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I N T R O D U C T I O N

BREAKING THE RECORDS
Asia matters. As the 
biggest duty free and travel 
retail market, there is 
absolutely no doubt about 
its importance. 

And this event, the TFWA Asia 
Pacific Exhibition & Conference, 
is a key date shaping diaries 
across the sector. This has 
never been more the case than 
this year, when the industry 
is undergoing a period of 
considerable change. Change 
fosters uncertainty, and there 
is no substitute for knowledge 
and understanding to help 
businesses regain clarity. 

Our workshops and plenary 
sessions, as well as the exhibi-
tion hall aisles, bars and social 
events provide a vital forum for 
spreading that knowledge and 
gaining better understanding. 
We’re therefore delighted to see 
so many leading players from 
our business here this week.
Attending an exhibition requires 
a considerable investment, 
and the fact that many of the 
industry’s major brands are 
here this week underscores the 
importance of this event and the 
market it serves. Once again, the 
figures continue on an upward 
trajectory that is real proof of 

our industry’s commitment to 
this region. All the records have 
been broken. The number of 
exhibitors is up by 9% from 285 
to 310. Covering an impressive 
9,800sqm, the exhibition is 
bigger than it has ever been. To 
help delegates and exhibitors 
find their way around the show, 
five interactive touchscreen 
floor plans will ensure visitors 
are always on time for their 
next meeting.
The exhibition venue now boasts 
four bars – two on basement 
level 2, and one on level 1, as 
well as the TFWA Asia Pacific 
Bar, which is located on level 4. 

With its outdoor terrace, the bar 
is the perfect venue to relax with 
friends and colleagues after the 
show, whether that’s to continue 
with business discussions or 
simply chat over the events of 
the week. Many thanks to the 
exhibiting brands who have kindly 
sponsored this excellent facility.
Tonight’s Chill-Out Party, in its 
stylish poolside setting at the 
Mandarin Oriental Hotel, offers 
the perfect opportunity to kick 
back and unwind after what we 
hope has been a highly success-
ful day of business. With easy-
going music, cool drinks and 
plenty to entertain around the 

pool, what could be a better way 
to mark the middle of the show? 
We very much look forward to 
seeing you there.

Patrick Bouchard
Vice-President 
Commercial, TFWA
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The travel retail industry 
has enjoyed extraordinary 
growth within the Asia 
Pacific region, but it is 
under pressure and facing 
new realities. These are 
challenging times for the 
duty free & travel retail 
industry, and yesterday’s 
theme – ‘Navigating 
through change’ – was a 
prescient one.

TFWA President Erik Juul-
Mortensen opened the confer-
ence by highlighting a number of 
macro factors that are affecting 
how the industry is perceived by 
travellers and their attitudes to 
travel and tourism itself.
He began by detailing four of 
the most significant changes 
and how they are affecting 
the duty free and travel retail 
industry:

1. CURRENCY  
EXCHANGE RATES:
“Volatility in exchange rates on 
top of a general rising trend 
in concession fees continue to 
distort the competitiveness of 
our offer. Shifts in the relative 
value of key currencies are 
affecting retailers’ ability to 
offer value, and in some places 
damaging travellers’ perception 
of our brands and our stores.”

2. GEO-POLITICAL 
TENSIONS AND GLOBAL 
TERRORISM: 
“The geo-political equilibrium 
in Asia Pacific is undergoing 
a slow but perceptible shift 
towards more regional self-
assertion of territorial influ-
ence. Meanwhile, the threat 
of terrorism is causing huge 
problems for tourism. To meet 
the terror threat there is the 
risk of even more burdensome, 
time-consuming and costly 
airport security measures being 
implemented, reducing precious 
airside dwell time.”

3. THE GLOBAL ECONOMY: 
“The instability of the global 
economy continues to be the 
single biggest influence on our 
industry. In the Asia Pacific 
region our industry has long 
benefited from continuous 
growth. It is slowing, there is no 
doubt of that. But the underlying 
economic trends are positive. 
ACI recorded 1.6 billion passen-
gers in Asia Pacific in 2015. That 
is a huge potential customer 
base for us.”

4. THE NEW MILLENNIALS: 
“We also need to recognise 
that the strong growth we have 
enjoyed will only be revived if we 
adapt to the expectations of a 
new, very different, generation 
of travellers: the Millennials, 
born between 1981 and 1995. 
What characterises the Millen-
nials is how different they are to 
previous generations of young 
aspiring consumers. Conspicu-
ous consumption is not for them. 
Nor are big logos that announce 
the brand name. And their 
choices are influenced by what 
their peers think not what brand 
marketing tells them. That 
immediately raises questions 
about how to make our offers 
relevant to them.”

Juul-Mortensen also highlighted 
key figures from Generation 
Research, showing that in 
2015 global sales totalled just 
over US$62 billion, down 2.3% 
compared to 2014 – the first 
year-on-year decline since 2009. 
“However, Asia Pacific bucked 
the global trend with the region 
performing ahead of the global 
average,” Juul-Mortensen noted. 
“At just over US$25 billion, sales 
were up 2.6% over 2014.”
Looking at sales by channel, he 
explained that two things stand 
out – the strong performance 
by ‘Other’ shops and declining 
penetration, with ACI figures 
showing 9.1% growth in passenger 

numbers in Asia Pacific last year.
So, how can the industry 
respond? Juul-Mortensen 
emphasised the need to 
bring greater sophistication 
to customer segmentation; 
the broader need for greater 
transparency and more effective 
dialogue between brands, retail-
ers and landlords; and flexibility to 
ensure the lasting relevance and 
attractiveness of the product offer.
“Our industry’s reaction to the 
changes affecting us here in Asia 
Pacific will define its fortunes 
over the next 10 to 15 years,” 
Juul-Mortensen said.

APTRA ADDRESSING 
CHALLENGES WITH INSIGHT 
AND ADVOCACY
APTRA President Jaya Singh 
followed by noting some of the key 
challenges impacting on the duty 
free & travel retail industry in the 
region, including exchange rate 
volatility, economic and political 
upheaval, and terrorism.
“APTRA is doing its utmost to 
work with all in the industry to 
address these issues with insights 
and advocacy,” he said.
Singh explained that currently the 
Association’s advocacy work is 
centred around the representation 
of the industry’s position on a 
number of issues related to the 
liquor and tobacco categories, 
to ensure that duty free & travel 
retail industry stakeholders 
are not impacted negatively by 
national legislation that does 
not take into account the unique 
status and retail conditions 
associated with the sector.
He emphasised the importance of 
collaboration and of the industry 
in the region speaking with one 
voice. “Long-term investment, 
persistence and hard work pay 
off,” Singh commented.
Indeed, he outlined positive break-
throughs on legislation in Malay-
sia and Singapore. In Malaysia, 
where it was planned to introduce 
a pictorial health warning on 

the front of alcohol bottles, the 
government has reportedly 
agreed to allow warning labels on 
the back label only, as opposed 
to the front, as initially planned. 
Meanwhile in Singapore, the 
government has announced that 
a display ban on tobacco products 
will be implemented from 2017 in 
a bid to prevent impulse purchas-
ing, especially among young 
consumers. “Only a few weeks 
ago, duty free shops at Changi 
Airport were given an exemption 
from the rules,” Singh explained.
He also provided an update on 
APTRA’s Responsible Retail 
Training Programme to help 
ensure that retail staff across 
the region are informed and 
educated about responsible retail 
practices. “Over 600 travel retail 
staff have so far been trained,” he 
said. “We’re planning to introduce 
a Chinese language version in the 
near future.”
Meanwhile, APTRA has agreed 
with m1nd-set to undertake 
a further two-year research 
programme focused on 

understanding passenger behav-
iour. “Our members have clearly 
stated that research is an essen-
tial and highly valued element of 
the service that APTRA provides 
in the Asia Pacific region,” 
Singh explained. “The better we 
understand the macro-economic 
context in which the duty free & 
travel retail industry operates, 
the changing shopping behaviour 
of our consumers and the way in 
which the markets are evolving, 
the closer we will be to providing 
an irresistible and financially 
viable travel retail environment.”
He concluded by explaining that 
APTRA is “evolving with the 
times”, and has just announced a 
significant change to its statutes 
to allow a new category of compa-
nies – associate members – to join 
the Association.
More can be learned about APTRA 
and its activities during tomor-
row morning’s APTRA Insights 
Seminar, which takes place from 
07:00 to 09:00 in Room 3111, 
Level 3, Marina Bay Sands Expo & 
Convention Centre.

TFWA President Erik Juul-
Mortensen highlighted 
four of the most significant 
changes and how they 
are affecting the duty free 
and travel retail industry: 
Currency exchange rates, 
geo-political tensions 
and global terrorism, the 
global economy, and the 
new Millennials.

APTRA President Jaya Singh 
noted some of the key challenges 
impacting on the duty free & 
travel retail industry in the 
region, including exchange rate 
volatility, economic and political 
upheaval, and terrorism.
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NAVIGATING THROUGH CHANGE

It was a packed auditorium in yesterday morning’s TFWA 
Asia Pacific Conference. The 1,383 attendees (+17% 
on last year) heard from a strong speaker line-up, who 
each offered their own perspective on the central theme 
– ‘Navigating through change’. There was, this year, a true 
interactive element through the dedicated conference app.



Professor Kishore 
Mahbubani, author, diplo-
mat, Dean of the Lee Kuan 
Yew School of Public Policy, 
is a world authority on the 
geopolitical, economic and 
social forces shaping our 
world. Previously Singa-
pore’s Ambassador to the 
UN, he offered a unique 
perspective on Asian and 
global affairs.

“You will have a challenge 
understanding the world that 
is coming,” he began. “It’s 
completely different to what 
we’ve experienced before. There 
has been more change in the 
past 30 years than the previous 
300, and more is coming.”
The bigger picture he conveyed 
was different to what he 
described as the conventional 
wisdom. “We’re drowning in 
pessimism today,” he said. “But 

it’s wrong – the world is getting 
better and better.”
Prof Mahbubani delivered a 
three-part address, focusing on 
the good news about the world, 
then the challenges we continue 
to face, and finally the solutions 
we have. The good news he 
highlighted was three-fold:

1. “Less and less people are 
dying in conflicts. War is becom-
ing a sunset industry. It’s a very 
important point for all of you, as 
the single biggest obstacle to 
travel is war and conflict.”
2. “When I was Ambassador 
to the UN, Secretary General 
Kofi Annan set a goal to halve 
global poverty by 2015, and we 
exceeded that goal. By 2030, 
global poverty will be almost 
zero.”
3. “The middle class popula-
tion in this region is exploding. 
In 2010 it totalled 500 million 

people; by 2020 it will have 
grown by 3.5 times to 1.75 
billion. The world has never seen 
anything like this.”

THE THREE BIG 
CHALLENGES ARE:
1. “The world is shrinking. In 
the past, it was as though the 
world’s 7 billion people in 193 
countries were living in separate 
boats. They no longer live in 
separate boats, but in separate 
cabins on the same boat. The 
problem is that there is a captain 
and crew taking care of each 
cabin, but not the whole boat. 
Major crises cannot be solved by 
any country on its own – it has to 
be world coming together.”
2. “As a result of the fundamen-
tal changes taking place, there 
will be shifts of power and rising 
geopolitical competition.”
3. “Many global institutions 
remain dominated by a few 

Western countries. With power 
shifts happening, and the largest 
economies emerging in Asia, 
power has to change in these 
institutions.”
Prof Mahbubani then proposed 
some solutions, which include 
strengthening the institutions of 
global governance, and multilat-
eral institutions, to prepare for 
the world of tomorrow. 
“Until now there has been 
Western domination of global 
institutions like the IMF and 
World Bank,” he said. “It would 
be a better world if we give other 
countries a chance to play a role 
in global leadership.”
He concluded by saying: “The 
most diverse region is South 
East Asia and it is the second 
most peaceful after the EU. If 
they can do it, we can do it for 
the world as a whole. It’s getting 
to be a better and better world.”

USING TECHNOLOGY TO 
REIMAGINE CUSTOMER 
EXPERIENCES
In a truly thought-provoking 
address, Mike Walsh, futurist, 
author and CEO of Tomorrow, 
examined how to thrive in the 
current era of disruptive techno-
logical change.
He began by explaining that 
technology is rarely as disruptive 
as we expect. “The most impor-
tant thing that can change in the 
future is the design of experi-
ences,” Walsh commented. 
“Technology only makes a 
difference if it improves experi-
ence – that is what impacts 
us the most as human beings. 
The great story of 21st century 
business is the tale of transfor-
mation – how businesses use 
technology to reimagine the 

experiences of their customers.”
He addressed this by talking 
about the next generation of 
consumers and what their future 
expectations of data driven 
experiences might be.
“Surviving change has a lot to 
do with agility,” Walsh asserted. 
“Agility is more than being fast 
– it is about a company’s ability 
to respond to sudden changes in 
their environment, whether it be 
customer needs, new competi-
tors or changes in the economy. 
Everyone struggles with being 
agile at a certain scale. The key 
is to look for ways to redesign 
your organisation for respon-
siveness: Hire people energised 
by unknowns, design more social 
work environments, invest in 
more collaborative communica-
tion tools, and use data to hack 
your work culture.”
The biggest challenge for 
leaders, Walsh explained, is to 
reinvent the way they manage 
and make decisions, given the 
rise of Artificial Intelligence (AI). 
“It is no longer enough just to be 
smart, educated, well connected, 
and have the right set of experi-
ences on your resume,” he said. 
“If you can’t see where you can 
add value in the near future 
when AIs become a bigger 
factor in decision-making and 
business optimisation in the 
travel business, you are likely to 
become a casualty of it.”
Indeed, Walsh emphasised the 
importance of the human factor 
and of personalised interac-
tions in the retail environment. 
“It is essential to understand 
the humans behind your data 
and augment your teams with 
the data they need to succeed,” 
he concluded.

Professor Kishore 
Mahbubani, author, 
diplomat, Dean of the 
Lee Kuan Yew School of 
Public Policy: “We’re all 
moving towards science 
and technology all over 
the world. All of us lead 
better, longer lives as a 
result of the spread of 
science and technology.”

Mike Walsh, futurist, author and CEO of Tomorrow: 
“The great story of 21st century business is the tale of 
transformation – how businesses use technology to 
reimagine the experiences of their customers.”

6 – TFWA DAILY

CONFERENCE & WORKSHOPS TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 10 MAY 2016

PLENARY SESSION 1: 
NAVIGATING 
THROUGH CHANGE

Yesterday morning’s Plenary Session 1: Navigating through 
change featured two captivating keynote addresses. The 
first was from Professor Kishore Mahbubani, author, 
diplomat, Dean of the Lee Kuan Yew School of Public Policy, 
one of the most respected voices in Asia. Mike Walsh, 
futurist, author and CEO of Tomorrow, followed with a 
visionary intervention on how to thrive in the current era of 
disruptive technological change.
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The travel retail industry 
is a business of an ever-
changing nature. Delegates 
were provided with three 
unique visions on how 
to tackle those changes 
yesterday morning.

First to discuss the environment 
and how to respond to change 
during Plenary Session 2 was 
Philippe Schaus, CEO of DFS 
Group. In particular, he talked 
about the challenging times the 
retailer has experienced in Asia. 
Schaus opened his presenta-
tion by giving a briefing on the 
positive future of the business. 
The expectations of four million 
passengers are added every 
year to the existing number. 
Furthermore, in the long-term, 
the future of the business  
looks optimistic.

However, “It all looks promis-
ing, but it is not all so positive,” 
comments Schaus on the 
industry in Asia. The anti-
corruption movement in China 
has had a particular impact on 
gifting, for example. Further-
more, Schaus explained that 
all forms of competition are 
threatening the market, such as 
online shopping facilities and the 
presence of digital devices. Also, 
while passenger numbers have 
continued to grow, sales are not 
increasing at the same pace.
“A lot has been done to improve 
shopping. But what can we 
do from here to improve the 
retail?” asked Schaus. DFS has 
been tackling this question by 
focusing on responding to the 
individualisation of travellers.
Building a much stronger 
sense of space is important, as 

is utilising modern and local 
architecture, and focusing on 
local products. Schaus pointed 
out the importance of blending 
retail with an authentic tourist 
experience. DFS Group has 
been boldly reimagining the 
airport shopping experience. 
The next question Schaus posed 
is whether it is all about store 
design and visual merchandis-
ing. He believes that building a 
clear value proposition, as well 
as something surprising and 
unique, will create that urgency 
of purchase. It is essential 
to also manage the balance 
between accessibility and 
luxury. Moreover, building deep 
personalised relationships with 
travellers is at the core of DFS 
Group’s policy. Finally, engaging 
the customer across the entire 
journey is important – from the 
moment they buy their tickets to 
the moment they return home. 
He gave an example with the 
#mustpack campaign. “We are 
trying to make a step further. 
There is one way to success and 
that is to be good retailers,” said 
Schaus.
Next to speak was Kevin Chiang, 
President, Ever Rich Corpora-
tion, who explained how the 
company invests in the future 
both on and off airport. Chiang 
highlighted several challenges – 
economic, digital, political, and 
the new generation of consumer. 
The company focuses on placing 
the passenger experience 
beyond everything else. Chiang 
believes that retailers should 
try to develop and combine all 
industries together. A focus on 
local product development is 
also essential.

“Travel retail should be a 
bridge – a commercial bridge 
that connects global and local, 
and also takes its responsibility 
to engage with global issues. 
A lot of travellers are looking 
to participate in global events. 
Therefore, we can do a lot of 
better things to benefit the 
future,” Chiang concluded.
Jack MacGowan, CEO Aer 
Rianta International, began by 
saying: “Our business is tough. 

We sell ‘vices’ and ‘vanities’. 
Our customers buy based on 
emotions and while it is tough, 
our business is the best in the 
world.”
The industry landscape is 
becoming more challenging, he 
explained, because of certain 
factors, including increased 
competition, savvy and digitally 
sophisticated customers, and 
rising rents.
“However the eternal appeal 
of ‘vices’ and ‘vanities’ – e.g. 
whisky, perfume, jewellery, 
and chocolate etc – and the 
global popularity of air travel, 
will ensure that there will 
always be a place for the travel 
retail industry,” MacGowan 
explained. “So even though we 
are very much an industry under 
pressure, there are still oppor-
tunities and it is possible to grow 
sales and win new business. We 
are navigating these changing 
times through our customer-
centric approach, by empow-
ering our people to deliver 
great service and designing 
tailormade shops with a genuine 
sense of place. By concentrating 
on these core business drivers 
we can convert more passen-
gers to customers and in turn 
grow sales and sustain strong 
commercial partnerships.”

Jack MacGowan, CEO Aer Rianta 
International: “We are navigating these 
changing times through our customer-
centric approach, by empowering our 
people to deliver great service and 
designing tailormade shops with a 
genuine sense of place.”

8 – TFWA DAILY

CONFERENCE & WORKSHOPS TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 10 MAY 2016

Philippe Schaus, CEO, DFS Group: “Our aim here at DFS is 
to deliver the next phase of growth for our partners through 
expanded global presence, uncompromising focus on building 
customer relationships; strong brand and travel industry 
partnerships delivering a unique proposal, and a fully digitised 
business model with powerful marketing capabilities.”

ADAPTING TO 
CHANGE:  
THE EVOLVING 
INDUSTRY 
LANDSCAPE

Yesterday’s Plenary Session 2 featured 
engaging insights from three leading 
travel retailers: Philippe Schaus, CEO of 
DFS Group; Kevin Chiang, President, Ever 
Rich Corporation; and Jack MacGowan, 
CEO Aer Rianta International.

2016 CONFERENCE & WORKSHOPS SPONSORS
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Kevin Chiang, President, 
Ever Rich Corporation: 
“Travel retail should be 
a bridge – a commercial 
bridge that connects global 
and local, and also takes 
its responsibility to engage 
with global issues.”
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Airport retail may remain 
our industry’s largest, 
highest-profile sector, but 
off-airport and downtown 
duty free in Asia Pacific is 
growing exponentially and 
redefining the way travel-
lers experience and enjoy 
duty free shopping. 

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

Dermot Davitt, President, The Moodie Davitt Report; 
Peter Mohn, Owner and CEO of m1nd-set; Amos Xu, 
Deputy General Manager and Investment & Procurement 
Director, Haikou Meilan Airport Duty Free; and Hyunah 
Ahn, Integrated Marketing Communications Director, 
Hanwha Galleria Timeworld Co. Ltd.

The panel discussed what kinds 
of shoppers were attracted to 
downtown duty free shopping, 
consumer behaviour, and also 
shared their individual plans to 
build facilities that will revolu-
tionise the downtown duty free 
shopping experience in South 
Korea and China.
Peter Mohn, Owner and CEO of 
m1nd-set, shared some shopper 
statistics from his recent report 
on downtown duty free shoppers 
in Asia, research conducted from 
March to April 2016, interviewing 
2,000 travellers.
The report discovered that 
44.6% of duty free sales came 
off-airport in Asia Pacific. 
Commenting on the most 
important categories, he said: 
“Of the category shares in 
off-airport retail, number one 
is fragrances & cosmetics, the 
second strongest is fashion & 
accessories, then watches & 
jewellery.”
Amos Xu, Deputy General 

Manager and Investment & 
Procurement Director, Haikou 
Meilan Airport Duty Free, 
commented: “Ladies are 
our main consumer focus, 
particularly those aged 25 to 
34. Customers are younger 
and younger, and cosmetics, 
watches and bags are the top 
three categories.”
Meanwhile, Mohn explained: 
“There is a very strong prefer-
ence and guaranteed authen-
ticity with airport duty free, 
which is trusted more than 
online. There is also a shopping 
experience, with customers 
preferring to buy things for 
gifting in duty free.”
He also commented that: 
“Chinese travellers and Millen-
nials have the most positive 
perception of downtown 
duty free compared to other 
shoppers. Japanese travellers 
and those travelling for city 
breaks are more likely to see it 
as an important aspect.”

Mohn emphasised the impor-
tance of downtown duty free 
having “a local touch”, with 
personalised service being 
paramount to its success.
Meanwhile, Haikou Meilan 
Airport Duty Free is working on 
getting more souvenirs in, and 
Hanwha Galleria Timeworld 
Co. Ltd’s off-airport duty free 
complex Building 63 in Korea 
has a special floor dedicated to 
‘K Culture’.
Mohn said when it comes to 
buying things online, mobile 
shopping triumphs: “Millen-
nials are the most frequent 
users. Where do people look 
for information? 54% look at 
brand websites, specialised 
websites, then duty free 
websites.”
Xu added that e-commerce 
is showing huge growth. 
“The two shops in Hainan are 
authorised to sell duty free 
products online, and it is a 
good opportunity to improve 

online,” he said. “Last year 
we had 220% growth. More 
consumers want mobile 
devices to shop online, with 
mobile accounting for 67% of 
online sales. 45% of consum-
ers that booked online were 
buying things when they were 
departing.”
Xu announced the opening of 
three new off-airport duty free 
centres next year in China: 
Haikou Aviation Tourism 
Duty Free Plaza (a superior 
business complex), Haikou 
Mova Plaza (food, recreation 
and social function) and the 
Sanya Aviation Tourism Duty 
Free Plaza (duty free experience 
hall, food court, outlets hall).
Hyunah Ahn, Integrated Market-
ing Communications Director, 
Hanwha Galleria Timeworld 
Co. Ltd, operator of a number 
of Galleria Duty Free outlets in 
Korea, commented: “Korea is 
the world’s number one duty 
free market, with an influx of 

Chinese tourists visiting Korea – 
set to grow from three million in 
2012 to six million in 2020 – and 
the Chinese tourists revisiting 
Korea will treble by 2020.”
In Seoul, off-airport duty free 
is being made as appealing for 
customers as possible.
Ahn said they are trying their 
best to integrate Korean culture 
into duty free offerings. “The 
5th floor is ‘K Culture’,” Ahn 
commented. “It’s important for 
us to integrate that into duty 
free shopping. We want any 
tourist to want to experience 
‘K Culture’, they have seen 
these stars on TV and want to 
see them, we aim to provide 
an experience in the duty free 
environment.”
In terms of regional products, 
Ahn explained that ‘K cosmet-
ics’ are expected to continue to 
do well. She added that tobacco 
continues to be a popular duty 
free product with Chinese 
shoppers.
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ith attractively-modern and 
innovative product presen-
tation, the relaunch of the 

premium jewellery brand within 
the travel retail segment levels a 
future-oriented path for the travel 
retail and in-fl ight business fi eld. 
As of now, THOMAS SABO will be 
unveiling new concepts such as self-
service units and special modular 
systems for a totally positive and 
effi cient shopping experience. With 
its various presentation modules, 
this service-oriented concept offers 
travel retail partners an excellent 
platform for perfectly staging popular 
collections such as Sterling Silver, 
Love Bridge, Charm Club, Watches 
and Beauty products in a customised 
manner. As the items of jewellery 
are fundamentally presented in line 
with the ‘ready to wear’ principle, it 
is inspiring and customer-friendly 
for travel retail partners at airport 
destinations and in-fl ight partners 
in equal measure. All target groups 
will be serviced with this concept 

– hence, both cross-collection and 
pre-confi gured and combined set 
sales for him and her are planned. 
 Jordi Valls, Travel Retail Director 
of THOMAS SABO: “For us, travel 
retail has become an extremely 
important business segment. We 
are therefore increasingly investing 
in this sales channel and anticipate 
strong growth in sales that will further 
underline our transformation into 
a premium brand. Internationally, 
travel retail therefore strengthens 
our visibility and rounds off our 
brand image perfectly.”
 The lifestyle company operates on 
all fi ve continents. The list of major 
cities with their own shops ranges 
from Berlin, Stockholm, Paris, 
London, Toronto, Hong Kong all the 
way through to Sydney. Globally, 
THOMAS SABO also co-operates with 
approximately 2,800 trade partners, 
leading airlines, cruise operators and 
airport destinations. 

THOMAS SABO, founded in 1984 by Thomas Sabo, 
is one of the internationally leading providers 
in the jewellery, watches and beauty segment. 

THOMAS SABO, founded in 1984 by Thomas Sabo, 
is one of the internationally leading providers 
in the jewellery, watches and beauty segment. 

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

ith attractively-modern and – hence, both cross-collection and Glam & Soul – offers irresistibly feminine
designs and always provides a splash of
elegance and glamour.

AADFS Messe Singapur (US) Travel Retail Advertorial Watches 2-1.indd   2-3 14.03.16   17:35
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What do you think of when 
you hear the term, ‘mille-
nial’? Yesterday’s ‘Tracking 
the Millennial traveller’ 
workshop explored the 
business potential behind 
the buzzword, with insights 
directly from two of Singa-
pore’s most influential 
young trendsetters, along-
side industry insiders.

Cheryl Lim, Associate Principal 
at McKinsey, first set the context 
by sharing the results of McKin-
sey’s research with Visa into the 
consumer travel habits of this 
‘biggest ever generation’. Today 
the 20-35 ‘millenial’ age group 
makes up over 50% of global 
travellers, of which one billion 
reside in Asia, two-thirds of 
which are in China and India.
While this is in no way a homog-
enous group, the research 
does reveal a number of key 
commonalities, namely a desire 
for flexibility and independ-
ence, willingness to do exten-
sive research before commit-
ting to travel and purchasing 
choices, and a distinct lack of 
brand loyalty.
“For the millennial, price and 
comfort are more important 
than brand. Above all, they have 
a thirst for authentic, unique 
experiences. Travel has to be 
something they can personal-
ise,” said Lim.
While a new approach is 
required, the opportuni-
ties here are huge, with the 
segment’s travel spending 
amounting to some $1.3 trillion 
each year.
“This is a generation reaching 
its peak earning and spending 
potential. The more we begin to 
look beyond the numbers and 
really get to know the end user 
directly at an attitudinal and 
behavioural level, the higher 
the likelihood of conversion and 
success,” added Lim.
Many delegates will have 
attended the workshop to get 
the chance to hear directly 
from millennial Singapore 
digital influencers Uli Chan and 
Christabel Chua, who delivered 
unfiltered truths surrounding 
their preferences – and frustra-
tions – with travel retail today.
Uli Chan, 23 and an award-
winning fashion blogger, 
explained the key tenets of the 
shopping and travel desires of 
her peers: being able to live like 
a local, have unique experiences, 
and being able to document and 
share moments with friends and 
online followers.
“When I am shopping, I can 

WORKSHOP B:
TRACKING THE MILLENNIAL 
TRAVELLER

Charlotte Turner, Managing Editor, The Travel Retail Business; Grant 
Fleming, Operations and Marketing Director Asia, Lagardère Travel Retail; 

Christabel Chua, travel, beauty and fashion blogger; Uli Chan, fashion 
blogger and photographer; and Cheryl Lim, Associate Principal at McKinsey.

tell when the salesperson is 
following me and trying to sell 
me something, but if you make 
me part of the brand story 
that’s when I am convinced,” 
she explained.
For Chan, some of the most 
effective tactics brands can 
employ are delivering unique 
experiences, whether that be 
through installations, an exciting 
social media offering and avoid-
ing corporate-style messaging 
in favour of a strong, meaningful 
personality. “Some of the most 
interesting travel and retail 
experiences I have had were 
with brands that were not afraid 
to speak out on their opinions. 
As opposed to traditional 
brands that are trying to please 
everybody, companies like Lush 
are trying to be everything for 
that someone.”
She also lamented the lack 
of social media-friendly retail 
environments. “Photographs are 
more important than memories 

because I can share them with 
my friends. Imagine if travel 
retail shops curated visual 
spaces with hashtags to encour-
age sharing,” she said.
Travel, beauty and fashion 
blogger Christabel Chua was 
quick to agree, sharing her own 
thoughts on how brands could 
make travel a more millennial-
friendly experience, with a big 
focus on the need for conveni-
ence. “We are a generation that 
want to share in everything 
life has to offer – we long to 
travel! But it has to be easy. If 
something is more convenient 
to buy online, why would I buy 
it at the airport? There must be 
some kind of perk or personali-
sation,” said Chua.
Both Chua and Chan said that 
making inflight purchases was 
“something our mothers do”, 
and both opined that online 
shopping can and should 
complement physical retail 
spaces to which they would turn 

for unique, customisable experi-
ences and shareable moments.
Lagardère Travel Retail is 
innovating to try and meet the 
needs of this emerging genera-
tion, as Grant Fleming, Opera-
tions and Marketing Director 
Asia, was on hand to explain. 
“This market segment is the 
biggest challenge that we have 
to face as an industry. They are 
reshaping the economy, and I 
think they will change the way 
that we do business. They are 
the most valuable customer we 
will have until the next decade 
at least,” said Fleming.
The group has been investing in 
innovations to make retail ever 
more attractive to the millennial 
traveller, empowering staff 
with digital access to product 
ranges and pricing, and through 
off-the-wall approaches like 
ACE, a robotic arm that custom-
ers can watch select their 
product and deliver it in a highly 
engaging – and Instagrammable 

– way within under 30 seconds.
“This group has an unbelievable 
thirst to learn and experience as 
they go along. We are hearing 
that our customers want to be 
engaged and looked after – not 
just ‘sold things’. We need 
something more than disrup-
tive, getting them to engage 
with a brand in the shop,” said 
Fleming.
Whether you focus on delivering 
time-savings and convenience, 
shareable moments or person-
alised purchases to engage 
with this huge and valuable 
consumer segment, one 
message was heard loud and 
clear: understanding the prefer-
ences and needs of millenials is 
no longer optional.
“My take is, and the research 
suggests, that this is not a fad 
that’s going to go away. This 
desire for something that is 
authentic and true to them is 
going to carry through,” said 
McKinsey’s Lim.
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WORKSHOP C: 
SAFEGUARDING OUR 
INDUSTRY’S FUTURE

This workshop has 
traditionally been held 
behind closed doors, but 
owing to the increasing 
threats to travel retail, the 
doors were opened to all 
delegates this year. 

“The challenges keep coming,” 
said Erik Juul-Mortensen, 
President of TFWA, introducing 
the workshop. “And they will 
keep on coming.”
The aim of the session was 
not just simply to sound alarm 
bells, but look at solutions 
going forward.
Sarah Branquinho, President 
of the European Travel Retail 
Confederation, addressed the 
challenges head on. “Passen-
ger numbers are rising, but 
there is a drop in spending  
per head,” she said, opening 
her presentation.
An increase in legislation is 
one of the key threats to the 
industry, she said, but more 
troubling is the fact that differ-
ent countries and regions are 
implementing vastly different 
legislation. “The duty free and 
travel retail industry is a bit 
like a boat,” she said, adopting 
the analogy used by Professor 
Kishore Mahbubani, author, 
diplomat, Dean of the Lee Kuan 
Yew School of Public Policy, in 
his earlier keynote address. 

“And all the cabins in this 
boat are now making different 
laws, changing the way the 
boat operates. The whole thing 
will stop moving if we’re not 
careful.”
Labelling laws, environmental 
legislation, standardised 
packaging for tobacco products, 
and laws to limit tobacco 
allowances should not just 
concern tobacco and alcohol 
brands, Branquinho warned. 
“Regulatory activity is affecting 
how we retail all products,” she 
said, advising that beauty and 
confectionery are vulnerable 
to future changes. “It’s like a 
domino effect.”
Delegates seemed to concur. 
In a live poll, 83.3% said 
“yes” to the question: “Do you 
agree that issues affecting 
one product category have an 
impact on all?”
Branquinho added that there 
needs to be a push to ensure 
the duty free industry isn’t 
required to adhere to domestic 

laws. This was echoed by 
Frank O’Connell, President of 
the Duty Free World Council, 
who said duty free and travel 
retail should be treated as 
unique channels, and should 
be subject to their own regula-
tions. However, he warned that 
the industry was a long way 
off making this happen on any 
significant level.

SOLUTIONS
So what’s the good news? 
Well, new technologies could 
offer solutions to some basic 
problems such as labelling 
legislation, which requires 
products to display warnings 
in many different languages, 
and causes a headache for 
suppliers. 
“We are looking at whether 
mobile and in-store technol-
ogy can provide off-product 
labelling,” said Branquinho, 
who has been presented with 
two proposals, the results of 
which will be published soon.

There has been some 
progress in getting politi-
cians onboard with the idea 
that travel retail should be 
subject to different legisla-
tion. Branquinho cited the 
resolution adopted at the ACI 
Governing Board in Panama 
in 2015, which recognised 
the need to protect airports’ 
non-aeronautical revenues.
However, data gathering 
presents the biggest oppor-
tunity for the duty free and 
travel retail industry to move 
towards a more sustainable 
future, delegates were told. 
“Data has a really powerful 
use – and I’m talking about 
data in the context of political 
use,” O’Connell explained. 
“If we go to talk to someone 
politically the only thing that 
works is evidence-based data. 
Governments, politicians, state 
officials – evidence based 
reports are critical to making 
any progress with them.”
Quantifying travel retail’s 

economic and employment 
value can only be done if 
stakeholders pull together to 
provide and present that data, 
warned Andrew Gardiner, 
Board Member of the Asia 
Pacific Travel Retail Associa-
tion and Chief of Retail & 
Launceston, Australia Pacific 
Airports (Melbourne).
This didn’t happen in Australia, 
when the government imposed 
tough legislation on tobacco. 
“There were harsh lessons to 
be learned there,” Gardiner 
commented. “We need to come 
together and drive together for 
the common good.”
The final speaker was Laurens 
van den Oever, GfK Global 
Head Travel & Hospitality, who 
presented some of the compa-
ny’s latest data on the modern 
travelling consumer. 
He expressed the importance 
of brands connecting more with 
consumers. “The biggest change 
we have seen is a move towards 
having more interactions with 
consumers,” he said. “We need 
to move from ‘me’ to ‘we’.”
He reiterated the importance 
of data, not only for political 
gain, but for understanding 
consumers and anticipating 
trends rather than reacting to 
them. “Because of the richness 
of the data, it has a wide area 
of applications,” van den Oever 
said. “This can help retailers  
to better organise and be  
more precise.”
The workshop ended with 
O’Connell urging for all players 
in the industry to participate 
and engage in future research. 
“We need to get data and you 
need to provide it, because no 
one else can,” he said. “The 
payback is enormous.”

Sarah Branquinho, 
President, ETRC; Frank 
O’Connell, President, 
DFWC; Andrew Gardiner, 
APTRA Board Member 
and Chief of Retail & 
Launceston, Australia 
Pacific Airports 
(Melbourne); Laurens van 
den Oever, GfK Global 
Head Travel & Hospitality; 
and Michael Barrett, 
Executive Officer, APTRA.
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A WORLD OF
DISCOVERY
As the exhibition opens this morning, a plethora of fresh, 
exciting brands awaits visitors, including 79 that are either 
exhibiting for the first time or returning after an absence. 
Here, we profile a selection of the new faces in Singapore. 
Look out for a further instalment of our focus on new & 
returning exhibitors in tomorrow’s issue of the TFWA Daily.

WHO ARE YOU?
Renaissance Luxury 
Group’s ambition is to set 
up a luxury division with 
fine French companies 
that have special know-
how and are recognised 
for their ‘Made in France’ 
product quality. The Group 
operates in the jewellery 
& leather goods markets, 
offering high-quality 
products, elegant, modern 
design and a fair, afford-
able price positioning. 
Renaissance Luxury Group 
manufactures and distrib-
utes jewellery and leather 
goods collections for 
licensed brands, such as 
Kenzo and Nina Ricci, and 
for its own brands Altesse, 
Les Georgettes, and Texier.

WHO BUYS YOUR 
PRODUCTS?
We target every woman. 
Because we own many 

RENAISSANCE LUXURY GROUP 02
LEVEL 1 R7

brands from trendy to 
timeless collections, 
our playground is from 
customisable jewels to 
elegant collections.

WHY EXHIBIT NOW?
Renaissance Luxury 
Group recently acquired 
Altesse and Texier, two 
companies renowned for 
their outstanding savoir-
faire and the quality of 
their products, which 
carry the coveted ‘Made in 
France’ label. The group 
is leveraging international 
partnership opportunities 
and directly investing in 
the global expansion of 
its brand, particularly 
in export markets such 
as China, Japan, Korea, 
Middle East, Russia and 
the US, where there is a 
high demand for luxury 
products with the ‘Made in 
France’ label.

WHAT ARE YOUR 
OBJECTIVES?
• To create partnerships.
• To accelerate our 

growth in export 
markets.

• To strengthen our 
presence onboard 
major airlines.

WHAT IS YOUR USP?
Les Georgettes collection 
is an innovative, patented 
concept that lets you 
customise your bracelets 
by switching or reversing 
the coloured leather. Every 
woman can create her own 
Georgette to fit with her 
outfit, her bag, or her mood 
of the moment. There is 
a factor which is common 
to all within the company, 
which is authenticity in 
quality with traditional 
French savoir-faire.

WHO ARE YOU?
FEILER is the world’s 
leading producer of 
genuine, brightly woven 
chenille and the finest 
terry with chenille 
borders. Ernst Feiler laid 
the foundation for our 
company in 1928. Since 
1948, all our items have 
been manufactured in 
Hohenberg an der Eger, a 
historical town in Bavaria, 
and since then our 
company and brand have 
represented the very best 
in German manufactur-
ing. Today, the traditional 
family-run company with 
around 150 employees 
is run by the brother and 
sister team of Dieter and 
Dagmar Schwedt. Our 
unique FEILER chenille 
products are now sold in 
over 30 countries around 
the world.

FEILER 01
LEVEL 1 N12

01

WHO BUYS YOUR 
PRODUCTS?
FEILER products are 
sold in the very best 
luxury department stores 
around the world, as well 
as in tax free and travel 
retail stores focusing on 
upper class consum-
ers. FEILER products 
are strongly focused on 
female consumers and are 
brilliant items for gifting. 

WHY EXHIBIT NOW?
FEILER products are 
increasingly successful 
with duty free and onboard 
sales.

WHAT ARE YOUR 
OBJECTIVES?
To further introduce 
FEILER accessories as 
a great and unrivalled 
product to complete the 
ranges in the world of 
duty free and luxury point 

of sales. At the same 
time, we will emphasise 
FEILER’s product concept 
and its related profit 
margin.

WHAT IS YOUR UNIQUE 
SELLING POINT (USP)?
Genuine FEILER chenille 
is a unique plush fabric 
made from pure cotton. 
Each fibre in chenille 
cloth offers an experience 
for the senses that no 
other fabric can equal. 
Only chenille fabric 
can reflect designs in 
up to 18 colours, while 
conserving the artisan 
signature of this fine 
weaving technique. This 
turns FEILER products 
in an outstanding luxury 
personal accessory, as 
well as a truly unique item 
for interior decoration of 
home and bathroom.
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WHO ARE YOU?
Alpinestars was established 
in 1963 and has grown into a 
world-leading manufacturer of 
professional racing products, 
high-performance apparel, 
technical footwear and sports-
wear. The company has always 
maintained the strongest 
presence in Motocross, MotoGP, 
Formula 1 and NASCAR, the 
highest levels of motorsports in 
the world, conducting extensive 
research and development 
projects with the aim of creating 
the most advanced technical 
equipment for the world’s top 
motorsports athletes.

WHO BUYS YOUR 
PRODUCTS?
Alpinestars has been synony-
mous with trust, innovation, 
style, action and technology for 
more than 50 years. Alpinestars 
is targeting modern people “in 
action”, addicted to innova-
tive, international, sharp 

02

WHO ARE YOU?
Food Accademia was created 
with the aim of gathering 
together some of the finest 
producers of food Italy has to 
offer, giving them the chance 
to provide their own account of 
their history and particularity, 
their passion and their tradi-
tions. We have thus reunited the 
excellence of Italian food produc-
ers, by personally searching 
among the top food companies 
in Italy renowned throughout 
the world and selecting only the 
best.

WHO BUYS YOUR 
PRODUCTS?
Our brands are focused on 
product quality melted with 
passion and tradition, arous-
ing emotions in the consumer 
with sophisticated tastes, who 
recognise in them the authentic 
Italian taste.

03 04

FOOD ACCADEMIA 03
BASEMENT 2 J31

WHY EXHIBIT NOW?
Food Accademia represents the 
excellence of Italian food produc-
ers in the worldwide travel retail 
business. Our portfolio, with 
over 20 world-class and award-
winning brands, includes fine 
food, wines and spirits. Such a 
high selection of quality products 
was missing in travel retail.

WHAT ARE YOUR  
OBJECTIVES?
Emerging and acquiring greater 
visibility by broadening the 
clientele, operating effectively on 
the global market, and promot-
ing quality food products that 
convey emotions.

WHAT IS YOUR USP?
We promote food products that 
convey emotions, bring people 
together and gratify the senses, 
with excellence and uniqueness.

ALPINESTARS 04
LEVEL 1 Q8

and successful style with a 
motorsports DNA. Alpinestars 
payoff is “Alpinestars Protects”, 
which refers not only to the high 
reliability of the products used 
for the races, but also to the 
style that “protects” the image 
of our athletes.
Alpinestars is present every 
week in motorsports competi-
tions around the world, from 
Formula 1 and MotoGP to 
Motocross, and our custom-
ers are not simply customers 
but part of the “Alpinestars 
family” that aggregates people 
that share the same values 
of passion and freedom of 
living, success, energy, trust, 
challenges, respect and 
commitment.

WHY EXHIBIT NOW?
Because people today are 
constantly active and travel-
ling, sharing Alpinestars’ same 
values and needs. Alpinestars 
already has very strong brand 

recognition and visibility in 
all countries, and travel retail 
represents a natural presence 
for the new products.

WHAT ARE YOUR  
OBJECTIVES?
TFWA Asia Pacific Exhibi-
tion & Conference is the best 
opportunity for delivering the 
highest standards in design and 
performance represented by 
Alpinestars’ new travel collec-
tion. The new watches, accesso-
ries, premium audio devices and 
luggage, fuses the company’s 
rich motorsports legacy, innova-
tive Italian craftsmanship and 
reputation for excellence.

WHAT IS YOUR USP?
Alpinestars is a unique brand 
with a unique style. All the 
premium travel retail products 
are 100% identified with the 
fusion of the Alpinestars DNA 
that creates a proposition that 
cannot be replicated.
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TFWA ASIA 
PACIFIC BAR

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 10 May to Wednesday 11 May 
18:00-19:30 
Level 4, Marina Bay Sands Expo & Convention Centre

T U E S D AY  1 0  M AY  2 0 1 6  -  1 9 : 3 0

M A N D A R I N  O R I E N TA L  H O T E L

Tonight, 19:30, Mandarin Oriental Hotel

Tonight’s popular Chill-Out Party takes place at 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

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

TFWA EVENING EVENTS

KINDLY SPONSORED BY:

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.

FUL L  MO ON I S  COMI N G. . .

MAMBO BEACH 
Sentosa Island

SENTOSA

SEN
TO

SA G
ATEW

AY

MARINA BAY
SANDS HOTEL

The 2016 SINGAPORE SWING PARTY  
moves to Sentosa for some island fun in  
a spectacular dreamscape setting. Enjoy celebrity  
chef EMMANUEL STROOBANT’s exquisite  
cuisine and revel in the full-moon ambience!

WEDNESDAY 11 MAY - 20:00
Mambo Beach, Sentosa Island

ENTRANCE BY INVITATION ONLY – DRESS CODE: SMART

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

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

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 10 MAY 2016  SOCIAL PROGRAMME

BEEBIO ACTIVE MANUKA HONEY SERUM RANGE. 
SHAPE, REJUVENATE, PROTECT AND ENHANCE.

PLEASE COME VISIT US IN BOOTH G02, LEVEL B2.

BeeBio Nectar V Face & Neck Shaping Serum.

A stunning formulation of powerful ingredients. Nectar V uses our unique 
and scientifically proven BeeBio anti-aging Manuka honey formula 
combined with a special New Zealand sourced formulation of Ponga Fern, 
Lemon Oil, Lime Oil, Rosewood Oil and Grape Seed extract. Nectar V is 
designed to lift, tighten and firm the skin while shaping the contours of 
the face and neck. Our consumer research revealed a market for women 
wanting a product for the neck and face area that is natural and topically 
effective. Simply, a product that works. Nectar V is light, highly absorbent 
and works quickly to reduce fine lines, wrinkles and sagging. Nectar V works 
exceptionally well on the neck and upper chest leaving skin firmer and more 
toned. This serum is luxurious to the touch and nurturing to your natural 
beauty and inner youth.

BeeBio Nectar Instant Effect Eye Serum.

The eyes are windows to your soul. The moment BeeBio Nectar serum 
touches your skin you can feel it working to tighten and smooth fine 
lines and wrinkles. It’s a scientific breakthrough that instantly corrects, 
protects and enhances your skin around the eye area. Containing highly 
active ingredients including New Zealand Medical Grade Manuka honey 
and pure Bee Venom, Nectar reduces puffiness and sagging leaving only 
beautifully nourished skin. Independent scientific research has discovered 
the incredible youth enhancing properties inherent in the native New 
Zealand Ponga Fern and this has been combined with our unique anti-
aging formula that activates 6 times the anti-oxidant strength of vitamin C 
as shown using the ORAC test. Ground breaking and lush, Nectar is a must 
have for gorgeous youthful eyes.



TFWA ASIA 
PACIFIC BAR

The popular TFWA Asia Pacific Bar opened yesterday evening, and was the 
perfect place to unwind after the day’s busy conference & workshops agenda. The 
TFWA Asia Pacific Bar is firmly established as the ideal onsite networking venue. 
Located on Level 4 of the Marina Bay Sands Expo & Convention Centre, it is open 
today and tomorrow between 18:00 and 19:30. The fabulous outdoor terrace boasts 
a spectacular view overlooking Marina Bay – truly a sight not to be missed. Drinks 
served at the TFWA Asia Pacific Bar are courtesy of the exhibiting suppliers.

A CHANCE 
TO GIVE 
BACK
Last night, Women in Travel 
Retail (WiTR) launched its 
latest charity drive – for 
Sunrise Children’s Village 
in Siem Riep, a cause 
particularly close to the 
heart of one of its most 
prominent members, 
Erin Lillis-Arrowsmith, 
Lacoste’s Travel Retail 
Director, Asia Pacific. 

“I’ve been five times to visit, and 
they’ve really reached out for 
help,” she says.
The charity provides education, 
counselling and support to 
children ranging from orphans, 
to those with difficult and 
traumatic backgrounds. “The 
first time I visited I was struck 
by one little girl who was just 

four years old, but had such an 
anguished look about her. She 
had been discovered living with 
her grandmother and uncle 
who had been abusing her. She 
was totally broken,” explains 
Lillis-Arrowsmith. “When I visited 
three months ago, she looked like 
a kid again. It’s the love, the care, 
guidance and counselling they 
offer that makes all the difference.”
Catherine Bonelli, Paul & 
Shark’s Travel Retail Director, got 
the fundraising off with a bang 
with a donation of the brand’s 
scarves, which were soon selling 
like hotcakes.

One happy shopper who snapped 
one up immediately was 
Oyunerdene Byamberdorj, Travel 
Retail Business Development 
Manager, Oriental Group. “It’s 
not about the scarf, I do it for 
the charity. I have been part of 
WiTR for three years and I see 
here a group of women who are 
very passionate and care about 
what they do. It shows you that 
this is a very friendly industry,” 
she says.
The group aims to raise 
US$15,000 (€14,000), which 
would allow it to refurbish the 
single existing classroom, which 

is badly run-down, and build two 
new ones, benefitting some 250 
children each year.
“It’s been a successful launch, 
with a great turnout – I don’t 
think we’ve ever had so many 
women at a meeting in Singa-
pore, representing all parts of 
the industry. WiTR has always 
prioritised children, education 
and safe housing, so we’re 
delighted to be supporting this 
cause,” says Sarah Branquinho, 
Corporate Communications & 
External Affairs Director, World 
Duty Free (a Dufry Company), 
and President, ETRC.

Sunrise Children’s Village in Siem Riep is a cause particularly close to the heart of Erin Lillis-Arrowsmith, Lacoste’s Travel Retail Director, 
Asia Pacific, who nominated the charity. “I’ve been five times to visit, and they’ve really reached out for help,” she said.

WiTR’s major charity this year is 
Sunrise Cambodia. The target is to raise 
US$15,000 (€14,000) to build and equip 
two classrooms at Sunrise’s Siem Reap 
Learning Centre.
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EXPERIENCE AMERICAN WHISKEY RESPONSIBLY.
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‘Eastern promise’ is a term 
that fits well with how 
drinks brand owners view 
opportunities across Asia 
and its rapidly expanding 
travel retail liquor sector. 
Incorporating both the 
wealthy and the well-
travelled, the consumer 
demographic is filled with 
discerning tastes and a 
thirst for the new and 
exciting. As such, this 
year’s TFWA Asia Pacific 
Exhibition & Conference is 
a melting pot of exclusiv-
ity – in both liquid and 
packaged form.

“Asia continues to be a very 
important element of the 
company’s travel retail strategy, 
due to its massive potential for 
its brands, and the opportunity 
to be recognised as a truly 
global distributor of high-quality 
spirits,” says Raffaele Berardi, 
CEO Fraternity Spirits World 
(Basement 2 B02). He adds 
that his team “works hard to 
ensure we are offering spirits 
and liqueurs that meet the Asian 
consumer’s taste demands, and 
help us continue to build upon 
the success we already enjoy in 
the region.”
Meanwhile, Myriam Marouli, 
Trade Marketer Global Duty 
Free Europe Export & Global 
Duty Free, Heineken (Basement 
2 K33) comments: “Travelling 
consumers are inquisitive to find 
exciting, satisfying options that 
reflect not only a great range of 
choice, but also a cosmopolitan 
mix of brands.”
There are, however, areas within 

DRINKER’S
PARADISE

FROM FRATERNITY SPIRITS IS 
RON PROHIBIDO – PREMIUM 
ARTISAN RUM PRODUCED 
UNDER A 12-YEAR SOLERA 
SYSTEM, GIVING IT A 
DISTINCTIVE SWEET AND 
SOUR TASTE THAT IS 
ACQUIRED THROUGH THE 
COMBINATION OF DIFFERENT 
BLENDED RUMS AGED IN 
USED RAISIN WINE BARRELS.

Heineken is 
featuring brands 
from across a 
world of flavours 
and styles, such 
as Tiger – the 
beer born right 
here on the 
streets of Asia.

the drinks category that will be 
given key focus. For instance: 
“A key priority for Diageo GTME, 
particularly within Asia Pacific, 
is the Scotch category,” explains 
Peter Fairbrother, Global 
Marketing Director, Diageo 
Global Travel & Middle East 
(Basement 2 K1).
Following 24 months of innova-
tive launches across whisky and 

Selection and range of choice are paramount for today’s travelling 
consumers, and we are also seeing a growing number of consumers 
seeking out drinks for their own enjoyment. Here, Jessica Mason 
identifies brands that appeal to the selector, as well as ways the 
category can harness the gift buying opportunity to further effect.

white spirits categories, in 2016 
Bacardi Asia Pacific Travel Retail 
(Basement 2 D10) is driving a 
strategic focus to unlock the 
potential for incremental growth 
in whisky and to trade-up the 
vodka and gin categories.
With deep insight into the 
Chinese traveller, Bacardi cites 
research (CIR) showing that of 
the 18 million Chinese people of 
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In April Bacardi launched 
its first total malts 

category merchandising 
solution in the region 

with DUFRY. The region 
also now boasts the 

largest ever John 
Dewar & Sons Fine 
Whisky Emporium 

merchandising unit, a 3m 
wide installation in a key 

Chinese border store.

Caorunn small batch Scottish Gin from 
International Beverage is the original 

super premium craft gin to be distilled in 
a malt whisky distillery, back in 2009 at 
Balmenach Distillery inside Cairngorm 

National Park in the Scottish Highlands.

Distell is presenting its 
specialty Cognac range 
Bisquit, which recently made 
international news when an 
empty decanter of the spirit 
was sold for €20,000.

Diageo is 
showcasing 
travel retail 
exclusives, 
such as 
Talisker 
Neist Point.

have been especially pleased with 
the launch of ROYAL BRACKLA 
Highland Single Malt Whisky 12 
YO, 16 YO and 21 YO and with 
DEWAR’S 15 YO and DEWAR’S Ne 
Plus Ultra 30YO.”

WHISKY
“Throughout the region we have 
seen notable success across the 
Johnnie Walker portfolio and we 
will be exhibiting the Johnnie 
Walker range at the show,” says 
Fairbrother.
Through innovations such as the 
Johnnie Walker House luxury 
boutiques in Singapore, Mumbai 
and Taiwan airports, Diageo has 
been able to immerse travellers 
in the Johnnie Walker story 

– driving engagement with the 
brand and encouraging them 
to trade up to new variants. 
“The first two boutiques have 
exceeded sales targets by 30%, 
so we know the unique and 
luxurious shopping format 
works,” Fairbrother comments. 
“Malt whisky is set to grow at a 
faster rate than blended Scotch, 
increasing its share from today’s 
20% of total Scotch value.”
A primary focus for Diageo at 
this year’s show is The Singleton 
range. “The Singleton, with its 
smooth and accessible liquid 
profile, is an important brand for 
this region, as it aims to demys-
tify the category and recruit 
new customers – perfect for the 

emerging segment of younger 
travellers across Asia Pacific,” 
Fairbrother explains. “We will 
be exhibiting the brand’s latest 
innovation to the channel – The 
Singleton Sensorium, following 
the recent launch of the first 
Singleton Sensorium in travel 
retail in Taiwan’s Taoyuan 
International Airport – an engag-
ing and luxurious retail space, 
where consumers can discover, 
explore and experience the 
sights, flavours and aromas of 
these vibrant and contemporary 
single malt Scotch whiskies.”
International Beverage 
(Basement 2 H27) is also focus-
ing on a full premium range of 
single malt Scotch and blended 

LDA flying internationally each 
year, 17 million are spirits drink-
ers. The company will be target-
ing this overlap at top airport 
destinations in the region with 
a major focus on sampling and 
education at point of sale using 
the John Dewar & Sons Fine 
Whisky Emporium and its team 
of brand ambassadors – adding 
significant trade-up success.
“The older ‘Open Door’ genera-
tion are actively engaging with 
the ‘discovery’ opportunity 
and the brand intrinsics of the 
six brands in our aged whisky 
portfolio,” comments Vinay 
Golikeri, Regional Director 
Asia-Pacific, Bacardi Global 
Travel Retail. “There is also a 

massive opportunity to tap into 
the premium white spirit home 
cocktail culture that’s so popular 
with people born post the 1990s. 
This group already represents 
over 40% of the Chinese LDA 
population with double-digit 
growth as more of them come 
of age.”
He adds that joint business 
planning with key retail partners 
in Asia Pacific is crucial to deliv-
ering this opportunity. “There is a 
$40 million incremental oppor-
tunity to unlock in GTR whisky,” 
says Golikeri. “We are convinced 
the key to this prize is leveraging 
the appeal of discovery brands 
such as ours with shoppers at 
the second stage of luxury. We 
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ENJOY RESPONSIBLY  
©2016 ABERFELDY, DEWAR’S, GLEN DEVERON, CRAIGELLACHIE, AULTMORE, 
ROYAL BRACKLA AND THE RESPECTIVE TRADE DRESSES ARE TRADEMARKS 

By targeting the second  
stage of luxury an incremental  

•  $ 4 0 m  • 
 can be achieved in Scotch Whisky

John Dewar & Sons already proven to generate  

•  o v e r  5 0 %  o f  • 
C A T E G O R Y  G R O W T H  

when implemented in store



Scotch whiskies from its five 
historic malt whisky distilleries. 
James Bateman, Global Travel 
Retail Director, International 
Beverage, explains that this 
“includes 10 expressions that 
are created exclusively for 
travel retail.”
Highlights in the whisky category 
from Distell (Basement 2 J6) 
are a selection of rare edition 
single malts. “These include 
Deanston Organic 15 Year Old 
Single Highland Malt and two 
Tobermory single malts – the 
18 Year Old that is bourbon cask 
matured and the 20 Year Old, 
finished in sherry casks,” notes 
Andrea Baumgartner, Head of 
Marketing Global Travel Retail, 
Distell. “They are produced at 
the Tobermory distillery, which 
dates back to 1798 and is the only 
whisky distillery on the Hebrid-
ean island of Mull, Scotland.”
With examples of activations for 
Tullamore Dew, Monkey Shoul-
der and Grant’s Elementary, 
William Grant & Sons (Basement 
2 N19) also confirms its position 
as a category leader in the travel 
retail whisk(e)y category.
Supporting the introduction of 
50cl versions of Tullamore Dew 
Cider Cask and Tullamore Dew 

THE BALVENIE 21 YEAR OLD 
MADEIRA CASK, FROM WILLIAM 
GRANT & SONS, IS A PERFECT 
EXAMPLE OF AN EXCLUSIVE 
PRODUCT THAT REALLY 
INTRIGUES BOTH TRAVELLERS 
AND RETAILERS, MAKING IT 
PERFECT FOR THIS CHANNEL.

Phoenix in gift cartons, William 
Grant & Sons also highlights 
how Monkey Shoulder has 
become a global brand. Visitors 
can experience the ‘Destina-
tion Monkey’ Drinks Trolley, an 
eye-catching display that can be 
positioned anywhere within the 
retail space for manning by a 
‘Destination Monkey’ host.
There is also a strong focus on 
Grant’s Elementary – the brand’s 
first travel retail exclusive 
range – a trio of age state-
ment whiskies to celebrate the 
‘three hero elements’ of whisky 
making. The age statements 
relate to the liquid’s position in 

the Periodic Table of Elements: 
Carbon, a 6-year-old peated 
blend; Oxygen, an 8-year-
old blended grain distilled 
under vacuum; and Copper, a 
29-year-old blended whisky 
– the oldest Grant’s age state-
ment ever released.
Alongside this, William Grant 
& Sons is highlighting its new 
House of Hazelwood collection, 
inspired by family doyenne Janet 
Sheed Roberts, which celebrates 
the Art-Deco era of her heyday. 
House of Hazelwood comprises 
three inaugural expressions: an 
18-year-old, inspired by Paris 
in the 1920s; a 21-year-old, 
drawing on references from 
Mumbai; and a 25-year-old, with 
Shanghai a central theme.
Meanwhile, for The Balvenie 
whisky brand comes the new 
global travel retail exclusive 
21 Year Old Madeira Cask, 

AS THE NUMBER ONE 
SCOTCH BRAND IN A NUMBER 
OF MAJOR ASIAN MARKETS, 
THE MACALLAN IS A MAJOR 
FOCUS FOR EDRINGTON IN 
THIS REGION.

Through events, special promotions, and new 
products, Jack Daniel’s will share the authentic 
stories of America’s oldest registered distillery 
with friends of Jack, both old and new.

replacing the current 21 Year Old 
Portwood. It is aged exclusively 
in traditional oak whisky casks 
for more than two decades, 
before being transferred to 
casks previously used in the 
production of fortified Madeira 
wine. “The Balvenie 21 Year 
Old Madeira Cask is a perfect 
example of an exclusive product 

that really intrigues both 
travellers and retailers, making 
it perfect for this channel,” 
explains Scott Hamilton, William 
Grant & Sons’ Travel Retail 
Director for Asia Pacific.
This year, for whisky, Edrington 
(Basement 2 H36) is featur-
ing: The Macallan, Highland 
Park, Glenrothes, The Famous 
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Grouse and Cutty Sark. “As the number 
one Scotch brand in a number of major 
Asian markets, The Macallan is a major 
focus for us in this region,” says Irene Loi, 
Edrington Singapore Regional Marketing 
Manager, Asia Travel Retail. “The Macal-
lan Rare Cask Black – launched late last 
year – is an extraordinary Macallan with 
a subtle yet distinctive slightly smoky 
flavour. It’s something different to your 
average Macallan – both in terms of the 
liquid and packaging – and is incred-
ibly scarce, being drawn from a limited 
number of casks. It’s also a travel retail 
exclusive, so not available to Macallan 
fans shopping domestically.”
Meanwhile, Brown-Forman (Basement 2 
M1+2) is celebrating the 150th anniversary 

BELUGA VODKA’S MAIN FOCUS AT TFWA 
ASIA PACIFIC EXHIBITION & 
CONFERENCE IS ON NOVELTIES SUCH 
AS BELUGA BITTER HUNTING.

of the Jack Daniel’s Distillery in locations 
around the world in 2016. “Through 
events, special promotions, and new 
products, Jack Daniel’s will share the 
authentic stories of America’s oldest 
registered distillery with friends of Jack, 
both old and new,” comments Marshall 
Farrer, Vice President, Managing Director, 
Brown-Forman Global Travel Retail.

VODKA
Edrington kicks of proceedings within the 
vodka category with its super-premium 
offering Snow Leopard Vodka, while also 
pitching quite high among the luxury sector 
is Beluga Vodka (Basement 2 D4), which is 
produced in Siberia, heart of Russia, from 
malt wheat spirit and natural spring water, 
giving it a smooth taste. “Beluga Vodka 
will represent the full portfolio of Noble 
Russian Vodka Beluga: Beluga Noble, 
Beluga Transatlantic, Beluga Allure, and 
Beluga Gold Line,” says Maria Samosad-
naya, Senior Travel Retail Manager 
America and Asia, Beluga Vodka. “Our 
main focus will be on novelties – Beluga 
Celebration and Beluga Bitter Hunting.”
Standing out from the crowd, with its iconic 
bottle, is Crystal Head Vodka (Basement 2 
D28). “We will be exhibiting Crystal Head 
Vodka in the new one-litre and 4 x 50ml 
formats, both exclusive to travel retail,” 
explains Brian Meret, Vice President Carib-
bean, Latin America & Global Travel Retail, 
Crystal Head Vodka.

COGNAC
Camus Cognac (Basement 2 J8) is present-
ing a complete range of “haute couture” and 
exclusive Cognacs, together with a choice of 
third party brands. In the Cognac category, 
visitors will be able to discover or rediscover 

Crystal Head 
Vodka is 
showcasing its 
new one-litre and 
4 x 50ml formats, 
both exclusive to 
travel retail.
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   MEET US AT BASEMENT 2 BOOTH L2   

Contact :  
export@bardinet.fr - +33 (0)5 56 35 84 85 

www.siredwards.com

Premium engraved bottle

 a strong identity

 A LEADING GLOBAL BRAND

A CONQUERING 
PRESENTATION

AN OUTSTANDING 
QUALITY

IMPRESSIVE 
PERFORMANCE

N°13  Scotch whisky  
among international brands* 

1.54 MILLION   
cases sold in 2014 (+ 8%)* 

Distributed over   

95 COUNTRIES 

TOP 5 fastest growing  
Scotch Whisky brand*

AP 111x331 mm.indd   1 14/04/2016   10:59

Deau Cognac is displaying its 
line of three XOs presented in 
a tailor made decanter.

The Borderies range – 100% single growth 
Cognacs produced almost entirely from 
Camus’ 180 hectares of vineyards in the 
Borderies – the smallest and rarest district 
in the Cognac Appellation, and Camus Extra 
Dark & Intense Cognac – a new expression 
of the emblematic Camus Extra Elegance 
Cognac, which was launched 15 years ago 
and is still among the leaders in its class 
today. Meanwhile, Deau Cognac (Basement 
2 A02) is also displaying its line of three 
XOs presented in a tailor made decanter, 
and Distell is also presenting its specialty 
Cognac range Bisquit, which recently made 
international news when an empty decanter 
of the spirit was sold for €20,000.

RUM
From Edrington, seek out Brugal Rum, 
and from Fraternity Spirits there will be 
Ron Prohibido – a premium artisan rum 
produced under a 12-year solera system 
giving it a distinctive sweet and sour taste 
that is acquired through the combination 
of different blended rums aged in used 
raisin wine barrels. Also from Fraternity 
Spirits is Ron Mulata – an authentically 
Cuban rum, while from Bleeding Heart 
Rum (Basement 2 A4) you will find Don 
Papa and Don Papa 10 Year Old together 
with limited edition gift packs.

GIN
Look out for Caorunn small batch Scottish 
Gin from International Beverage. It was the 
single best selling spirit brand at its home 
airport, Edinburgh, for Valentine’s Day and 
Caorunn is the original super premium 
craft gin to be distilled in a malt whisky 
distillery, back in 2009 at Balmenach 
Distillery inside Cairngorm National Park 
in the Scottish Highlands.

Star of Bombay, a super premium gin from 
Bacardi using Bombay Sapphire with two 
new additional botanicals and a slow distil-
lation method, is also being showcased at 
TFWA Asia Pacific Exhibition & Conference.

TEQUILA & LIQUEURS
Patrón Spirits (Basement 2 L5) is showcas-
ing its entire portfolio of ultra-premium 
spirits, including its flagship Patrón 
tequilas and liqueurs. “We’re very excited, 
especially to introduce to our duty free 
partners our new one-litre bottle for our 
core Patrón tequila line and our Patrón 
liqueurs, exclusive to global travel retail,” 
says Art Hyndman, Duty Free Manager, 
Asia Pacific, Patrón Spirits International. 
“This new size will replace the 700ml and 
750ml bottles currently available in duty 
free. To help generate awareness and 
excitement about this new bottle size, 
we’re also introducing a limited edition 
one-litre bottle in travel retail, which will 
be presented in Singapore.”
This exclusive collectors’ edition bottle 
is adorned with an intricate design of 
the iconic Patrón tequila bee, rendered 
in pure pewter and hand applied. The 
bottle is then finished with a unique 
glass stopper, and enclosed in a specially 
designed elegant acrylic display case.
Illva Saronno (Basement 2 B8) is exhibit-
ing for the first time at TFWA Asia Pacific 
Exhibition & Conference, with a key 
focus on Disaronno Riserva, a blend of 
Disaronno Originale and a Scotch whisky 
which has a selected blend of malt from 
the Highland and Speyside Islands. 
“Married in oak barrels that for more than 
12 years contained Marsala Reserves, this 
limited edition is an exceptional product,” 
comments Domenico Toni, International 
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diverseflavours.com
Anthony Budd: +27 71 255 7344
anthonybudd@diverseflavours.com

Premium South African Wine, 
Iconic Champagne and Sake

Taste and discover award-winning wines from South Africa, 
the iconic Taittinger Champagne and Sake from 
Sakuramasamune, one of Japan’s oldest makers, 

at the Diverse Flavours stand:

Basement Level 
D34

S U P P LY I N G  D I V E R S I T Y  

01 From Bleeding Heart Rum you will find Don Papa 
and Don Papa 10 Year Old together with limited 
edition gift packs.

02 Patrón Spirits’ limited edition tequilas and unique 
packaging – including its collectors’ tins that celebrate 
key markets and occasions, such as Chinese New Year 
– are especially suited for gift giving.

Sales Director, Illva Saronno. “This 
exquisite bottle is packaged to the highest 
standard. Presented in a thick wooden 
frame, the bottle screams sophistication, 
making it the perfect gift for a liquor lover.”
Also on display is the Roberto Cavalli 
limited edition Disaronno bottle influenced 
by the enchanting undersea world and the 
most exotic safari locations. The bottle is 
draped in a new graphic animal print.

BEER
Despite beer not featuring heavily 
throughout the travel retail drinks 
category, we do see brands coming in 
which have location-based popularity or 
heritage to make them a good fit for those 
looking for souvenirs.
Heineken is reflecting its customer 
focus by presenting key highlights 
from across the portfolio, reflecting the 
‘multi-national, multi-personality’ range 
of choice available to suit every taste 
and occasion. “Our presentation will, of 
course, be led by our flagship beer brand, 
Heineken, but will also feature brands 
from across a world of flavours and styles, 
such as Tiger – the beer born right here 
on the streets of Asia, Strongbow – the 
leading global cider brand from the heart 
of England, and Newcastle Brown Ale; and 
we’ll present the Mexican vibrancy of our 
Sol brand,” says Marouli.
Also seeing potential for beer, we’ll see 
Thai brand Chang Beer being made avail-
able by International Beverage, which is 
looking to capture attention with a product 
with a strong association to its location.

GIFTABILITY
Gift-giving continues to present an 
opportunity for the sector, because the 
roving traveller is not just on the lookout for 
items that meet their needs and desires, but 
also those that can be offered by way of a 

gesture when they return home. In addition, 
the exclusivity that various brands present 
chimes well with this concept.
Ian Macleod Distillers (Basement 2 H33) 
has probably one of the finest age ranges 
available, from a specialist cask strength 
through to 15, 18, 21, 25, and 35yo Highland 
malt whiskies, at a time when a large sector 
of the whisky industry has moved, or is 
moving, to selling non-aged malt whisky.
“All the malt range will make an ideal gift, 
however, we have developed 20cl versions 
of the 15, 18 and 21 Year Old in replica 
bottles and packaging to the larger full 
bottle sizes,” explains Gwen Fleming, Travel 
Retail Co-ordinator, Ian Macleod Distillers. 
“In addition, we have produced a circular 
Glengoyne branded tin which contains 3 x 
5cl miniatures of the 10, 15 and 18 Year Old, 
giving travellers the opportunity to sample 
three ages in one pack.”
Launched to great acclaim at TFWA World 
Exhibition & Conference in 2015 was 
Macleod’s six-pack, containing a whisky 
from each of the producing regions plus 
a blended whisky. “It enables the whisky 
novice to try a selection of different malts, 
a single grain and blended whisky all in the 
one pack,” adds Fleming.
Gifting remains important in travel retail, 
accounting for $3.2 billion of sales in 2015, 
according to Generation data. “Yet there is 
a huge untapped opportunity to increase 
alcohol gifting, as only 30% of travellers 
enter into duty free to shop for alcohol,” 
notes Diageo’s Fairbrother. “Success in 
gifting is crucial to our ambitions in this 
market, so we will continue working closely 
with our travel retail partners to ensure that 
we can offer unique and diverse products, 
as well as engaging experiences, such as 
opportunities for personalisation, in time 
for key moments like the festive period and 
Chinese New Year.”
According to Deau Cognac, the only 

01 02 03

03 From Illva Saronno, seek out Disaronno Riserva, 
a blend of Disaronno Originale and a Scotch whisky 
which has a selected blend of malt from the Highland 
and Speyside Islands.
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LABEL 5 Scotch Whisky brand is carefully distilled,
matured and bottled in our distilleries in Scotland.

Established in more than 100 countries, LABEL 5 is renowned
for its high quality and appreciated for its smoothness.

With 2.6M 9-L cases sold in 2015, LABEL 5 is a leading player 
in the Scotch Whisky category.

LABEL 5 First Blending Company,

Starlaw Road, Bathgate, SCOTLAND

Extra Premium 12 yo
Delicate & Generous

Extra Rare 18 yo
Rich & Unique

Classic Black
Smooth & Well-balanced

Gold Heritage
Subtle & Elegant

• LA MARTINIQUAISE GROUP •
For trade inquiries, please contact export@la-martiniquaise.fr
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Ian Macleod Distillers has produced a 
circular Glengoyne branded tin which 
contains 3 x 5cl miniatures of the 10, 15 and 
18 Year Old, giving travellers the opportunity 
to sample three ages in one pack.

difficulty for the consumer looking for a 
gift in travel retail is the choice, with the 
popularity of the decanters in the Deau 
Cognac tasting boxes considered ideal for 
those who want to give something as an 
item to treasure that looks a bit special.
Meanwhile, International Beverage’s 
Bateman comments: “Our design approach 
to travel retail is for innovative, award-
winning and sometimes unconventional 
packaging, often in beautiful glass with 
bright coloured gift packaging to create 
stand-out and draw travelling consumers 
to the shelf or sampling table.”

INTERACTION & BRAND LOYALTY
Diageo knows a thing or two about 
positioning brands at a high level, 
capturing attention and also enhancing 
people’s experience and interaction with 
them to lead to sales. “Our ambition is to 
continue to lead the way in luxury retail-
ing by working closely with our partners 
to develop disruptive activations in the 
perfectly suited airport environment,” says 
Fairbrother. “For example, we brought ‘Joy 
Will Take You Further’, Johnnie Walker’s 
largest ever global campaign, to life across 
global airports recently, showcasing large 
installations of the new brand ambassadors 
– a cast of extraordinary achievers who 
share the brand’s view of how happiness in 
life is a fuel for success.”
Beluga Vodka recently created its new 
marketing concept ‘Home Bar’, which was 
implemented in Dubai, Beirut, Moscow, St. 
Petersburg and Stockholm. This helped 
consumers consider how they might use 
the drinks and mix them once they returned 
home, and helped ignite their imagination.
Tastings are highly effective if a brand 
owner or distributor wants potential 
consumers to experience the products 
first-hand. “We have just started first 

shipments [of Crystal Head Vodka] 
to Dufry Brazil and Argentina, and 
concluded displays and tastings in 
Chicago and Cozumel with good results,” 
explains Meret. Heineken’s Marouli adds: 
“We complement our powerful brand 
portfolio through a constant focus on 
innovation, particularly in supporting our 
business partners with new initiatives to 
enhance the customer experience – in 
everything from in-store presentation to 
onboard serve, we aim to optimise the 
customer experience.”

PROVENANCE & EXCLUSIVITY
A key element of Edrington’s market-
ing strategy for The Macallan centres 
on storytelling, specifically around the 
brand’s heritage and commitment to 
quality. A number of recent Asian activa-
tions embody this approach, explains Loi: 
“At Taiwan Airport, we have brought the 
story of The Macallan to life with pop-up 
shops promoting X-Ray series and Rare 
Cask Black – the first telling the story 
of the Six Pillars, the cornerstones of 
The Macallan, and the latter centred on 
the importance of wood in the whisky 
maturation process, so central to the 
final product.” Limited editions, partner-
ships, new bottlings, samplings, and a 
sense of provenance intertwined with 
high quality products, all work to make 
a drink saleable. “Since 2013 we have 
partnered with a different major fashion 
label each year to create a limited edition 
bottle design for Disaronno,” explains Illva 
Saronno’s Toni. Its designer partnerships, 
with Moschino, Versace and now Roberto 
Cavalli, target consumers looking for 
premium quality, unique packaging and 
unusual products. Never underestimate 
the sales potential for drinks sold with 
such a draw. Exclusivity sells.
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The Italian style of drinking fine spirits
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The wine buyer continues to look for quality among the travel retail aisles.  
But which wines have the edge over others? Jessica Mason explores how 
grape, region and stylistic reputation all contribute to sales.

of the passengers,” adds Marina 
Julian, Brand Manager/Duty Free 
Travel Retail Manager, Barton & 
Guestier (Basement 2 C10).
Constellation Brands’ Dufour 
reminds, however, that, often 
“people are looking for bold and 
richly flavoured wines, especially 
if gifting, as they want their gift to 
make a statement and an impact.” 
He points to strong growth in 
Cabernet Sauvignon for red and 
in the sweet wine category, great 
growth in the Vidal Icewines. “We 
have also had some really great 
success this year with a very 
unique, and quite limited, Inniskil-
lin Sparkling Cabernet Franc 
Icewine, only sold at the winery 
and at duty free,” Dufour explains.
Meanwhile, Tom King, General 
Manager, Global Travel 
Retail, Treasury Wine Estates 
(Basement 2 J35) states that 
39% of wine purchases in global 
travel retail are for gifting. 
“Therefore, we have targeted 
several wines in our range to 
suit these shoppers and indeed 
look to build on this opportunity. 
The recently launched Penfolds 

Constellation Brands 
is celebrating the 
50th anniversary of 
the Robert Mondavi 
Winery by launching a 
brand name wine called 
Maestro, in honour of 
the late Robert Mondavi.

GRAPEVINE 
FINERY

LAUNCHING INTO TRAVEL 
RETAIL HERE AT TFWA ASIA 
PACIFIC EXHIBITION & 
CONFERENCE IS 
ACCOLADE WINES’ VIÑA 
ANAKENA, WHICH ALREADY 
HAS AN OUTSTANDING 
REPUTATION AS A 
PRODUCER OF WORLD-
CLASS, DISTINCTLY 
CHILEAN WINES.

Understanding what sells 
in global travel retail, 
and why, can be the key 
to unlocking high inter-
national demand for wine 
businesses. For consum-
ers, having the wines they 
want to see and pick up 
while travelling can make 
their trip all the more 
pleasant and rewarding. 
For retailers it is the 
gateway to success. But 
what do people want? Here 
we take a few pointers 
from those in the know.

“As the wine category continues 
to grow, today’s travellers are 
more confident and demanding 
in their choices,” says Randy 
Dufour, VP - Travel Retail, 
Constellation Brands (Basement 
2 E37). “Having a strong, well 
respected brand, but with some 
added value, such as a smaller 
unique sku rarely found outside 
of the cellar door, has been 
quite successful. As travellers 
continue to expand their travel 
and culinary experiences, it is 
only natural to also venture off 
the tried and true wine routes.”
Over at Accolade Wines 
(Basement 2 N4), Commer-
cial Director Rupert Firbank 
highlights that being “perfect 
for the travel retail market, it 
includes wines at a number of 
price points that are suitable to 
a variety of passenger profiles.” 
This kind of broad offering 
allows Accolade Wines the 
option “to target all channels 
within global travel retail.”
“Limited release and consistency 
in quality remain key ingredients 
to attract and to gain the loyalty 

Max’s range is a perfect example 
of this, and also the limited 
edition Max’s ‘The Promise’ 
is 100% gifted; it is delivered 
in tailor made luxe packaging 
bespoke to the three occasions 
per year it is released – Christ-
mas, Father’s Day and Chinese 
New Year,” King explains.
Fontanafredda (Level 1 P23) 
spokesperson Marinella 
Maiorano says: “The consumer 
tends to buy brands he knows 
well or he relies on, but we 
believe that the consumer’s 
wine knowledge has signifi-
cantly increased in recent years, 
so that today wine lovers feel 
more and more comfortable 

in trying new vine varieties or 
maybe just picking a bottle with 
a fancy label.”
Another way to capture attention 
is to appeal to the wine novice 
and get new adult consumers 
interested in the category. 
“Young people think sparkling 
wines are more versatile and 
suitable for everyday moments. 
Freixenet ICE is perfect for 
aperitifs, casual celebrations, 
girls night-out gathering, and 
summer time enjoyment,” says 
Philippe Jamme, Global Duty 
Free & Travel Retail Manager, 
Freixenet (Basement 2 B34).
Accolade Wines’ Firbank also 
notes: “For consumers new to 
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presence in 50 domestic markets, 
including the US.
Meanwhile, on the occasion of 
its 290th anniversary, Barton 
& Guestier, the oldest wine 
merchant established in 
Bordeaux, has launched the Hérit-
age wine brand. “For almost 300 
years, Barton & Guestier has been 
successful in keeping the tradition 
of selecting, making, bottling and 
shipping the best quality wines 
from France. These wines were 
those produced at Margaux, 
Lafite, and Haut Brion, when the 
cellar masters were adding their 
final touch to the wine,” Julian 
comments.
Sandro Bottega, President, 
Bottega (Basement 2 M9) 
explained how, nowadays: 
“Consumers are more and more 
interested in the history of a 
wine and in all that a wine and 
its territory represents – each 
terroir brings culture, traditions, 
production methods and unique 
peculiarity with it – rather than the 
taste of the grape itself.”
He believes that wines with an 
older tradition, and a longer 
history of success, are more 
recognisable and have a greater 
appeal to consumers.

TREND: FIZZ
“The demand for Prosecco has 
definitely been increasing in 
travel retail, which is one of the 
reasons we launched our Da 
Luca Prosecco into the channel,” 
notes Accolade Wines’ Firbank. 
“2015 saw a domestic market 
sales increase of 78%, and this 
is starting to be replicated in the 
travel retail market. Due to the 
success of our Da Luca Prosecco 
last year, we also introduced a 
Da Luca Sparkling Rosé, which 
is proving very popular.”
Commenting on trends, Bottega 
says: “Rather than grape 
varieties, I would name some 
denominations, especially 
from Italy, which are gaining 
more traction in GTR: Prosecco 
(produced from Glera grapes); 
Amarone (produced from a 
blend of Corvina, Rondinella 
and Molinara grapes); Brunello 
(pure Sangiovese grapes); and 
Barolo (from Nebbiolo). While 
for export: Malbec, Merlot, Pinot 
Gris, Lagrein and Sauvignon.”
South Africa is just coming into 
its own on the international 
wine circuit and is increasingly 
identified by tastemakers as a 
country offering excellence and 

01 Barton & Guestier Héritage N° 
290 is the company’s latest cuvée 
launched to celebrate its 290th 
anniversary.

02 Penfolds Max’s range from 
Treasury Wine Estates is a 
perfect example of giftable wines.

03 Young people think sparkling 
wines are more versatile and 
suitable for everyday moments. 
Freixenet ICE is perfect for 
aperitifs, casual celebrations, 
girls night-out gathering, and 
summer time enjoyment.

04 Bottega Classico is Bottega’s 
first sparkling wine obtained 
using the Classic Method (the 
Italian equivalent of the French 
Méthode Champenoise).

excitement, according to Andrea 
Baumgartner, Head of Market-
ing Global Travel Retail, Distell 
(Basement 2 J6). “Nederburg is 
a good example, with its ongoing 
innovation, and fruit-rich and 
well-structured wines.”
If you look at what’s going on 
over at Constellation Brands, 
this year is very special as it 
celebrates the 50th anniversary 
of the Robert Mondavi Winery, 
generally considered the modern 
age father of the California wine 
industry. “To celebrate, we will 
be launching a brand name wine 
called Maestro, in honour of the 
late Robert Mondavi,” Dufour 
explains. “In addition, we will be 
showcasing a special bottling of 
the Inniskillin 40th anniversary 
limited edition of Icewine.”
Camus, meanwhile, is showcas-
ing the Château Loudenne range 
and in particular three excellent 
wines: Medoc Cru Bourgeois, 
Les Rives de Loudenne, 
and Bordeaux white, which 
frequently win awards.
Diverse Flavours (Basement 
2 D34) is launching duty free 
combination packs of Groot 
Constantia premium wines 
and ‘Chocolats Marionettes’ 

wine, our Echo Falls Fruit Fusions 
have proven to be one of the most 
successful wine launches of the 
last 20 years. These uncompli-
cated fruit infused wines are 
hitting a sweet spot, bringing new 
consumers to the category.”
But what about the seasoned 
appreciators of wine? The affio-
nados and the well-travelled? 
What do they want? They want 
verification of quality.
From Camus (Basement 2 J8) 
there is heritage aplenty with its 
Château Loudenne wine collec-
tion. Built in the 17th century, 
Château Loudenne is one of the 
first Châteaux to greet visitors 
as they are entering the Médoc 
from the Atlantic via the Gironde. 
Château Loudenne prides itself 
on the quality of its terroir, which 
slowly descends to the river’s 
edge and spans 132 hectares 
(326 acres) and this is the kind of 
hallmark of quality consumers 
are seeking.
Launching into travel retail at 
the show is Accolade Wines’ 
offering, including Viña Anakena, 
which already has an outstanding 
reputation as a producer of world-
class, distinctly Chilean wines and 
is a significant exporter with a 

Premium unique melt chocolate. 
Groot Constantia is the oldest 
winery in South Africa, dating 
back to 1685. The pack consists 
of two bottles of one of the 
following: Groot Constantia 
Rood, Shiraz, Pinotage or 
Gouverneurs Reserve wine, 
and a bar of chocolate created 
to perfectly match and taste 
with that particular wine. “Our 
research shows that such wine 
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Learn more about the wine & spirits 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

South Africa is just coming into its own on the 
international wine circuit and is increasingly 

identified by tastemakers as a country offering 
excellence and excitement. Nederburg is a 

good example, with its ongoing innovation, and 
fruit-rich and well-structured wines.

Diverse Flavours showcases two bottles of Ernie 
Els wines and a sleeve of three branded golf balls. 
This should be a real winner among the golf crazy 

Asian consumers and business people travelling 
through the airports throughout Asia.

and chocolate pairing has a very 
positive impact on sales of wine, so 
we believe we can create a real oppor-
tunity for the duty free retailers to 
increase their wine sales and margin,” 
says Anthony Budd, Managing Direc-
tor, Diverse Flavours. The second 
pack is the Ernie Els Golf pack. “This 
should be a real winner among the 
golf crazy Asian consumers and 
business people travelling through the 
airports throughout Asia,” adds Budd.

ONES TO WATCH
Barton & Guestier Héritage N° 290, 
the company’s latest cuvée is certainly 
one to seek out.
Bottega has added a new product to 
its range: ‘Bottega Classico’ – its first 
sparkling wine obtained using the 
Classic Method (the Italian equivalent 
of the French Méthode Champenoise).
Also, look out for Freixenet ICE and 
Treasury Wine Estates’ Penfolds portfo-
lio, including the new Max’s range – a 
tribute to Max Schubert, Penfolds’ chief 
winemaker for 37 years and creator of 
the flagship Penfolds Grange.

MAX’S 
THE PROMISE HEALTH, WEALTH AND GOOD FORTUNE. AN OCCASION TO BE CELEBRATED 

WITH A GENEROUS GIFT OF EXCEPTIONAL WINE. MAX’S THE PROMISE.

THE NEW TRIBUTE RANGE

MAX’S
INSPIRED BY OUR FIRST 

CHIEF WINEMAKER

DISCOVER MORE AT PENFOLDS.COM

VISIT US AT TFWA ASIA PACIFIC, 
BASEMENT 2, STAND J 35

Fontanafredda is presenting the “most 
representative wines” of its winery, 
which are iconic of its long heritage and 
legacy, and of the unique features of 
the Piedmont area, with a special focus 
on Barolo.
Looking directly at the trends can 
be one way of predicting what will 
sell well across global travel retail. 
Another way is to look backwards 
to see forwards. According to Budd, 
we learn from hindsight: “Markets 
and consumers evolve, become more 
educated about what they want, like, 
dislike. Producers do their best to 
manipulate consumer choice and this 
is important, and leads the way, but I 
don’t really think anyone has a ‘golden 
ball’ as to what will happen next. 
History tells us that.”

WINE FEATURE TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 10 MAY 2016
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THE INTELLIGENT 
APPROACH
More than going back to basics, tobacco suppliers are striving to redefine the key pillars of
the proposition to stay agile in an ever-changing environment. Report by Faye Bartle.

Teodor Penev, NPD & Mkt 
Operations, Global Marketing 
Department, KT Interna-
tional (Basement 2 F37) 
shares his advice on staying 
agile in an ever-changing 
environment.

With a number of restrictions 
and legislation issues impact-
ing the category, especially 
when it comes to packaging 
and retail display, a drive to 
demonstrate the key role of the 
tobacco category in travel retail 
is top of mind.
“A top trend is shopper demand 
for value and the tobacco 
category is better positioned 

HOW TO STAY AGILE

KT International has 
two strong brands in the 

channel – Corset and 
The King. Corset CHIC 

offers a product designed 
with a longer filter to 

deliver remarkable taste 
smoothness. It is available 

in full flavour and lights, 
both made of the highest 

grade tobacco, selected 
and blended to bring the 

satisfaction of a full-
bodied king size cigarette.

than all others to deliver,”  
said Penev.
KTI has two strong brands 
in the channel – Corset and 
The King – both of which have 
plenty of attributes to leverage. 
“Undoubtedly, the popularity 
of The King is driven by its 
core proposition of exceptional 
quality at great value,” said 
Penev. “Corset, on the other 
hand, directly addresses female 
purchase behaviour. It is a very 
innovative brand and, particu-
larly in Asia, both the pack 
format and the well conceived 
line extensions have consider-
able appeal. Corset Pulse and 
Corset Mystique, for instance, 

harness capsule and flavour 
technologies respectively.”
A key challenge according to 
Penev, however, is the lack of 
category leadership from the big 
established tobacco companies.
“Operators need solutions to 
tobacco restrictions and when 
these are not forthcoming it 
is understandable that space 
and focus for the category is 
diminished. Unfortunately, 
opportunity for diversity and 
vibrancy in the category is 
reduced and this does alienate 
shoppers. A cycle develops that 
is detrimental to all parties 
– especially the consumer 
seeking a tobacco experience.”

Agio Cigars’ Balmoral Anejo XO line.

Following recent research 
by TFWA, which found that 
communicating the value 
proposition in duty free 
and travel retail is key to 
increasing footfall, conver-
sion and spend, tobacco 
suppliers are refreshing the 
basics in order to stand out.

The TFWA Tobacco Category 
Report, which interviewed 
around 1,000 people at four key 
airports around the world, also 
highlighted the importance of 
displaying key brands, introduc-
ing exclusive items and offering 
promotional extras as 7% of 
tobacco shoppers admitted to 
choosing their regular product 
while 6% searched for travel 
retail exclusives and a signifi-
cant 46% were interested in a 
gift with purchase. It was also 
confirmed that tobacco shoppers 
are more likely to browse multi-
ple categories than any other 
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JENNIFER CORDS, CORPORATE AFFAIRS GLOBAL 
DUTY FREE, IMPERIAL TOBACCO: “TO ENSURE 
THAT WE ARE MEETING THE TASTE 
PREFERENCES AND CULTURAL DIFFERENCES OF 
OUR CONSUMERS WE HAVE DEVELOPED THREE 
UNIQUE VARIANTS OF DAVIDOFF MAGNUM ELITE.”

Thomas Gryson, Export Manager 
& Travel Retail Coordinator, J. 

Cortès: “Most smokers of Neos 
and J. Cortès are travellers from 
Europe, Asia and the Middle East 

with the resources to buy our 
cigars and cigarillos for their 
own use, but also for a gift.”

Agio Cigars’ Balmoral Private Collection 25.

category shopper, with 47% going 
on to visit another category.
“As this report confirms, what 
have almost become a number 
of clichés surrounding the 
tobacco category remain true,” 
said TFWA President Erik Juul-
Mortensen. “It does mean that 
consumer behaviour in tobacco 
purchase is well understood 
and that the category is indeed a 
driver of footfall and a trigger for 
shoppers to explore other parts 
of the duty free and travel retail 
offer. The options for retailers 
to boost sales and profits are 
therefore easy to define and 
there is much to be gained from 
intelligent marketing of the 
tobacco category.”
As a case in point, Agio Cigars 
(Basement 2 B17) is honing in 
on the ‘exclusive’ and ‘gifting’ 
aspect in order to attract 
shoppers. “A key trend happen-
ing within the tobacco category, 
and in particular in the cigars 
and cigarillos segment, is that 
consumers are increasingly 
looking for special products 
at the airport – something 
they can’t find in the domestic 
markets,” said Gertrude 
Stormink, Global Travel Retail 
Manager, Agio Cigars. “Shifting 
consumer habits in travel retail 
over the past 12 months have 
also resulted in the development 
of more travel retail exclusives.”
With its Balmoral Dominican 
Collection 12 gift box, Agio is 
offering a travel retail exclusive 
assortment featuring different 
cigar models. “Travellers like 
this product as they can buy it as 
a gift or for themselves to make 
a nice cigar presentation among 
friends at home,” said Stormink.
In Singapore, the company is 

launching its Balmoral Private 
Collection 25 – a luxury assort-
ment box offering a variety 
of 25 cigars from Balmoral 
Dominican’s selection. A stand 
out gift, the cigars are presented 
in a lacquer-finished wooden box 
along with a humidifier and cedar 
wooden sticks, giving it an edge.
When striving to pique the 
interest of shoppers, however, 
the considerations of the new 
generation of consumers are 
also coming into play.
“When looking for a good cigar 
to enjoy, the young new smokers 
are looking for three things: 
Quality, appearance and taste/
natural flavours,” said Thomas 
Gryson, Export Manager & Travel 
Retail Coordinator, J. Cortès 
Cigars (Basement 2 B27), which 
produces more than 500 million 
cigars annually sold in over 80 
countries worldwide. Its flagship 
products are J. Cortès and Neos. 
“We are regularly a step ahead 
of the new consumer trends and 
offer cigars and cigarillos with 
tobaccos from the new world in a 
fresh and attractive packaging.”
In terms of display, there are 
opportunities to evolve the offer-
ing while keeping it enticingly 
simple.
“The cigar category in duty 
free is a bit below the radar 
among retailers, but some are 
taking time to rethink how to 
integrate the cigars in their 
shops through humidors and 
dedicated corners,” said Gryson. 
“The trend from mainly Cuban 
brands to more new world cigar 
brands offers a chance to make 
the category more attractive. 
Although the tobacco category is 
growing slower than some other 
categories, the cigars stay firmly 

as a luxury product linked to ‘the 
good life’ and a premium lifestyle.”
Nuances in consumer habits 
identified from region to 
region, and where suppliers 
see their biggest market, have 
an additional impact on the 
strategy.
“Trends vary from region to 
region, but Asia is of significant 
importance to Imperial Tobacco 
and has been highlighted as 
an area for growth for the 
company, particularly in China 
and at top Chinese travel 
destinations,” said Jennifer 
Cords, Corporate Affairs Global 
Duty Free, Imperial Tobacco 
(Basement 2 C38). “Chinese 
smokers are keen to purchase 
premium and luxury Western 

tobacco brands, so Davidoff is a 
key focus for us in this region. 
Traveller habits vary depend-
ing on the region and one of 
the reasons for our continuing 
success is that we have a solid 
portfolio of global and regional 
brands and products across the 
entire tobacco category, which 
appeals to a wide demographic 
of smokers worldwide.”
To cater to China, the world’s 
largest single market for 
tobacco products, Imperial 
Tobacco is leveraging its 
Western luxury brands.
“To meet demand we launched 
Davidoff Magnum Elite 1926, 
designed to communicate the 
rich heritage and philosophy 
of the Davidoff brand through 

a prestigious limited edition,” 
said Cords. “It was exclusively 
launched to global duty free 
in 2014 through key Chinese 
travelling destinations outside 
China, including Dubai, Hong 
Kong, Singapore, Japan and 
South Korea. This launch has 
been such a success that we 
have now followed up with a 
new Davidoff Magnum Elite 
limited edition, which aims 
to emphasise the premium 
position of Davidoff in the duty 
free environment and fit in with 
the modernised Davidoff world.”
Davidoff Magnum Elite aims 
to appeal to a broader focus 
group including Middle Eastern 
smokers who are also seeking 
luxury and premium products 
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J.Cortes Cigars reveals its new
Travel Exclusive
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KARELIA IS DISPLAYING THE FOLLOWING BRAND 
FAMILIES THIS WEEK AT ITS NEW STAND 
(BASEMENT 2 C34): GEORGE KARELIAS AND 
SONS, KARELIA SLIMS, OMÉ AND AMERICAN 
LEGEND.

across all categories, 
while still retaining its 
appeal to the Chinese.
Karelia Tobacco Company 
(Basement 2 C34) 
prides itself on offering 
a balanced portfolio 
of successful brands 

designed to meet all 
customer tastes, ranging 
from the sophisticated 
Omé super slims lipstick 
formats, and the Karelia 
Slims line, to the excep-
tional quality tobaccos 
of George Karelias and 

Sons for luxury segment 
connoisseurs. Karelia’s 
new exclusively designed 
customised and tailored 
gondolas and wall units can 
be seen at many airport 
outlets around the world, 
including the Far East.

“Smart, clean, eye-catch-
ing presentation is a must 
at locations where the 
passenger may only spend 
minutes in the shop before 
heading for the gate. We 
see the continuing trend 
towards premium-driven 
tobacco products in the 
Asia Pacific market where 
price is less of an issue 
for Asian consumers 
who mostly put quality 
over cost,” said Joanna 
Kamarinopoulos, Public 
Relations Manager, 
Karelia Tobacco Company.
Karelia has enjoyed 
dynamic growth in the 
Roll-Your-Own segment 
since 2006, spearheaded by 
its signature brand George 
Karelias and Sons RYO, a 
market leader in Greece 
and now growing in inter-
national markets. Its new 
RYO brand Oriental Mist 
was introduced in Cannes 
last October. Karelia is 
displaying the following 
brand families this week: 
George Karelias and Sons, 
Karelia Slims, Omé and 
American Legend.

IGNITING INNOVATION
Despite facing a number 
of challenges over the 
past 12 months, suppliers 
remain optimistic about 
achieving future growth.
“Today we see a further 
development in legislation, 
which is not only affecting 
the domestic market, 
but also has an impact 
on travel retail. Retailers 

need to adapt their shops 
and suppliers are forced 
to see their products 
appearing in separate 
corners dedicated to 
tobacco products,” said 
Gryson. “Depending on 
the different markets, 
the European Tobacco 
Products Directive has a 
huge impact on how the 
manufacturers will have 
to think about packaging 
and labelling. The cigars 
and cigarillo category 
in general has a slower 
rotation and a more 
high-end packaging than 
cigarettes, for instance, as 
it’s a much more luxurious 
product. Nevertheless, the 
legislation makes no big 
distinction between the 
different tobacco products. 
Together with the travel 
retail industry, we are 
ready to defend our exclu-
sive product status within 
the tobacco category and 
this implies the need 
for high-end packaging 
and dedicated beautiful 
shelves to present the 
cigars and cigarillos.”
Despite all this, 2015 was 
a good year for J. Cortès 
in global travel retail. “We 
increased our locations by 
almost 25% and gener-
ated 30% growth in the 
channel,” said Gryson. “We 
are still working hard to 
get listed with other big 
operators such as Dufry 
and Heinemann. Despite 
the trend to rationalise 
the cigar portfolios, they 

still keep a nice selection 
in their most important 
airports.”
Keeping the lines of 
communication open is 
helping suppliers stay 
proactive rather than 
responsive.
“It is always important to 
keep close contact with 
our travel retail opera-
tors when it comes to 
regulatory issues that 
may impact the travel 
retail business as well,” 
said Stormink. “When 
there are restrictions to 
display tobacco products 
in the shops, for instance, 
it is important that the 
retailers and their staff 
are well informed about 
the assortment they are 
selling. Staff training is a 
tool we use to stay agile 
in this ever-changing 
environment.”
Imperial Tobacco is also 
feeling the effects of a 
rollercoaster year, but is 
championing education in 
its quest to move forward. 
“Certainly 2015 was a 
tough year for all of us, 
but despite the fall across 
the tobacco category, 
ITG saw steady growth in 
all regions,” said Cords. 
“The main challenge for 
the industry continues to 
be increased regulation. 
We do, therefore, believe 
it is very important to 
educate the regulators 
that the duty free environ-
ment is a very different 
market place compared 
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Learn more about the tobacco 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

THOMAS GRYSON, EXPORT 
MANAGER & TRAVEL RETAIL 
COORDINATOR, J. CORTÈS: “WE 
WOULD LIKE TO TRANSPOSE 
THE STRONG INTERNATIONAL 
POSITION WE OCCUPY IN THE 
DOMESTIC MARKET WITH NEOS 
TO THE TRAVEL RETAIL MARKET.”

BULGARTABAC (BASEMENT 2 B29) IS FOCUSING 
ON TWO OF ITS MAIN BRANDS HERE IN 
SINGAPORE – E♥A SLIMS AND EXCLUSIVE 
VICTORY. BULGARTABAC BELIEVES TFWA ASIA 
PACIFIC EXHIBITION & CONFERENCE IS A GOOD 
PLATFORM FOR INTRODUCING ITS LEADING 
BRANDS AND NEW PRODUCTS, AS WELL AS 
MEETING POTENTIAL PARTNERS IN THE TRAVEL 
RETAIL CHANNEL.

to domestic. Our portfolio is 
well positioned and we remain 
positive in our ability to grow.”

EXPERIENCE THE FUTURE
At TFWA Asia Pacific Exhibition 
& Conference, the focus for 
Imperial Tobacco will be on 
raising awareness of its new, 
eye-catching booth made from 
materials such as beton, copper 
and bamboo, along the 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, yet at the same 
time also represents our drive 
for evolution and changing with 
the times,” said Cords. “From 
a brand perspective, we will be 
present with our global brands 
like Gauloises and Lambert & 
Butler, but the focus will be 
on our core brand for the Asia 
Pacific region, which is Davidoff.”
Also intent on providing the 
consumer with an experience 
to remember, Agio Cigars is 

investing in heavily in blends. 
“Tobacco is a natural product 
and there are a lot of possibili-
ties when it comes to taste and 
cigar experience, especially for 
our Balmoral cigars. Our master 
blender is constantly looking for 
high quality tobaccos to create 
new blends,” said Stormink.
Balmoral Añejo XO handmade 
cigars, for instance, are the 

result of an intensive blending 
process with exceptionally aged 
tobaccos, teaming an Añejo 
blend with a sun grown Arapi-
raca wrapper. “Cigar aficionados 
like to be seduced with new 
blends all the time and we 
constantly try to meet the expec-
tations of the consumers when it 
comes to new cigar blends and 
models,” added Stormink.
J.Cortès also stands out for 
inventing new blends for cigars 
and cigarillos while staying true 
to its heritage.
“As we see a worldwide trend 
from mainly handmade Cuban-
cigars and European-style 
machine-made from Indonesia 
to new world tobaccos, we have 
enlarged the J. Cortès family 
with a Corona-size Dominican 
cigar,” said Gryson. “In addition, 
in 2015 we introduced a new 
brand, Perlade Calvano, with 
a line of handmade cigars 
containing 100% Nicaraguan 
tobaccos, which is proof that 
we are tapping into new trends. 
As cigars, in particular the 
more accessible cigarillos, are 
attracting and generating traffic 
of valuable consumers, the 
cigar segment is undoubtedly an 
important category for the future 
for duty free shops. Short-filler 

cigars and cigarillos are offered 
in different shapes, blends 
and packaging varieties, which 
allows the traveller to make his 
or her own choice.”

ROLLING WITH THE TIMES
As the category continues to 
evolve and adapt, suppliers 
are feeling a renewed sense of 
confidence.
“For us, it’s all about ensuring 
we continue to get the basics 
right,” said Cords. “That means 
making sure we have the right 
brand and product, in the right 
place, at the right time for our 
key travelling nationalities. We 
see the biggest opportunities 
in the Middle East and Asia. We 
remain optimistic, as tobacco 
continues to be seen as a very 
strong driver of sales within the 
category, being one of the most 
highly planned purchases.”
J. Cortès is celebrating its 
90th anniversary in 2016, yet 
its thoroughly modern outlook 
is giving rise to solid plans 
for expansion. “The new CEO, 
Frederik Vandermarliere, 
is an ambitious 30-year-old 
who inherited every inch of 
his father’s and grandfather’s 
passion for cigars and entre-
preneurship. He is driven to not 
only sustain but also expand his 
family’s legacy,” said Gryson.
At TFWA Asia Pacific Exhibi-
tion & Conference, J. Cortès is 
introducing the Mini Robusto. 
“The modern, premium, 100% 
tobacco cigar is already known 
in the long filler segment, but 
this marks its first step into the 

premium short filler segment,” 
said Gryson. “This cigar is devel-
oped to answer the needs of the 
smokers who are seeking a high 
quality smoking experience yet 
don’t have much time.”
Plans are now in full swing to 
leverage the company’s position 
on the domestic market in order 
to gain further traction.
“We would like to transpose the 
strong international position we 
occupy in the domestic market 
with Neos to the travel retail 
market,” said Gryson. “We have 
committed ourselves wholeheart-
edly to duty free and border shops 
since 2014 and this has not gone 
unnoticed. Our partnership with 
Aelia is a wonderful example of 
that commitment.”
For Agio, continuing to launch 
special products will remain a 
key part of the proposition.
“The travel retail industry is an 
important window to the world, 
where we can surprise our 
international consumers with 
concepts such as gift items and 
convenient packs,” said Storm-
ink. “Our well-known brands 
like Balmoral, Mehari’s, Panter 
and Agio Tip can be found in 
most of the airport shops and we 
continue our developments for 
our brands to target the travelling 
consumers.”
As to what we can expect to see in 
future, Stormink revealed: “Apart 
from our novelties, the Balmoral 
Private Collection 25 and our 
Balmoral Añejo XO cigars, you can 
expect new limited editions and 
travel retail concepts to entice and 
surprise consumers.”
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ONE2ONE AIRLINES

BAHRAIN
• Gulf Air

BHUTAN
• Tashi Air Ltd

CHINA
• Hainan Airlines Company Ltd

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

INDIA
• Jet Airways

INDONESIA
• PT Indonesia AirAsia

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

MALAYSIA
• AirAsia Bhd

MONGOLIA
• MIAT Mongolian Airlines

ONE2ONE MEETING SERVICE
There are a record 41 airports and 35 airlines participating in this year’s ONE2ONE pre-scheduled meeting service. 
The cruise & ferry category has also been added for the first time this year, with nine companies registered and 
three taking part in the ONE2ONE meetings. The service is a tailor-made opportunity for retailers, exhibiting brands, 
and concessionaires to meet with Asia Pacific’s most dynamic airports, airlines, and cruise & ferry companies.

MYANMAR
• Myanmar Airways International Co Ltd

PHILIPPINES
• Cebu Pacific Air
• Philippine Airlines
• Philippines AirAsia Inc

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

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

SPAIN
• Air Nostrum

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

THAILAND
• Bangkok Airways Co Ltd
• Thai AirAsia Co Ltd

QATAR
• Qatar Airways

UNITED ARAB EMIRATES
• Emirates Airline

ONE2ONE AIRPORTS

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

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

FRANCE
• Aéroports de la Côte d’Azur

HONG KONG
• Airport Authority Hong Kong

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

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

ISRAEL
• Israel Airports Authority

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

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

MALDIVES
• Maldives Airport Co Ltd

QATAR
• Hamad International Airport

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

ONE2ONE CRUISE & FERRY 
COMPANIES

HONG KONG
• Star Cruises (Hong Kong)

MALAYSIA
• Star Cruises (Malaysia)

PHILIPPINES
• Star Cruises (Philippines)

ONE2ONE WITH:
Xi’an Xianyang International Airport introduced China’s 
first walkthrough duty free shop in its international 
airside area in 2015. Meanwhile, in the duty paid 
environment, it offers a wide range of categories and 
pricing levels, from international fashion, perfumes 
& cosmetics, and jewellery and accessories, to 
convenience articles, local products and services.
“Fashion and accessories, as well as perfumes & 
cosmetics, are still the best selling categories,” 
explains Wolfgang Weil, Chief Operations Officer and 
Member of the Board of Directors, Xi’an Xianyang 
International Airport. “However, the changed consumer 
behaviour in China requires us to permanently adjust 
and fine-tune the offer together with our tenants. In T3 
we have sufficient space to accommodate all requests. 
In T2 we are short of space as the footprint of the 
terminal is about 15 years old.”
Major terminal expansions are scheduled for 2021. In 
the meantime, the airport is evaluating interim solutions 
to accommodate the expected growth from 33 million 
passengers in 2015 to more than 50 million in 2021.
“The latest development has been the inauguration 

of our new international pier in May 2015,” Weil 
comments. “That allowed us to re-dedicate the former 
international area for domestic use, including retail 
areas. Due to structural upgrades of the former areas, 
this process is still ongoing.”
In April, the ‘Xi’an Trinity Conference’ was established, 
bringing the brands, retailers and the airport together 
to discuss all areas of upgrading the environment and 
perfecting the offer.
“With TFWA’s great support the ONE2ONE meetings are 
a perfect way for us to establish contacts with brands 
which are not at our airport yet, and to stay in touch 
with those who we met previously,” Weil adds.

Wolfgang Weil, 
Chief Operations 
Officer and 
Member of the 
Board of Directors, 
Xi’an Xianyang 
International 
Airport.

XI’AN XIANYANG INTERNATIONAL AIRPORT

ONE2ONE MEETING SERVICE TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 10 MAY 2016

52 – TFWA DAILY



TFAP Singapore D31 

Discover the Leonidas 
Chocolate Collection.

LE_045_228x163_180_Dailies-Singapore-AD_01.indd   1 07/04/16   17:37

2016 began on a high 
note for Dubai Duty Free. 

The group, which incor-
porates the airport retail 
operation and its Leisure 
division, announced turno-
ver of US$1.933 billion for 

POSITIVE TREND 
CONTINUES FOR DUBAI 
DUTY FREE

Colm McLoughlin, Executive 
Vice Chairman, Dubai Duty Free: 

“The retail offer in Concourse 
D is performing very well on a 

comparable basis. Concourse D has 
all the full service airlines other than 

Emirates, Qantas and those airlines 
using T2. Emirates is continuing 
to use Concourse C for its flights 

in addition to Concourses A and B. 
Prior to the opening of Concourse 

D, Emirates was using some of the 
gates in Concourse C during peak 

periods. Thus, on a comparable basis, 
we are seeing the sales in Concourse 

D and Concourse C to be higher 
by about 6.5% after the opening 
of Concourse D with especially 

strong growth in the Perfumes and 
Cosmetics, Gifts from Dubai, Fashion, 

Watches and Electronics shops, and 
also in our Millennium Millionaire 

and Finest Surprise offers.”

2015. The figure includes 
Dubai Duty Free sales, 
which reached US$1.888 
billion for the year.
Dubai Duty Free, which 
operates at both Dubai 
International Airport and 
Al Maktoum International, 

recorded its highest sales 
for the year in December 
2015 when figures reached 
US$197.77 million. The 
operator has been building 
on this success in 2016. 
“The first quarter sales were 
generally good, and sales 
in April have been trending 
higher than the first three 
months, and that has been 
partially due to the opening 
of Concourse D,” Colm 
McLoughlin, Executive Vice 
Chairman, Dubai Duty Free, 
explains. “Concourse D 
opened in phases starting 

on 24 February, and all the 
airlines migrated to the new 
concourse fully on 7 March. 
Among the major categories, 
Perfumes, Cosmetics, Liquor 
and Fashion (handbags and 
small leather goods) did 
better in the first quarter 
of this year as compared to 
last year. Just on these four 
categories alone, the increase 
in sales was US$5 million 
more in the first quarter.”
The retail offer in Concourse 
D is performing very well, 
and the reaction of travel-
lers has been overwhelm-
ingly positive.
Meanwhile, Dubai Duty 
Free has been working with 
Dubai Airports Engineering 
Projects for the last two 
years on the retail planning 
of Al Maktoum International 
Airport’s Phase II, which is 
expected to open around 
2024. “The concept design 
for the two concourses 
and the terminal building 
is being finalised and 
that includes the master 
planning of the retail areas, 
the finalisation of the 

passenger flows and other 
elements of the design 
of both buildings,” says 
McLoughlin.
As the design of the building 
moves from concept stage 
to preliminary design, the 
retail areas will be developed 
further with respect to 
design. Meanwhile, the 
expansion of the Passenger 
Terminal Building, which is 
Phase I, is progressing and 
is expected to be finished by 
the end of 2017. “The retail 
offer is doing well in the 
Passenger Terminal Building 
at the present time, and the 
growth in sales has been 
over 30% in the departures 
areas, mainly due to the 
addition of five FlyDubai 

flights from this airport last 
October,” McLoughlin adds.

HH Sheikh Ahmed bin Saeed 
Al Maktoum, President of 
Dubai Civil Aviation Authority 
and Chairman of Dubai Duty 
Free, at the official opening 
of Concourse D, with Colm 
McLoughlin, Executive Vice 
Chairman, Dubai Duty Free.

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 10 MAY 2016  DUBAI DUTY FREE
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COOL 
COMFORT

The innovative travel 
accessories leader Cabeau 
continues its commitment 
to the Asia Pacific region 
by announcing a key focus 
on distribution expansion 
at TFWA Asia Pacific 
Exhibition & Conference. 
The region is one of 
the most important in 

Cabeau’s emphasis upon 
advancing its position as a 
globally recognised travel 
accessories company.
This year, Cabeau is 
showcasing its most 
technologically advanced 
and comfortable travel 
pillow yet – the Evolution 
Cool. The revolutionary 

pillow features unique and 
ground-breaking ventila-
tion technology and a new 
dual-density memory 
foam design, delivering 
the coolest travel comfort 
experience ever.
Following up on the 
success of the award-
winning Evolution Pillow, 
the state-of-the-art 
Evolution Cool pillow 
offers unmatched support, 
provides proven comfort 
for travellers, and comes 
in four on-trend colours.
The patent-pending 

Evolution Cool features 
adjustable 360° head 
and neck support, and a 
cool-to-the-touch wicking 
fabric cover that is breath-
able and machine washa-
ble. Magnetic auto-snap 
toggles hold the pillow in 
place and adjust to provide 
custom-fit head support. 
Its upscale travel case will 
compact the pillow and 
strap to your luggage to 
save valuable space.

Basement 2 
G23

PERFECT TRIP

Desigual has created the 
perfect travel companions 
for the 21st century urban 
traveller with its latest 
travel retail exclusive, 
which is being presented 
alongside the brand’s 

Autumn/Winter 2016 
collection.
Designed to carry the bare 
necessities for explor-
ing different cities and 
cultures, the new range 
consists of a shoulder 

bag with a brushed metal 
chain and a wallet with 
side zipper. They are 
made of black PU leather 
and embroidered with 
a colourful geometric 
pattern in Desigual’s 
trademark style.
Desigual has created 
a metal case to house 
the bag and wallet, with 
matching geometric 

pattern and the words “Be 
my travel mate!” at the 
front. Customers can write 
a personalised message 
at the back of the case, 
making it an ideal souvenir.
The travel retail exclusive 
will be available as a 
limited release of 2,000 
pieces at selected airports, 
cruise lines and border 
stores from August.

In the AW2016 collection, 
English lace, rib knits, 
100% cotton and leather, 
kimono patchwork, 
soft velvet and Paris 
jacquard come together 
as an infinite landscape 
of colours, motifs and 
textures.

Basement 2 
E14

EXCEPTIONAL 
BLEND
Diageo is presenting 
a brand new premium 
liqueur which combines 
sophisticated Cognac with 
fine spirit and cream from 
BAILEYS. BAILEYS XC is 
exclusive to travel retail 
and available exclusively 
through Gebr. Heinemann 
until 31 May.
BAILEYS XC heralds 
an innovation in drinks 
alchemy, pairing Cognac 
with fine spirit and cream 
from BAILEYS. Its name is 
derived from the ‘Excep-
tional Cream’ liqueur 
showcased in this luxury 
blend. The liquid is smooth 
and indulgent, offering 
a new taste experience 
for the liqueur category. 
Inspired by timeless 
French sophistication and 
recognising the popularity 
of Cognac as a luxury spirit 
in travel retail, BAILEYS 
XC gives travellers a new 
premium product.
BAILEYS XC will be 
launched across all key 
travel retail markets from 

June 2016, following the 
exclusivity period with 
Gebr. Heinemann. Pop-up 
retail experiences, retail 
furniture and display units, 
featuring chic Parisienne 
styling have been designed 
to allure shoppers.
Designed to look as good 
as it tastes, and to take 
pride of place in the drinks 
cabinet, the beautifully 
designed bottle features an 
intricate holographic label.

Basement 2 K1

COOL TRAVELLINGAsia continues to be one of 
the key markets for travel 
accessories specialist 
Travel Blue, which comes 
to TFWA Asia Pacific 
Exhibition & Conference 
with a portfolio of new 
products. The brand views 
Asia as an important part 
of its global travel retail 
strategy, so is using the 
exhibition to help continue 
expanding in the region, 
and introduce its new 
range to its current Asia 
partners.
One of the new products 
from Travel Blue is the 
brand’s great innovation, 

Cool Pillow. The Cool 
Pillow helps travellers 
feel comfortable and not 
overheat throughout their 
sleep, giving them the 
relaxing and rejuvenating 
sleep they need.
Tranquillity Pillow is 
ergonomically shaped 
using Memory Foam 
material for soft support, 
and is designed for travel-
lers to help relax and 
rest during each trip. The 

pillow comes with 
a built-in pocket 
that allows you 
to simply fold 
the pillow 
inside, keeping 
it clean and 
saving space.
Also on display 
are the RFID 
Money Belt, RFID Neck Wallet, RFID 
Passport Protector, and RFID 2x Pocket Set.

Basement 2 G1

VINEYARDS-INSPIRED CHOCOLATE

Mademoiselle de 
Margaux is famous for 
its refined chocolate 
twigs with an original 
shape, “Sarments du 
Medoc”, inspired by 
vineyards, available in 
eight different flavours. 
In the Asia Pacific 
region, the brand is 
encountering great 
success and expanding 
its presence in airports, 

such as Hong Kong, 
Singapore, and Bangkok. 
The brand has also been 
listed onboard China 
Airlines and Transasia.
Mademoiselle de 
Margaux is presenting a 
new gift pack, made of 
four different recipes of 
“Sarments du Medoc” in 
60g boxes.

Basement 2 F32
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HAPPY 
MOMENTS

TOUS is participating at 
TFWA Asia Pacific Exhibi-
tion & Conference for the 
second time this year, with 
the aim to strengthen its 
presence in China, Malaysia 

and the Philippines.
TOUS is an active brand 
with years of experience in 
travel retail, as it operates 
in a host of locations in 
Europe, North and South 

America. “As a brand that 
is present in five conti-
nents with more than 500 
stores, it is important to 
work with a multichannel 
distribution strategy, and 
this event is the perfect 
opportunity to present the 
brand and our expansion 
plans to airport authori-
ties, operators and other 
potential partners who 
may help us to promote 

the travel channel in the 
countries in that region,” 
says Rosa Tous, Corporate 
Vice President, TOUS.
TOUS is presenting its 
jewellery collections, 
including Ethereal Gold 
and Gemstones, Happy 
moments Vermeil sterling 
silver and Happy moments 
Gold & Gemstones.
Its participation in TFWA 
Asia Pacific Exhibition & 

Conference fits the brand’s 
overall strategy of inter-
national consolidation, 

growth and expansion.

Level 1 R12

REMARKABLE 
RESULTS
At this year’s TFWA 
Asia Pacific Exhibition 
& Conference, Rivoli is 
exhibiting its newest 
invention, Les Mains Crème 
Regenerante, the new 
regenerative hand cream, 
which repairs, nourishes, 

reduces dark spots, regen-
erates and protects.
The cream stimulates the 
skin’s natural anti-aging 
properties thanks to the 
synergy of two amazing 
active ingredients, 
neodermyl and novhyal, 

which create a Botox-like 
effect.
Neodermyl, a source of 
bio-energy, improves 
your skin through natural 
collagen and elastin 
production. Dermatologi-
cal tests show that in 15 
days of application only, 
the depth and volume of 
wrinkles are reduced, 
with remarkable results 
equivalent to a collagen 
injection.
Novhyal acts like a food 

supplement to nourish 
the skin, stimulating acid 
hyaluronic production. 
While the PA-13 protects 
your skin from sun 
damage, as if wearing 
invisible gloves. Vitamin 
F and B regenerate and 
protect your hands from 
daily external condi-
tions, while restoring 
skin appearance and the 
feeling of comfort.

Level 1 Q23

AFRICAN 
PROVENANCE

Distell Travel Retail is 
showcasing its new look 
Amarula Cream at this 
year’s TFWA Asia Pacific 
Exhibition & Conference.
The revitalised packaging 
brings very vividly to life the 
brand’s African provenance 
and its close association 

with African elephants, 
known to love marula fruit. 
Amarula is made with wild-
harvested marulas, indig-
enous to the sub-Saharan 
region of the continent.
The company is also 
bringing a selection 
of its newly positioned 

Nederburg wines to 
the exhibition. The rich, 
concentrated and bold 
wines on show are from 
the gourmet, handmade 
and individually named 
Heritage Heroes wines, 
individually named and 
labelled to honour some 
of the personalities who 
have shaped Nederburg’s 
reputation.
Other highlights are a 
selection of rare edition 
single malts. These 
include Deanston Organic 

15 Year Old Single 
Highland Malt and two 
Tobermory single malts 
– the 18 Year Old that is 
bourbon cask matured and 
the 20 Year Old, finished in 
sherry casks. The two travel 
retail exclusive Bunnahab-
hain Malt Whiskies, Cruach-
Mhòna and Eirigh na Greine 
will also be presented.
Distell is also exhibiting 
its specialty cognac range, 
Bisquit.

Basement 2 J6

MOUTH-
WATERING 
FLAVOURS
Ritter Sport is present-
ing the new additional 
delicious Ritter Sport 
chocolate items designed 
exclusively for travellers 
during this year’s TFWA 
Asia Pacific Exhibition & 
Conference.
The Travel Retail Exclusive 
Range is expanded with 
three new items. The 
first one of the range 
is the Ritter Sport mini 

Knick-Pack, which 
contains eight bars with 
four assorted flavours.
The Ritter Sport mini Heart 
Gift Box is the perfect gift 
to bring your loved ones: 18 
delicious Ritter Sport mini 
bars in six mouth-watering 
flavours.
Finally, the Ritter Sport 
100g Germany Tower 
reaches those who are 
looking for a gift that 

clearly has a German 
origin. The collection of 
three bars of Fine Extra 
Dark Chocolate, Marzipan 
and Cornflakes results in a 
Tower that resembles the 
German national flag. This 
chocolate loaded souvenir 
does not only look fun, but 
also underlines the herit-
age of Ritter Sport.

Basement 2 F8

PREMIUM BEER

Heineken is described 
as the world’s leading 
premium beer, sold in over 
190 countries. The brand 
demonstrates a continuous 
passion for quality, innova-
tion and impactful consumer 
advertising. It is a reference 
in worldly experiences 
through sports, music and 
social media.
At TFWA Asia Pacific 
Exhibition & Conference, 
Heineken is showcasing 
BrewLock – a new 100% 
recyclable draught solution 
that ensures a consistent 

and outstanding taste experi-
ence, by delivering draught 
beer at brewery quality to 
consumers onboard cruise 
lines, with significantly 
reduced logistical and 
handling complexity.
Also being presented are 
Sol – the true original and 
much-loved Mexican classic; 
Newcastle Brown Ale, 
which is loved for its smooth 
taste and original looks; 
Strongbow – the world’s 
no. 1 cider brand, which is 
made from English apples; 
Tiger – the thirst-quenching 

lager beer born in Singapore; 
and Desperados Tequila 
Flavoured beer – an iconic 
brand for the young, Millen-
nial generation.

Basement 2 K33
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NIGHT 
REPAIR
The power of night repair 
begins with clean skin. 
The authority in night-time 
skincare, Estée Lauder, 
understands the impor-
tance of cleansing away 
the toxins, impurities, 
makeup and pollution 
of the day to reset and 
prepare the skin for its 
night time regimen.
Building on decades of 
research and expertise 
that night-time is the right 
time for skin to repair 
the day’s damage, Estée 
Lauder has developed 
two innovative cleansers, 
Advanced Night Micro 
Cleansing Balm and 
Advanced Night Micro 
Cleansing Foam.
“Our advanced Night Micro 
Cleansers are developed 
to thoroughly cleanse skin 
without compromising 
skin’s natural protection 
layer, preparing skin to 
receive the benefits of 
the night-time skincare 

regimen,” says Dr. Nadine 
Pernodet, Vice President, 
Skin Biology and BioActives 
Research & Development.
The Advanced Night Micro 
Cleansing Balm is now 
available at Estée Lauder 
Travel Retail locations 
worldwide. The Cleansing 
Foam will be available at 
travel retail locations from 
May 2016.
In addition, Estée Lauder 
Travel Retail is showcasing 
products by Clinique, Bobbi 
Brown, Jo Malone, La Mer, 
Tom Ford Beauty, Origins, 
M·A·C, Michael Kors, Tory 
Burch and Aveda.

Level 1 HS03

PERSONALISE IT
With several new openings 
in Asia already seen in 
2016, including Seoul 
Incheon, Shanghai 
Pudong T1, and two 
more downtown duty 
free stores in Seoul, 
plus more planned at 
Hong Kong International 
Airport and Haikou Melian 
Airport, Italian luxury 
lifestyle brand Paul & 
Shark returns to TFWA 
Asia Pacific Exhibition & 
Conference this year with 
its latest collections in 
spring/summer colours.
A highlight on the stand 
is its special embroidery 
machine to enable guests 
to collect their own 
personalised item. This 
unique offer has now 

become a symbol of the 
Paul & Shark stand in 
Cannes and Singapore 
and is an effective way of 
demonstrating the brand’s 
flexibility.
The brand’s team is keen 
to continue building new 
business relationships. 
“Some of our existing 
cruise partners are now 
taking Paul & Shark on 
their Asia routes and sales 
are extremely encourag-
ing,” says Catherine 
Bonelli, Travel Retail 
Director. “It’s definitely a 
business that has great 
potential for us.”
Paul & Shark is showcas-
ing its Spring/Summer 

2016 collection, featuring 
the Sportswear, Smart 
Casual and Luxury lines.

Basement 2 D11

STYLISH VISION
Maui Jim is introducing 
four new SuperThin Glass 
styles to its collection at 
TFWA Asia Pacific Exhibi-
tion & Conference. 
20% thinner and lighter 
than conventional glass 
lenses, they are comfort-
able to wear, they boast 
excellent scratch and 
solvent resistance and 
they offer the best optics 
available.
Maui Jim Ocean (style 
number 723) expresses 
personality and vintage 
charm with its cat-eye 
design and stylish 
colour combinations. 
The lenses in this style 
only are MauiGradient, 
lighter at the bottom 
than the top to protect 
the eyes while making 
reading easier.
Popoki (number 729), 
Hawaiian for cat, 
is a similarly 
sleek cat-eye 
shape, but 
slightly 

smaller and constructed 
in Satin Monel metal. 
The vintage silhouette 
is complemented by 
splashy acetate temples 
in vibrant burgundy, 
green and blue mottled 
colour combinations.
With a trendy oversized 
frame to suit both men 
and women with slightly 
larger faces, Rising Sun 
(number 731) is crafted 
in lightweight nylon 
for comfort. The more 
masculine Snapback 
(number 730) is a classic 
wayfarer sunglass style, 
constructed in light 
nylon with the same high 
clarity ST lenses.

Basement 2 
K9

UNIQUE 
QUALITY
Marie Brizard Wines & 
Spirits (MBWS) is build-
ing upon its Asia Pacific 
presence and showing its 
new portfolio to potential 
buyers this year at the 
TFWA Asia Pacific Exhibi-
tion & Conference.
While still relatively young 
to the Asia Pacific market, 
MBWS does have a solid 
presence in the region, 
which is of paramount 
importance to the devel-
opment of the company.
In Singapore, MBWS 
is highlighting the full 
award-winning Gautier 
Cognac range, including 

VS, XO, Gold and 
Blue, which has 
been relaunched 
and will be 
presented in 
its new bottle 
and packaging 
design.
Core to the 
company is its 
award-winning 
range of liqueurs 
and syrups from 
its celebrated Marie 
Brizard Fine Anisette 
through to its indulgent 
Chocolat Royale and wide 
range of exceptionally 
flavoured Liqueurs.

Also on display will be the 
controversial and daring 
SHOTKA, a premium high 
strength flavoured vodka, 

targeted at rebellious 
night-clubbing fans.

Basement 2 D3

SENSUAL FRAGRANCE
Euroitalia is exhibiting 
the new fragrance for 
women by Missoni, which 
is described as feminine, 
sensual and charming. 
It is the first fragrance 
from Missoni, created in 
collaboration with Euroi-
talia. The contemporary 
and timeless design 
of the bottle, created 
in glass and with soft, 
fluid hues, highlights 
Missoni’s unmistak-
able style. The fragrance 
captures delicate Jasmine 
and sensual Mahonial, 

embraced by captivat-
ing notes of Wood and 
Tonka Bean, resulting in 
a perfume that is unique 
and refined. The subtlety 
of Italian citrus complete 
the harmonious balance of 
this fragrance.
Euroitalia is also present-
ing Moschino Fresh 
Couture, which juxtaposes 
the most mundane and 
commonplace of all 
products, the household 
cleaner, with something 
so precious – the juice of a 
luxury brand’s fragrance. 

The carton opens to reveal 
the unexpected ‘cleaning 
bottle’ flacon in a very 
Moschino interpretation 
of contemporary style. 
The fragrance contains 
a bright accord of 
mandarin and berga-
mot, an inviting 
touch of raspberry 
and white peony 
and osmanthus, 
combined with clear 
woods, white patch-
ouli and ambrox.

Level 1 HS11
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EXPLORE 
THE WILDLIFE

International Bon Ton Toys (IBTT) is exhibiting the 
WWF Plush Collection during TFWA Asia Pacific 
Exhibition & Conference. The World Wildlife 
Fund (WWF) is the world’s largest and 
most respected independent conserva-
tion organisation – supported by five 
million people and active in over 100 
countries on five continents.
IBTT has developed a plush toy collec-
tion, which embraces the values of 
WWF, and makes a donation for every 
item sold. Since the launch of the 
collection, IBTT has been able to 
donate over €6.5 million to the WWF’s 
conservation efforts. 
The travel retail selection consists 
of a wide variety of species from 
habitats all over the world. 
Beautiful realistic designs, 
made from soft materials of the 
highest quality.
Also on display is a beautiful range of 
Miffy soft toys especially designed in 
Holland for duty free & travel retail. The 
simplicity of Miffy’s design makes her 
extremely popular with children and a 
much beloved toy. Miffy celebrated her 
60th birthday in 2015.

Basement 2 G18

ADDICTIVE 
SCENTS

Prodigieux lait parfume 
offers all the sensuality 
of a beautifying lotion 
with a formula contain-
ing 91.2% natural-origin 
ingredients enriched 
with six precious 
botanical oils – Camelia, 
Argan, Sweet Almond, 
Macadamia, Hazelnut 
and Borage – for a long-
lasting moisturising 
effect.
Its irresistible, voluptu-
ous and subtly iridescent 
texture is immediately 
absorbed, infusing the 
skin with radiant beauty. 
It features the completely 
addictive scent of Huile 
Prodigieuse, with inimi-
table, captivating and 
sunny notes of Orange 
Blossom, Magnolia and 
Vanilla.
Nuxe Paris is showcasing 
its whole summer and 
winter beautifying range 
here in Singapore. The 
range includes Prodigieux 
huile de douche, which 
applied in the shower, 
transforms into a delicate 

foam to gently 
cleanse, beautify 
and fragrance the 
skin.
To beautify, repair 
and nourish your 
face, apply just a 
few drops of Huile 
Prodigieuse, and to 
add subtle golden 
highlights to your hair 
use Huile Prodigieuse 
Or as a finishing touch 
to the lengths and 
ends of your hair. 
For a final glamor-
ous touch, a veil of 
Prodigieux le parfum 
sprayed on your hair, 
directly on your skin 
or over your clothes 
intensifies the sunny 
and radiant fragrance of 
the Prodigieuse beauty 
routine.

Basement 2 J10



Flemingo Interna-
tional celebrated the 
growth of its Indian 
business at a cocktail  
reception at the Hotel 
Naumi last night with 
over 150 guests. 

THE JEWEL IN 
THE CROWN

WIN A CASHMERE STOLE

Morgan & Oates is 
offering visitors to its 
stand the chance to win a 
beautiful 100% Cashmere 
ladies stole, with a retail 
value of €250-€290. 
Simply leave your 
business card to enter the 
prize draw.
Brand new at the show 

With a company history of 
over 135 years, Margarete 
Steiff is one of the oldest 
and best-known brands in 
Germany. It is, of course, 
known for its
famous ‘button in the ear’, 
which each of its plush 
toys has sported since 
1904. This trademark was 
introduced to protect the 
products from counterfeits, 
distinguish them from 
the competition and to be 
used as a Steiff quality 
guarantee.
The range has grown 
exponentially since its 
first plush elephant. The 
range of stuffed animals 
constantly expanded and 
soon included monkeys, 
donkeys, camels and 
other animals alongside 
the elephant. By 1901, 
the 38-page price list 
contained 500 products. 
In 1902, Margarete Steiff’s 
nephew Richard designed 
the first teddy bear.

HIGHEST QUALITY

Even after 135 years, the 
trademark ‘Steiff button 
in ear’ still stands for 
tradition, meticulous safety 
testing, international 
appeal, great aesthetics 
and the highest quality. The 
unmistakeable products 

made from high quality 
materials and realistic 
designs still enjoy unique 
worldwide fame and 
popularity with children and 
adults alike.

Level 1 P12

is a gorgeous 10% 
Cashmere/90% Modal 
wrap, which will retail 
onboard at approximately 
€85. This incredibly fine 
and lightweight wrap 
is amazingly soft to the 
touch and is offered in 
natural designs, including 
a Multi-scale Block Check 

in lilac/pink, camellia/
ultramarine and pink/
cypress; a Square Block 
Check in aqua/lilac, pink/
tan; and a Warp Stripe in 
camellia/cream and ‘saxe’ 
blue/cream.
Morgan & Oates’ highly 
successful range of 10% 
Cashmere/90% Merino 
wraps introduces new 
designs every season to 
keep the offer on trend. 
For 2016/17 floral themes 
are key with a modern 
twist to designs.
In addition, Morgan & 
Oates is showcasing new 
designs in its 100% MADE 
IN UK Cashmere. Singa-
pore sees the addition of 
light-coloured scarves 
appealing to the female 
purchaser, along with 
designs and colours that 
aim to attract both sexes – 
enabling airlines to widen 
the market appeal.

Basement 2 J33

Mohit Lal, MD, Pernod Ricard Asia 
Travel Retail, with Doug Bagley, 
Diageo MD Travel Retail, Global 

Travel & Middle East and  
Ed Cottrell, MD, Global Travel 
Retail, William Grant & Sons 

(Singapore) Pte Ltd.

Carlo Bernasconi, Director; 
Atul Ahuja, CEO; and Paul 
Topping, Director, all Flemingo 
International.

Director Paul Topping 
reminded his audience 
that 40 million travellers 
pass in and out of India 
every year  and Flemingo 
is the largest airport duty 
free retailer with 36 stores 

across the continent. 
Seven-year concession 
contracts are the norm. 
Flemingo has doubled 
retail space in most of 
these stores in the past 
two years, upgraded 
display units and intro-
duced space planning on 
a large scale, learning 
from ex-Harding Retail 
staff. “We sit amongst the 
giants – Dubai, Singapore, 
Bangkok and London 
– airports that see the 
most Indian traffic and it’s 
difficult to compete with 
them,“ says Topping, “We 
see phenomenal growth 
in Indian regional airports 

with 5% passenger growth 
over the past six months. 
Indians are the biggest 
population living abroad 
in the world. 60 million 
travel out for tourism with 
7.7 million non-Indians 
arriving. 90% of Indian 
business is in the Arrivals 
shops. There we have 
expanded the watches, 
sunglasses and health 
supplements categories, 

introduced massive 
loyalty programmes, 
promoted pre-order 
sales and can offer duty 
free specials such as the 
luxury showcase premium 
rare whisky from Pernod 
Ricard, exclusive to Mumbai 
Arrivals. We interviewed 9,000 
people last year using iPads 
as a research tool and will 
double that figure over the 
next 12 months. Sri Lanka 

is established and we’ve 
opened in the Lebanon, 
serving 14,000 troops. Owning 
Harding Retail now means we 
will be on more ships in the 
future,” promised Topping.
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The formation of Shiseido 
Travel Retail signals a 
rebirth of Shiseido Group in 
the channel, with all regions 
moving forward as one. 

The structural reform creates 
an agile organisation that can 
quickly respond to market 
changes, driving sales produc-
tivity and operational excellence.
With the goal to build ‘One 
Shiseido, One Travel Retail’ 
globally, the unification 
brings the Shiseido and 
Beauté Prestige International 
(BPI) brands under a single 
management in global travel 
retail, creating a streamlined 
organisation with balanced 
strengths across all three axes 
of beauty: skincare, make-up 
and fragrances.
Philippe Lesné leads the global 
organisation as President, report-
ing directly to Shiseido Group 
CEO Masahiko Uotani. “This is 
an extremely exciting time for 
Shiseido Travel Retail, as we 
witness the actualisation of our 
CEO Masahiko Uotani’s ‘One 
Shiseido’ vision in the dynamic 
travel retail channel,” Lesné 
comments. “The landscape has 
seen an unprecedented level 
of change in recent years, with 
retailer consolidation and mobile 
and digital technology creating 
a truly global territory of global 

BUILDING ‘ONE SHISEIDO, ONE TRAVEL RETAIL’

Shiseido Group has joined its cosmetics and fragrance businesses under Shiseido and Beauté Prestige 
International, a subsidiary of the Group since 1990, in a strategic restructuring of its dedicated entity 
for the global travel retail channel. The unified division – Shiseido Travel Retail – is effective from 1 
May 2016 and marks a key step in Shiseido Group’s Vision 2020 corporate strategy, as Philippe Lesné, 
President, Shiseido Travel Retail, explains.

operators and global shoppers. 
We are also seeing a major shift in 
growth towards Asia, a region that 
is at the heart of our strategy 
for travel retail and where our 
skincare expertise is based.”
The creation of Shiseido Travel 
Retail is driven by four key 
objectives: Become a truly global 
organisation that can speak with 
one voice; reinforce partnerships 
with retail operators; boost retail 
operations excellence; and create 
strong and innovative brands.
“We want to create new syner-
gies 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,” 
Lesné explains. “The unification 
brings together BPI’s expertise 
in fragrances with Shiseido 
Group’s strengths in cosmetics, 
creating a comprehensive three-
axis portfolio which enables the 
sharing of best practices and 
resources to drive growth.”

REINFORCED 
PARTNERSHIPS AND  
RETAIL EXCELLENCE
Shiseido Travel Retail is introduc-
ing a key account management 
system with dedicated regional 
sales, marketing, merchandising 

PHILIPPE LESNÉ, President
ELISABETH JOUGUELET, Vice President – Marketing
KENJI CALMÉJANE, General Manager – Travel Retail Asia Pacific
OLIVIER DECAZES, General Manager – Travel Retail Europe, Middle 
East & Africa 
VINCENT BALAND, General Manager – Travel Retail Americas

SHISEIDO TRAVEL 
RETAIL 
MANAGEMENT TEAM

Philippe Lesné, President, Shiseido 
Travel Retail.

Elisabeth Jouguelet, Vice President – 
Marketing, Shiseido Travel Retail.

Kenji Calméjane, General 
Manager – Travel Retail Asia 
Pacific, Shiseido Travel Retail.

Skincare brand Aupres has been 
developed for the Chinese consumer.

Shiseido Travel Retail represents 
one of six regional entities in the 
new organisational matrix under 
the Vision 2020 plan, designed to 
rejuvenate Shiseido Group and 
make it more responsive to the fast-
changing consumers and markets, 
driving growth and profitability.

and training teams supporting 
the sell-through and relation-
ships with its key customers. The 
regional teams are also creating 
new business analyst positions to 
track and improve performance. 
In addition to the global marketing 
team, Shiseido Travel Retail will 
establish a new Business Develop-
ment function to explore growth 
opportunities and value creation 
initiatives at a global level.
The new organisation will also 
see an alignment of marketing, 
merchandising, training and sales 
functions. They will work in closer 
partnership to deliver a more 

comprehensive counter experience 
and trade activities.
The global marketing team will 
lead the brands’ travel retail 
strategy. Brand managers will 
work closely with multi-brand 
specialists dedicated to fostering 
innovation and expertise in several 
key functions: Consumer & Market 
Intelligence, Retail Design & Visual 
Merchandising, Travel Retail 
Exclusives (TREX) development, 
Communication and Digital.

The consolidated portfolio 
includes skincare brands 
Shiseido, Clé de Peau Beauté, 
Anessa and Aupres; make-up 
brands NARS and bareMiner-
als; and fragrance brands Issey 
Miyake, Narciso Rodriguez, 
Elie Saab, Alaïa and Zadig 
& Voltaire, as well as niche 
fragrance Serge Lutens and 
the distribution of Burberry in 
selected travel retail markets 
in Europe and Asia Pacific.
“Looking ahead, I believe 
Shiseido Travel Retail will provide 
a powerful global showcase 
and profitable growth driver for 
Shiseido Group on its roadmap 
to achieve Vision 2020, as well as 
being an agile, entrepreneurial 
and strategic partner for travel 
retail operators in all corners of 
the globe,” Lesné concludes.
Shiseido Travel Retail Asia 
Pacific is exhibiting at TFWA Asia 
Pacific Exhibition & Conference: 
Basement 2 B20.
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Hamad International Airport (HIA), 
the home of Qatar Duty Free, has 
been announced as the world’s fifth 
‘Best Airport for Shopping’, as well 
as the ‘Best Airport in the Middle 
East’ for the second consecutive 
year at the 2016 Skytrax World 
Airport Awards.

At the same time HIA moved into the 
‘World’s Top 10 Best Airports’ ranking, 
becoming the first-ever Middle East 
airport to achieve the honour. 
The Skytrax World Airport Awards are 
recognition of quality for airports across 
the world, and include the airport’s 

QATAR DUTY FREE’S
AWARD-WINNING VISIONARY 
RETAIL EXPERIENCE

Qatar Duty Free offers 40,000sqm of 
combined retail and food & beverage 

facilities at Hamad International Airport. 
Over 70 retail outlets offer an unprecedented 

selection of designer labels, fashion, 
electronics, gourmet foods and much more.

A visionary retail experience, Qatar Duty Free offers 
a selection of bespoke shopping concepts designed to 

appeal to every need and every budget.

portfolio of retail and food & beverage 
services as part of the overall ranking. 
HIA also won the award for Best Staff 
Service in the Middle East.
Over 12.5 million customer nomina-
tions across 110 nationalities of air 
travellers evaluated HIA and Qatar Duty 
Free as part of the award, giving their 
customer satisfaction ratings across 39 
key performance indicators for airport 
service and product – from check-in and 
arrivals, to shopping and restaurants, to 
security and immigration.

The wide selection of brands throughout 
Qatar Duty Free’s 70 luxury and affordable 
stores, and 30 restaurants and cafés, were 
all rated as part of the judging criteria 
alongside Qatar Duty Free’s service 
standards, prices and its customer service 
levels. Together these brought HIA out on 
top to take the Best Airport in the Middle 
East award.
A visionary retail experience, Qatar Duty 
Free offers a selection of bespoke shopping 
concepts designed to appeal to every 
need and every budget. The hand-picked 
portfolio of affordable and luxury brands 
is intended to make shopping at HIA an 
essential part of every passenger’s journey.
This recognition is particularly timely, 
as it comes after a year of significant 
milestones at HIA, which recently 
announced passenger figures of 30 million 
and opened additional space with two new 
concourses. Qatar Duty Free is designed 
to provide passengers arriving, departing, 
or transiting through HIA with a seamless 
experience worth flying for and has 
already opened new concept stores and 
restaurants within the airport’s expanding 
facilities and at departure gates.
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