI that the 
company won all this business because 
of the range of lines that it offers and the 
logistics services it provides.

“For most of our clients, when they 
deal with the big food and confectionery 
companies, they are a small order for them. 
Their calls don’t get answered right away 
and decisions take time. Logistically, their 
hands are tied. We on the other hand, being 
a small operation, can offer quick decision 
making and make adjustments tailored to 
their individual needs. And, we can accom-
modate smaller orders,” says Guerra.  

TDL carries a wide range of brands 
from all the big players –Mondelez, Nestlé, 
Hershey, Mars, Perfetti Van Melle, Cad-
bury and recently added Ferrero Rocher – 
and can mix and match the different brands 
together to fill a container. This enables 
its island retailer customers to offer a nice 
selection of products they would not have 
access to before.   

Last year was the first year that TDL 
had a presence at the Duty Free Show – 
although they did so by partnering with 
another company in order to see customers.

“And we had a great turnout and 
picked up a lot of business and opened a lot 
of new accounts,” said Guerra.

He expects even greater results this 
time around.

“We have been accepted into the 

IAADFS and will have our own booth at 
the Show for the first time. We are expect-
ing a wonderful Show,” he says.

For one thing, TDL has added Kraft 
Foods to its client portfolio, and Kraft will 
be a big focus for the company at the Duty 
Free Show.   

“Last year at this time we had just 
started working with Kraft, but now we 
have a full year behind us. We are going to 
be doing a lot more with Kraft Foods this 
year,” says Guerra.

“Remember, the company that is now 
Mondelez has been in the travel retail busi-
ness for a long time (Ed. 20 years). They 
were the division in Kraft that handled the 
travel retail channel. When the companies 
just split into two divisions, the new Kraft 
Foods Company had no experience in this 
channel. So they are going into the travel 
retail Caribbean through TDL.”   

According to Guerra, the biggest chal-
lenge to distributing confectionery in the 
Caribbean is logistical. The route to market 
is very expensive, he says.

“We are able to offset those costs by 
offering so many different brands. Another 
issue is that most of the customers in the 
Caribbean do not have too much space. It 
is not feasible for them to place these big 
orders because they have nowhere to put 
the stock.”

Over the past few years, the TDL team 
has developed a core set of items that they 
know work in the Caribbean and recom-
mend these to its customers.

“We know what items are good mov-
ers, so the retailer knows he will have a 
good rotation of inventory, and we know 
which items are not working, and this 
makes the process for the customer so 
much easier.  We have had some instances 
where a customer ordered items we had no 
experience with and they did horrible with 
them. Now we know never to order those 
items,” says Guerra.

TDL’s Nathalie Betances points out 
that the company is well equipped to 
maintain the quality of the confectionery 
it handles. “Our warehouse is temperature 
controlled and the products are transported 
in refrigerated containers,” she says.

TDL operates from two different 

distribution centers: one in Miami, which 
incudes a 50,000 sq foot refrigerated facil-
ity plus a 9,000 sq foot dry facility. The Mi-
ami center basically focuses on the cruise 
ships and airline business, says Guerra, and 
also stocks all the top moving items, so that 
their Caribbean customers can pull from 
inventory.

TDL has another consolidation center 
in Rotterdam, with an 80,000 sq foot re-
frigerated facility, from which the company 
ships full containers to the Caribbean.

“Most of our customers order one 20 
foot container per quarter from Europe, and 
then they pull product out of our Miami 
inventory from the top sellers when they 
run out of stock,” he explains.

The more customers that TDL takes 
on, the easier it is to fill a container, says 
Guerra.

“For example, when you have 4-5 
customers in Jamaica, it is very easy to fill 
a container and send it to Jamaica and then 
they divide it up. One company doesn’t 
have to fill it themselves,” he says.

Guerra says that the business is 
developing as he and his brother envi-
sioned it, but it took a lot of work to get 
where they are now. “It was very tough in 
the beginning. Logistics was our biggest 
challenge. We had a big warehouse issue 
in Europe that has been resolved. We are 
working with a new partner who is very 
efficient and doing a great job. It is like day 
and night from where we were when we 
started.”

Betances believes that the company’s 
youth and enthusiasm are also factors in 
TDL’s success. “The manufacturers that 
we represent tell us that they love working 
with us because we are young and willing 
to try out new products and new projects in 
our markets. Other distributors are focused 
on processing orders and delivering, but 
not on bringing new things to the industry. 
We want to try new products, be innova-
tive and are willing to take risks. And it is 
working,” she says.

 “I have to say it has been a great 
year for us. We are coming to the show 
with the knowledge and the brands that we 
have, and we expect a much bigger year in 
2014,” agrees Guerra.
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Ferrero appoints key executives to Americas roles
Ferrero Travel Market has announced 

the appointment of two key people to its 
Americas sales team, reporting to Juan 
Cabrera, Worldwide Sales Director.

Karen Granit has been named Area 
Sales Manager Americas, in charge of 
travel retail sales of the Ferrero brand 
portfolio, including Kinder, Ferrero Ro-
cher, Raffaello, Tic Tac and Nutella, across 
Canada, North, Central and South America.

She and her team are charged with 
developing sales of the portfolio by 
strengthening relationships with retailers 
and distributors and raising awareness of 
the brands among consumers through high 
impact promotional programs and extended 
distribution. 

Granit started her duty free and travel 
retail career in 2005, and was previously 
Sales Area Manager North America and 
Caribbean for Godiva. She joined Ferrero 
in June 2013 as Head of Sales Americas 
based in Miami, Florida.

She will be assisted by Monica Burke, 
also based in Miami, who has 13 years 
experience in sales and marketing roles in 
duty free and travel retail, most recently 
as Trade Marketing Manager with Rémy 
Cointreau Travel Retail Americas.

Luca Marigo, previously Activation 
Manager in the Trade Marketing team, 
is now Sales Manager for the southern 
regions of the Americas.

“We are delighted to welcome Karen 

and Monica to our busy team, and to give 
Luca the chance to demonstrate his usual 
commitment in a new role. We have ambi-
tious plans for the Americas where Ferrero 
brands are already beloved of many con-
sumers but where we are underrepresented 
in duty free. The new team is tasked with 
correcting that imbalance,” says Francois 
Godin, Managing Director Ferrero Travel 
Market.

Ferrero Travel Market will exhibit 
its range of premium confectionery, 
including several new innovative lines 
from its portfolio of brands, at the 
IAADFS Duty Free Show of the Ameri-
cas on booth 838.

Russ Berrie relaunches iconic plush toys 
at Duty Free Show of the Americas

Russ Berrie has set the 2014 Duty 
Free Show of the Americas in Orlando for 
the worldwide relaunch of the iconic RUSS 
brand of plush toys, marking the official 
return of the brand after being dormant for 
a few years.

Larsen & Bowman Holdings Ltd 
acquired the “Russ Berrie” trade-

marks, trade names and associ-
ated good will from Kid Brands 
in July 2013.

The new product lines 
debuting include Signature Bears, 
Li’l Peepers, Yomiko Classics and 

other notable collections of plush toys.
“The overwhelmingly positive 

response from the IAADFS only validated 
to us how popular the Russ Berrie line of 
merchandise is and can be,” said Presi-
dent and CEO Myles Bowman. “2014 is a 
critical year for us in many ways including 
the development and manufacturing of our 
product line as well as aligning ourselves 
with the best executives to support each of 
our initiatives. Russ Berrie is back on the 
map in the best possible way.”

Russ Berrie will be exhibiting in 
Orlando at booth #1339.

Duc d’O comes to IAADFS with own booth for first time

Belgian chocolatier Duc d’O, the big-
gest producer of flaked chocolate truffles 
in the world, will launch its new brand 
positioning “Untamed Delicacy” at the 
IAADFS show in Orlando (stand 432).

“For the first time ever Duc d’O 
will be present on the IAADFS show in 
Orlando with our own booth. The Americas 
travel-retail market is huge and demon-
strates ample opportunities for us to grow. 

We want to maximize the momentum that 
we have created with our new brand posi-
tioning ‘Untamed Delicacy.’ Enlarging our 
brand footprint in the Americas is funda-
mental in our global travel-retail strategy,” 
says Luuk Reijnders, Global Business 
Director Duc d’O.

The brand has already received strong 
interest from major American operators 
at the TFWA World Exhibition in Cannes, 

says Erik de Troyer, Global Sales Manager 
Duc d’O.

“Based on our international experience 
we are convinced that American travelers 
will very much appreciate our authentic 
products and vintage style positioning. 
With our first time presence in Orlando we 
underpin our commitment to the Americas 
travel retail market,” he says.



                                     153                                                    March 2014  IAADFS/MHA Issue

H E R S H E Y ’ S ®   I     H E R S H E Y ’ S ® K I S S E S ®  I    R E E S E ’ S ®  I     I C E  B R E A K E R S ®  I     J O L LY  R A N C H E R ®  I     B R O O K S I D E ®

Iconic brands. Delicious choices. And new Travel Retail Exclusives 

such as REESE’STM PiecesTM and REESE’STM White Peanut Butter CupsTM  

Miniatures. You bring all this and more to your customers with 

Hershey’s extraordinary portfolio of chocolate and confections.

Visit us at Booth 1315 at the Duty Free Show of the Americas.

The Tastes of
 Happiness.

Iconic brands. Delicious choices. And new Travel Retail Exclusives 

such as REESE’S

Miniatures. You bring all this and more to your customers with 

Hershey’s extraordinary portfolio of chocolate and confections.

Visit us at Booth 1315 at the Duty Free Show of the Americas

www.hersheystravelretail.com
©The Hershey Company



 IAADFS/MHA Issue March 2014                                154                                           

Les Roner joins Design Go to manage Latin American sales

Former Parlux Vice President Les 
Roner has joined travel accessory company 
Design Go Ltd. in the newly created posi-
tion of Vice President Sales, Latin America.  
She will be based in the company’s Boca 
Raton office in Florida, and will be respon-
sible for driving the growth of the com-
pany’s Go Travel brand in the region. 

 Roner most recently was Director of 
Purchasing and Budgeting for duty free 
retail operator DFASS, and before that 
spent 16 years at Parlux Ltd., where she 
developed its International Sales.

 Roner’s appointment marks a de-
parture for Design Go in the region. Latin 
America was formerly handled by distribu-
tor Innova, whose founder Mark Lewis-
Jones grew the brand to such a degree that 
the company decided to bring management 
of the area in-house, so as to maximize the 
potential of the market. 

 David Lomas, President of Design 
Go Ltd, said “We are delighted to welcome 
Les to the team and see her appointment 
as a significant step forward in this region, 
bolstering the fast expansion we have ex-

perienced over the last couple of years. We 
are very thankful to Mark Lewis-Jones and 
the team at Innova, whose sterling efforts 
have made great inroads in this territory.”

   Go Travel pioneered the first coordi-
nated travel accessory collection in 1978; it 
now lists almost 400 products in the range 
and is sold in more than 150 countries 
worldwide.

For more information on Go Travel in 
Latin America contact Les Roner at Les@
design-go.com

Tintamar appoints agent for South America
Tintamar has announced the appoint-

ment of Gina Graf as its travel retail sales 
agent for South America.

Graf brings to Tintamar over 18 years 
of experience in international travel retail 
for major companies including Godiva, 
Kipling and Majorica in Latin America.  

Reporting to Edith Petit, President 
Tintamar, Graf is tasked with developing 
sales opportunities for the French acces-
sories brand in airports and cross-border 
stores in South America, establishing part-
nerships with retailers and operators and 
implementing the brand’s growth strategy 
across the region.

Sales in North America and Europe 
will remain under the direct control of 
Edith Petit and responsibility for Asia, 

Middle East and Oceania rests with Vincent 
Allard.

“Tintamar has grown rapidly in 
Europe and Asia since its launch in 2003 
and now it is the turn of the Americas to 
enter the spotlight. We are already listed 
on several airlines in the Americas and 
in South America we have distribution 
through Motta Internacional in Panama as 
well as the Colombian domestic market. 
We believe Gina is the ideal person to take 
Tintamar’s innovative bag concepts to a 
whole new audience of beautiful, busy 
people,” says Edith Petit.

Tintamar, whose ethos is ‘Fun, Fash-
ion Functional and Free-minded’, creates 
intelligent daily bags to make life easier 
and more colorful for women of every age 

and every culture, says the company
A native of Peru, Graf is now based in 

the USA and will join Petit at the IAADFS 
Duty Free Show.

TUMI launches DFS exclusive Day Trekker Collection

TUMI has launched the DFS 2014 Ex-
clusive Day Trekker Collection, available 
exclusively at all DFS TUMI locations. 

The Day Trekker Collection features 
three new day bag styles: the Richardson 
3-in-1 Backpack Tote for everyday travel; 
the Mayport Slim Brief for business use; 
and the Milan Zip Top Flap for ultimate 
versatility. TUMI has designed the Day 
Trekker Collection exclusively for DFS 
customers, and it is available in a range of 
seasonal colors.

Each piece in the Day Trekker Col-

lection comes with customized details, 
including the use of quality leather and 
iconic ballistic nylon, multiple pockets, 
compartments and unique features. Each 
bag incorporates the brand’s exclusive and 
complimentary TUMI Tracer Product Re-
covery Program, which helps reunite TUMI 
customers with their lost or stolen items, 
including travel and business cases. 

The Day Trekker Collection is avail-
able across DFS’ Asia Pacific locations, 
including Hawaii and San Francisco.

The Milan Zip Top Flap 

The Pluribag

INSIDER
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New colors and textures highlight Furla collection

For its Main Collection 2014/15, 
Furla’s tour of Italy is inspired from the 
spirit of beauty, passion and vitality typical 
of the Italian way of life, combining the 
traditions of elegance and art with a love of 
modernism and innovation. The collection 
will be shown to buyers at the Duty Free 
Show of the Americas on Booth 2223.

The new collection is launched against 
a backdrop of further travel retail success 
for Furla in 2013. “We have estimated that 
some 1.2bn people walk through airports 
where the Furla brand is now present each 
year; it continues to be a vital showcase 
for the brand and we are extremely pleased 
with the results,” says Global Travel Retail 
Director Gerry Munday.  “The Americas 
performed very well for Furla last year and 
2014 sees new travel retail openings for 
boutiques in Pittsburgh, Iquique and San 
Ysidro.”

The Furla woman remains the key 
focus, says Munday. Colors will be shades 
of red combined with the popular neutral 
tones and modern, on-trend grays.

Winter-inspired colors dominate 
the September delivery: two 
different tones of gray and 
the popular animal theme 
returns with a Giaguaro 
print.

Metallic tones, light gold and dark 
lead colors mixing with brights are in for 
the holiday season. The strongest highlight 
is two special flower prints created ex-
clusively for Furla by Danish artist-florist 
Nicolai Bergman, based in Japan. Designed 
specifically to celebrate the Holiday Sea-
son, elements of the prints also feature on 
the new Furla gift bags.

The collection is divided into Basic, 
Premium, Iconic, Fashion and Candy 
themes with a combination of carryover 
lines and new looks. This season sees gen-
erally fewer styles but with a wider range 
of color and material options.

The Basic range focuses on essential 
design, functionality and use, offering great 
value bags at a minimal price without com-
promising on function and fashion, priced 
in travel retail about $US198 to $US348.

The Premium segment focuses 
on on-trend designs combining design, 
functionality and price positioning. There 
are new zip-top totes in two sizes with a 
shoulder; various popular pochettes; two 
key-item Ares satchels in a wide range of 
colors, and a new line of simple totes with 

shoulder and top handle functionality. 
Reworked internal construction with 
internal organizational pockets creates 
a totally versatile bag for every day, 
work or play. Modern dome and hobo 
shapes are also featured here in new 
chic Vitello Pop Star. Typical travel 

retail prices are $US220 to 
$US548

The Icon line 
builds Furla’s brand 
image and value with 
unique, irreplaceable 
and timeless pieces 
which go beyond 
functionality to be-

coming desirable items 
in their own right. New 
icon shapes in Vitello 
Pop Star and elevated 

Cavallino Giaguaro print feature minimal 
hardware with functional silhouettes and 
instantly recognizable zipper pull detail 
and asymmetrical zip. Furla says that 
iconic best sellers return with a strong color 
palette which can be merchandised in color 
runs for a strong visual impact instore. New 
shapes includes a small shoulder bag for 
every day or evening use in sophisticated 
Toro leather, while the pochette returns 
with a new chic metallic plaque with em-
bossed Furla branding. Typical travel retail 
prices are $US278 to $US698

Furla’s Fashion offer combines unique 
shapes, materials and colors, up-to-date 
with design innovation. New styles and 
fashionable silhouettes are offered in Lu-
certolina Fur and smooth leather in classic 
colorways, and a bold metal bar detail. The 
mini crossbody – functional, fashionable 
and lightweight – is available in Ares with 
a refreshed color palette, Saffiano, and ex-
clusive Metallic Python and Flower Prints. 
Typical travel retail prices are $US298 to 
$US998

Furla’s highly successful Candy col-
lection in gomma gel is refreshed for the 
season in new solid colorways including 
Caramel and Acacia neutrals with pops of 
Gloss, Nettare and a Neutral Gray. New 
novelty metallic stud details are mixed with 
the gomma gel to provide variety and tex-
ture at a sharp price position. Trendy new 
colors of the season feature, along with the 
new Floral Print. Typical travel retail prices 
are $US148 to $US448

“As we know, the product is ‘king’ 
and the Autumn Winter 2014/15 collection 
continues to raise the bar in terms of qual-
ity and innovation. Furla is renowned for 
its originality and attention to detail; this 
collection again demonstrates Furla’s will-
ingness to ‘dare’ with new materials, new 
shape concepts and new prints. It’s a truly 
inspiring and energetic collection which I 
am delighted to introduce to buyers at the 
Orlando show this year,” says Munday

Furla’s Icon bag

INSIDER
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Leading Latin America brand TOTTO 
debuts in travel retail through Affluent Brands

One of the leading multi-national fash-
ion companies in Latin America is exhibit-
ing for the first time at the 2014 Duty Free 
Show of the Americas.

“TOTTO is the strongest Latin 
American brand and offers to the consumer 
a full line of back packs, bags, apparel and 
personal accessories with a high level of 
quality, modern design and an affordable 
price,” says Guillermo Zobel of Affluent 
Brands S.A., the company that is represent-
ing TOTTO in the travel retail channel.  

TOTTO, which originated in Colom-
bia and has a very strong presence in Latin 
America, is competitive in the Caribbean, 
as well as in Spain, Portugal and Greece. 
It is present with close to 500 stand-alone 
retail TOTTO stores which can be found 
in Mexico, Honduras, Guatemala, El 
Salvador, Nicaragua, Costa Rica, Panama, 
Colombia, Venezuela, Ecuador, Bolivia, 
Peru, Chile, Puerto Rico, Dominican Re-
public, Aruba, Curaçao, Bahamas, Trinidad 
& Tobago, Portugal, Spain, Italy, Greece, 
Ireland, and the Balkans.

“TOTTO is best known for its vast 
range of ‘carry on products’ that target 
a broad audience of consumers,” states 
Zobel.  

“Design and innovation have always 
been the main pillars of our brand, which 
are made primarily of designer synthetic 
products. Our product development and 
design are focused on beauty, durability, 
endurance, functionality and class, posi-
tioning TOTTO as a high quality brand.”

The TOTTO product portfolio 
includes backpacks, duffel bags and brief-
cases, specially designed to provide multi 
functions. The portfolio has also expanded 
to include an extensive range of accessories 
such as wallets, caps, koala bags, watches 
and eyewear – and even a line of functional 
fashion items – making TOTTO into a 
complete lifestyle brand.

“TOTTO’s slogan is ‘Cuenta Con-
migo’ (Count on Me).  These may be 
simple words, but in the case of TOTTO, 
they truly apply them in all aspects of their 
business,” says Zobel.

TOTTO operates through a franchise 
store framework, and a comprehensive 
multi-channel system that goes from its 
own branded experience stores, expands 
through presence in high-end department 
store chains and specialty stores to a well-
established mass market distribution opera-
tion, says the company.

TOTTO is now entering the Travel 
Retail channel through Affluent Brands in 

the Americas, and will be showing its lines 
in Orlando.

“We have already presented TOTTO 
to the Duty Free Operators for Central 
America and will now move into the Carib-
bean and South America,” says Zobel. He 
says that Affluent Brands also represents 
Victorinox in travel retail and is now add-
ing LAMY as well.  

TOTTO is exhibiting at booth #322

TOTTO’s flagship store in Bogota, Colombia.

INSIDER
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Victorinox Travel Gear’s Lima store wins 
LAP Customer Service Award

It has been a positive, eventful year 
for Victorinox Travel Gear in the Americas, 
reports Marcos Zobel, Victorinox Regional 
Director for Latin America, Caribbean & 
Travel Retail.

“In two years we have expanded our 
distribution for Victorinox Travel Gear to 
more than 28 airports in the Americas. We 
are particularly pleased with our operations 
in Lima Airport, where we opened our first 
multi-category Shop offering a range of 
Victorinox products in Timepieces, Travel 
Gear and Fashion.

“In 2013 LAP (Lima Airport Partners) 
through an international consulting firm 
evaluated all services offered in the airport 
concession and our Shop came in second 
place in Best Customer Service,” says Zo-
bel, who credits the staff for the win.

“We feel proud of our team in Peru for 
living our brand values (design, innova-
tion, functionality and Quality) not only 
through the products they are selling but 
also through the customer experience at the 
time of visiting the shop,” he says.

In addition to Lima, Victorinox is 
now available in top airport locations in 
both North and South America, including 
Buenos Aires, Sao Paulo, Rio de Janeiro, 
Quito, Santiago de Chile, Panama, Bogota, 
Caracas, Guatemala, Santo Domingo, 
Aruba and Mexico City, as well as Dallas, 

Boston, Chicago and one of its newest 
openings, which will be Puerto Vallarta.

Zobel says that these airport stores 
carry the Travel Gear Category - Travel, 
Business and Everyday products (Luggage, 
business gear, backpacks and travel acces-
sories).

“These three categories are well bal-
anced regarding sell-out, however the Ev-
eryday and business gear perform very well 
due to the convenience of the purchase, 
meaning that it is easy to carry inside the 
airplane,” he says.

For 2014, Zobel says that the com-
pany’s main objective is the strategic 
management of its space, maximizing its 
opportunities through the key items.

“Another objective is to continue 
developing our brand image and experience 
in each airport—such as the corners and 
shops we have opened in Aruba and Lima, 
with more projects to come,” says Zobel.

Victorinox also has a good presence 
in the Duty Paid channel, says Zobel. “We 
have strong coverage in Brazil and US 
airports.”

Victorinox will be featuring its top 3 
products at the Duty Free Show, including 
its Travel + Leisure Design Award winner 
Spectra 2.0 - hard side luggage, and the 
new Spring and Fall Collections, says 
Zobel.

Victorinox will be exhibiting in booth 
#227.

The Victorinox Spectra 2.0 Dual-Access Extra-
Capacity Carry-On has been chosen as the 
winner of the 2014 Travel + Leisure Design 
Award for Best Luggage.  “This is a huge 
accomplishment and a major win for Victorinox 
Travel Gear!” commented Marcos Zobel, 
Victorinox Regional Director for Latin America, 
Caribbean & Travel Retail. The award-winning 
luggage and other travel gear from Victorinox 
can be seen at the IAADFS Duty Free Show at 
booth #227.
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B+D folds its readers and 
sunglasses into new collection

B+D is presenting a Folding Collection, its latest introduction at 
the IAADFS Duty Free Show of the Americas. The folding concept 
has been applied to both the Sunglasses and Reader lines, resulting in 
fun, colorful, pocket-size products, that are easy-to-carry and make the 
perfect gift, says the company.

The ultra compact, ultra portable B+D Folding Readers, which 
B+D says are a must-have item for people on the move, are available 
in multiple colors and five different diopters.

The newest B+D Folding Sunglasses are a hip and fun accessory 
that can be carried in a pocket, says the company. This new line comes 
with a practical exhibition unit that can be used both as counter display 
or it can be added to the sunglasses floor display.

PPI Group enhances 
services to cruise industry 
with new partnerships

Cruise travel publication Porthole Cruise Magazine has entered 
into partnerships with two leading tourism entities over the past month. 
In a partnership with the Greater Miami Convention & Visitors Bureau 
(GMCVB), Porthole publisher PPI Group helped promote the first-ever 
Miami Cruise Month, which throughout the month of January aimed to 
attract cruisers to extend their stay in Miami before or after their cruise.

More than 5 million cruisers are expected to pass through Port-
Miami this year and Miami Cruise Month is providing incentives for 
cruisers to spend time in the city before or after their cruise.

The dedicated website, miamicruisemonth.com, featured special 
offers on cruises from PortMiami, as well as hotel packages, pre/post 
tours, and attractions. Cruisers should also look for Miami coverage on 
Porthole.com and Twitter.

PPI Group also formed a partnership with online tourism guide 
Cruise Critic that will provide retailers, destinations, and brands with 
opportunities to tap into Cruise Critic’s expansive base of site visitors 
while expanding the retailer experience for cruise passengers before 
they even set sail.

To kick off the partnership, PPI Group, which specializes in media 
programs for the cruise and travel industry, will offer new online op-
portunities that have been specially created by Cruise Critic, the lead-
ing web site for cruise ship reviews and information, and the world’s 
largest online cruise community. This in turn will help cruisers plan 
their onshore shopping experiences and make more educated decisions 
prior to their cruise.

INSIDER
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Marcolin USA-Viva: Strategic Leadership changes

Following a successful merger of eye-
wear companies Marcolin USA and Viva 
International, the company has announced 
a number of management and organiza-
tional changes. 

Fabrizio Gamberini, CEO of Marcolin 
USA-Viva, said: “We are evolving our new 
organization to enhance our Brand focus 

across the Marcolin-Viva integration.  We 
are creating an organization that will be 
more focused on the different aspects of 
our business model. Marketing, Product 
and Sales leadership will drive the vision, 
strategy, and concept development. They 
will be responsible for leading the develop-
ment of the entire experience for each 

segment around the Americas. 
“These new leadership roles will help 

strengthen and streamline how we operate 
and also support an important evolution in 
how we align talent and resources to better 
connect with customers today and in the 
future. We will create premium customer 
experiences that will give us and our clients 
a competitive advantage; this new model 
will ensure we stay focused on the Product 
and drive a Brand point-of-view through 
the business.”

Among the changes, Sal Rianna, cur-
rently Viva’s CFO, will become Marcolin 
USA-Viva Optical Channel President, re-
sponsible for both the Optical Channel and 
temporarily for the Finance organization.  
Jennifer Orentas is now Marcolin USA-
Viva SVP Global Merchandising and will 
have Product Development responsibility 
for all regions of Marcolin USA-Viva. She 
is supported by Regional VP Nora Cabrera.

Ben Wolf, VP Fashion, will continue 
working with International Global Brands.

Candy Urbanski has been promoted to 
Marcolin USA–Viva VP of Marketing and 
will work closely with all segments around 
the Americas and globally.  

Eric Allred will become Marcolin 
USA- Viva Latin America Senior Director. 
His new expanded team will include the 
Viva Group. Eric will have the challenge 
of defining the attack configuration for the 
largest growing region in the business.

Marcolin signs with Zegna Group
Marcolin Group adds a marquis brand 

to its portfolio with the signing of a 10-year 
licensing agreement with Ermenegildo 
Zegna Group for the worldwide production 
and distribution of sunglasses and eye-
glasses for the brands Ermenegildo Zegna 
and AGNONA. 

The agreement marks the official de-
but of AGNONA –since January 2013 un-

der the creative direction of Stefano Pilati 
– in the luxury eyewear segment, creating a 
synergy with the other product categories. 
The first collections are expected for Janu-
ary 2015.

The new Marcolin portfolio can be 
seen at the IAADFS Duty Free Show at 
booth # 1515.

Red Carpet collection: 
Roberto Cavalli’s vision of glamour 
Roberto Cavalli Eyewear presents Red 
Carpet, an exclusive capsule collection of 
sunglasses inspired by the solar system. 
Shown here:  The most luxurious 
interpretation of the Red Carpet 
collection, with 520 handset Swarovski 
crystals adorning the enamel details 
reproducing Cavalli’s iconic animalier 
designs.

Luxottica completes 2013 with record results
Operating income for full year 2013 over Euro 1 billion

Luxottica Group S.p.A. finished 2013 
with record sales and profits, with North 
America and emerging markets seeing 
positive results.

In 2013, Luxottica set a new net sales 
record of more than Euro 7.3 billion, an 
increase of +7.5% at constant exchange 
rates and +3.2% at current exchange rates 
compared to 2012.

For the third consecutive year Luxot-
tica’s sales in emerging markets rose, 
with an increase of over +20% at constant 
exchange rates, with “peaks of excellence” 
in China, Brazil and Turkey. Total sales in 
North America increased by +3.5% in U.S. 
dollars, driven in particular by the perfor-

mance of the Wholesale Division (+6.7% 
in U.S. dollars), says the company.

The Wholesale Division grew con-
stantly each quarter throughout 2013, with 
total results for the year up +12.0% at con-
stant exchange rates (up +7.9% at current 
exchange rates) compared to 2012.

For the full year 2013, the Retail 
Division reported net sales of Euro 4,321 
million, which were on par with the full 
year 2012 (up +4.7% at constant exchange 
rates). In particular, Sunglass Hut reported 
an increase of +11.2% in total net sales 
over 2012 results, at constant exchange 
rates.

In North America, 2013 was a year of 

transition for LensCrafters, which delivered 
an increase of +1.0% in comparable store 
sales and a progressive increase in profit-
ability.

“We have completed another record 
year, achieving the best results ever for 
the Group: over Euro 7 billion in net sales, 
over Euro 1 billion in operating income, 
over Euro 600 million in adjusted net 
income,” said Andrea Guerra, Chief Execu-
tive Officer of Luxottica. “These results 
once again exhibit our ability to successful-
ly leverage the Group’s growth engines and 
the opportunities available in our industry, 
which is still young and has huge growth 
potential.”
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Imperial Tobacco will be presenting 
its wide portfolio of products at this year’s 
Duty Free Show of the Americas (booth 
713). The company stand is designed 
to exemplify “The Art of Tobacco,” the 
corporate trade-show identity which deliv-
ers Imperial Tobacco’s message of total 
tobacco expertise. 

During the week, Imperial Tobacco 
will feature recent developments including 
the new global design for Davidoff, which 
offers smokers “a touch of luxury for every 
day.” Other highlights include the launch of 
the trendy-looking value brand gv Smooth, 
a new design for L&B, and an impressive 
cigar offer including hand-made Vegafina 

Davidoff offers a chance to network at 
Orlando smoking lounge

as well as 
machine-
made 
variants 
like Back-
woods, 
Hav-A-
Tampa, 
Dutch 
Masters and Phillies.

“Imperial Tobacco’s cigar division has 
performed well over the past 12 months 
and we continue to see very good growth 
opportunities within travel retail globally, 
especially in US Duty Free,” says Nils 
Fehren, Category Development Manager 
Global Duty Free Cigars, Smokeless & 
OTP. “We are achieving this by reacting 
quickly and with flexibility to consumer 
demands and trends with the right offer and 
portfolio strategy.”

Show participants are also invited to 
take a break at its outside smoking lounge. 

“The Davidoff smoking lounge was 
extremely popular last year with partici-
pants at the Duty Free Show of the Ameri-
cas and we are delighted to be repeating the 
exercise this year,” says General Manager 
Andreas Lemke. “As an added bonus this 
year, we are partnering with Campari to of-
fer guests refreshments during the day.”

ALFA Brands launches Rocky Patel Foil Packs

ALFA Brands is launching the 
new Foil Packs from Rocky Patel at the 
IAADFS Duty Free Show in Booth 532.  

Rocky Patel Premium Cigars intro-
duces the new Foil Pack for its premium 
handmade cigars. The Foil Pack guaran-
tees freshness and is the perfect way to 
display the cigars in a zip lock Boveda 
humidified pack, says the company.

 The Foil Packs featuring Rocky Pa-
tel’s premium brands including Decade, 
Vintage 1990, Vintage 1999, and The 
Edge Lite, are available in a display of 20 
two packs or a display of 10 four packs.
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JTI launches duty free exclusive 
Chinese brand Sheng Xiao

JTI (Japan Tobacco International) 
has launched Sheng Xiao, its first 
cigarette brand dedicated to the Chinese 
traveler. 

Sheng Xiao is the first JTI global 
Chinese tobacco brand available exclu-
sively in duty free shops in key strate-
gic international airports, launching in 
Singapore Changi Airport. Sheng Xiao is 
inspired by Chinese astrology and forms 
part of JTI’s strategy to tap into the in-
creasingly growing numbers of mainland 
Chinese travelers. 

The company says Sheng Xiao of-
fers a new alternative to other prestige 
Chinese brands of cigarette in duty free. 
Not only does Sheng Xiao cater for the 
gift-giving culture of Chinese travelers, 

but it also capitalizes on their increased 
spending power. 

“In 2014, the Year of the Horse, JTI’s 
Chinese tobacco brand Sheng Xiao is 
born,” says David Francis, JTI WWDF VP 
and General Manager. “Sheng Xiao’s pres-
tige product positioning and packaging 
will satisfy Chinese buyers’ who like to 
offer exclusive, luxury products as gifts.” 

Sheng Xiao, deeply rooted in Chinese 
culture and commonly known around the 
world as the “Chinese Zodiac,” is a tradi-
tion used to determine a person’s destiny 
through various astrological factors. Based 
on a 12 year cycle, each represented by a 
specific animal, it applies to every Chinese 
person regardless of race, gender, age, 
religion and social status. 



 IAADFS/MHA Issue March 2014                                164                                           

INSIDER

Tyko Travel Retail appoints Worldclassbrands as Americas 
agent and showcases new self-select concept in Orlando

Tyko Travel Retail has appointed 
worldclassbrands as its official travel 
retail agent for the Americas. WCB will 
be showcasing Tyko’s portfolio of travel 
lifestyle brands in Orlando  (booth 730) 
including its range of Breo watches and 
sunglasses, One Tribe watches and Hippie 
Chic watches and bracelet sets.

Tyko Director Global Travel Retail 
Martin Lovatt has worked with Lenny Di 
Cristofano and his team at WCB previ-
ously “[I] have first-hand experience of 
their absolute professionalism, dedication 
and expertise within the market. They will 
initially be focusing on inflight sales for 
Breo – particularly the new Energy, Bag 
Buddy, and Twilight (Classic & Curve) 
ranges, along with the Hippie Chic Watch 
and Bracelet set and One Tribe collection.

“All of these will be exclusive to 
travel retail within the Americas market as 
we are not present on the domestic market 
in the region.”

“The time is most definitely right for 

Tyko brands within the Americas,” con-
tinues Lovatt. “We’re offering something 
really rather different to the market place – 
we see ourselves as a travel lifestyle brand 
bringing high volume sales from remark-
ably great value price points both for gift-
ing and self-purchase.”

While Tyko has a strong distribution 
presence within Europe, the Middle East 
and Asia, the company felt that its move 
into the Americas would be better served 
by using a local expert.

WCB President Lenny Di Cristofano 
adds: “Tyko Travel Retail’s product range 
is perfect for the travel retail sector in the 
Americas, both inflight and on the ground, 
combining innovation with style, fashion 
and fun.”

In addition to inflight, WCB will be 
looking to develop the ground store busi-
ness for Tyko using a new Breo self-select 
concept that the company is showing for 
the first time in Orlando.

The FSDU has been designed to cre-
ate a Breo destination concept, offering 
products from both the watch and sun-
glasses collections. Taking up a minimum 
amount of floor space, the unit has been 
created with both consumers and retail 
staff in mind, says Lovatt.

Selekt named exclusive agent for ZEADES Monte-Carlo

ZEADES Monte-Carlo, premium 
fashion jewelry, watches and accessories 
designer brand, has appointed Miami-
based Selekt, LLC as its exclusive agent 
for Latin America Travel Retail and 
Domestic markets.

Based in Monaco, ZEADES is 
specialized in the design of luxury fashion 
jewelry, watches and accessories made of 
premium Italian genuine leather.

ZEADES is now available in more 
than 65 countries through a network of 
flagship stores, department stores, multi-
brand stores and Duty Free stores (includ-
ing airlines and cruise ships). With a 
strong presence in Europe and the Middle 
East, ZEADES is now looking to establish 
itself as a leading brand in the Americas.

Selekt, which represents high-end 

eyewear, accessories, cosmetics and 
fragrances in the Americas duty free & do-
mestic markets, will be responsible for the 
sales and marketing efforts of the current 
Latin America business and will manage 
new business across the territory.

 “ZEADES is a beautiful and unique 
brand, which we are thrilled and proud to 
have added to our portfolio. We are certain 
that ZEADES will add value to the Ameri-
cas market as it brings a different touch 
with the use of Italian leather in every 
creation; it is an elegant, classy yet edgy 
brand with a wide range of products for 
every taste,” says Nadia Stamboul, Selekt 
managing director.

For more information please visit: 
www.selektbrands.com, www.ZEADES.
com
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Stroili Italian Jewels adds new airlines, 
focuses more on groundshops for 2014

 Following a successful first year sell-
ing inflight, Stroili Italian Jewels (Stroili 
Oro) is now focusing more attention on 
building airport retail distribution with a 
focus on Asia and North America for 2014. 

“We are now having very encourag-
ing meetings with several major retailers 
through our travel retail partner SKY-
Link and are confident of securing some 
excellent positions at key airports within 
the next few months,” says Stroili CEO 
Maurizio Merenda. 

The company says there is a burgeon-
ing interest from Gebr Heinemann and Du-
fry. In the air, Stroili has now secured new 
listings for 2014 with Swiss Air, Lufthansa, 
Air Berlin, Condor and Eva Air. 

Emirates has increased its listing of 
one item to three for the coming season 
adding a necklace and earrings to the 
already successful Chic Embrace product 
range which has been featured on the front 
cover of the Emirates Duty Free Collection 
magazine until recently. 

Sales for 2013 were excellent wher-
ever the brand has been listed, says the 
company, with the Chic Embrace gold 
plated cuff and ring set being hugely popu-
lar with the passengers on airlines such as 
KLM, which was the first airline to list the 
brand. 

For 2014 Stroili is introducing new 
collections including New Moon, Kalahari, 

Incanto, Evanescence. 
Stroili’s partner in the travel retail 

business is LCG-SKYLink. 
As a company, Stroili has shown mas-

sive growth over the past decade with sales 
increasing from Euros 85.2m in 2005 to 
Euros 200m in the 2012. 

Today Stroili is known for its iconic 
and wide ranging designs, covering dia-
mond, 9k and 18k gold, silver 925 and 
fashion collections.

Stroili currently has more than 376 
pos in Italy with a growing number of very 
sophisticated concept stores. The company 
has increasing presence in many countries 
with a particular focus on China, where 
50 concept stores are planned for the next 
three years, and Russia. Corners and shop 
in shops are opening up all over the world 
with rapid growth in the Middle East, Asia, 
Europe and the Americas.
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Reisigl: At the Point of Sale
New projects from Florida-based marketing and design firm Reisigl build and promote 
brands at the point of sale. Here we take a look at some recent projects.

Beam Honey Endcaps

Concept: An endcap unit for a new line of Jim Beam bourbon 
– Honey – that is cost-effective and holds both 750 mL and 1.75 L 
bottles

Activation: Reisigl designed and custom-built a knock-down 
endcap unit that packs & ships flat for cost savings, and is shoppable 
from 2-sides for maximum exposure

Execution: Ship to liquor stores with a Step-by-Step Setup Guide 
for easy assembly

Bonus: Graphics can be easily replaced to rebrand and repurpose 
the existing units.

Papa’s Pilar Rum … Uniquely American 

Inspired by arguably the world’s greatest adventurer – Ernest 
Hemingway – Papa’s Pilar is an artisan-crafted rum that reflects 
rum’s gutsy roots. 

Reisigl has worked closely with Team Papa’s Pilar to create 
high-end, custom crafted POP items and unique collateral materials 
for the much-anticipated April 2013 launch of this ultra premium 
rum. The POS materials feature handcrafted wood end-cap displays, 
cleverly designed portable wood bars, and finely molded bottle 
glorifiers. Each piece is made in America – uniquely American, just 
like Hemingway. 

Bottle Glorifier: Resembling the Pilar stern with its black ship 
lap-inspired sides, the glorifier is wood stained with branded face 
and inset brass exhaust fittings. The glorifier top is created to hold 2 
Pilar bottles with inset bottle “footprints” so bottles are always neat 
and in place. 

 
Portable Bar: This concept takes its cue from the brand’s name-

sake (Hemingway’s boat, “The Pilar”). The bar folds flat to fit in 2 
carry bags, easy to assemble and ready to roll. The removable bar 
top has a resin coating, which encapsulates a gold fishhook design. 
The black side panels mimic the shiplap of The Pilar. The wood 
stained and lacquered bar front features the Brand logo and the 
upright poles are actual bamboo fishing rods, which hold the canvas 
header.

End-Cap Display: Constructed of stained wood, silkscreened 
with export stamps and logos, this piece is tented with silkscreened 
natural canvas and holds 18 bottles. Ships fully assembled in a 
custom box.  

We’re on the move … planes, trains, and automobiles –plus cruise ships! Get on board with Zippo today.

zippo.com

Get your picture taken with the 1947 Zippo Car at IAADFS Orlando, booth 2507, 
and enter to win a Zippo lighter with your photo on it. We have terri� c show 

specials and other great prizes like our new “Zippo On the Road” fragrance. 
See Bart Collins at the show or email him at bcollins@citra-inc.com.

An amazing adventure begins at your store.

Light a � re in your sales by carrying Zippo 
travel bags, pens, watches, wallets and more.

The classic lighter … is now a lifestyle.
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Braun brings its premium products to IAADFS

Silk-épil SkinSpa
Braun has combined some of its best epilators with a 

new facial cleansing brush for the ultimate beauty experience, 
says the company. The cleansing brush is 6x more effective 
than manual cleansing. It removes makeup and impurities 
thoroughly yet gently and by freeing the pores it enables 
facial creams to work their best. 2 speed settings allow the 
user to adjust the cleansing brush to their preference and skin 
sensitivity.

Two SkinSpa epilation/exfoliation devices and one 
Silk-épil 5 epilator will be enhanced with the facial 
cleansing brush. 

Professional Care 7000 Black & TriZone 7000 
Black

Braun’s new premium toothbrushes come in a stylish and 
contemporary black design and offer many features that help the 
user get perfect cleaning results while protecting the teeth and 
gums.

A combination of 40.000 pulsation and 8.800 oscillations 
effectively loosens the plaque and sweeps it away. Six brushing 
modes allow for a personalized experience and the wireless 
SmartGuide gives the user real time 
feedback in order to help improve 
the brushing technique. The 
visible pressure 
indicator 
ensures that 
teeth and gums 
are protected 
from too much 
pressure. Both 
toothbrushes 
come with a 
black premium 
travel case, a 
storage pouch 
for the charging 
station and 
various brush 
heads. 

Travel Blue offers One-Stop-Shop for digital accessories 
with the new TECH range 

Travel Blue is bringing its new TECH 
by Travel Blue range of digital ‘connect 
and charge’ accessories to the Duty Free 
Show of the Americas (Booth 901). 

TECH by Travel Blue offers travelers 
a complete range of more than 150 electri-
cal/electronic items including world-wide 
adaptors, power banks, speakers, ear-
phones, headphones, car and wall chargers. 
The range includes noise reduction and 
USB options.

Together with the company’s ever 
growing range of travel accessories, 
Travel Blue now offers retailers a one-
stop-shop for all their needs, says the 
company.

“We really can say that Travel Blue 
is the world’s leading brand for travel 
accessories and digital items,” says the 
company’s Director of Travel Retail 
Jonathan Smith. “The brand is synonymous 

for ‘Travel in Comfort and Safety’ to the 
global traveler, with presence in more 
than 105 countries and strong distribution 
through airports worldwide via retailers 
including: China Duty Free Group, DFS, 
Dubai Duty Free, Dufry, Heinemann, King 
Power Bangkok, LS Travel Retail, Sunrise, 
and many others.”

Headquartered in the UK, Travel Blue 
has subsidiaries in key markets worldwide 
including the USA, Germany, Russia, 
India, China and Dubai. The company 
has invested heavily in developing and 
improving its Key Accounts management 
tools over the last few years, which, Smith 
says has resulted in a significant growth per 
outlet and overall sales. 
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Puts skin irritation on ice.
World’s 1st shaver with active 

cooling technology. 
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Passengers to FlyInStyle with their Favorite Brands
FlyInStyle, an app to drive traffic into 

travel retail outlets and increase spending, 
is going live in the App Store, just in time 
for the IAADFS Duty Free Show of the 
Americas, reports Amanda Anthony, CEO 
& Founder of FlyInStyle (and former P&G 
Manager).

 FlyInStyle opens a mobile com-
munication platform for airport brands & 
retailers never before seen in the industry, 
allowing them to reach their consumer in 
innovative ways while increasing consumer 
understanding in the airport. It is the first 
airport app of its kind, specializing in im-
proving the airport experience by showcas-
ing offers & events in retail and restaurants, 
says the company.

“Bringing to market an app that is 
not only engaging and entertaining to our 

consumer but also truly strategic for our 
merchant brand and retail partners is criti-
cal for us,” says Anthony.

“Eventually we will have a better 
understanding of how mobile can influ-
ence buying decisions. In the airport, as 
passenger traffic increases and people turn 
more and more to their mobile devices for 
entertainment, the opportunity to engage 
passengers will continue growing.” 

FlyInStyle allows its beta merchant 
partners to publish content in any airport 
globally in minutes and determine the 
duration of each offer and event, so efforts 
can be highly targeted. The focus in the 
first half of 2014 is in the Americas as the 
company ramps up with exciting offers, 
deals and events while building its user 
base. They also have sights set on engag-

ing high potential demographic targets like 
Brazilians and have accelerated expansion 
of multiple language support. 

The company is pushing merchants to 
publish global offers to give the passenger 
the best possible experience in the app 
for their entire trip. FlyInStyle is working 
alongside its brand and retail merchant 
partners on driving awareness, downloads, 
and usage during the trip through activities 
at the airport and online.

FlyInStyle is in beta testing with select 
brand and retail partners but will gradually 
add more merchants throughout the beta 
period. If you are interested in partnering, 
please email Amanda@flyinstyleapp.com 
for more info. 

join us for the marine hospitality industry’s premier event
register online at www.mhaweb.org/conference

29th annual marine hotel association conference & trade show 
april 27-29, 2014  the hyatt regency orlando  orlando, florida

INSIDER
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Safilo Group announces the creation of the 
‘in house’ TR organization for the Americas

After 15 years of partnership with 
Travel Traders, Safilo Group has decided 
to strategically create a local team for the 
Americas starting from April 10, 2014.

Francesco Leccisi, Global Travel 
Retail Director, said: “Travel Traders over 
the years have contributed enormously to 
the setup of our footprint in the Americas 
market delivering exceptional results and 
representing our haute couture brands in 
the region with strong diligence care and 
passion. The decision to set the in house 
team goes in the direction to be aligned 
with the market trend with the scope to add 

additional boost to a region that represents 
for us an enormous opportunity for growth 
especially for our house brands, Carrera 
and Polaroid.

 “Safilo Group is grateful for the hard 
work that Travel Traders have put in place 
during the years and wish to Stephane 
Giraud and the entire team the very best for 
future assignments.”

 Commenting on the news, Travel 
Traders President Stephane Giraud added: 
“We have been delighted to work with 
Safilo for the last 15 years and we wish the 
best to the new Safilo team.”

PGT adds Jacmel’s licensed fine jewelry, Tweezerman/
Zwilling beauty products & Hello Kitty fragrances to portfolio

 Premier Global Trading has added 
several exciting new brands to its portfolio, 
enhancing the range of licensed products 
for which it is known with fine jewelry 
from Jacmel and Hello Kitty fragrances 
produced by Devintex USA. PGT has also 
added the high potential quality beauty 
tools from Tweezerman and Zwilling 
Beauty Group to the portfolio. 

Jacmel
 “We are very pleased and excited to 

announce the debut of Licensed Fine Jew-
elry in Travel Retail at the IAADFS Duty 
Free Show. We believe that jewelry is an 
important addition to our Licensed Brands’ 
line-up,” says PGT president, W. Elizabeth 
Taylor. PGT has been appointed sales agent 
for the DF/TR for Jacmel. Featuring Dis-
ney, Hello Kitty, Hershey’s, and DC Com-
ics just to name a few, we are excited to be 

offering jewelry 
from some of the 
world’s leading 
brands. With our 
already proven 
successful watch 
programs in 
Hello Kitty and 
Disney, jewelry 
is the perfect 
complement. 
Our product 
assortments 
are not just for 

kids…these brands appeal to a wide con-
sumer base as adults love these brands as 
much as their kids do.”  

“We are so happy to have a relation-
ship with Premier Global Trading, and are 
very excited to have the opportunity to 
offer our jewelry from these leading brands 
to the DF/TR market,” said Evan Berk-
ley, SVP of Jacmel. “We believe that our 
experience manufacturing for the country’s 
largest retailers combined with these world 
class brands is a winning combination!”

 Jacmel is one of the country’s largest 
fine jewelry manufacturers and distribu-
tors known for its innovative packaging 
and in-store marketing campaigns. Jacmel 
has won numerous awards from key retail 
partners for its excellence in product 
development, merchandising and logistics. 
Along with company owned proprietary 
brands, Jacmel holds the distribution 
rights to brands including Hello Kitty, 
Disney, Nickelodeon, DC Comics, Hall-
mark Cards, Inc. and many more.  

Tweezerman & Zwilling
For Tweezerman and the Zwilling 

Beauty Group, PGT will act as Sales Agent 
for North America Duty Free/ Travel Retail 
and the Caribbean.

“We are delighted to welcome PGT- 
Elizabeth Taylor and her team - as our new 
partner to work with us to grow the TR/
DF channel in this part of the world,” says 
Tweezerman General Manager Juergen 
Bosse. “Zwilling and Tweezerman are 
recognizing a great sales potential in TR/
DF channel as Beauty Tools are hardly dis-
tributed in this environment and therefore 
providing an excellent opportunity for in-
cremental sales and revenue for all retailers 
and the brands,” he added. 

“Zwilling and Tweezerman have start-
ed to develop the TR/DF business in 2013 
and the appointment of PGT represents a 
next step in building a global organization 
and to enter the DF/TR market in this part 
of the world,” says Director Global DF/ 
Travel Retail Juergen Jost. 

“After our initial success in Europe 
and with some selected partners in other 
regions we feel ready for a next step to 
further build the Beauty Tools business. 
With PGT – Elizabeth Taylor, her experi-
ence for more than 15 years and her in 
depth knowledge of the DF/TR channel we 
believe to have the right partner to exploit 
the potential of Beauty Tools and to grow 
this new sub category.”

“The Tweezerman/ Zwilling brands 
are an important addition to our product 
portfolio. Preliminary responses are very 
positive and are showing the interest in this 
new sub category. We look forward to play-
ing a vital role in the development of the 
Tweezerman and Zwilling TR/DF sales,” 
says PGT president, W. Elizabeth Taylor.

The brands will be showcased at the 
upcoming 2014 IAADFS Duty Free Show 
of the Americas at the PGT booth 1708. 
For appointments and further information 
please contact: Liz Taylor at +1 786 752 
4150, or LizT@PremierGlobalTrading.com

PGT will also be representing the 
Hello Kitty fragrances produced by Devin-
tex USA in select markets in the region.

The entire PGT portfolio can be seen 
at Booth 1708.
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International Liquor & Tobacco Trading & Penha Group 
Partnership wins Core Duty Free Retail Concession at 
Princess Juliana International Airport in St. Maarten

A partnership between incumbent, 
locally-based island retailers International 
Liquor & Tobacco Trading and the Penha 
Group has won the core duty free conces-
sion at Princess Juliana Airport in St. 
Maarten.

Under the terms of the contract, the 
joint bid covers the design, development, 
operation and management of the conces-
sion and features a 1,000 sqm (10765 sqf) 
walk-through duty free store.  

Princess Juliana International Airport 
Operating Company (PJIAE) together 
with InterVISTAS Consulting Group 
developed a concession plan designed to 
increase passenger satisfaction, conces-
sionaire sales and airport income. The new 
concession program was publicly tendered 
in a two-phase process, an Expression of 
Interest (EOI) phase, and then a Request 
for Proposal (RFP) phase for the short-
listed candidates.

The Princess Juliana International 
Airport projects passenger traffic in the 
main terminal building to increase to 
between 1.8 million and 2 million pas-
sengers by 2020.

Penha and ILTT are leading business-
es on St. Maarten, with the Penha Group, 
which is headquartered in Curaçao and 
present on a growing number of islands 
in the Caribbean, and ILTT between them 
accounting for 200 years’ experience in 
the Caribbean.

ILTT and Penha are building a state 
of the art duty free boutique that will 
exhibit a carefully selected range of 
products, designer brands and specialty 
items. It will carry the core categories of 
Liquor, Tobacco, Fragrances & Cosmetics, 
Fashion Jewelry, Watches & Accessories, 
Leather Goods & Luggage, Electronics, 
Gourmet & Confectionery, Gifts & Writ-
ing Instruments, and Drug Store related 
articles specifically tailored to the market 
and the international clientele, according 
to the official announcement.

International Liquor & Tobacco Trad-
ing celebrates 50 years as a family owned 
and operated establishment. Their long-

standing, successful relationship with the 
world’s largest manufacturers and luxury 
brands dates back to the 1960’s. ILTT is a 
multi-platform company with integrated 
retail locations, wholesale distribution 
network and Travel Retail Division with 
more than 800 points of sale.  ILTT 
brings a range of world-class brands and 
products to best serve local and interna-
tional consumers including cruise and air 
passengers.

The Penha Group brings 150 years’ 
experience as a privately held company 
in the Duty Free Retail Industry, special-
izing in the wholesale and retail busi-
nesses of Fragrances, Cosmetics, Jewelry, 
Crystal, Apparel, and Accessories with a 
primary focus on the luxury market and 
has at least 20 points of sale in Curaçao, 
Aruba, St. Maarten and Cayman Islands. 
The Penha boutiques carry some of the 
most iconic fashion houses and labels in 
luxury.

In a joint statement, International 
Liquor & Tobacco Trading Managing Di-
rector Ralph Ledee and the Penha Group 
Managing Director Kevin Jonckheer said 
that “the transaction represents a signifi-
cant milestone in the achievement of their 
companies and [they] look forward to de-
livering long term value to their partners, 
brands and clientele.”

Ledee adds: “It’s a great opportunity 
to be an integral part of PJIAE’s new retail 
strategy. This concession is an impor-
tant step as we diversify. It marks a new 
chapter in our growth that is in line with 
our corporate vision for continued expan-
sion in key locations, as a leading travel 
retailer in the Caribbean.”

 
SXM redevelopment moves forward

Last year, St. Maarten’s Princess Ju-
liana International Airport (SXM) closed a 
$132 million bond to finance a long list of 
improvements including rehabilitating the 
airport’s 7,546-foot runway, construction 
of a new fuel farm that can store 5 days 
of jet fuel, the building of new taxiways 
to increase runway efficiency, expanding 

aprons to provide more aircraft parking, 
and acquisition of land so the airport can 
expand later on if necessary. As part of its 
capital improvement program, SXM will 
also be constructing a state-of-the-art FBO 
building, rehabilitating its Cargo building, 
remodeling its Rescue & Fire Fighting 
facility and constructing a new Technical 
building.

SXM also embarked on a new 
commercial strategy, which involves the 
redevelopment of its landside and airside 
retail and F&B areas to boost non-aviation 
revenues, deemed by a recent study to be 
lower than regional and global norms for 
airports its size. The non-aeronautical rev-
enue enhancement study conducted by the 
InterVISTAS consulting group revealed 
that there was room for improvement in 
terms of the performance of concession-
aires, and also highlighted the fact that 
there was unused space in the airside Food 
and Beverage and Retail area that could be 
better utilized.

The new strategy promises to create 
an exciting, innovative, operationally 
efficient, financially productive and com-
prehensive retail environment, an airport 
spokesperson tells TMI.

The grand opening is scheduled for 
later this year.

SXM — which on Dec. 3, 2013 cel-
ebrated its 70th anniversary in business— 
is upgrading the entire shopping area 
although the majority of the retail outlets 
remain locally owned and operated.

In addition, at least 9 new conces-
sionaires have opened at SXM, says the 
airport spokesperson.

According to the airport, the new 
stores and F&B operations opened under 
the new strategy include Le Bistro by 
Bacchus, Duty Free Boutique (Flemingo), 
Taloula Flights Bar, Esca Coffee Corner, 
Coffee Express, Market by Villa and Sub-
way. Existing stores that have upgraded or 
relocated under the new strategy include 
Shipwreck Shops (upgraded/expanded and 
relocated), Domino’s (upgraded/expand-
ed) and Dutch Delight (upgraded). 

INSIDER
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John Hoover, Senior Vice President, 
General Merchandise Manager for Spirits, 
Wine, Tobacco, Food and Gifts, at DFS 
Group (DFS), is retiring after 16 years of 
service, effective April 30, 2014. 
The widely-respected Hoover has been in 
his current postition at DFS since 2012. 
Brooke Supernaw, currently Vice 
President, Spirits and Wine, will 
become Senior Vice President, General 
Merchandise Manager for Spirits, Wine, 
and Tobacco. 

Beth G. Neumann has joined Starboard 
Cruise Services as CEO and President, 
reporting to Starboard Chairman, Ed 
Brennan. Neumann replaces Ares 
Michaelides, who served as interim CEO 
throughout 2013 after Rob Norris, who 
led the company since 2001, stepped down 
from the position last year. Michaelides has 
resumed his role as SVP of Finance and 
CFO. 

Botran rums. As of December 31, 
2013, Jorge C. Galbis has resigned his 

post as Chief Executive Officer of the 
International Division for Industrias 
licoreras de Guatemala, in order to pursue 
and explore new professional opportunities. 
For 6.5 years, this well- respected, 
seasoned executive has led the successful 
international expansion and development 
of the Zacapa and Botran rum brands. Prior 
to this role, Galbis worked with Bacardi 
for 16 years in various commercial roles 
throughout the globe. Galbis and his team 
are credited with much of the stunning 
success of the Guatemalan rums regionally 
and in global markets. 

Commercial director Frank Quinones 
has been promoted to succeed Galbis as 
managing director of Botran Rums. 

Antony Kime, formerly EMEA and North 
America Travel Retail Manager at Beam 
Global, has joined Diego Zamora Group, 
the brand owner of Licor 43, Villa Massa 
Limocello, Ramon Bilbao and Mar de 
Frades, as Global Duty Free Director. 
He reports to Thomas Clamens, Diego 

Zamora Managing Director International. 
Kime will be in charge of global strategy 
development and execution in Travel Retail 
and Duty Free.

Former Parlux Vice President Les Roner 
has joined travel accessory company 
Design Go Ltd. in the newly created 
position of Vice President Sales, Latin 
America. She will be based in the 
company’s Boca Raton office in Florida, 
and will be responsible for driving the 
growth of the company’s Go Travel brand 
in the region. Roner most recently was 
Director of Purchasing and Budgeting for 
duty free retail operator DFASS, and before 
that spent 16 years at Parlux Ltd., where 
she developed its International Sales. 

Etienne Kusmierek, formerly with 
Guerlain and more recently Managing 
Director Latin America & Caribbean at 
Bulgari responsible for perfumes and 
luxury products, has joined Starboard 
Cruise Services as the Retail Director for 
Luxury operations. He can be reached at 
etienne.kusmierek@ starboardcruise.com

PEOPLE NEWS
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PEOPLE NEWS
Etienne Kusmierek, formerly with 
Guerlain and more recently Man-
aging Director Latin America & 
Caribbean at Bulgari responsible 
for perfumes and luxury products, 
has joined Starboard Cruise 
Services as the Retail Director for 
Luxury operations. He can be 
reached at etienne.kusmierek@ 
starboardcruise.com

Mike Soskin has joined Brown-
Forman Global Travel Retail as 
territory manager for the US & 
Canada, reporting to Monte 
Wilson, Director, America’s TR 
and Global Key Accounts. In this 
role, Soskin will continue to devel-
op relationships with key custom-
ers in the U.S. and Canada, colla-
borating with the Global Travel 
Retail and North American man-
agement teams to build Brown-
Forman brands.           Soskin has more than twenty 

years of commercial and marketing 
experience, and most recently was 
Senior Commercial Manager, 
Caribbean at Pernod Ricard 
Americas Travel Retail. Brown-Forman GTR also 

announced that Hannah Lyons has
been named portfolio brand man-
ager, Global Travel Retail, based in 
Louisville. She was most recently 
trade marketing manager, GTR, 
based in London. Claire Brock-
witz has been appointed junior area 
manager, Travel Retail-UK, based 
in London. Shirley Sum joined 
Brown-Forman as trade marketing 
manager Travel Retail-APAC, 
based in Hong Kong.  Bill Harvey of WFH Travel 

Retail Inc. will be representing 
The Kirkwood Group’s portfolio 
of spirits in the Canadian duty free 
channel, effective February 1, 
2014. The Kirkwood Group’s 
brands include Proximo Spirits’ 
Jose Cuervo Tequila, The Kraken 
Black Spiced Rum, Three Olives 
Vodka, 1800 Tequila, Tequila 
Rose, as well as Flor de Cana 
Rums. 

Canada: Unexpected 40% excise tax increase on

tobacco greatly concerns Duty Free Industry 

OTTAWA, Feb. 12, 2014 - 
Canada's Frontier Duty Free 
Association (FDFA), has expressed 
great concern that the huge excise 
tax increase on tobacco products 
announced by Canada’s Federal 
Government on Feb. 11, will work 
counter to government revenue 
goals, health strategies and 
Canada's economic interests. 

The 2014 Budget increased the 
federal excise tax on duty free 
cigarettes from $15 per carton to 
$21.03 per carton - a 40% tax 
increase that was applied 
overnight.“We understand and support the 

Government’s need and desire for a 
balanced budget and the goals of 
Canada’s tobacco health strategy, 
but a tax shock of this magnitude - 
which was brought in without any 
prior consultation or warning - is a 
major blow to our stores,” stated 
Abe Taqtaq, FDFA President. 

“Our members are troubled 
about the unintended consequences 
of this tax increase since it 
threatens to divert sales away from 
our members' stores to the illicit 
market, which in turn jeopardizes 
both the Government's revenue and 
public health goals,” added Taqtaq. 

In recent testimony to the House 
of Commons Justice Committee, a 
representative from the Canada 
Border Services Agency called 
contraband tobacco “a plague that 
is increasing.”   Estimates of the size of 

Canada's contraband market have 
ranged from 25-33% in recent 
years, fueled by illegal manufacturing and sales on First 

Nations reserves. FDFA members, which are all 
Canadian-owned stores, are also 
confused regarding the origins of 
this tax increase since duty free 
stores were originally established 
to help repatriate sales of products 
like tobacco, and therefore bolster 
government revenues and Canadian 
employment. 

one of the most valuable and 
popular characteristics of the 
annual event. Sponsored jointly by 
Bacardi and Diageo, the 
Networking Time allows suppliers 
from around to world to meet 
face-to-face with the key buyers of 
the most important travel retail 
operations in South America, in 
one convenient place and time. 
Booking opportunities for the 
Networking Time Meetings will 
begin on April 15.  For more information, go to 

http://conferencia2014.asutil.org

Canada: FDFA National Duty Free Charity Golf Tournament   

In Memory of Lori Watson 

Registration is now open for the 2nd charity golf tournament sponsored 

by Pernod Ricard Americas Travel Retail and the FDFA. The golf 

tournament is being held in conjunction with the FDFA Business & 

Professional Development Summit (Operators only) taking place in 

Kelowna, B.C. The Golf Tournament will take place on May 8, 2014. At 

The Harvest Golf Club in Kelosna, B.C., Canada and is open to FDFA 

members and guests. FDFA reports that there will be a dinner following 

golf at the Delta Grand Hotel with prizes, charity auction and networking 

opportunities.The FDFA has a block of rooms at the Delta Grand Okanagan Hotel 

for guests attending the golf – information is included on the golf 

registration website. To register, please go to 

http://janaseymour.dojiggy.com/ 

South American Duty Free 
Association ASUTIL announces 
that the 2014 Conference – its 18th
-- will take place June 4-7 at the 
Hilton Mexico City Reform Hotel 
in Mexico’s capital city, the 
largest Spanish-speaking city in 
the world. Registration will open 
on Feb. 13.  This is a special year for 

ASUTIL, which is celebrating the 
20th anniversary since the 
association was created. As in the 
past, ASUTIL’s organized 
Networking Time continues to be 

“Higher taxes in Canada drive 
more consumers to the U.S. to 
buy tobacco products and, with-
out effective means of enforce-
ment at the border, in turn result 
in more illicit product entering the 
country. That translates into more 
lost revenue for government and 
creates a competitive advantage 
for U.S. retailers over law abiding 
Canadian retailers,” warned 
Taqtaq. 

     FDFA Executive Director 
Laurie Karson advised that the
FDFA Board and Government 
Relations Committee are working 
to develop the Association’s next 
steps.  

“It should be noted that both the 
duty free industry and our tobacco 
partners were not aware in any 
regard that this increase was going 
to be announced,” said Karson.  
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The Essence Corp. management team at 25 includes two generations of family: 

Jean-Jacques and Patricia Bona, President and Vice President respectively, their 

son Antoine Bona, Executive Sales Director - Travel Retail, their nephew Guillaume 

Bona, Executive Sales Director – Caribbean, and daughter Laetitia Bona Piedra, 

Executive Director Administration & Finance. See full story on page 74.

Global economic uncertainties ahead, 

but travel retail invests in the future

Economic forces in the 

Americas are murky these days. 

Analysts warn that U.S. economic 

growth should prove uneven given 

the downside risks of Europe’s 

sovereign debt/banking crisis, 

a Chinese slowdown, and U.S. 

fiscal imbalances. Nevertheless, 

the past few weeks are seeing 

record stock market levels, 

slowing unemployment and the 

strongest housing market in years. 

But enforced U.S. government 

spending cuts– just coming online 

this month -- could put the brakes 

on the U.S. recovery.

 Following several years 

of consistent GDP growth, the 

economies in Latin America 

struggled in 2012, impacted 

by the slowdown in Brazil 

and Argentina, writes TMI 

correspondent John Gallagher 

in this issue. Brazil is widely 

expected to recover and speed 

up its growth, but recovery 

in Argentina – along with 

Venezuela—is worrisome, with 

an as yet unknown impact on 

its own population and business 

partners.
Travel retail reacted in 

its own way to the market 

inconsistencies. Most Uruguayan 

and Paraguyan border stores 

reported flat to slower growth in 

2012, but are already showing 

improvements this year. Air 

traffic was robust in most of Latin 

America, and several new airports 

have opened to accommodate the 

strong growth. Air traffic did not 

grow as fast in the more mature 

North American market, but it was 

the most profitable. Significant 

airport investment is underway 

throughout the region – all of it 

promising new opportunities for 

travel retail.

Even the fragile Caribbean 

economies – so tied to the U.S. – 

are showing the strongest tourism 

numbers in five years, except for 

the islands aligned with the U.K., 

which are impacted by Britain’s 

lagging economy and the air 

passenger duty.

The travel retail industry 

continues to invest in its stores 

and its business. A number of 

those new projects throughout the 

region are highlighted in this issue 

of Travel Markets Insider.  The 

majority of suppliers we spoke 

with also report strong business 

over the past year – although there 

is a distinct difference of opinion 

between the brands that are raising 

prices for their duty free customers 

and the operators who are decrying 

the shrinking gap between their 

offer and that on the local market.

One key story from the region 

involves the so-called Rum Wars 

taking place in the Caribbean 

and the U.S., with Caribbean 

producers pitted against some 

industry giants. TMI is honored 

to welcome esteemed business 

writer Doreen Hemlock, who 

along with Caribbean expert 

Larry Luxner, prepared an 

indepth overview and analysis of 

the complicated situation.

We must also send our 

congratulations to Jean-Jacques 

and Patricia Bona and their 

family, on the 25th anniversary 

of their company, Essence Corp. 

The Bona’s prove in the strongest 

way possible that values and 

ethics can go hand in hand with 

business success.

All of these stories, and 

many more, are covered in these 

pages. Once again, we thank you 

all for your loyal support and 

readership over the years and 

for allowing us to share your 

business and your news.

Lois Pasternak, 

Editor/Publisher

www.travelmarketsinsider.net •  editor@travelmarketsinsider.net
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Francesco Trapani, having successfully 
led the integration of Bulgari within 
LVMH, stepped down as the head of 
LVMH’s Watches and Jewelry division, 
effective March 1. He becomes an adviser 
to the Chairman, on jewelry matters, and 
remains a Director on the Board of LVMH. 
The Group’s jewelry Maisons (Bulgari, 
Chaumet, Fred and De Beers) will now 
report to Toni Belloni, LVMH Group 
Managing Director. Jean-Claude Biver, 
currently President of Hublot, will also take 
responsibility for the other watch brands 
TAG Heuer and Zenith. 

Patricia Abergel is the new General 
Manager of Clarins Group’s Miami office 
in charge of Latin America and Travel 
Retail. She will be in Orlando with the 
Clarins team at the Clarins stand, #1717. 

Tatiana Lucio-Pradilla, formerly with 
Beaute Prestige International and Bulgari, 
has joined Coty as Trade Marketing 
Manager. 

Mike Soskin has joined Brown- Forman 
Global Travel Retail as territory manager 
for the US & Canada, reporting to Monte 
Wilson, Director, America’s TR and Global 
Key Accounts. In this role, Soskin will 
continue to develop relationships with 
key customers in the U.S. and Canada, 
collaborating with the Global Travel Retail 
and North American management teams to 
build Brown- Forman brands. 
Soskin has more than twenty years of 
commercial and marketing experience, 
and most recently was Senior Commercial 
Manager, Caribbean at Pernod Ricard 
Americas Travel Retail. 

Bill Harvey of WFH Travel Retail Inc. 
will be representing The Kirkwood Group’s 
portfolio of spirits in the Canadian duty 
free channel, effective February 1, 2014. 
The Kirkwood Group’s brands include 
Proximo Spirits’ Jose Cuervo Tequila, The 
Kraken Black Spiced Rum, Three Olives 
Vodka, 1800 Tequila, Tequila Rose, as well 
as Flor de Cana Rums.

Thania Vazquez has joined Reba 
Americas LLC as area manager for the 
Caribbean. Orlando Bajos, CEO of Reba 
Americas says that Vazquez, former sr area 
manager for the Caribbean at Essence-
Corp., with 2+ decades of experience in the 
region, comes to Reba at a very opportune 
time when Reba has obtained several great 
brands such as the highly waited Pitbull 
and JAY Z [Ed. Note: from Parlux]. 
“[We] see Thania’s appointment as key to 
the development of all of our brands in the 
Caribbean, which also include: Travalo, 
Kenneth Cole, Kim Kardashian, Tommy 
Bahama, Selena Gomez, Adam Levine, 
Patou.. and more to come!” said Bajos. 

Dino Pace has been named the new world 
CEO at French/Italian beauty company 
Perfume Holdings, replacing Enrico 
Ceccato who will step into the Chairman 
position of the group.

 

PEOPLE NEWS
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