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WELCOME MESSAGE

INTRODUCTION

STEERING A STEADY COURSE
Change can be a force for
good. ‘Time for a change’,
or ‘a change is as good as
a rest’, are expressions
that only have positive
connotations.
Change can also, however, lead
to doubts and uncertainty. It
can make it hard to apply the
lessons learned in the past and
difficult to plan with accuracy
for the future.
Today’s conference and
workshops have been designed
to help provide insight into the
ever-shifting challenges we face
as an industry and guidance
on how we can approach them
with confidence. Inspired by the
theme of ‘Navigating through
change’, TFWA President Erik
Juul-Mortensen and Jaya
Singh, President of the Asia
Pacific Travel Retail Association, will be exploring the data
on current retail performance
and the trends that are shaping
the business. Former Singaporean ambassador to the
UN Kishore Mahbubani will
be offering a high-level view

on the challenges facing Asia
Pacific and the implications for
economies and companies in
the region. Next on the stage,
futurist and author Mike Walsh
will be sharing his inspiring take
on what tomorrow might look
like for the duty free and travel
retail industry.
In a second plenary session later
this morning, we are looking
forward to hearing from the
heads of three of the leading
retailers in our industry. Philippe
Schaus of DFS Group, Jack
MacGowan from Aer Rianta
International, and Ever Rich
Corporation’s Kevin Chiang
will be assessing the evolving
industry landscape and emerging trends, as well as detailing
how they are adapting to these at
their own companies.
We will also be hosting a
networking lunch on Level 5,
which is open to all delegates.
We hope to see you there.
After lunch, there is a choice
of three workshop sessions,
which will run simultaneously.
Workshop A will be taking a
closer look at the burgeoning

WiFi SERVICE
TFWA is pleased to provide free WiFi access today on Level 5 of the Marina Bay Sands
Expo & Convention Centre during the conference & workshops. Simply select the MICE
HOTSPOTS network.

REMINDER OF LOCATIONS WITHIN
THE MARINA BAY SANDS EXPO &
CONVENTION CENTRE:
Two exhibition levels: Basement 2 and Level 1
Registration desks and ONE2ONE Lounge: Level 1
Press Centre: Basement 2
TFWA offices: Level 3
TFWA Asia Pacific Bar: Level 4
Conference/Workshops: Level 5 (new location)
Asian Bar: Basement 2
Western Bar: Basement 2
Sushi bar: Level 1

Don’t forget to check out the exciting array of product
innovations across all categories being showcased here in
Singapore at the TFWA Product Showcase. Over 400 products
have now been uploaded to this dedicated online platform from
a diverse range of brands. It is the perfect place to preview
the novelties you can find at TFWA Asia Pacific Exhibition &
Conference. Go to www.tfwaproductshowcase.com

WiTR
MEETING
TODAY
Please note that the
Women in Travel
Retail (WiTR)
meeting takes place today at
17:00 in the TFWA Asia Pacific
Bar on Level 4 of the Marina Bay
Sands Expo & Convention Centre.
I

A

BOOKMARK TWO
DEDICATED APPS
Visitors can once again download the web app for smartphones and tablets to keep all information on
TFWA Asia Pacific Exhibition & Conference close to hand. The web app is accessible on any mobile OS
via your browser. Go to: app.tfwa.com/APEC
Additionally, TFWA is this year working with Pigeonhole Live to provide a dedicated web app for
conference attendees. Pigeonhole Live is a simple, interactive mobile website allowing delegates to
submit questions to speakers and take part in real-time polls via smartphones, tablets and laptops.
By tapping on questions posed by your fellow delegates, you can move these questions to the top of
the list, ensuring they are put to our speakers.
Bookmark the app now.
Go to: www.pigeonhole.at; enter the event passcode: TFWAAP2016

future. Among the speakers are
Sarah Branquinho, ETRC President; Asia Pacific Travel Retail
Association Board Member and
Chief of Retail & Launceston,
Australia Pacific Airports
(Melbourne) Andrew Gardiner;
and Duty Free World Council
President Frank O’Connell. They
will be detailing the dialogue the
industry is currently engaged
in with government and other
authorities around the world on
the issues that really matter.
They will also be exploring the
latest industry data, including the recent study into the
economic impact of the duty
free sector commissioned by
the Duty Free World Council.
To place the discussion in the
context of the consumer, GfK
Global Head Travel & Hospitality Laurens van den Oever will
present some of his company’s
latest data on the connected
traveller.
Special thanks must go to
the Platinum sponsors of the
Conference, China Duty Free,
Changi Airport Singapore and
Haikou Meilan Airport Duty

Free Shop, as well as all our
other partners for their support
of what will undoubtedly be a
compelling and highly informative series of sessions.
When the day’s business is done,
we hope you will join us for our
hosted networking session at
16:00, and then at 17:00, a visit
to the TFWA Asia Pacific Bar
is the ideal way to wrap up the
afternoon.
We trust this year’s Conference
will provide a thought-provoking
start to the week’s business
in Singapore. I look forward to
seeing you there.

Thom Rankin
Vice-President
Conferences &
Research, TFWA

TFWA PRODUCT SHOWCASE
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off-airport duty free sector.
Amos Xu of Haikou Meilan
Airport Duty Free Shop, which
has a number of off-airport
initiatives up and running;
Hyunah Ahn, from Hanwha
Galleria Timeworld Co., an
operator of duty free outlets in
Korea; and Peter Mohn from
m1nd-set, who is author of a
recent report on downtown duty
free shoppers in Asia, will be
among the contributors.
A second workshop will look at
how the emerging generation of
Millennial travellers is shaping
the way young people travel
and engage with retailers and
brands. Speakers will include
Singapore-based bloggers Uli
Chan and Christabel Chua, who
will share their thoughts on what
makes their peer-group tick,
Grant Fleming from Lagardère
Travel Retail, and Cheryl Lim
from McKinsey, who is co-author
of the report Capturing the Asian
Millennial Traveller.
The third workshop will explore
the threats to growth we face in
a fast-changing world, and how
we can safeguard our industry’s
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Scan this
code to visit
the TFWA
Product
Showcase

All women in the duty free and
tax free industry are invited for
an hour of chatter and exchange
of views and experiences. It will
also be an opportunity to hear
about WiTR’s major charity this
year, Sunrise Cambodia, and
to meet Erin Lillis-Arrowsmith
from Lacoste who nominated
the charity.
The target is to raise US$15,000
(€14,000) to build and equip two
classrooms at Sunrise’s Siem
Reap Learning Centre. Sunrise

Learning Center opens the door
to the poorer sectors of the
community by providing them
with the opportunity to learn a
foreign language. Poor children
are given free classes in English.
These skills empower disadvantaged and vulnerable people to
find good jobs in this burgeoning
tourist city.
WiTR extends its thanks once
again to TFWA for its ongoing
support, and providing the facilities for the meeting.

GOLF
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Raffles Country Club was the
new venue for the annual
golf tournament yesterday.
The 62 players on the Lake
Course had one eye on the
greens and the other on the
water, which is home to a
family of crocodiles.

TEE TIME
AT RAFFLES

For many participants it was the
first time they had played at the
course. Veterans were pleased
to notice some enhancements
to the fairways. “They have done
a lot of improvements here,
it’s much better than before,”
said Renaud Boisson, Managing Director of Interparfums
Singapore. “The scenery is nice,
too – there’s a lot of water.”
Though they look pretty, the
lakes were causing problems for
many golfers. “We have visited
the water a few times,” said Erik
Thomsen, Commercial Director
of Hans Just. “I haven’t played
since October and it’s showing in
my game.”
Though nobody spotted a crocodile, observant golfers would
have noticed other wildlife;
sleepy monitor lizards, herons

and kingfishers could all be seen
stalking the water.
Others may also have noticed
Garry Maxwell, Sales Director
for Premier Portfolio, who was
seen digging his ball out of a
sand bunker on the 18th hole.
“That ball was buried in there,”
he said. “We’re having a shocker.
I blame the rental clubs.”
The overall winner of the
competition was Mark Jordan,
Regional Manager for Campari.
He was presented with a set
of golf clubs. “I’ve never won it
before,” said Jordan. “So this is
happy days.”
Runner up was Peter Dige,
Travel Retail Director for Toms
Confectionery Group, and third
place was Olivier Faucher,
General Manager of Courrèges.

IN PARTNERSHIP WITH:

Ami Guilfoyle, SMI; Andrew Guilfoyle,
Retail Director, SMI; and Erik Thomsen,
Commercial Director, Hans Just.

The overall winner of the competition was Mark Jordan, Regional Manager for Campari,
pictured with Renaud Boisson, Managing Director of Interparfums Singapore.
Olivier Faucher,
General Manager,
Courrèges; Ariel
Gentzbourger,
Senior VP, DFS;
Herve Bouillonnec,
VP International,
Interparfums; and
Yves Laforgue, CEO
Southeast Asia,
Bollore Logistics.

Hugues Dusseaux, Executive Vice President, Dior; Elena Dusseaux, Dior;
Renaud Boisson, Managing Director, Interparfums Singapore; and Jacques
Gouallou, Managing Director, L Beauty.

John Antenorcruz, Managing Director,
Titan Imports; Giles Marks, Director Duty
Free Sales, Maui Jim; Tedson Timothy,
Key Account Manager, Titan Imports; and
Kusunoki Norifumi, VP, Blanc de Blancs.

Garry Maxwell, Sales
Director, Premier
Portfolio; Andrew
Webster, Director,
Premier Portfolio;
Jamie Goldstein,
Owner, Samez
Worldwide; and
Peter Dige, Travel
Retail Director, Toms
Confectionery Group.
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Jeremy Nasrulhaq,
Chairman, Eraman;
Zulhikam Ahmad,
GM, Eraman; Alan
Brennan, Global
Head of Sales, Nestlé
International Travel
Retail; and Paul Loo,
CEO, FNA.
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TAI CHI
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GO
WITH
THE
FLOW
The sun was gently shining
on the SkyPark at the
Marina Bay Sands Hotel
yesterday morning, where
the magic of Tai Chi came
to life.
TFWA provided a special experience for the 26 participants
yesterday morning. A unique
panoramic view across the city
and harbour was revealed in

front of the lucky guests as they
stepped out on the terrace of
the SkyPark, ready for a relaxing
lesson in Tai Chi.
“Relax and try to follow the
movements,” said Tai Chi master
Jessen Tan as he talked guests
through the moves of this
gentle sport, which originated
in martial arts and can bring
benefits for circulation and
mental wellbeing.

Master Jessen Tan showed participants the ‘Tai Chi walk’
movement and ‘spread your wings’ movement.

“Nowadays it seems as though
every part of life is stressful. Tai
Chi is a way to leave all that
behind and reconnect with
your body and breath, and you
can do it absolutely anywhere,”
he added.
The one-hour Tai Chi session
helped delegates find peace
and calm before a busy week
of business. For Tippi Butler,
Vice President of International
Sales, Erno Laszlo, it was a
welcome way to prepare for her
first experience of TFWA Asia
Pacific Exhibition & Conference.
“I’m more excited than stressed

Instructor Hans Hwee helps Marianne Jensen,
Travel Retail Sales Manager Western Europe,
Thomas Sabo, master her tai chi skills.

– really excited to meet everyone
in our industry and explore how
we can meet the needs of our
potential customers,” she said.
Master Jessen Tan, together with
instructor Hans Hwee, showed
delegates the beautiful ‘Tai Chi
walk’ movement and ‘spread
your wings’ movement. While
the guests thoroughly enjoyed
themselves, they were also physically and spiritually challenged.
“I did it once 15 years ago and

The spectacular 360-degree view
from the terrace of the SkyPark at the
Marina Bay Sands Hotel contributed to
the relaxing experience.

Francois Imbert, Purchasing Manager,
Diplomatic Supply Service, shows
impressive Tai Chi skills. “You feel powerful
when you are so high up. The 360-degree
view feels like a magic place, the same
feeling as the top of a mountain,” he said.

“Such a great way to begin the week,” enthused Priscilla Beaulieu, VP Global Marketing &
Sales Director, Millennium Fragrances. “During TFWA Asia Pacific Exhibition & Conference
I am going to enjoy myself, but also focus on the main target – business.”

Charlotte Allum, Media Consultant,
Frontier Magazine; Luke BarrasHill, Business & Finance Editor,
Frontier Magazine, and Nestor
Sanajko, Senior Manager, Global
Client Services, Advantage, together
with tai chi master Jessen Tan.

6 – TFWA DAILY

the first time I was laughing,”
commented Francois Imbert,
Purchasing Manager, Diplomatic
Supply Service. “At the beginning
it was strange, but this time I saw
it with a different perspective, the
spirit and movements came to life.
You feel powerful when you are
so high up. The 360-degree view
feels like a magic place, the same
feeling as the top of a mountain.”

WELCOME COCKTAIL
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WELCOME COCKTAIL
Last night’s Welcome Cocktail took place at the iconic Raffles Hotel. Metamorphosis,
inspired by the ancient Chinese art of paper-cutting, provided the evening’s theme,
as guests gathered to enjoy champagne, cocktails and a delicious buffet.
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WELCOME COCKTAIL

01 Queenie Lui, Travel Retail Director Asia Pacific & Greater China, Giorgio
Armani; Giorgio Lepratto, Travel Retail Manager, Coccinelle; Alessandra
Visconti, Vice-President Corporate, TFWA; Silvia Santin, Worldwide Travel
Retail Manager, Etro; and Carla Guiducci, Vice-President Marketing, TFWA.

01

02 Dan Cappell, Acting Chief Commercial Officer, Abu Dhabi Airports;
Cécile Lamotte, Marketing Director, TFWA; Donatienne de FontainesGuillaume, Managing Director Global Travel Retail, LVMH Wines & Spirits,
Moët Hennessy Europe; and Cedric Benault, General Manager Arabian Gulf
& Eastern Africa, Moët Hennessy.
03 Sarah Branquinho, Corporate Communications & External Affairs
Director, World Duty Free (a Dufry Company), and President, ETRC; and
Erik Juul-Mortensen, President, TFWA.
04 Rivoli’s Carole Lecomte, Operations Manager; Frederic Serres, Sales;
and Anais Heurtebise, Marketing and Sales Manager.
05 Erno Laszlo’s Mariae Caballero, International Sales Manager, and Tippi
Butler, VP International Sales.

06 Valrhona’s Geneviève Opraseuth, Trade
Marketing Manager; Delphine Schmitt, Marketing
BtoC; and Armandine Clayon, Product Manager.

02

07 Alexis Vincienne, Export Manager; Frederic
Chapel, Export Manager; and Renaud Boisson,
Managing Director, all Interparfums.

03
04

08 diego dalla palma’s Adele d’Angelo, Export
Trade Marketing Manager, and Gianluca Oddi,
Beauty Global Ambassador.
09 Lucia Saracino, Duty Free Sales & Marketing
Manager, Sun & Readers Division, Essilor; Jodie
Tilia, Director, JLM International; and Emma
Feildel, Mass Market Manager, Essilor.
10 Capi Global’s Hugo Hogendoorn, Sales
Manager; Fatima Elayabi, General Manager; and
Rogier Berrens, Manager of Sales Support.
11 Michael Hendriks, Owner/Director,
International Bon Ton Toys, and Thom Rankin,
Vice-President Conferences & Research, TFWA.

05

08

09

06

10
07

08

11
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CONFERENCE & WORKSHOPS
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TODAY:
CONFERENCE &
WORKSHOPS

GRANT FLEMING
Operations and Marketing Director Asia, Lagardère
Travel Retail.

The theme of today’s TFWA Asia Pacific Conference is ‘Navigating through
change’. The distinguished speaker line-up will address the various
changes influencing the industry’s progress in the Asia Pacific region,
from the macro-economic context to the shifting corporate landscape, as
well as the needs and expectations of younger travellers. Three themed,
simultaneous workshops take place after lunch.

MONDAY 9 MAY 2016

JAYA SINGH
President, Asia Pacific Travel Retail Association.

09:00-11:00, PLENARY SESSION 1:
NAVIGATING THROUGH CHANGE

11:30-13:15, PLENARY SESSION 2:
NAVIGATING THROUGH CHANGE

Main Ballroom, Marina Bay Sands Expo & Convention Centre, Level 5

Main Ballroom, Marina Bay Sands Expo & Convention Centre, Level 5

Translation available in
Mandarin and Japanese
If the Asia Pacific region remains the
growth driver of the global duty free &
travel retail industry, it is nonetheless
facing a period of intense change and
volatility. Exchange rate fluctuations,
geopolitical tensions and slower economic
progress in key markets – notably China
– are having a significant impact on the
brands and retailers who have become
accustomed to uninterrupted growth in
Asia Pacific. And it is not just the context
surrounding the industry that is changing – the way in which consumers behave
is also evolving at a rapid pace, driven
by a new generation of travellers whose
priorities are very different from those of
their parents.
This year’s TFWA Asia Pacific Conference
is themed Navigating through change, and
will explore the various changes influencing
our industry’s progress in the region, from
the macro-economic context to the shifting
corporate landscape. The event will also
look in detail at the needs and expectations
of younger travellers, to whom the industry
must adapt if it is to flourish.
In a change to the format of previous years,
the conference will feature two plenary
sessions during the morning, followed by
three themed, simultaneous workshops
after lunch. At the close of the conference
at 16:00, delegates are invited to attend an
informal networking session and enjoy the
refreshments provided.
ERIK JUUL-MORTENSEN,
PRESIDENT, TAX FREE WORLD ASSOCIATION
At a time of instability in Asia Pacific
and beyond, TFWA President Erik JuulMortensen will present the latest available
data on travel retail performance and
comment on the changes that are shaping
the industry, on a regional and global level.

JAYA SINGH, PRESIDENT, ASIA PACIFIC
TRAVEL RETAIL ASSOCIATION
As part of its mission to represent and
promote the regional industry, APTRA
plays a key role in monitoring the shifts
and trends that will have an impact on
its members. President Jaya Singh will
present APTRA’s vision of the challenges
ahead for travel retail in Asia Pacific.
KISHORE MAHBUBANI, AUTHOR,
DIPLOMAT, DEAN OF THE LEE KUAN YEW
SCHOOL OF PUBLIC POLICY
Kishore Mahbubani is one of the most
respected voices in Asia. A prolific writer
and former Singaporean ambassador to
the UN, he has a unique perspective on
Asian and global affairs, and on the role the
region can and should play on the world
stage. Prof Mahbubani will address the
current political and economic challenges
facing Asia Pacific, and the implications for
companies in the region.
MIKE WALSH, FUTURIST, AUTHOR AND
CEO OF TOMORROW
In a world subject to disruptive changes
that are forcing companies to constantly
reassess their strategies, what will
tomorrow look like for the duty free
& travel retail industry? “21st century
business designer” Mike Walsh is a global
authority on the subject of disruptive
change, and advises business leaders on
how to thrive in volatile times.

The plenary session will be moderated by
John Rimmer, Conference, Research and
Corporate Affairs Director, Tax Free World
Association.

Translation available in
Mandarin and Japanese
This session of the TFWA Asia Pacific
Conference will bring together the
leaders of three of the world’s top travel
retailers. They will give their vision
of the evolving industry landscape, of
emerging consumer and travel trends,
and how they are adapting their companies’ strategies accordingly.
During this session, delegates will hear
from the head of the world’s leading
luxury travel retailer: Philippe Schaus,
CEO of DFS Group. Amid challenging
times in Asia in particular, Schaus will
explain how the retailer is adapting to
change, and creating a platform for
durable growth.
Fresh from key contract gains in the
Middle East and Australasia, Aer Rianta

ANDREW GARDINER
Board Member, Asia Pacific
Travel Retail Association and
Chief of Retail & Launceston,
Australia Pacific Airports
(Melbourne).

11:00-11:30
BUSINESS NETWORKING WITH COFFEE

10 – TFWA DAILY

International is one of the companies
seeking to extend its footprint in the
region. The company’s CEO Jack
MacGowan will offer his vision of the
changes our industry is undergoing.
At a time of rapid expansion for
Taiwan’s leading travel retailer, Ever
Rich Corporation President Kevin
Chiang will explain how his company is
investing for the future, both on- and
off-airport.

Both morning sessions will be moderated
by John Rimmer, Conference, Research
and Corporate Affairs Director, Tax Free
World Association.

13:15-14:30
BUSINESS NETWORKING LUNCH
Marina Bay Sands Expo & Convention
Centre, Level 5

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE MONDAY 9 MAY 2016



CONFERENCE & WORKSHOPS
Visual Identity System

A6. 01
标志与英文组合形式

2016 CONFERENCE & WORKSHOPS SPONSORS

为适应不同的场合环境、工艺、材料、尺寸规

标志与英文组合形式

范、文化需要，把标志和标准字进行多种组
合，使视觉形象在不同情况下始终保持一致。

标准品牌标识使用原则（上下组合）

Platinum:

标准品牌标识为我们对外展现形象的首选，在
不受应用条件影响的前提下，要尽可能的应用
在各种媒介和环境中。

1

品牌标识横式组合使用原则
上下组合
在横向狭长空间的限制下，使用品牌标识的横
式组合能够更好的呈现我们的品牌形象，并能
扩大品牌的关注度。

品牌标识竖式组合使用原则

Conference portfolio:

Conference lanyard:
在纵向狭长空间的限制下，使用品牌标识的竖
式组合能够更好的呈现我们的品牌形象，并能
扩大品牌的关注度。

2

中免在对外传播过程中，
共有三种组合形式

横式组合

标志与英文组合规范
根据使用空间的不同共有三种组合形式。如左
图所示。
1/ 上下组合

HYUNAH AHN,

2/ 横式组合

3/ 竖式组合
Bookmark your dedicated TFWA Asia Pacific Conference
app at

Integrated Marketing
Communications Director, Hanwha
Galleria Timeworld Co. Ltd.

www.pigeonhole.at Access code: TFWAAP2016

14:30-16:00 AFTERNOON WORKSHOPS
Please note: Workshops A, B & C run simultaneously

WORKSHOP A: OFF-AIRPORT DUTY FREE: ASIA
PACIFIC’S POWERHOUSE

WORKSHOP B: TRACKING
THE MILLENNIAL
3 竖式组合
TRAVELLER

WORKSHOP C: SAFEGUARDING
OUR INDUSTRY’S FUTURE

Main Ballroom, Marina Bay Sands Expo &
Convention Centre, Level 5

Breakout Room 1, Marina Bay Sands Expo &
Convention Centre, Level 5

Breakout Room 2, Marina Bay Sands Expo &
Convention Centre, Level 5

How can our industry remain – some might say, become
– relevant to a new generation of travellers whose priorities, needs and expectations are very different to those of
their parents?
Arguably, the most profound changes facing our industry
are linked to changes in consumer behaviour, driven
by the emerging generation of “Millennials”. A clearer
understanding of the factors shaping their brand and
travel choices, along with their perceptions of traditional
retail, is essential for the duty free & travel retail industry
to prosper in the years ahead.
The ‘Tracking the Millennial traveller’ workshop will
hear the perspectives of two influential Singapore-based
bloggers and influencers, Uli Chan and Christabel Chua,
who will share their perspectives on how they and their
peers shop, travel and engage with brands. Delegates
will also hear from Grant Fleming, Operations and
Marketing Director Asia at Lagardère Travel Retail, one
of Asia Pacific’s leading operators, and from Cheryl Lim,
Associate Principal at McKinsey and co-author of the
recent report ‘Capturing the Asian Millennial Traveller’.

During volatile times, it is even more important for the
various stakeholders in the duty free & travel retail
industry to be aware of potential threats to growth. Such
threats are numerous, in Asia Pacific and worldwide;
among other issues, they concern packaging regulations,
air passenger rights, and restrictions on categories
such as liquor and tobacco. A clear understanding of the
implications of these issues, and of the action needed to
confront them, is essential for all those who wish to see
our industry develop and thrive.
In this open forum, delegates will hear from the industry
representatives who are leading the dialogue with governmental and other authorities on the issues that directly
concern duty free & travel retail. The latest industry data,
including highlights of the recent Economic Impact Study
commissioned by the Duty Free World Council, will also
be presented.
All delegates, including trade press, are encouraged to
attend a session that will address the most pressing
issues requiring action and a united front from our
industry – across all regions and product categories.
Speakers will include Sarah Branquinho, President,
European Travel Retail Confederation; Andrew
Gardiner, Board Member, Asia Pacific Travel Retail
Association and Chief of Retail & Launceston, Australia
Pacific Airports (Melbourne); Frank O’Connell,
President, Duty Free World Council; and Laurens van
den Oever, GfK Global Head Travel & Hospitality, who
will present some of the company’s latest data on the
travelling, connected consumer.

Translation available in
Mandarin and Japanese
Airport retail may remain our industry’s largest, highestprofile sector, but available data suggests that faster
growth is being registered beyond the confines of the
airport – in downtown duty free outlets, or in other
large-scale retail environments with duty free status. In
Asia Pacific in particular, ambitious off-airport projects
are underway that are redefining the scope of the travel
retail industry.
In this session, entitled ‘Off-airport duty free: Asia Pacific’s
powerhouse’, retailers active in the sector will explore and
explain some of the major retail projects in development.
The session will also look at product trends, customer
behaviour and other factors that differentiate the market
from other sectors within the industry.
Speakers will include Amos Xu, Deputy General Manager
and Investment & Procurement Director at Haikou Meilan
Airport Duty Free, leader of three ambitious off-airport
duty free projects underway on Hainan Island in China;
Hyunah Ahn, Integrated Marketing Communications
Director at Hanwha Galleria Timeworld Co. Ltd,
operator of a number of Galleria Duty Free outlets in
Korea; and Peter Mohn, Owner and CEO of m1nd-set,
author of a major recent report on downtown duty free
shoppers in Asia.

This session will be moderated by Charlotte Turner,
Managing Editor, The Travel Retail Business.

This session will be moderated by Dermot Davitt,
President, The Moodie Davitt Report.

This session will be moderated by Michael Barrett,
Executive Officer, Asia Pacific Travel Retail Association.

16:00-17:00

AFTERNOON NETWORKING SESSION WITH REFRESHMENTS

17:00

TFWA ASIA PACIFIC BAR OPENS

Foyer area, Marina Bay Sands Expo & Convention Centre, Level 5

Marina Bay Sands Expo & Convention Centre, Level 4
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Aer Rianta International CEO Jack MacGowan interviewed
by Marta Dimitrova ahead of his address to this morning’s
Plenary session 2: Navigating through change.

Asia Pacific is the biggest
market in global travel
retail and Aer Rianta
International is actively
evaluating a number of
opportunities to build on
its existing footprint within
the region.
“We are always interested in
concession opportunities with
airports with whom we have a
good cultural fit, who value a
bespoke versus mass approach,
and for whom a spirit of partnership in serving our mutual
customer is important,” says
Jack MacGowan, CEO Aer Rianta
International (ARI).
While many industry indicators,
such as passenger numbers
and overall sales, are positive,
certain underlying issues are
giving cause for concern, and
this is an area MacGowan will
address in this morning’s Plenary
session 2: Navigating through
change. “Specifically ongoing
consolidation, rising rents and
digitally savvy customers, are all
conspiring to make airport retail
a really challenging business,”
he comments.
“However, the eternal appeal of
‘vices’ and ‘vanities’, e.g. whisky,
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Jack MacGowan, CEO Aer Rianta
International: “Much of our innovation
is driven by in-depth customer research
across all our locations.”

perfume, jewellery, and chocolate
etc, and the global popularity of
air travel, will ensure that there
will be always be a place for the
travel retail industry,” MacGowan
continues. “So even though we
are very much an industry under
pressure, there are still opportunities and it is possible to grow
sales and win new business. We
are navigating these changing
times through our customercentric approach, by empowering
our people to deliver great service
and designing tailor-made shops
with a genuine sense of place.

NAVIGATING THROUGH
CHANGE WITH A
CUSTOMER-CENTRIC
APPROACH
By concentrating on these core
business drivers, we can convert
more passengers to customers
and in turn grow sales and sustain
strong commercial partnerships.”
ARI is extending its footprint
in the region with key contract
gains including Abu Dhabi and
Auckland. These contract wins
are hugely important, as they
strengthen its presence in the
region, broaden its customer
understanding, and enhance
partner relationships. “We have
enjoyed a good first nine months
trading in Auckland and are

working hard to grow the business
even further,” MacGowan
explains. “The commercial
management team at Auckland
Airport has been very supportive
and we look forward to a long
and successful partnership with
them. Abu Dhabi was a very
significant win for ARI and we
are excited at the prospect of
seeing our innovative designs,
marketing campaigns and retail
concepts brought to life at the new
Midfield Terminal. The airport
authority has also expressed
confidence that our retail offering

will impress travellers, creating a
distinctive sense of purpose and
sense of place that they will want
to experience again and again.”
ARI prides itself on a culture of
innovation, and conducts continuous consumer research to really
understand customer needs and
tailor its offering to maximise
satisfaction and revenue. “In many
ways our focus on the customer
experience defines us as a retailer
and is central to every element of
our retail strategy, from concepts
through to merchandising, design
and operations,” MacGowan adds.

INCREASING FOOTFALL
AND CONVERSION IN
DOWNTOWN DUTY FREE
Peter Mohn, Owner and CEO of m1nd-set, will address this afternoon’s
Workshop A: Off-airport duty free: Asia Pacific’s powerhouse. He will
share insights from a major recent report on downtown duty free
shoppers in Asia, and gave Ross Falconer a preview.
In the Asia Pacific region,
ambitious off-airport
projects are underway that
are redefining the scope of
the travel retail industry.
Workshop A: Off-airport duty
free: Asia Pacific’s powerhouse
will explore some of these, while
also looking at product trends,
customer behaviour and other
factors that differentiate the
market from other sectors within
the industry.
Peter Mohn, Owner and CEO of
m1nd-set, will show the significant

size of this channel based on the
most recent Generation Research
data, and then describe how the
perception of downtown duty
free shops compares with other
channels, such as airport shops
or online shopping. “I will also
highlight the main benefits for
shopping in downtown duty free, as
well as what should be improved
to increase footfall and conversion
rates,” he explains. “The presentation, which is based on a
recent representative survey of
downtown duty free shoppers,
will cover various topics, such

as the importance of ‘sense of
place’, the share of impulse
shoppers, and much more.”
Interestingly, Chinese travellers
and Millennials tend to have
the most positive perception
of downtown duty free shops
versus other shops. On the
contrary, Japanese travellers
often prefer other channels,
mainly other downtown shops or
online. “Fascinatingly, different
nationalities even have dissimilar expectations of the downtown
duty free shops,” Mohn says.
“There are also remarkable
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differences regarding the share
of impulse shoppers depending
on the purpose of the actual trip.
Around half of the travellers on a
city break/sightseeing trip shop
on impulse, whereas more than
two out of three plan to shop
in duty free downtown if they
are on a shopping tour. Also
people visiting friends and family
tend to spend much less time in
the downtown duty free shops
compared to those who are, for
example, on a beach holiday.”
Overall, the share of categories
purchased and the share of wallet

Peter Mohn, Owner and CEO of m1ndset: “The presentation, which is based
on a recent representative survey of
downtown duty free shoppers, will cover
various topics, such as the importance
of ‘sense of place’, the share of impulse
shoppers, and much more.”

is sometimes quite different.
“There is also a more positive
perception of the value for money
and the variety of products at
downtown duty free versus airport
shops, and even the possibility
of finding products suitable for
gifting receives higher ratings,”
Mohn concludes.

SENTOSA
Sentosa Island

MAMBO BEACH



SINGAPORE SWING PART Y
Sentosa for some island fun in
lar dreamscape setting. Enjoy celebrity
ANUEL STROOBANT’s exquisite

SENTOSA GATEWAY
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SOCIAL PROGRAMME

Beach, Sentosa Island

ESDAY 11 MAY - 20:00
MARINA BAY
SANDS HOTEL

AFTER
HOURS

The popular social programme at TFWA Asia Pacific Exhibition & Conference
provides unrivalled opportunities to network and relax outside business
hours. The TFWA Asia Pacific Bar opens today at 17:00, tomorrow evening’s
Chill-Out Party will be the very essence of relaxation, and Wednesday’s
Singapore Swing Party is sure to round off the week in spectacular style.

Wednesday 11 May, 20:00
Mambo Beach, Sentosa Island

FU LL MOON I S COMI N G ...
Get ready for some island fun in a spectacular
dreamscape setting at this year’s Singapore
Swing Party. Taking place on the stunning Sentosa
Island, guests can dance on the beach to a live
band and DJ. Enjoy celebrity chef Emmanuel
Stroobant’s exquisite cuisine and revel in the full
moon ambience.

TFWA ASIA
PACIFIC BAR
Monday 9 May to Wednesday 11 May
18:00-19:30 (except today, open from 17:00)
Level 4, Marina Bay Sands Expo & Convention Centre
The TFWA Asia Pacific Bar is firmly established as a
favourite onsite networking venue, and is the perfect
place to unwind with friends and colleagues after a busy
day of business. The large terrace affords a spectacular
view overlooking Marina Bay – a sight not to be missed.

Tuesday
May,
T U E10
SD
A Y 19:30
1 0 M AY 2 0 1 6 - 1 9 : 3 0
M AOriental
N D A R I Hotel
N O R I E N TA L H O T E L
Mandarin
Tuesday’s popular Chill-Out Party this year moves
to the Mandarin Oriental’s rooftop, with its stylish
pool and spectacular views over the city. Guests
can expect the drinks and music to be cool. The
poolside setting provides the ideal opportunity to
relax – be prepared for some aquatic action.
Entrance by invitation only (part of the full
delegate status)
Dress code: Casual
Shuttle service available from all major hotels

KINDLY
SPONSORED BY:

SERVICES

Entrance by invitation
only (part of the full
delegate status)
Dress code: Smart
Shuttle service available
from all major hotels

TFWA offers a comprehensive range of
services to assist visitors during TFWA Asia
Pacific Exhibition & Conference.

SHUTTLE SERVICE

INTERACTIVE DIRECTIONAL SCREENS

WELL-BEING AREA

Getting to and from the Exhibition is made easy by our shuttle buses which
call at all the official hotels.

Interactive touch screens will help you to navigate your way around the
exhibition halls.

Location: Level 1

PRESS CENTRE

BARS

Location: Basement 2

TFWA Asia Pacific Bar: Level 4
Asian Bar: Basement 2
Western Bar: Basement 2
Sushi bar: Level 1

The Press Centre provides all registered journalists with an area to unwind,
conduct interviews and source information relating to the exhibition.

INTERNET AREA
Location: Basement 2 & Level 1
The internet centre offers everyone the opportunity to get connected onsite.

WIFI SERVICE
TFWA is pleased to provide free WiFi access within the exhibition halls.

Ideally located, the bars offer several convenient onsite meeting points
during exhibition hours and serve light meals throughout the day.

BUSINESS CENTRE
Location: Basement 2
Dedicated staff will assist you with all your secretarial requirements.
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The Well-Being Area offers relaxing massages designed to help you focus
on the business ahead.

CLOAKROOM
Location: Basement 2 & Level 1
For your convenience, cloakroom facilities are available on entering the
exhibition.

TRAVEL & HOTEL DESK
Location: Basement 2
The Pacific World team will be pleased to assist you with your travel and
hotel requests, including any queries.

ONE2ONE MEETING SERVICE
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ONE2ONE MEETING SERVICE
The ONE2ONE pre-scheduled meeting service enhances the networking opportunities at TFWA Asia Pacific
Exhibition & Conference by facilitating direct contact between airports, airlines, cruise & ferry companies,
retailers and suppliers. A record 41 airports and 35 airlines are participating, and for the first time nine cruise &
ferry companies are registered and three are participating in the ONE2ONE meeting service this year.
ONE2ONE AIRLINES

MYANMAR

THAILAND

ISRAEL

• Myanmar Airways International Co Ltd

• Bangkok Airways Co Ltd
• Thai AirAsia Co Ltd

• Israel Airports Authority

BAHRAIN
• Gulf Air

PHILIPPINES

BHUTAN
• Tashi Air Ltd

• Cebu Pacific Air
• Philippine Airlines
• Philippines AirAsia Inc

CHINA

SINGAPORE

• Hainan Airlines Company Ltd

• Jetstar Asia Airways Pte Ltd
• Scoot Pte Ltd
• Silkair
• Singapore Airlines
• Tiger Airways Pte Ltd

HONG KONG
• Cathay Pacific Airways Ltd
• Hong Kong Airlines Ltd
• Hong Kong Dragon Airlines Ltd
• Hong Kong Express Airways Ltd

JAPAN
QATAR

UNITED ARAB EMIRATES
• Emirates Airline

MALAYSIA

ONE2ONE AIRPORTS

• Jet Airways

SOUTH KOREA

INDONESIA
SPAIN

• PT Indonesia AirAsia

• Air Nostrum

JAPAN
• All Nippon Airways Trading Co Ltd
• Japan Airlines Co Ltd

MALAYSIA
• AirAsia Bhd

• Malaysia Airports (NIAGA) Sdn Bhd
• Malaysia Airports Group (MAHB)

AUSTRALIA

• Air Busan
• Asiana Airlines
• Jeju Air
• Korean Air/Catering & Inflight Sales Business Division

INDIA

• Fukuoka Airport Building Co Ltd
• Hiroshima Airport Building Co Ltd
• Japan Airport Terminal Co Ltd
• Narita International Airport Corporation
• Tokyo International Air Terminal Corporation

• Qatar Airways

TAIWAN
• China Airlines Ltd
• Eva Airways Corporation
• Tigerair Taiwan
• TransAsia Airways

MONGOLIA
• MIAT Mongolian Airlines

MALDIVES

• Australia Pacific Airports Corporation Ltd
• Gold Coast Airport
• Sydney Airport Corporation Ltd

• Maldives Airport Co Ltd

QATAR
• Hamad International Airport

CHINA
• Beijing Capital Airport Commercial & Trading Co Ltd
• Beijing Capital International Airport Co Ltd
• Capital Airports Holding Company
• Guangzhou Baiyun International Airport Co Ltd
• Haikou Meilan Airport
• Hangzhou Xiaoshan International Airport Co Ltd
• Hubei Airport Group Co Ltd
• Hunan Airport Industrial Co Ltd
• Ordos Airport Administration Group Co Ltd
• Qingdao International Airport Group Co Ltd
• Shanghai Hongqiao International Airport
• Shenzhen Airport Co Ltd
• Sichuan Airport Passenger Services Co Ltd
• Xi’an Xianyang International Airport Co Ltd

SAUDI ARABIA
• King Khaled International Airport

SINGAPORE
• Changi Airport Group (Singapore) Pte Ltd

SOUTH KOREA
• Incheon International Airport Corporation
• Korea Airports Corporation

UNITED ARAB EMIRATES
• Abu Dhabi Airports Company

• Aéroports de la Côte d’Azur

ONE2ONE CRUISE & FERRY
COMPANIES

HONG KONG

HONG KONG

FRANCE

• Airport Authority Hong Kong

• Star Cruises (Hong Kong)

INDIA

MALAYSIA

• Bangalore International Airport Ltd
• GMR Hyderabad International Airport Ltd
• GMR Group
• GVK Group

• Star Cruises (Malaysia)

PHILIPPINES
• Star Cruises (Philippines)

INDONESIA

Winners announced
Celebrate with us as we recognise and reward
outstanding achievement in travel-retail in the
Asia/Pacific region
Tuesday 10 May 2016, 18:00-19:15
Begonia Ballroom
3001A-3002
Marina Bay Sands Convention Centre
18:00: Drinks reception
18:30: Awards ceremony
19:15: Ceremony closes

THIS EVENT IS

FREE
TO ATTEND

Dress code: Business attire
All exhibitors and show attendees invited
Sponsored by

• Bali Airport
• PT Angkasa Pura 1 (Persero)
• PT Angkasa Pura 2

ONE2ONE WITH:
GOLD COAST AIRPORT
Gold Coast Airport has approximately 3,000sqm
of commercial space, incorporating an integrated
domestic and international terminal. This consists
of duty free, speciality stores, and a strong food &
beverage offer. The bestselling categories in duty free
are liquor, cosmetics, Made In Australia souvenirs, and
health food products.
“In June 2016 we will commence a AUD$300 million
terminal development project aimed to completely
transform the Gold Coast Airport into a truly modern,
customer friendly facility,” explains Deborah Price,
General Manager Commercial, Gold Coast Airport.
“Stage 1, which consists of a new three-level
international building, will be completed in time for the
2018 Commonwealth Games, which are being held on
the Gold Coast. Stage 2, which will follow the Games,
will include complete renovation of the existing facility
to bring it up to the same level as the new build.”
These plans will see a 1,000sqm duty free departures
store and an additional 30 speciality and food &
beverage outlets. The additional space in the domestic
terminal will enable a 50% growth in speciality stores,

Gold Coast Airport will commence a AUD$300 million
terminal development project in June. The plans will
see a 1,000sqm duty free departures store and an
additional 30 speciality and food & beverage outlets.
which Gold Coast Airport has been unable to showcase
due to space constraints.
Commenting on the ONE2ONE meetings, Price adds:
“The last development at Gold Coast Airport was
in 2010. The ONE2ONE meeting service gives the
opportunity to promote the airport and seek new
commercial operators who would like to do business in
one of Australia’s premier leisure destinations.”
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MADE IN
VISIT US AT TFWA ASIA PACIFIC CONFERENCE AND EXHIBITION | BOOTH B14

228x331 DAILY TFWA SINGAPORE.indd 1
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THOMAS SABO, founded in 1984 by Thomas Sabo,
is one of the internationally leading providers
in the jewellery, watches and beauty segment.

ith attractively-modern and – hence, both cross-collection and
innovative product presen- pre-configured and combined set
tation, the relaunch of the sales for him and her are planned.
premium jewellery brand within
Jordi Valls, Travel Retail Director
the travel retail segment levels a of THOMAS SABO: “For us, travel
future-oriented path for the travel retail has become an extremely
retail and in-flight business field. important business segment. We
As of now, THOMAS SABO will be are therefore increasingly investing
unveiling new concepts such as self- in this sales channel and anticipate
service units and special modular strong growth in sales that will further
systems for a totally positive and underline our transformation into
efficient shopping experience. With a premium brand. Internationally,
its various presentation modules, travel retail therefore strengthens
this service-oriented concept offers our visibility and rounds off our
travel retail partners an excellent brand image perfectly.”
platform for perfectly staging popular
The lifestyle company operates on
collections such as Sterling Silver, all five continents. The list of major
Love Bridge, Charm Club, Watches cities with their own shops ranges
and Beauty products in a customised from Berlin, Stockholm, Paris,
manner. As the items of jewellery London, Toronto, Hong Kong all the
are fundamentally presented in line way through to Sydney. Globally,
with the ‘ready to wear’ principle, it THOMAS SABO also co-operates with
is inspiring and customer-friendly approximately 2,800 trade partners,
for travel retail partners at airport leading airlines, cruise operators and
destinations and in-flight partners airport destinations.
in equal measure. All target groups
will be serviced with this concept

Glam & Soul – offers irresistibly feminine
designs and always provides a splash of
elegance and glamour.

Visit us at: Level 1, Booth: T16
The new Self Service Unit by THOMAS SABO

AADFS Messe Singapur (US) Travel Retail Advertorial Classic 2-1.indd 2-3

Make memories last –
with your complimentary
engraving.

14.03.16 17:39
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FRAGRANCES FEATURE

In a rapidly evolving market, what will tomorrow look like for the
fragrances category? Amy Hanna reports on the latest trends in the
world of scent, and explores what the recent developments in the
travel retail channel mean for the different subcategories of the sector.

EMBRACING
CHANGE
While the Asia Pacific
region remains the driving
force that propels the
growth of the global travel
retail industry, like every
territory on the globe it is
facing a period of enormous
change and transformation.

brands more than familiar with
the creativity required to snare the
consumer’s attention. Here, we
explore how the fragrance sector’s
enterprising subcategories are
adapting their strategies to meet
these fresh challenges and
navigate through change.

From fluctuating rates of
economic progress in some of the
travel retail industry’s most valued
markets to geo-political developments the world over, a multitude
of factors is impacting upon retailers who have grown to expect
continued success in the region.
The behaviour of consumers, too,
is evolving, as a new generation of
independent travellers brings with
it fresh buying habits and altered
interests that the travel retail
sector must adapt to if it is able to
flourish. A thorough understanding of the implications of these
issues, and of how we can rise to
the trials that they present, is vital
for our industry to thrive.
During this chapter of intense
variation, the brands and retailers
of the ever-resourceful channel
are confronted with a particularly
important challenge. Not only
must they demonstrate durability
and sustain their current success
within a volatile market, they must
also continue to grow, expanding
their own presence in the minds
of consumers and achieving wider
development, in context of their
product categories.
Like the environment and circumstances in which it operates, the
world of fragrances is dynamic
and diverse. It transcends
consumer demographics in a way
that perhaps no other category
does, and already is accustomed
to meeting the varying needs of
its wide variety of customers, its

MAJOR BRANDS BREAK
NEW GROUND
One leading brand that has
recognised the vast depth of
opportunity that the category
presents is Shiseido. In a
strategic restructuring of its
business, it is demonstrating
its commitment to travel retail
by adapting to better meet the
needs of the travelling consumer
as “a truly global organisation
that can speak with one voice”.
“2016 is a transformational
year for the Shiseido Group in
travel retail, with the joining
of our cosmetics-led Shiseido
business with that of the
designer fragrance house
Beauté Prestige International
(BPI), a subsidiary of the Group
since 1990. The unification,
effective as of this month, will
create Shiseido Travel Retail – a
new, dedicated entity for the
global travel retail channel with
balanced strengths across all
three axes of beauty: skincare,
make-up and fragrances,”
began Philippe Lesné, President of Shiseido Travel Retail
(Basement 2 B20). “We want to
create new synergies between
our cosmetics and fragrance
businesses, and become a more
agile and efficient organisation
to better serve our consumers
and partners, speaking to them
in one voice through a coherent
global travel retail strategy.”
In a development driven by the

Group’s Vision 2020 corporate
plan to rejuvenate the company,
the move brings together BPI’s
expertise in fragrances with
Shiseido Group’s strengths in
cosmetics, enabling the sharing
of best practices and resources
to drive growth, boost retail
operational excellence and
create strong and innovative
brands. “One of our key objectives is to be a growth driver for
the beauty category in travel
retail, growing faster than the
market and to be the fastestgrowing of the top 10 global
players,” Lesné added.
With the global fragrance
market forecast to exceed US$40
billion by 2020, and Asia Pacific
and the Middle East predicted to
be the fastest-growing regions,
the time is right for Shiseido
Travel Retail to accelerate the
growth of its fragrance business,
which now makes up over 30% of
its sales in travel retail. Shiseido
Travel Retail Vice President –
Marketing, Elisabeth Jouguelet,
explained: “According to TFWA
research conducted by Counter
Intelligence Retail, the conversion rates in the perfumes &
cosmetics category are lower
than that for liquor, confectionery or tobacco, which underlines
the huge amount of untapped
potential in what is traditionally
the biggest category in travel
retail,” she said. “Lack of awareness among shoppers about
the value and exclusivity of the
products has been highlighted
as a barrier to purchase, and
given the frequency of new
launches in perfumes & cosmetics, it is therefore crucial to
communicate in a clearer way
the great value of our offers to
our customers.”
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SHISEIDO TRAVEL RETAIL WILL
SPOTLIGHT A NUMBER OF
EXCITING NEW FRAGRANCES
FROM ITS LEADING ISSEY
MIYAKE AND NARCISO
RODRIGUEZ BRANDS IN ITS
FIRST APPEARANCE AS THE
SHISEIDO GROUP’S NEWLY
CREATED ENTITY FOR THE
GLOBAL TRAVEL RETAIL
CHANNEL.

FRAGRANCES FEATURE

BENOÎT BROSSEAU, PRESIDENT
OF JEAN-CHARLES BROSSEAU:
“LIKE A CERTAIN NUMBER OF
BRANDS FROM THE NICHE
UNIVERSE, WE ARE PROPOSING
TO COME BACK TO THE
ROOTS OF PERFUMERY,
THROUGH CREATIVITY, QUALITY,
EXCELLENCE AND IDENTITY.”

Shiseido Travel Retail will be
making its first appearance as
a unified entity at TFWA Asia
Pacific Exhibition & Conference,
where it will be showcasing
Narciso Poudrée by Narciso
Rodriguez – a sensual feminine
fragrance that is “both tender
and powerful and immediately
addictive” – and Issey Miyake’s
summer fragrances for 2016.

A GREATER INTEREST IN
NICHE FRAGRANCE
It has been well noted that, all
over the world, perfume consumers’ priorities are changing,
becoming more heavily focused
on investing in high-end, more
exclusive fragrances, and selecting them over those that are
more easily available.
“Like a certain number of brands
from the niche universe, we are
proposing to come back to the
roots of perfumery, through
creativity, quality, excellence and
identity,” said Benoît Brosseau,
President of Parisian fragrance
house Jean-Charles Brosseau
(Basement 2 N02). “Preserving
the brand’s quality and sophistication remains our permanent
care, to build a lasting impression
on worldwide markets. We are
emphasising our focus on the
different age groups we are

targeting to develop our lines.”
Jean-Charles Brosseau, most
famous for its Ombre Rose scent
(now considered a “classic” of
high perfumery) and its feminine
Fleurs d’Ombre line, has renewed
the marketing presentation of its
products with new visuals that
are more eye-catching, modern
and express through their images
the scents of its creations. “JeanCharles Brosseau is always
focusing on a clientele attracted
by a mix of elegance, sophistication and understated originality,”
Brosseau said.
But while the consumer is
turning more towards niche in
fragrances in general, in travel
retail it is the responsibility
of all of the stakeholders in
the purchasing process to
recognise the potential of the
subcategory. “For the moment,
niche and selective brands are
very rarely available in the travel
retail market, we can mostly see
commercial brands of fragrances
representing the few giant groups
who are dominating this market,”
Brosseau established. “We hope
that duty free will answer the
demand for niche and selective
brands as we have seen it on local
markets. It would certainly fulfil a
lack for the consumers.”
A primary challenge presented by
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the current industry climate, he
explained, is ferocious competition. As a smaller brand, JeanCharles Brosseau faces difficulties
in preserving and delivering the
message of its uniqueness, and
in defending its identity. “We can
just hope travel retail will take
more into account the needs and
aspirations of the consumers who
aspire to have a bigger choice and
the possibility to buy fragrances
which fit their personality.”
Parfums Princesse Marina de
Bourbon, too, has stressed the
importance of brand identity as
the appeal of niche fragrances
grows, and is embracing the exciting challenges and new potential
that the developments in the
channel bring with them.
“The market is evolving, with
more complex and unpredictable
changes. We love new challenges
and adapted our resources to face
these changes,” said Antoine de
Pracomtal, President, Parfums
Princesse Marina de Bourbon
(Basement 2 B10). “People are
travelling more in Asia and in the
rest of the world, and travellers
want to discover new brands with
new design codes and creative
fragrances symbol of modern and
accessible luxury. This is a real
opportunity for our brand.”
“We are not seasonal or temporary. We develop timeless and
classic yet modern fragrances.
Our differentiated design codes
with elegant and sumptuous
perfume bottles make the
difference,” de Pracomtal stated.
“Travellers are searching for
an accessible French luxury
brand as a true alternative to
expensive luxury perfumes on
the one side, and for original
and different scents on the other
side. We want to be different,
unique through the history and
the personality of the Princess.
Thanks to the savoir faire of
the brand, Parfums Princesse
Marina de Bourbon is creating
new perfumes as symbols of
elegance and French luxury.”
Etat Libre d’Orange (Basement 2
B11) is exhibiting for the first time
this year at TFWA Asia Pacific
Exhibition & Conference, where
it is aiming to grow its presence
in the Asia Pacific region, and
in the travel retail market as
a whole. The brand is most
attracted by the inflight channel
– recognising it as the area in
which it can most easily express
its brand’s universe, and stand
out to consumers.
“The niche fragrance industry
to which we belong has proven
to be the new growing segment
of the perfume industry; travel
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retail operators need to grasp
the growing trend of a new breed
of consumers in search of more
innovation and more selectiveness
in the fragrance offer,” Olivier
Mariotti, Managing Partner,
International Markets, Etat Libre
d’Orange, said. “We’re known as
the most free spirit of the niche
perfume industry, so we try to
propose and create rather than
react or follow. We define our
clients as amateurs of fragrances,
rather than consumers; the
domestic market’s retail networks
have tried with a certain level of
success to lure them out of their
online purchasing habits or their
concept stores reclusion, and
we think it is time for the travel
industry to do the same.”
Mariotti stated that it has often
proved difficult to promote or

INCC is
introducing
the timeless
new Mercedes
Benz Man, a
sophisticated
fragrance
belonging to the
aromatic, woody,
fruity family.

Parfums Princesse Marina
de Bourbon is highlighting
the new range of Cristal
Royal fragrances in eyecatching new packaging.
The bottle is a unique
creation – a jewel of rare
beauty – while the perfume
is a floral-fresh scent with
a balance of character and
free elegance.

express the Etat Libre d’Orange
brand universe. “But we’ve been
able to manage that with well known
international domestic retailers
that have huge space management
constraints, so we’re confident we
can find similar solutions in travel
retail and propose a product but a
journey too.”
Meanwhile, INCC Group, which
is presenting Mercedes-Benz

Perfumes at TFWA Asia Pacific
Exhibition & Conference, is
working to develop iconic products
in term of design and fragrance,
“in order for the operators to
identify clearly our concept, and
bring them directly in to our brand
experience,” explained Thibaud
de Vaulchier, Vice President Sales,
INCC Group (Basement 2 J11).
Its strategy for growth in its key
Asia Pacific markets of Korea and
Japan, as well as Germany, the UK,
the US and Brazil, is to acquire new
store openings with personalised
products and bespoke gondolas
that welcome consumers into its
brand experience. At TFWA Asia
Pacific Exhibition & Conference,
INCC Group is launching the new
Mercedes Benz Man, which it
expects to represent 30% of its
turnover in the coming two years.
A luxurious composition with a
clearly defined identity, it is an
alluring, addictive perfume, with
a splendid, high-tech bottle that
is the perfect transcription of the
brand’s fundamentals.

CHILD’S PLAY
Though all subcategories in
the fragrance sector have been
presented with new opportunities,
the market for children’s products
displays particular promise, as its

Olivier Mariotti, Managing Partner, International Markets,
Etat Libre d’Orange: “We’re known as the most free spirit of
the niche perfume industry, so we try to propose and create
rather than react or follow.”

consumers’ penchant for gifting
continues to grow. And while it,
too, has obstacles to navigate,
the pioneering segment is doing
so with highly creative ideas that
present value to the customer.
“Travel retail is a sensitive
business and can only grow or
remain at the high level when
the political conditions remain
stable. Besides these parameters,
that we cannot influence, we
offer attractive products for
children and young adults at an
affordable price,” began Lutz

Natonek, General Manager, Travel
Retail Experts, presenting Air
Val International at TFWA Asia
Pacific Exhibition & Conference
(Basement 2 K6).
Natonek explained that, in the
children’s scents sector, the
trend is, and will continue to
be, gifting – either to entertain a
child travelling with the adult or to
delight a child on arrival. As such,
creating added value around a
product is very important. “In case
of the perfume for kids this could
be the packaging – for example
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perfume in a handbag or toiletry
bag that will be used afterwards,”
he said. “Product development is
key to us. We ensure that a selection of attractive products, such
as our Minions, Star Wars and
Frozen lines, are available when
the movies come out and we are
working already on the references
that will be ‘hot’ soon, such as Paw
Patrol and Masha and the Bear.”
But, though the demand for
its products is developing, the
subcategory is not without its
challenges. “Space for children’s
fragrances is always an issue.
We see trends where the already
tightly dimensioned space for
toys is further reduced, and it
requires a lot of convincing to
safeguard our position,” Natonek

stressed. “Children represent a
pretty large market and to date
they have been underserved. The
potential is exciting if more retailers would think outside the usual
fragrance/cosmetic/fashion/
liquor boxes. However, there
are positive signs and we see
good growth in South European
markets and in Asia.”
Apple Beauty is also seeing
promising growth in the Asia
Pacific region. This year in the
Asian market many countries
were opened up to the company’s
Petite Beauté brand of playful
fragrances for young girls and
boys, including South Korea,
Indonesia and Taiwan.
Antonio Lemma, Sales and
Marketing Director, Apple Beauty

Lutz Natonek, General Manager,
Travel Retail Experts: “Air Val
products thrive on their uniqueness
and the fact that they are not
available on the local market.”
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design in almost every country in the world,
shaping the products design concept into
branding, instead of just banking on a label.”

REGIONAL SPECIALITIES

Apple Beauty is introducing Petit Beauté’s innovative new
design concept – fragrance gift sets nestled in appealing
tins shaped like train wagons and locomotives, complete
with wheels and real functionality.

(Basement 2 B2), said that, while other
markets may be “saturated” in the current
duty free climate, the Asia Pacific region
continues to present auspicious opportunities for the brand, and is the leader of its
sales growth.
“Today, all is more focused on gift
packages rather than discount from local
market prices,” Lemma explained. “This is
due to the fact that prices now on the local
market are often even lower than in duty
free and so the offer to the travellers must
be more into gifting, to make travel retail
shopping interesting.”
In response to this trend, Apple Beauty is
creating enticing, vibrant products with
special packaging for travel retail, including specially designed gift sets that meet

the needs of today’s young consumer. At
TFWA Asia Pacific Exhibition & Conference
it is introducing Petit Beauté’s innovative
new design concept – fragrance gift sets
nestled in appealing tins shaped like train
wagons and locomotives, complete with
wheels and real functionality. “This will
be the most interesting concept made on
the children fragrance business,” Lemma
commented. “We are certain it will be the
first milestone of success in this category.”
“Our products are the best in quality and
creative design in the industry,” he continued.
“We are pioneering a new way to market
children’s fragrances and bath and body
products, with a global approach rather than
local. We achieved a licensing agreement that
grants us the right to sell the same product

ASIA PACIFIC IN PORTABLE FORMAT
USE OUR WEB APP TO ACCESS INFORMATION
ABOUT TFWA ASIA PACIFIC EXHIBITION & CONFERENCE
ON YOUR SMARTPHONE OR TABLET

2016 is proving to be a key time for the
development of French fragrance and body
care creator Les Senteurs Gourmandes,
which is this year honing strategies focused
on the export and travel retail markets. “Let’s
not forget that every travel retail customer is
a link to the foreign markets. Our presence
on the duty free market is definitely a
means to increase our brand knowledge
and popularity abroad, and boost our export
business,” explained Regis Lelong, CEO
Les Senteurs Gourmandes (Level 1 Q24).
“Customers from travel retail markets are
very specific and their needs are different
from the other retail markets. Shopping
is part of their experience when they are
travelling. They want to discover something
new, at a good price, and also bring some of
their purchases back as souvenirs.”
Les Senteurs Gourmandes’s is a unique
range of fragrances, created in 2000. Entirely
made in France, the brand’s products are
inspired by the emblematic and rich heritage
of southwest France, and are designed around
four olfactory spheres – the orchard, traditional
vanillas, childhood memories and travel diary.
“Our claim, ‘Pure extract of authenticity’, refers
to the brand’s unique DNA: regionality, naturality, tradition,” Lelong said. “Supported by this
strong positioning and an attractive price point,
Les Senteurs Gourmandes takes the customer
on a journey he or she will not forget.”
Exhibiting for the first time at TFWA Asia
Pacific Exhibition & Conference this year, Les
Senteurs Gourmandes is launching two new
eaux de parfum: Café Tonka, a warm and
spicy fragrance, and Amande Fleurie, floral
and sweet. “We are also enlarging the body
care range with new bar soaps and body oils.
Altogether, a great way to treat yourself!”
Also experiencing international success with
a highly regional product proposition, The
Spirit of Dubai (Level 1 N23) has tantalised
The Spirit of Dubai’s luxury fragrances
embody the values of Dubai in its finest
splendour. The perfumes are rich and
captivating, sultry and vivid, and take
the wearer on an olfactory tour of Dubai.

Our web app is accessible on any mobile OS via your browser.

Exhibiting for the first time at TFWA Asia
Pacific Exhibition & Conference this year, Les
Senteurs Gourmandes is launching the new
Café Tonka, a warm and spicy fragrance.

consumers, capturing hearts and winning it
thousands of loyal patrons worldwide. Exhibiting for the first time in Singapore this year, The
Spirit of Dubai is showcasing Dubai Fakhama
(meaning luxury) and Dubai Majalis (gathering
place) – two indulgent new perfume creations.
Dubai Fakhama is enclosed in a bejewelled
flacon symbolic of opulence and grandiosity, while Dubai Majalis comes in a flacon
with lush Persian rugs depicted on it. These
new additions to The Spirit of Dubai’s scent
collection are in sync with their five predecessors: Dubai Abraj (skyline), Dubai Rimal
(desert dunes), Dubai Bahar (ocean waves),
Dubai Meydan (sports arena) and Dubai Oud
(Agarwood), each available in 50ml and 100ml
bottles. Also being highlighted, the Royal Gift
Set is a collection of the complete range of
perfumes – a scent-lover’s must-have. In a
nutshell, the brand says, The Spirit of Dubai is
the fragrance of the soul of Dubai.
As can be seen in the wide variety of enterprising propositions and innovative concepts,
the strength of the fragrance category lies in
its diversity and ingenuity, its ambition and
perseverance. During an unpredictable time
for us all, it will be these qualities that ensure
the success of the sector, and its brands.

Learn more about the fragrances innovations being presented at
TFWA Asia Pacific Exhibition & Conference by visiting the TFWA
Product Showcase (www.tfwaproductshowcase.com).

Scan this code to visit the TFWA Product Showcase
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Every category in the
travel retail industry
has felt the intensifying
pressure of dramatic
international social,
economic and political
development in
recent months.
An industry that traverses global
boundaries so completely is
bound to be affected by such
tensions, but the impact brings
with it renewed potential as well
as new challenges. The seismic
disruptions that the market must
weather are giving way to new
channels of opportunity that are
ready to be tapped by the companies that are resourceful, inventive and savvy enough to embrace
and move with change. In the
cosmetics and skincare category,
new consumers, a growing
audience and advancements in
product development mean that
today the market is anybody’s
game, with every brand – be
they young or well established
in the sector – able to play. And
in the Asia Pacific region, where
the prize is the industry’s most
desired consumer, brands are
playing to win.
“Travel retail is a channel that is
particularly sensitive to external
influences, all of which have
an impact on consumer behaviour and spending within the
channel,” begins Sarah Lynch,
Marketing & Alliance Director,
Wellington Global (Basement 2
G02). Lynch explains that now,
more than ever before, critical
factors are weighing on the travel
retail industry that – be their
impact adverse or advantageous
– operators, retailers and brands
have very little control over.
Over the past year governmental
and legislative developments,
such as the changing landscape
of the duty free sector in South
Korea, for example, have begun
to shape the travel retail industry
in the Asia Pacific region, while
the effect of regional political
instability and social factors,
like the increasing importance
of the millennial consumer, are
also contributing significantly
to changes within the market.
Technological discovery also
continues to affect the industry.
“This will result in a larger travel
retail audience, but perhaps of
a different spending power, and
this audience needs to be catered
for,” Lynch says. “As a brand that
serves the travel retail industry,
we need to be able to react
quickly to these ever-changing
external conditions. We have
responded to these, amongst
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WHO
DARES
WINS

As social, economic and
political developments
bring with them both new
challenges and fresh
potential, Amy Hanna
explores the ways in which
the cosmetics and skincare
category’s most enterprising
brands are seizing
the opportunities that
today’s expanding global
marketplace presents.

BeeBio’s new Nectar range, with its
powerful ingredients to reduce wrinkles,
puffiness and sagging, leaves skin
nourished and enhances skin cell renewal
by as much as 80%.

other changes, with investment in
our product offering and marketing. From a product standpoint
we have strived to offer new
exciting products that allow us to
satisfy different price and style
requirements in different regions,
therefore catering in turn to this
newer generation of consumers.”

COMPETITION GROWS
Long recognised for its pioneering
propositions, the dermatology
and skincare expert Erno Laszlo
(Basement 2 D2) is responding to
the recent developments in the
travel retail sector by adapting its
durable and already successful
strategy. “There will always be

increasing competition and it’s
harder than ever to stand out from
the crowd,” establishes Charles
Denton, Executive Chairman,
Erno Laszlo. “We try to localise
our marketing and storytelling as
much as we can. Brands need to
adapt and evolve to be perceived
as relevant in local markets. Our
products reach a global market
and we adapt the story to that
market so they are perceived as
relevant. We see this as our point
of difference and a must-do strategy to continue to grow globally.”
In an exciting move for Erno
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Laszlo that demonstrates its
commitment to the international
market, it is this year launching
an entirely new range of bespoke
cleansing products for global
customers. “We just completed a
brand reposition and packaging
update that included a change
in our strategy. We will focus
our skincare range around eight
global concerns that start with
cleansing,” Denton explains. “We
have always believed that the first
step in anti-aging is washing your
face. We have a very iconic product,
our Black Sea Mud Soap, which

is still a best seller today. This
helped us identify the white space
in the prestige market and take
a stronger position in cleansing
and our best-selling facial bars
and oils. Our fall launch will
introduce four cleansing collections: sensitive, firming, hydrating and detoxifying.”

REGIONS FULL OF
POTENTIAL
For the year ahead, Asia Pacific
is forecast to remain the largest
and fastest-growing region in terms
of travel retail sales, and will drive

COSMETICS FEATURE
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Erno Laszlo is launching its travel
retail exclusive White Marble
treatment bar and Radiance
Emulsion duo set. Working
together as a whitening ritual, they
solve hyperpigmentation and leave
a radiant glow.

In its Dermo Corrective
solution, SLA Paris is
pioneering its “unidose”
concept – practical,
effective and hygienic
conditioning in a
multi-coverage formula
for custom-made
correction.

the prosperity of the cosmetics and
skincare category exponentially.
Despite the shifting economic
environment in the region, Chinese
customers continue to lead the
pack in terms of luxury goods spend
internationally, while the many
developing tourist destinations in
Asia Pacific will prove fundamental
to the sector’s further expansion.
The introduction of BeeBio (the
Manuka honey skincare specialist
being showcased by Wellington
Global at TFWA Asia Pacific Exhibition & Conference) to travel retail
has been a successful one to date,
with products being launched on
airlines such as Singapore Airlines,
Cathay Pacific and Hong Kong
Airlines. This year sees a further
positive step for the brand, with
the establishment of an exclusive
partnership with China’s Tong Ren
Tang International Ltd. “The lucrative markets are those in the Asia
Pacific region where consumers
are looking more towards global

brands and as markets open the
influx of international brands
into Asia will increase,” Lynch
comments.
For SLA Paris (Basement 2
E22), the cosmetics collection by
fashion and film make-up artist
Serge Louis Alvarez, conquering
new markets is a key objective.
The Middle East and Eastern
Europe markets are proving very
promising and hold many opportunities for the firm. “In travel
retail, we have the ambition to
extend the brand in Asia, in order
to become major in this continent
where consumers are always
looking for the latest make-up,
either in terms of colour, texture
or formulas,” says Olivia Voisin,
SLA Paris’s Export Manager. “With
our wide range of make-up, we
can offer products both for every
consumer around the world and
for every skin type.”
NEBU Milano (Level 1 N15),

NEBU Milano is creating top luxury packaging and setting
new standards in shape and design with its triple-plated
24-carat gold and platinum products, which have vitamin and
antioxidant-enriched formulas.

meanwhile, is a relatively young
brand in travel retail, and is this
year exhibiting for the first time
at TFWA Asia Pacific Exhibition &
Conference. As a luxury make-up
company representing the “haute
couture of cosmetics”, it has
found that economic, social and
geographical developments have
become “a significant part of our
strength as well as our strategy”,
creating powerful demand for
luxurious products in many
markets globally. All of NEBU
Milano’s products are packaged
in triple-plated 24-carat gold and
platinum, and feature Swarovski
crystal elements. They have
chemical-free formulas enriched
with antioxidants, vitamins E and
A, jojoba and Coconut oil, and are
free of animal fats and paraben.
“All of these powerful ingredients,
from the inside out, provide the
essence of superiority, glamour
and prestige to the consumer.
Because of these very powerful combined elements, NEBU
provides a huge, growing demand
in various markets globally.”
Groupe Panther (Basement
2 J13), too, has recognised
significant potential in the travel
retail channel, especially in
Russia, where its brand INSTITUT
ARNAUD is already well established. “In Asia, we rely on TFWA
Asia Pacific Exhibition & Conference, where we are exhibiting for
the first time, to start travel retail
for both of our brands – COTTAGE
and INSTITUT ARNAUD,” said
Sonya Roblin, International
Sales Director, Groupe Panther.
“This year, INSTITUT ARNAUD
is launching a brand new range
of sun care products named
COPABAIA which is very innovative
in terms of packaging, formulae
and customer education in order
to afford technology, efficiency
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and of course, the most important
– customers’ safety.”

ADAPTING TO CHANGE
These external influences in the
Asia Pacific region and across
the globe are causing brands
to reassess their strategies in
reaction to the impact upon the
developing market. “Evidently
there are major stimuli from big
travelling populations such as
China and Russia and we have to
take into account their product
preferences, or habits and find
a way of having a share in these
particular travelling movements,”
says Marie-Clothilde Brulé,
Senior Vice President of International Sales, Iluminage Beauty
(Basement 2 B16). “Passenger
profiles are also evolving, we are
talking to global, multicultural
travellers of all ages. Luxurious items are still very much in
demand, but so is breakthrough

hi-tech, ready-to-use, and
immediate problem solvers.”
In response to the evolving needs of its consumers,
Iluminage Beauty, a first-time
exhibitor at TFWA Asia Pacific
Exhibition & Conference, has
been developing a brand new
sub-category – its Iluminage
Beauty Intelligent textiles range,
with infused copper technology.
“China and Korea are our best
customers for now,” Brulé says.
“We are ‘intelligently modelling’
that category by expanding the
assortment and promoting it
through various medium.” As
part of its Intelligent textiles line,
Iluminage Beauty is introducing
its skin-rejuvenating gloves and
socks at TFWA Asia Pacific Exhibition & Conference. “With patented
copper technology, they address
the needs of aging hands, improving texture, brown spots, discoloration and restoring moisture.”

A primary focus for Groupe Panther is the further development
of the inflight presence of its COTTAGE and INSTITUT ARNAUD
brands – particularly in Asia and Russia.
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Empro Lip Care helps to radiate
beauty through natural colours
generated from the moisture
of your lips. Its High Dense Oil
Capture System stabilises oils in
your body providing great adhesion
of moisture on the lip.

Part of the extension of its Iluminage Intelligent textiles line,
Iluminage Beauty is introducing its Skin Rejuvenating gloves
and socks, with patented Copper technology.

For a brand to sustain a foothold
in the changeable market, it
must be able to recognise the
right ways of capitalising on its
potential. “NEBU Milano has
various objectives, but the one
thing that has really assisted in
our success to date, is to go slowly
and reach out and touch, target
each individual market carefully,
paying extreme attention to detail
and give our future client our full
attention,” explained Tamara Gee,
the face, ambassador, co-creator
and co-founder of the brand. After
launching less then three years
ago in Italy, NEBU Milano is now
becoming available in the world’s
top locations, this year, launching
in 30 new countries.

WHO IS TODAY’S
CONSUMER?
While the unmatched requirements of the travel retail
consumer form the backbone of
the prosperous channel, they also
bring with them a specialised set
of circumstances in which brands
must operate. As the market
evolves, the companies that will
thrive are those that can meet the

RIVOLI’s newest product, Les
Mains Crème Régénérante,
will be exclusively launched
in Singapore – a unique
all-in-one restorative hand
cream that fights ageing,
dark spots, wrinkles, skin
dullness and dryness.

needs of the consumer of today.
NEBU Milano reports a significant
rise in a demographic that is
seeking supreme quality products,
not only from a technical standpoint, but that are equally good
for the skin, perform well and are
multi-use. SLA Paris, meanwhile,
has noticed that more and more
of its customers feel the need to
identify themselves with a brand,
an image, or an ideal – a tendency
which is seeing numerous brands
open their own boutiques in duty
free areas, in order to have their
own exclusive points of sale. “This
is exactly what SLA Paris is doing
with its partnerships abroad – the
opening of concept stores enables
our brand to express itself and
present the SLA’s universe,”
Voisin says. “We want to focus
on the interaction between the
brand and the customers – our
brand SLA Paris has to provide a
unique experience to its clients
from the moment they enter our
shops.”
Empro cosmetics has always
emphasised creativity – a value
at the crux of its brand development, which has seen many years
of research go into the production
of many unique products that
suit the different age groups and
consumer profiles. Particularly
well-suited to this new breed of
customer, the Empro Triangular
Brow Pencil, which uses natural
ingredients to draw perfect

eyebrows in three simple steps,
has been well received all over
the world.
“Trends are constantly moving,”
says Eugene Tan, Sales & Marketing Director, Empro (Level 1 T12).
“Empro believes that both fashion
and arts are all about creativity.
We always challenge ourselves
by thinking out of box in order
to create products suited to all
age groups. We are aggressively
expanding our Brow Bar concept
at international airports, where
consumers can opt for a semipermanent make-up while waiting
for their flight.”

AN INDUSTRY CONSTANT
Despite the volatility of the
market’s surroundings and the
rapid pace of change, one facet of
the travel retail channel remains
unwavering – the need to innovate,
a requirement that will always
drive our industry. BeeBio’s inventive solutions centre around ingredients that are scientifically proven
as highly bio-active, meaning they
produce an active effect on skin
tissue, providing consumers with
the natural yet measurable results
that they are looking for. At TFWA
Asia Pacific Exhibition & Conference, BeeBio will be highlighting
the new Nectar range, which with
powerful ingredients reduces
fine lines, wrinkles, puffiness
and sagging, leaving beautifully
nourished skin and enhancing skin
cell renewal by as much as 80%. “I
think that consumers are more and
more turning to natural, organic
products in everything from food
to skincare and as this increases,
I see that those brands that rely
solely on chemical ingredients
will face challenges in the future,”
Lynch said.
RIVOLI’s (Level 1 Q23) fresh
concepts, meanwhile, offer the
luxury of personalised, intelligent skin care to the travel
retail market. By feeding skin
with nourishing elements that it
intelligently converts into natural
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biological actives, RIVOLI’s
ASP technology compensates for
skin damage induced by ageing,
exposure to UV and hormonal
changes. Beneficial for all types
of skin, the technology in RIVOLI
products is tailored to the specific
needs of your skin and its natural
biological changes. “As a new
brand, to be successful we have
to propose new solutions that are
complementary to customers’
daily routine, so that they do not
change their skincare habits.
Indeed women are very faithful
to their skincare brand, hence
our strategy,” Anaïs Heurtebise,
RIVOLI’s Marketing and Sales
Manager, comments. This year
at TFWA Asia Pacific Exhibition &
Conference, RIVOLI is highlighting
an all-in-one hand cream to fight
skin-ageing and the appearance of
dark spots.
Timeless Truth (Level 1 Q7),
meanwhile, is bringing its innovatory facial sheet beauty masks,
rich in active ingredients, to TFWA
Asia Pacific Exhibition & Conference for the first time this year. “It
is important to continue bringing
technological innovations into
the beauty world, not in a blunt
way,” explains Dr John Lee,
CEO Timeless Truth. “We pride
ourselves as an innovative facial
sheet mask brand, but the concept
of using facial sheet masks as
a skincare is still relatively new
to most countries. The major
challenge we face right now is to
change the skincare habit of the
consumer; it simply takes time to
convince the consumer.”
It is the global movement towards
personalisation, meanwhile, which
continues to drive innovation at

Erno Laszlo. The brand’s adaptive
strategy involves attracting new
customers by personalising the
skincare ritual. “Each customer
needs a bespoke ritual for the
best results. Bespoke cleansing
has been deeply rooted in our
brand, and now we can innovate
in a category where we’ve been
the leader, while introducing new,
modern formulas to the modern
woman,” Denton concludes. “We
have always believed that each
customer is unique, with unique
skincare concerns, and for us to
really drive this message into our
product collections, there is no
time like the present.”

Timeless Truth’s is a specially
tailored collection of facial
sheet beauty masks, targeting
travellers who need quick
treatments on the go. The
formulations target all skin types,
accounting for the variations in
different climate regions.

Learn more about the cosmetics innovations
being presented at TFWA Asia Pacific Exhibition &
Conference by visiting the TFWA Product Showcase
(www.tfwaproductshowcase.com).

Scan this code to visit the TFWA
Product Showcase
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MAKING THEIR
SINGAPORE DEBUT

01

TFWA Asia Pacific Exhibition & Conference continues its
exponential growth. The 310 companies exhibiting this year sets a
new record, and the exhibition itself has been expanded to cover
9,800sqm of floor space. Indeed, around a quarter of exhibitors
are participating for the first time or returning after an absence.
Here, we profile a selection of the fresh faces in Singapore. Further
instalments of our focus on new & returning exhibitors will follow
in subsequent issues of the TFWA Daily.

ILUMINAGE BEAUTY 01

CHOPIN VODKA 02

BASEMENT 2 B16

BASEMENT 2 C02

WHO ARE YOU?

WHY EXHIBIT NOW?

Iluminage Beauty Inc is
a joint venture between
Unilever Ventures and
Syneron Medical. As
architects of high-tech,
groundbreaking treatments, textiles and
devices, the company’s
portfolio of products is
based upon clinically
proven technologies
derived from professional medical and
aesthetic treatments,
enabling consumers to
achieve professional
results at home.

We are now stepping into
the travel retail business
as we have proved that
many of our products
have been successful in
various domestic markets,
and it is a logical step to
expand in new channels of
distribution.

WHO BUYS YOUR
PRODUCTS?
Our customers are
conscious of their
beauty and are techsavvy. They are seeking
the comfort of “eternal
youth” using beauty
products.

WHAT ARE YOUR
OBJECTIVES?
We are presenting new
product categories that
are unique to our brand
with proprietary technologies. We want to meet with
the top decision-makers in
the travel retail industry,
including airlines and
airports, and share our
wish to partner with them.

WHAT IS YOUR UNIQUE
SELLING POINT (USP)?
As part of the extension of our Iluminage

Intelligent textiles lines,
we are introducing our
Skin Rejuvenating gloves
and socks. The patented
copper technology
addresses the needs of
aging hands, improving
texture, brown spots,
and discoloration, while
restoring moisture. The
same applies for the
feet, while in addition the
technology addresses
cracked, chapped heels –
and all this in as little as
four weeks.
Our Mē line offers a hightech anti-blemish/breakouts device called Clear,
which is proven to clear
skin in just 24 hours with
blue light treatment. It
is a great product for the
young generation. We
are presenting them in
Singapore for the first
time.

WHO ARE YOU?
Chopin Vodka is a collection of small-batch, singleingredient vodkas owned
by the Dorda family. Every
bottle of Chopin is crafted
at our family’s distillery
under the watchful eye of
Master Distiller Waldemar
Durakiewicz.
We take a unique approach
to the way we make
our spirits. Quality and
innovation are the values
that define Chopin Vodka,
and we are driven by a
mission to change the way
that vodka is perceived
throughout the world.

WHO BUYS YOUR
PRODUCTS?
We produce Chopin Vodka
for vodka connoisseurs,
but also for anyone who
wants to learn more about
this very misunderstood
category. Our products

are meant to be savoured
and appreciated for their
unique flavour profiles, so
we recommend that they be
sipped at room temperature, just like a fine whisky.

WHY EXHIBIT NOW?
We are exhibiting at
TFWA Asia Pacific
Exhibition & Conference
because we would like
to gain a better foothold
in the Asian market.
Our products are still
somewhat unknown
here, but we think that
our brand has many
characteristics that will
be appealing to shoppers
in this part of the world.
After participating in
this show, we hope to
introduce our portfolio to
the millions of travellers
who pass through Asian
airports each year.

WHAT ARE YOUR
OBJECTIVES?
To present our superb
portfolio of products to
distributors who are interested in bringing Chopin
Vodka to new destinations.
We look forward to meeting
potential business partners.

WHAT IS YOUR USP?
Our unique approach to
vodka is what sets us apart.
We set out to prove just how
distinctive vodka can be
by producing three singleingredient vodkas – potato,
rye and wheat. We are the
only brand in the world
that produces multiple
varietals of vodka distilled
from different ingredients.
We are set apart from other
vodka brands not only by
our unique philosophy,
but also because we do
not produce any artificially
flavoured vodka.
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EMPRO 03

RICOLA 04

LEVEL 1 T12

BASEMENT 2 H6

WHO ARE YOU?
Empro is a well-known
Malaysian cosmetics
brand, founded by Prof. Dr.
CocoAlex Yeoh, conferred
by Buckingham College of
Arts and Science, UK. He
has developed an innovative technology, which
has helped women across
the world to achieve a
pain-free pair of perfect
eyebrows in the shortest
possible time. Besides,
our products are developed with the best quality,
with an emphasis on
value-for-money, natural
ingredients and state-ofthe-art technology.

WHO BUYS YOUR
PRODUCTS?
Empro has extensive
experience in expanding
to worldwide distribution networks in over
30 countries with more

than 100 distributors
and partners, including
inflight. Its presence is to
aid every woman and man
to rediscover their beauty
through the technique of
face art. We strive to build
the beauty brand foremost
in the minds of our
customers and develop
long-term relationships
with them.

WHAT ARE YOUR
OBJECTIVES?
We would like to expand
our global travel retail
presence, as well as to
build a global brand that
is committed to enhancing the natural beauty of
women and men, by always
providing the best products
and services worldwide.

WHAT IS YOUR USP?
WHY EXHIBIT NOW?
This will be the perfect
avenue for us to meet,
exchange ideas and
knowledge, establish
market linkages,
collaborate and agree
on mutually beneficial
partnerships, with the
aim to increase our
visibility and deliver
main brand core value
to consumers through
travel retail.

Empro’s products, which
are made from natural
ingredients, are popular
and well-known among
discerning consumers
for their quality and
uniqueness. Our lines
of products have won
numerous awards. One
of the best creative brow
pencils has been voted
and awarded consecutively in Harpers Bazaar’s
Best Beauty Awards.

WHO ARE YOU?
Ricola Ltd is one of the
most modern and innovative manufacturers of
herb drops in the world.
Ricola exports more than
40 different ranges of herb
drops and teas to over 50
countries. The family-run
company has its headquarters in Laufen, near Basel,
Switzerland. Subsidiary
companies are located in
Italy, the UK, Asia and the
US. Founded in 1930 by Emil
Richterich, the company is
still under family ownership.
Executive Board President
and third generation family
member Felix Richterich
directs the fortunes of the
company today.

WHO BUYS YOUR
PRODUCTS?
Contrary to many of the
players in the sugar confectionery subcategory, our

primary target is not children
and the main purchase
driver is not gifting. Based on
research we have conducted
recently, we understand that
our main customers are
adults who purchase Ricola
for personal use, either
during the trip or when they
are back home.

WHAT ARE YOUR
OBJECTIVES?
As mentioned above, we
still have a very weak
foothold in the Asian travel
retail industry and we hope
that the exhibition can help
us to change this. So it’s
basically exposure, listing
discussions, and meeting
existing partners.

WHY EXHIBIT NOW?
Historically, the main focus
of Ricola in travel retail was
Europe. However, in view of
our successful performance
in many domestic markets
across Asia we believe
that there is a substantial
opportunity for us in the
travel retail channel in Asia.
Therefore, we decided to
exhibit for the first time in
Singapore in order to both
meet our existing partners
in Asia and have the
opportunity to speak to new
potential partners.

WHAT IS YOUR USP?
We like to believe that in
the sugar confectionery
subcategory we have quite
a unique position with
our Swiss Herb Drops, for
which we use only high
quality basic ingredients, in
particular the herbs, which
are cultivated in the Swiss
mountains using natural
farming methods. There is
no direct competitor as such
with the same, or a similar,
proposition.

Visit us at
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EXPERIENCE
& EVOLUTION

AUSTRALIAN
PEARLS
Following a very successful first visit to TFWA
Asia Pacific Exhibition
& Conference last year,
this year Kailis Australian
Pearls is presenting its
new travel retail designs
and iconic pearl jewellery
collection at a specially
built stand.
Exclusive to travel retail
until August 2016, the
Ballerina suite is inspired
by the grace and elegance
of prima ballerinas, and
features an intricate
collection of diamonds
arranged delicately around
a single South Sea pearl.
“As Kailis is the only luxury
pearl jewellery brand in
the travel retail market

to use 100% untreated
Australian South Sea
Pearls, we have a fantastic
opportunity for growth
and recognition in the Asia
Pacific region,” says Mark
Majzner, General Manager
of Kailis Australian Pearls.
Kailis Jewellery is available at three dedicated
retail boutiques in Western
Australia and at a prestigious network of luxury
stockists across Australia.
In addition, Kailis Australian Pearls are now available internationally in
retailers across Fiji, New
Zealand and Bali at certain
travel retail locations.
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the increasing number of
Asian and international
travellers in the region.
Imperial is highlighting its
global brands Gauloises
and Lambert & Butler,
but the main focus lies
on its key growth brand
for the Asia Pacific
region, Davidoff, which is
extremely popular with
Chinese, Taiwanese and
Japanese consumers.
The brands are being
displayed on a new
futuristic stand, made of

materials such as beton,
copper and bamboo, in
line with its continued
theme of “Experience
& Evolution”. “Our new
stand design helps us to
communicate our huge
experience and knowledge
of both tobacco and
the global travel retail
industry to our customers,” says Jennifer Cords,
Corporate Affairs Global
Duty Free.

Imperial Tobacco is
presenting its travel
retail portfolio and
concepts to Asia Pacific
buyers at this year’s
TFWA Asia Pacific Exhibition & Conference.
Asia is of significant

importance to Imperial
Tobacco, and has been
highlighted as a growth
area for the company.
The Asia duty free
environment provides
a unique opportunity to
touch and engage with

Protégé International
is exhibiting the classic
American beer Route 66
during this year’s TFWA
Asia Pacific Exhibition &
Conference.
Route 66, a unique
phenomenon, captures
the spirit of the time; a
spirit that lives on today.
Route 66 IPA Lager
Blend, invites you to
rediscover the freedom of
the open road.
This classic American beer
traces its recipe back to the
era of bold, full flavoured
beer that dominated the US
heartland in the mid-20th

REDISCOVER FREEDOM
century. Its unique
and therefore
sessionable IPA/
Lager blend delivers
a bold complex
bitterness due
to premium
hops from the
Pacific North
West, particularly cascade.
The beer is a
deep, golden

ULTIMATE
ANTI-AGEING
SKINCARE
Timeless Truth is introducing its star product at
TFWA Asia Pacific Exhibition & Conference – TT Bio
Cellulose Bee Venom +
Royal Jelly Miracle Mask.
The product won in the
Best New Anti-ageing

Product category at the
Pure Beauty Awards 2015.
Bio-Cellulose Masks are
described as the ultimate
creation in the stateof-the-art anti-ageing
skincare. Bio-Cellulose
contains fibres that are

highly compatible with
the human body and can
deeply penetrate through

COMPELLING
OFFERS
With the demand for
exceptional Scotch malt
whisky in Asia Pacific
continuing to rise, William
Grant & Sons is focusing
on two recent additions
to its portfolio: Glenfiddich 21 year old in its
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new stand out packaging,
and Balvenie 21 year old
Madeira Cask.
Also high on the agenda
are the recently launched
House of Hazelwood,
and Grant’s Elementary
collections.
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amber with a medium white
head. It has the aroma of
rich malt, fruity, honey and
sweet caramel. Route 66
is a highly drinkable beer
with a broader malt flavour
and a subtle sweetness
thanks to a unique blend of
American malts, including
caramel nuts.
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the inner layers of the
skin, while allowing the
skin to breathe.
Bee venom has long been
used in ancient medicine
– nature’s alternative to
Botox, which stimulates
the body’s production of
collagen and elastin to
smooth, lift and tighten
the skin. The venom also
contains a compound
called melittin, which has
been shown to have antiinflammatory properties.

Level 1 Q7
Glenfiddich 21YO has
been refreshed with new
upscale packaging and
strong shelf stand out,
making it ideal for passengers looking for a luxury
gift on a budget, or whisky
enthusiasts.
From The Balvenie comes
the new global travel retail
exclusive 21 YO Madeira
Cask.
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NEW PRODUCTS

SOMETHING FOR
EVERYBODY
Premier Portfolio International is presenting
several new products
at TFWA Asia Pacific
Exhibition & Conference.
The 12 in 1 aviation
model set from Engino
allows children aged
6+ to build 12 different
models from the same

parts, one at a time. The
snap-fit components
of the patented Engino
system will provide
many hours of fun and
play, while also enhancing creativity and imagination. The product is
accompanied by a free
app to view the models

in 3D, rotate, zoom and
explode, familiarising
children with the latest
CAD technology.
Also on display is You
Joue single lipgloss
– the perfect travelling companion for
all women on the go.
The lipgloss contains

LOVE
IS ON
Revlon is bringing its
top US sellers to TFWA
Asia Pacific Exhibition
& Conference. Revlon
had the number one
eye launch in the US
this year with Revlon
Ultimate All-in-One
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Modern fashion accessories with a retro
twist, clearly inspired by the 60’s and the
glorious days of the Lambretta scooters.

Welcome to
Stand H30
CapELLa INDUSTRIES
jd@capellaind.com

colours – Champagne
Glaze (natural) and Juicy
Guava (red).
Additionally, Premier
Portfolio is presenting
the newest wipe on
liquid screen protector
and cleaner kit – Shark
Proof. It is applied
simply by wiping onto
the mobile phone, smart
watch or tablet via a
cloth impregnated with
Liquid Glass.
creamy moisturising
gloss with Vitamin E,
Aloe Vera and Rose

Hip oil, using built-in
LED light and mirror.
It is available in two

Mascara. This mascara
is part of the new Revlon
Mascara Collection,
created specifically to
simplify the way beauty
users select their ideal
lash benefit.
Revlon has created five
new unique mascara
and brush combinations to meet top
consumer desired lash
looks, including Revlon
Volume Mascara, Revlon
Length Mascara, Revlon

Definition Mascara and
Revlon Volume & Length
Mascara. Additionally,
Revlon has created Revlon
Ultimate All-in-One
Mascara, which provides
volume, length, definition,
lift and intense colour.
Meanwhile, Revlon Ultra
HD Matte Lipcolor delivers a beautiful matte
finish with a lightweight,
moisturising feel. It is
formulated with Revlon’s
100% wax-free gel

Basement 2
M02
technology, providing highdefinition colour in every
velvety smooth swipe. Now
available in travel retail,
it comes in seven sultry
shades, scented with the
fragrance of whipped
vanilla and creamy mango.
Each Revlon Ultra HD
Matte Lipcolor comes
with a plush, velvety applicator for easy, smooth
application.
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DUTY FREE WORLD COUNCIL:
A GLOBAL VOICE “TO REPRESENT,
PROTECT AND PROMOTE THE INDUSTRY”
Duty Free World Council (DFWC) is the global voice for the duty free and travel retail industry. It was
born two years ago, when the industry’s regional associations, including TFWA, came together to form
the DFWC. Its President Frank O’Connell discussed the Council’s activities, including the recent launch
of a report on the ‘Economic impact of duty free and travel retail in Europe’, with Ross Falconer.
Increasingly over the past
few years, many of the
challenges facing the duty
free and travel retail industry are taking on a global
dimension. For example,
the issue of labelling and
provision of information
to consumers, which first
arose in the EU, is now
arising in a number of
countries in Asia and Africa,
and the industry’s response
requires coordination at the
global level in order to be
effective and coherent.
“So the primary aim of the
Duty Free World Council is to
represent, protect and promote
the duty free and travel retail
industry by enabling it to speak
with one voice on the global stage
as and when required, and to
support the regional associations
in their lobbying activities by
adding the weight of the global
industry to their efforts when
necessary and appropriate,” says
Frank O’Connell, President, Duty
Free World Council (DFWC).
In addition to being a founder
member of the DWFC, TFWA
provides the global body with
office and administration
resources, and the Council is
legally based in France.
The DFWC’s activities over the
past year include launching a

comprehensive website – www.
dfworldcouncil.com, and establishing the Library and Resource
Centre with an online platform
allowing full access to the
catalogue via a dedicated portal
on the website. While much of
the material in the library is of an
archival nature at present, current
research reports and papers
are being added as they become
available.
Indeed, the DFWC study on the
‘Economic impact of duty free
and travel retail in Europe’,
which launched on 30 March, has
just been added to the library
catalogue and is one of the
Council’s most significant achievements this year. “The response to
the library, and accessing of the
library catalogue, has been quite
limited to date, but I would envisage this expanding as knowledge
of the facility increases and the
DF & TR Training Academy is
established with its accompanying
student body,” O’Connell explains.
“The success of the DFWC library
and its long-term relevance will,
however, hinge on the willingness of the industry to provide
it with copies of commissioned
studies and research reports on
an ongoing basis, thus enabling
the development of the most
comprehensive repository of
information and data on our
business anywhere.”

DFWC President Frank O’Connell: “The
primary aim of the Duty Free World Council
is to represent, protect and promote the
duty free and travel retail industry by
enabling it to speak with one voice on the
global stage as and when required, and to
support the regional associations in their
lobbying activities by adding the weight of
the global industry to their efforts when
necessary and appropriate.”

‘ECONOMIC IMPACT OF
DUTY FREE AND TRAVEL
RETAIL IN EUROPE’
The recently launched report on
the ‘Economic impact of duty
free and travel retail in Europe’
is truly the most comprehensive study and analysis of the
industry in Europe to date. The
report was authored by Dr Harry
Bush and Daniel Storey, and
covers all the major channels,
including airports, maritime
and inflight.
Using myriad case studies, the
report paints a vivid picture of
the important role duty free
and travel retail plays, not only
in the economics of aviation
and maritime, but also by
providing an international shop
window that enables small
and medium-sized enterprises
(SMEs) to establish export
markets across the world.
Airport case studies include
London Stansted, London
Heathrow Terminal 2, Helsinki,
Rome Fiumicino, and Cork,
while SME case studies include
Butlers Chocolates, Bottega
SpA, and Rituals.
“The key finding of the study
is the central role duty free
and travel retail revenues
play in the economics of the
passenger transport sector in
Europe,” O’Connell comments.
“Duty free and travel retail

The recently launched report on the ‘Economic impact of duty free and travel retail
in Europe’ is the most comprehensive study and analysis of the industry in Europe
to date. The key finding of the study is the central role duty free and travel retail
revenues play in the economics of the passenger transport sector in Europe.

contributes between 40% and
80% of airport profit margins,
and without these revenues

DUTY FREE WORLD
COUNCIL MEMBERS
APTRA – Asia Pacific Travel Retail Association
ASUTIL – Asociación Sudamericana de Tiendas Libres

the number of loss-making
airports would be significantly
more than the current 50% of
European airports.”
As well as providing direct
employment of over 107,000
jobs when F&B is included, the
industry is computed to contribute over 1% of GDP for Europe as
a whole. Meanwhile, the direct
contribution of Europe’s duty
free and travel retail industry is
estimated at €6.5 billion.

ETRC – European Travel Retail Confederation

DFWC KPI MONITOR

FDFA – Frontier Duty Free Association

The DFWC KPI Monitor, which
O’Connell prefers to call the DFWC
Global Shopper Attitude Monitor,
is now up and running with the
fieldwork and research analysis
being provided by m1nd-set.

IAADFS – International Association of Airport Duty Free Stores
MEADFA – Middle East and Africa Duty Free Association
TFWA – Tax Free World Association
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SME case studies in the report on the ‘Economic impact
of duty free and travel retail in Europe’ include Bottega
SpA. In addition to sales revenue, Bottega has been able
to use its prominent and eye-catching displays within
travel retail to promote understanding of the product
and brand. Bottega is launching a new product – Bottega
Classico – at TFWA Asia Pacific Exhibition & Conference.

The monitor will be produced
each quarter, based on a
survey of 4,000 travellers
distributed by region on a pro
rata basis. The results of the
first survey came through in
January, with the next result
due towards the end of April.
“It is only when we have
had a number of quarterly
results available to us that
we can begin to see what
key trends are emerging,”
O’Connell notes. “I believe in
time the survey will become
an essential element in the
marketing toolbox of not only
the retailers, but also brand
owners and suppliers.”



DUTY FREE WORLD COUNCIL

DUTY FREE WORLD COUNCIL BOARD MEMBERS
PRESIDENT – Frank O’Connell
VICE-PRESIDENT – Erik Juul-Mortensen, President, TFWA
VICE-PRESIDENT – Vacant due to the untimely death of IAADFS President Pancho Motta
Jaya Singh, President, APTRA
Gustavo Magalhães Fagundes, President, ASUTIL
Sarah Branquinho, President, ETRC
Laurie Karson, Executive Director, FDFA
Sean Staunton, President, MEADFA

Airport case studies in the
report on the ‘Economic
impact of duty free and travel
retail in Europe’ include
London Heathrow Terminal
2. The retail space in the
terminal reflects the ‘Best of
British’, with 60% of retailers
British-based, including the
first airport John Lewis store.

SME case studies in the report on the ‘Economic impact of duty free and travel retail in Europe’ include Butlers
Chocolates. Butlers has opened a new Chocolate Café outlet at Dubai International Airport’s Concourse D. Travel retail
in airports has enabled Butlers to develop a much broader international brand awareness.

DUTY FREE WORLD COUNCIL:
PRIMARY OBJECTIVES
• Represent, protect and promote the global duty free and travel retail industry by providing appropriate
support to all regional industry associations when and where relevant.
• Where relevant and required, to be responsible for the development and coordination of industry policy
and to provide a voice for the global industry.
• Act as a facilitator and coordinator by providing appropriate support for engagement at a global level.
• Help enhance the awareness, image and importance of the industry.
• Provide an industry Library and Resource and Information centre.
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GLOBAL CODE OF CONDUCT
FOR THE RETAILING
OF ALCOHOL
The travel retail industry is
committed to the responsible
retailing of alcohol products.
Indeed, the DFWC has made
significant progress in achieving
agreement on a Global Code
of Conduct for the Retailing of
Alcohol products. There has
been full sign up by members of
ETRC and APTRA – both retailers
and suppliers – and MEADFA
members are in the process of
signing up to the agreed code.
It is, undoubtedly, a very
important initiative. “The
code, in time, will become an
important element underpinning
representations to governments and regulators, and will
bring serious credibility to our
arguments that duty free and
travel retail must be treated as
a separate channel from the
domestic market,” O’Connell
explains. “The implementation
of a worldwide code of conduct
on the retailing of alcohol
products will bring credibility
to our representations not
only for the alcohol category,
but for all product categories,
demonstrating our responsible
approach to retailing and to
consumer interests.”

DUTY FREE & TRAVEL
RETAIL TRAINING ACADEMY
Plans to establish a Duty Free &
Travel Retail Training Academy
as a separate legal entity under
the auspices of the DFWC are
progressing very well, and

O’Connell is confident that it will
be up and running before the
end of the year.
It is planned to contract
management of the Academy to
Travel Retail Training (TRT) who
will report to a governing board
with membership drawn from
the DFWC and the other founding members.
“A number of companies have
already signed up to become
founding members and have
committed to significant funding,
and more companies are at the
discussion and decision stage,”
O’Connell says. “It is envisaged
that the Academy will, in time,
provide a range of travel retail
management courses up to
degree level, run in partnership
with academic institutions in
different regions of the globe.”
It will also develop and present
online courses, including
an ‘Introduction to travel
retail’ course for new entrant
companies to the industry; set
standards for training providers
to the industry; and explore the
development of a professional
register for those working in
travel retail.
Throughout our briefing,
O’Connell’s passion for representing, protecting and promoting the duty free and travel
retail industry shines through.
The DFWC and its members,
including TFWA, are clearly
committed to a comprehensive
programme of advocacy,
education and research, and the
Council is providing a powerful
global voice.

NEW PRODUCTS

JAPANESE
TRADITION
Diverse Flavours is
launching a new range
of Japanese sake from
Sakuramasamune at TFWA
Asia Pacific Exhibition &
Conference.
Sakuramasamune started
brewing sake in 1625
and has traditions going
back about 400 years. It is
located in the most famous
region for sake brewing
– Nada district in Kobe,
Hyogo prefecture.
In 1840 the 6th head of
the family, Tazaemon
Yamamura, discovered the
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“Miyamizu” groundwater
that influences a lot of the
sake industry today. He was
also responsible for finding
out the relation between
the sake quality and the
rice polishing ratio. In
brewing he used ‘rice’ that
was polished longer and
made whiter than usual.
A range of sake is
being launched to suit
different consumer
needs – dry, sweet, light
bodied, sparkling. The
range includes Miyamizu
No Hana and Aramakiya Tazaemon Junmai
Daiginjo, both brewed
from Yamadanishiki, which
is one of the best rice for
sake brewing.
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SOPHISTICATED GIFT
Illva Saronno is exhibiting at TFWA Asia Pacific
Exhibition & Conference
for the first time this
year. Its key focus is on
Disaronno Riserva, a
blend of two excellent
high quality products:

Disaronno Originale and a
Scotch Whisky. Presented
in a thick wooden frame,
the bottle screams
sophistication making it
the perfect gift.
Another product on
display is the Roberto

Cavalli limited edition
Disaronno bottle influenced by the enchanting
undersea world and
the most exotic safari
locations, making Disaronno the perfect gift for
fashion loving travellers.

SKROSS is showcasing its
latest innovations at TFWA
Asia Pacific Exhibition &
Conference, including the
unique BUZZ USB cables.
The first alarm cable
with charge and sync
functionality ensures USB
devices will always have
the required connection to
stay fully functional.
The SKROSS BUZZ cable
“leashes” the device to

UNIQUE
FLAVOURS
The Hershey Company
is extending its highly
popular Brookside
premium dark chocolate
and fruit confectionery
offer with new Brookside
Tablets Bars at TFWA
Asia Pacific Exhibition &
Conference along with
additional flavours within
the Brookside pouches.
Bringing a differentiated
brand to the premium
tablet space, Brookside
responds to the growing
demand for unique snacks
in the confectionery

sets give small adventurers – two years and
older – their first creative
building experiences.
With the LEGO DUPLO
set ‘Around the world’,
five LEGO DUPLO figures,
17 animals from four
different habitats, a
constructible boat, and
a plane, allow kids to

Almond with Acai Flavour,
Cranberry Almond with
Blood Orange Flavour, and
Mango Coconut Crisp.
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right time to focus more
attention on the Asia
Pacific region. We have
high hopes for the show,
especially for our limited
edition Disaronno Riserva,
as well as our other
products such as Tia Maria
which is very popular in
Australia,” says Domenico
Toni, Illva’s International
Sales Director.

In Singapore, buyers will
also get a first look at the
2016/17 project – another
exciting collaboration
between Illva Saronno
and a world-class Italian
designer, as yet to be
revealed.
The company will also
introduce its wine offer,
with two brands being
presented specifically: Duca
di Salaparuta and Florio.
“Now we believe it is the

Basement 2 B8

CREATING A BUZZ
its power source, issuing
an audible alert when
the device is unplugged.
This alarm reminds the
consumer to pack their
power accessories while
on the go. Accessible and
focused, this device is a

JOURNEY OF DISCOVERY
LEGO has many exciting
new launches in 2016, but
a key focus is on a journey
of discovery around the
world with the new LEGO
DUPLO sets.
Five new LEGO DUPLO
sets bring the entire
world and its animal
residents directly into
children’s rooms. These

and chocolate category.
Combining uniquely
modern and innovative
packaging and flavour
combinations at an
affordable price, Brookside Tablet Bars fill an
as yet untapped market
segment.
Presented in outer packs
highlighting the unique
flavours, with colourful
inner foils and stamped
chocolate squares, Brookside Tablet Bars are available in three new flavour
combinations: Blueberry

playfully explore the
world.
Parents can bring the
living environment
around the North Pole
closer for their children
with the LEGO DUPLO set
‘Arctic’. Explorers two
years and older embark
on a journey across their
room in a kayak or by
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must-have for travellers.
Another innovation, which
adds to SKROSS’ extensive
portfolio, is RELOAD, the
batteries that win the fight
against nomophobia – the
fear of dead phone batteries and a lack of reception.

The portable RELOAD
batteries come in four
different sizes to cover the
needs of all travellers.
All RELOADs come with a
Micro USB cable.

Basement 2 C4
dogsled. A whale with
a flip-open mouth and a
polar bear help parents
explain which animals
live in the Arctic, while
an igloo serves as a base
station. Meanwhile, with
a monkey, an elephant
cow with her calf, a tiger
and a crocodile, the LEGO
DUPLO set ‘Jungle’ turns
a child’s room into an
exciting setting for global
explorers.
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Visit us at stand F37
www.ktinternational.eu

visit us at
Basement 2 J29

Pick the rose
of goodness!

Loacker, pure goodness!

www.loacker.com
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Olivier Hui-Bon-Hoa, BeThe1 – General Manager Asia (Hong
Kong, Shanghai, Singapore) briefs Ross Falconer on the trends
influencing travel retail recruitment in the Asia Pacific region.

AN INCREASINGLY
GLOBAL APPROACH
TO TRAVEL RETAIL
RECRUITMENT
The travel retail market in the
Asia Pacific region is becoming
more competitive, consolidated
and complex, and the HR factor is
increasingly having a differentiating
impact for organisations.
Olivier Hui-Bon-Hoa, BeThe1 – General
Manager Asia (Hong Kong, Shanghai,
Singapore), explains that this “goes
beyond the retailing power of a given
brand, to respond to the growing need
to create a ‘wow’ factor for increasingly
demanding consumers.”
Travel retail organisations are becoming
increasingly global, and in Asia BeThe1
feels that a key global trend influencing
recruitment is the growing number of
international brands looking to enter Asia
Pacific markets – both mainstream and
niche. This is combined with the quest by
leading travel retail operators to create
new exciting, diversified, innovative and
differentiated offers to satisfy educated
consumers hungry for novelties.
“Brands are searching for travel retail professionals whose expertise, resilient and
winning attitude, innovative and creative
approach, with stable career development
and a deep Asia Pacific market knowledge,
will allow them to make a difference,”
Hui-Bon-Hoa comments. “From the travel
retail operator’s perspective, the challenge
to have the right offer – exciting, differentiated and anticipating trends – directly
impacts the type of profiles being recruited
in the buying, merchandising, visual
merchandising, and retail functions.”
Overall, from a recruiter perspective, it is
important to carefully analyse the business
context, the product and organisation
branding status, and the core business and
HR challenges, in order to define the true
mission for the future recruit. This, says
Hui-Bon-Hoa, “demands a high level of
open communication, transparency, trust,
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and mindfulness between talent, employer
and recruiter.”
In categories such as beauty, fashion
accessories, and wine & spirits, he feels
that there is an emphasis on being more
consumer-centric rather than simply
brand-centric by developing the experience and engagement at POS level. “This
seems to translate into a growing focus
on retail design and merchandising, and
training functions, and consequently
influences recruitment trends for these
functions,” Hui-Bon-Hoa notes.
2015 ended with 15% growth for BeThe1 in
Asia. Since BeThe1 opened its first office
in Asia in 2007, it has seen the proportion
of missions focusing on upper middle and
executive level significantly increase. Last
year, it also successfully filled a top senior
executive level position, with annual
compensation between €800,000 and
€1 million. The fill rate is important – in
Asia, BeThe1 finished 2015 on a strong
and consistent fill rate of 70.5% of BeThe1
candidates placed, including a 100% fill
rate for its Singapore office (remaining
29.5% = 8.4% internal referral & mobility,
11.7% mission cancelled by employer,
9.4% candidates considered not “good

Olivier Hui-Bon-Hoa, BeThe1 –
General Manager Asia (Hong Kong,
Shanghai, Singapore): “Brands
are searching for travel retail
professionals whose expertise,
resilient and winning attitude,
innovative and creative approach,
with stable career development and a
deep Asia Pacific market knowledge,
will allow them to make a difference.”
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Richard Jende
enough” by employer). 2016 started on a
positive note, with a 23% increase in the
number of missions launched between
January and April. “We also observe that
our long-term clients appoint BeThe1 on
a recurrent basis for strategic roles from
middle management upward, and new
clients are being referred to us on a more
regular basis,” Hui-Bon-Hoa adds.
Central to this success is BeThe1’s
consulting and humanistic approach.
Retention and fill rate remain the top two
focuses for BeThe1. “In travel retail, we
feel that today’s candidates are much
more careful when choosing to join a
new brand. They will conduct in-depth
research to assess the company’s
short and longer-term business
projects, current brand perception and
performance, and career development.
Consequently, brands’ business health
and employers’ branding are increasingly
important factors when it comes to choosing a new job,” Hui-Bon-Hoa concludes.
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