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Introduction

Fast forward
for the
industry
Apart from a showery Monday, the
sun has shone here all week – the
best October weather we have seen
for some time. Sunshine always lifts
the spirits, but I believe the mood
here this week would have been
high whatever the weather.
We know that parts of the world
continue to struggle with recession,
but the mood here has continued the
optimistic trend we have seen since
TFWA World Exhibition last year. Busy
stands, busy parties, a buzzing atmosphere everywhere.
After an enjoyable day of sports and
leisure activities, culminating in a
wonderful Opening Cocktail on Sunday
evening, the week got off to a fabulous
start with one of our best conferences
yet. The auditorium was packed to
the gunnels… a record attendance
of 894 – and our speakers did not let
them down with inspiring and stimulating presentations from Dr Madeleine
Albright, Jean Charles Decaux and Kjell
A Nordstrom. I’m also delighted at the
attendance and reception to our two
workshops this week – both structured
differently this year to reflect the
requirements of our members, and the
industry in general, and both
fully attended.
One theme that continues to be
highlighted during these sessions
is the growing importance of digital
technology and the part it can play in
our need to interact more directly with
the consumer. We’ve tried to do our
bit this year to make TFWA events and
our website more digitally ‘aware’ with
smartphone apps, interactive touch
screens, live website pages and more
online communication. It’s an area that
we will continue to develop – and any
feedback is welcomed.
This year has seen Management
Committee elections and, following
yesterday’s AGM and EGM, I would like
to welcome to the TFWA Board Carla
Guiducci from Giorgio Armani, who
takes over from Sylvie Lavagno as VP
Marketing, and Patrick Bouchard of
Puig, who replaces Erik Thomsen as
VP Commercial. My thanks to both
Sylvie and Erik for their sterling efforts
with TFWA. We also have some new
members on the MC, so welcome to
Gerry Munday of Furla, Silvia Onofri
of Bally, and Francis Gros of Luxottica
Group to the fashion, accessories and
leather goods sector; Lionel Ehrmann
of Osborne Group to the liquor sector,
Andreas Fehr of Kraft Foods World
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Travel Retail to the confectionery and
fine food sector, and Jérôme Desouche
of La Colline and Stéphane Bernard of
P&G International Operations, to the
fragrances & cosmetics sector. A full
report on the new MC can be found in
today’s Daily.
Lastly, how has all this positivity been
reflected in the magic word… figures?
Pretty well in fact! By lunchtime
yesterday, total visitors were up 6%
on the same period last year to 6,028.
This is also an increase on last year’s
total of 5,669, which is great news. The
quality of visitors also continues to
improve year-on-year, with the number
of duty free and travel retail operators,
landlords and agents up 2% to 4,248,
while the number of companies is up
9% to 2,852.
A good week for all then… but the year
is not over yet. Next month we head to
the Middle East for the MEDFA Conference (November 25-27) where we have
a truly stunning business and networking programme planned. Next year,
of course, sees the inaugural TFWA
China Conference in Beijing from March
5-7 and TFWA Asia Pacific Conference
& Exhibition follows from May 12-16
– both essential dates for your 2013
calendars.
It only remains for me – in fact all of us
on the TFWA Board and Management
Committee – to thank our sponsors for
their continued support… and to thank
all of you – exhibitors and visitors – for
making this week the success it
has been.
As I mentioned earlier, we know
that the road ahead is not without
its problems and challenges. But as
Winston Churchill said: “A pessimist
sees the difficulty in every opportunity;
an optimist sees the opportunity in
every difficulty.” Our industry, time
and time again, proves this to be the
case. Safe journey home – we do hope
that the current travel problems do not
disrupt you too much.

welcome message

Management
Committee
elections
New members of the TFWA Management
Committee were elected at yesterday’s
Annual General Meeting. They are: Lionel
Ehrmann, Osborne (liquor); Jérôme
Desouche, La Colline (fragrances &
cosmetics); Silvia Onofri, Bally (fashion);
Gerry Munday, Furla (fashion); Francis
Gros, Luxottica (fashion); and Andreas
Fehr, Kraft (confectionery).

There were also two changes of company
– Nadia Skouri Garcia-Pelayo, Secret Wish
(formerly Oxygen) and Thom Rankin, Capi
Trading (formerly Dufri).
Meanwhile, two new Board Members
were elected. Carla Guiducci of Giorgio
Armani has been elected Vice-President
Marketing, replacing Sylvie Lavagno; and
Patrick Bouchard of Puig has been elected
Vice-President Commercial. They join
existing Board Members Frédéric GarciaPelayo, Vice-President Finance; Alessandra Visconti, Vice-President Corporate;
Thom Rankin, Vice-President Conferences
& Research; and Erik Juul-Mortensen,
President.

CARITAS
COLLECTION
TODAY
Exhibitors are requested to have their donations to the Caritas
Secours Catholique charity ready for collection this morning.
Helpers from Caritas will visit stands and collect the
donations in the course of the morning. They will use the
contents to bring pleasure to disadvantaged people.
Please use the special Caritas bags which were
distributed yesterday.
Thank you for your generosity.

Beach Village
This year’s TFWA World Exhibition is the biggest
and busiest ever. TFWA has established a new
exhibition area in response to the high demand for
additional space from existing exhibitors, as well as
to accommodate as many new exhibitors as possible.
The new Beach Village increases total exhibition
space to more than 21,000sqm. Located on Riviera
Beach, next to the Palais des Festivals, the large
outdoor structure houses Philip Morris, and features
the new Beach Restaurant. Meanwhile, The Scene is
relocated to a stylish new home in the Gare Maritime

Erik Juul-Mortensen
President, TFWA

on the other side of the Palais des Festivals.
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le premium evening

LE PREMIUM evening
Last night’s spectacular Le Premium Evening was a fitting finale to the week.
The glamorous black-tie party featured a Spanish ‘Viva la Vida’ theme.
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Generating
growth
Dobbé Cognac is presenting its new premium XO
Extra Cognac at TFWA
World Exhibition, as it bids
to expand its share of the
travel retail market.
President Michel Dobbé
explained that global travel
retail represents 30% of
the company’s turnover.
The Dobbé family has
been producing Cognac
for eight generations. “We
have only been in duty free
for eight years – it takes
time to establish a market
share,” said Dobbé.

Its sales in travel retail are
concentrated in the Middle
East, Hong Kong, Malaysia, and Singapore. Among
its travel retail exclusives
is the Dobbé Cognac
VSOP, which retails at €45
for a one-litre bottle.
Export Manager Nicolas
Stearns added: “Our
strength is that we own our
own vineyard and distillery
– that’s something that we
want to emphasise.”

Marine
Village R5
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Perfect
Iconic scent Combination

The launch of a new
perfume range from
Leonard – the iconic Paris
fashion house – is being
seen as the key for VAG &
Distribution to break into
travel retail.
Anthony Gambirasio of
VAG & Distribution said:
“Travel retail is very hard
to get into when you are a
small independent brand.
We believe the Leonard
fragrance will be the key
to open the door.”
Gambirasio said Leonard
is synonymous with
luxury, artistic flair,
and French savoir-faire.

The Eau de Parfum is
available in three sizes
and the 100ml bottle
retails for €82. The
fragrance evokes the
exotic scent of frangipani
with apricot flowers
and orange blossom.
Gambirasio said he
expects the fragrance will
make its debut in travel
retail in early 2013 in the
Middle East. He added:
“Brand awareness is
important, but without a
new product you cannot
get into travel retail.”

Brosway is showcasing 11
new lines of luxury men’s
and women’s jewellery at
TFWA World Exhibition this
year, and is introducing
visitors to its signature
Très Jolie collection, which
has been packaged for
duty free with the needs of
travellers in mind.
The range of charms,
which in domestic sales
are selected individually by the customer, is
expertly matched into
chic crystal and stone
combinations and boxed
especially for airport
customers. Alla Marani,
Export Department
Managing Assistant, said:
“We understand that if you
are rushing for a plane

you won’t have time to
choose, so we have done it
for you.”
Already present in 20
travel retail locations
worldwide, the Italian
company has had 45
planned meetings this
week, with promising
conversations concerning inflight sales and
expansion of its duty free
presence in the AsiaPacific and European
regions.
Alongside its jewellery lines, Brosway is
demonstrating its new
display towers and cases,
designed exclusively for
duty free sales.

Blue Village C4

Red Village K28

Premium
vodka
SPI Group has a threepronged approach to
developing its Stolichnaya
Premium Vodka as a
global brand. Robert
Cullins, Global Commercial Director, explained
that the first strategy
is to consolidate and
broaden the appeal of
Stolichnaya with new
lines, including the Stoli
Hot and Sticki lines, which
retail at around €16. The
second part of the plan
is to appeal to a younger

6 – TFWA DAILY

more female profile, with
products such as Stoli
Salted Karamel – priced
at €18 – in order to extend
the range into a growing
cocktail culture.
The final part of the strategy
is to explore new ground
with the aperitif Stolichnaya
Red, which is priced at €16.
“It’s the first time that we
have tried a different colour,
and it is unique with just
20% ABV,” said Cullins.

Blue Village D3

New
listings
Leonidas
centenary
Leonidas is making two
important announcements
at this year’s TFWA World
Exhibition. Firstly, it will
celebrate 100 years of
chocolate-making next year.
Secondly, it is announcing
the appointment of Robert
Torck as Managing Director.
Alongside its formal offering for duty free, which is
on display at the company’s
stand, a novelty Collection
No.100 range of chocolates
is being launched. This
new collection contains an
assortment of dark, milk
and white chocolate.

Torck said: “The combination
of customers, distributors
and airport owners here at
TFWA World Exhibition is
amazing – it’s a real travel
retail community.”
He is optimistic regarding
the fantastic opportunities
for the brand within travel
retail. “Travel retail is the
mirror to the world. The
purchase experience is
different, and the environment creates a different
view of what you can buy.”

Blue
Village D24

Zonin has secured a coveted
listing onboard Eckero
Line. Two wines are being
introduced, including a red
wine – Zonin Montegamro
Veneto IGT – and a white
wine – Masseria Altemura
Apulo Selembo IGT. Another
new wine is the CA Bolani
Aquilis Sauvignon Blanc.
“We give a complete portfolio
for the wine trade. We
can distribute numerous
estate wines from our
warehouses,” said Massimo
Basile, Export Area Manager.
Zonin has been exhibiting at
TFWA World Exhibition for
eight years and has travel
retail listings worldwide.
Much of its activity is now
focused on the Nordic
markets, building on the

company’s ability to produce
and supply wines from 10
vintage estates in Italy.
Talks are underway for
further new listings in
both border shops and
onboard airlines.

Blue Village F4
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Buyer
feedback

Fanny Pigeon, Roger Albert Parfumerie
d’Outremer Mer: “We have had 18
meetings in two days with companies
such as Chanel, Dior, Paco Rabanne and
Cartier. There are a lot of people from all
over the world here, and it’s good to be
able to see everyone in the same place.”

Vadim Sagiev of RegStaer, which has a
store at Vnukovo International Airport,
Moscow. “We have been meeting with
new suppliers for tobacco, watches,
fashion and accessories. Our customers
are increasingly focusing on premium
brands, so I have been concentrating on
the collections at Zilli, Hugo Boss, and
Omega, for example.”

Magdy M Mostafa Mahmoud, General
Manager, Egypt Free Shops, which has
25 stores at airports, including Sharm el
Sheikh, Luxor, and Aswan. “I’m looking at
the entire range of wines, whisky, beers,
Cognacs, and liqueurs being exhibited
here at TFWA World Exhibition. I have
been looking everywhere in the show
– there’s a lot to see. The exhibition is
bigger than ever.”

Irina Maximova, Perfumes, Cosmetics and
Sunglasses Manager for Kiev Duty Free. “I
have meetings lined up with P&G, Chanel
and Estée Lauder. The show has been very
impressive – it is bigger than ever before
and there is a wide range of premium
brands to visit. TFWA World Exhibition
is the ideal place to view them all in one
location.”

www.tfwa.com
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Strong
demand

bags for men
Luggage and bag company
i santi has received
fabulous feedback
from retailers this
week for its men’s bag
range. The Messenger
and weekend bags in
particular have garnered
interest from buyers,
Massimo Santi, Managing Director, revealed.
The bags, which range
from €400-800, are now
also available in duty
free in Mozambique
with retailer Boutiques
de Maputo and at Split

Airport in Croatia, which
are two of the company’s
recent listings.
“We are next hoping to
get into Egyptian ground
stores,” said Santi, who
revealed that the Middle
East is already a strong
region for the brand. In
Asia, Korea and Japan
are the most important
countries for i santi. The
brand will also be rolling
out in China shortly.

Blue
Village C18

Kusmi
pops up
Kusmi Tea is investigating the possibility of
opening pop-up shops,
ideally with Aelia, over
the coming months.
Alexandra MiquelLecante, Export Manager
Europe-Middle East,
explained that the brand
believes it is important
to have a strong travel
retail presence in France,
where it is based.

Kusmi Tea’s main retailers in duty free are Aelia,
Heinemann and Nuance;
the latter of which placed
its first order last month
for Zurich Airport. The
brand is present in a
strategic location at Zurich
Airport, with a smelling
table concept. The lids
of the product are off
to enable customers to
smell before they buy. It
is situated in between the
perfume and gourmet food
area, in order to provide
a sensory link between
the two categories.
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equally positive to the
products themselves,
especially to the new Red
Tube Vanilla and the three
new Mini products – Black
Mini Sumatra Filter,
Saphir Mini Orient and
Red Mini Vanilla.
“Based on this week,
we’re hoping to get
a minimum of two
or three listings,”
Kamphuis explained.

Mediterranean
Village N7

Majorica is listed onboard
major cruise ships
and is showcasing its
latest steel collection at
TFWA World Exhibition.
Its jewellery items are
priced between €50 and
€500, with the average
price point being €120.

Yellow
Village F54

Blue Village A3

Display
innovation
Villiger Sons’ latest products
and a newly designed
holographic display unit
have caught the eye of a
number of visitors this
week. “Our aim is to get this
display unit in key airports
around the world. The
reaction we’ve has this week
has been completely positive
and people stopping by the
stand having been attracted
by the new display,” Gert
Kamphuis, Senior Vice
President Export, explained.
The reaction has been

Majorica is ramping up
its production after a
few years of demand
drastically outperforming supply. Managing
Director Marc Antoine
Breuil explained that the
brand has invested in
expanding its Majorcan
factory in order to meet
the significant demand
for its products.

Ambitious
approach

Bespoke
chocolate
The bespoke packaging concepts offered by
Starbrook Airlines have
encouraged a number
of airport operators and
retailers to pay a visit to the
stand at this year’s TFWA
World Exhibition, with a lot
of interest being expressed
from Eastern European and
Chinese visitors.
As the company’s Belgian
chocolates are offered
with flexible presentation

options, this allows for each
design to be customised
by the customer to suit
the destination or target
market that it is serving.
“Airports and cruise
companies love the fact
that the products can be
designed to meet their
needs,” explained Starbrook
Airlines’ Patrick Gilis.

Bodegas Osborne already
has a significant presence
in travel retail in Spain,
but the company is now
focusing on establishing
its core brands on a wider
basis within the sector.
Three brands – Carlos
Primero and Veterano
brandies, and Montecillo
wines – have been the main
focus this week. “We’ve got
a wide range of products,
but in duty free and travel
retail we want to narrow it
down to a few core brands
to really put some muscle

behind it,” explained Nicolas
Waymel, International Travel
Retail Manager.
To support the expansion
in the travel retail sector,
Waymel explained that
a three point strategy is
in place: to consolidate
the strong position in
the Spanish travel retail
market; to expand in
emerging markets, such as
Russia; and to explore new
options in the Americas.

Green
Village K69

Mediterranean
Village N19
www.tfwa.com
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Small is
beautiful

going global
The Piquadro stand has
been busy all week with
visitors from Asia, Latin
America and Europe
expressing an interest
in the range of premium
leather, functional bags.
“We’re impressed with the
number of contacts we’ve
made here,” said Eric
Gusman, International
Director. “We already
have a good presence
in travel retail and have
an especially good track
record in Europe, so now
we are looking to expand
in Asia.” To support this
growth ambition, a new

In
the
air
Sequoia is in talks with
distributors that supply
goods to 18 airlines in
the Asia Pacific region,
regarding listing its
leather goods brand for
inflight sales. The brand
which produces fashionable, feminine bags, at
an affordable price, also

member of the team is
now permanently based in
Hong Kong.
The product range, which
includes business bags,
day bags and small
leather goods, is generally
aimed at young professionals aged between
25-35. As well as the
range of bags, which are
made from the highest
quality leather from
Tuscany, a range of cases
for smartphones and
tablets are also on display.

Green
Village L40

Natural
growth
More than 20 major operators across all continents
have had talks with The
Jelly Bean Factory about
new listings during
TFWA World Exhibition.
European Business Development Manager Abaigael
Hendron said: “We offer
a premium jelly bean
that is colourful, bright,
delicious, and that combination provides a really
different retail opportunity.
Traditionally jelly beans
have been made artificially
to give them colour and

Italian appeal

Red Village
K25

Mini
Maxi

Luxury brand Fratelli
Rossetti is in talks to
expand its European travel
retail operations with
potential new outlets at
Munich and Venice international airports.
The brand, which specialises
in handmade accessories,

The compact box has the
same quality packaging
and decorative ribbon as
the larger version and
retails for €7 to €8.
Lily O’Brien’s chocolates
are listed on 42 airlines –
including major carriers
British Airways, Virgin,
Qantas and United. During
the show the company has
had talks about inflight
listings with two additional
European airlines.

Mediterranean
Village N17

Mediterranean
Village N17

hopes to secure deals
with duty free operators in
Qatar, Singapore, Israel,
and Spain, while here at
TFWA World Exhibition.
Sequoia has its 2013 spring
and summer ranges on
display. Area Manager
Emile Compagnon said:
“We are delighted at how
well our collection has
been received. People have
loved the brand, and they
have been particularly
impressed by the colours
we use.”

Reisenthel Accessories is
showcasing its new line of
Mini Maxi bags, as it makes
its debut here at TFWA
World Exhibition. Made
especially for Reisenthel
Accessories first appearance at the show, the
size-adjustable touring
bags are the brand’s
newest product. The travel
accessories company
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vibrancy. Our product is
100% natural. The flavour
goes all the way through –
they really pack a punch.”
Hendron said its 90g
re-sealable tub offered a
perfect inflight impulse
buy for less than €2. Other
products being showcased
by the brand are jelly
beans coated in Belgian
chocolate, which are available in 110g packs retailing
at between €3 and €3.50.

Small proved to be beautiful
when the Lily O’Brien’s
brand faced the problem
of squeezing its chocolate
assortments into the
perfect inflight packaging. Commercial Director
Jason Popplewell explained
that the company took its
standard 190g box and
reduced it in size by a third.
“We call it the honesty
box,” said Popplewell. “The
biggest problem onboard is
space – these fit exactly into
an airline tray and there’s not
one millimetre to spare.”

shoes, handbags and belts,
has already signed a deal to
open its first boutique in the
domestic market in Thailand
and Taiwan in 2013. This will
be followed by a new outlet
at Bangkok International
Airport. Area Manager
Sophie Weber said the brand

already has seven boutiques
in China and Hong Kong.
“Our brand awareness
is very good in Europe,
because our family business
has been around for 60
years. All of our products
are handmade in Italy and
that is something that’s a
big part of our heritage and
appeal,” said Weber.

Yellow
Village D36

has witnessed significant
growth in travel retail and is
keen to establish itself with
a product line that sets it
apart from the competition.
“I don’t think there’s another
company here offering this
kind of concept,” said Rainer
Twyhues, Export Manager
at Reisenthel. “This product
is very functional and very
practical, so I think we have
carved a niche for ourselves.
Considering it is our first
time here, we have had a lot
of interest.”

Green
Village M60
www.tfwa.com
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Beyond
the sale

Boxing clever
The increasing demand
for gifting opportunities
in travel retail has been
widely discussed at TFWA
World Exhibition – and
Multi Duty Free is hoping
to capitalise on this
market with its latest
line of confectionery.
The travel retail group
is showcasing Baratti
Milano’s new chocolate
box collection, which
features six exclusive
pralines that are made
the traditional Italian
way. “This kind of
praline is a cremino,

which means layered,”
explained Paolo
Berentzen, Managing
Partner at Multi Duty
Free Department. “The
cremino was first created
in 1858 by two Italian
men called Baratti and
Milano, so we are going
back to our origins.”
The 260g box was
launched here at TFWA
World Exhibition and
will be available in
both domestic and
travel retail markets.

Blue Village C3

Premium
whisky
Since acquiring Glengoyne
in 2003, Ian Macleod Distillers has increased sales of
the brand by 250% – and
now it might be about to
increase its footprint in
travel retail. “We’re quietly
confident that we could be
doing business with five
or six new countries off
the back of TFWA World
Exhibition,” said Iain Weir,
Marketing Director. “We are
already in airports such as
Hong Kong and Singapore
airports, but we think we
might have made a bit of a

breakthrough elsewhere.”
The distiller also used
TFWA World Exhibition as
an opportunity to showcase
Glengoyne’s tweaked product
line, which sees new branding on the bottles and the
introduction of an 18-yearold whisky that will replace
the 17-year-old. “We have
rebranded from a position
of strength, not a position of
weakness,” said Weir. “We
want to remind people that
we are a premium brand.”

www.tfwa.com

touch of gold – the
Talasso body scrub has
received an injection
of glitter, and boasts a
golden ‘30th’ charm.
International Director Poalo
Bevegni said: “We want
to take the excitement we
are feeling about the event
and spread it across the
entire year. We have all
sorts of things planned –
promotions and products
that will be released
throughout the months.”

Riviera
Village RH2

“Travel retail is a very strong
marketing vehicle, and it has
allowed us to push through
new categories.”
The brand has been
showcasing its new line of
watches this week, which
have helped close half a
dozen new listings with Asian
airlines. “We have confirmed
deals with Garuda Indonesia,
Hainan Airlines and Malaysian Airlines,” said Valls.

Blue
Village C14

Red Village L7

Graceful
jewellery

30 Golden
Years
There is a glittering
celebration underway in
Riviera Village this year as
Collistar commemorates
its 30th birthday a little
early at its new stand
location. The Italian
cosmetics and perfume
company is showcasing its
limited year-long anniversary collection at TFWA
World Exhibition, ahead of
its launch in January 2013.
The new range revisits
iconic make-up and
skincare products from
the past, and repackages
them with a celebratory

The rewards of travel retail
extend well beyond sales,
Thomas Sabo told the
TFWA Daily yesterday. The
jeweller said that, as well
as seeing an increase in
transactions through travel
retail, the sector has also
been of benefit to them from
a marketing point of view. “It
is very important in terms
of image projection. Our
concept of a lifestyle brand
is translated through travel
retail,” said Jordi Valls, Sales
Director at Thomas Sabo.

All Stacking Up
Tateossian London is
showcasing its timeless
pieces at TFWA World
Exhibition. The collection
of classics boasts lines
launched for the first time
in travel retail, including an extendable silver
collar stiffener, and its
distinctive signature Gear
cufflinks with windable
mechanism, remodelled
in rhodium exclusively for
duty free.
The company is highlighting its selection of stackable bracelets, with new
designs in plaited leather
and sterling silver proving

popular with existing and
new clients in Asia-Pacific
and the Middle East.
Biba Jansonius, Sales &
Marketing Manager, said:
“It has been a steady year,
but the financial situation
has meant we had to work
harder to keep it that way.
It has meant we’re more in
touch – with face-to-face
meetings and special
personalised projects
business is strong, and
we’re on the lookout for
new clients.”

Secret Wish is showcasing
Graceful, its second collection of wear-with-anything
jewellery, at TFWA World
Exhibition. Following the
release of its first collection last year, the French
company has responded to
the feedback of its clients
with new merchandising
strategies for 2013.
Founder Pierre Freyssinet
said: “It is a perfect opportunity for us to meet with
our existing clients here at
TFWA World Exhibition, to
show them how we have

answered their requests
and tailored our new
collection to meet their
needs. The buyers here
are highly professional.
They know what they want
and we are trying to fulfil
that market expectation.”
The new collection is
made with the highly
competitive in-flight
market in mind, and is
tailored specifically toward
onboard sales.

Ambassadeurs
Village U6

Riviera
Village RF10
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Pulling
power
A new range of Lamborghini jewellery has
generated strong interest
at TFWA World Exhibition.
The luxury accessories
were launched this week
by Whitehouse Travel
Retail, which is a firsttime exhibitor. “This is the
first time we have had a
stand here and we have
had so much passing
traffic,” said Tim Jobber,
Sales Manager at Whitehouse Travel Retail. “The
Lamborghini jewellery has

generated a lot of interest,
as we expected it to.”
Whitehouse Travel
Retail has also made
some inroads into South
America this week. “At
this show, we have talked
to someone that wants
to move us into South
America,” said Jobber.
“We don’t have a presence
there at the moment, so
this is brilliant.”

Green
Village L37
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Fruity
and
Floral
Parfums Berdoues is
launching its fragrance for
young girls, Mademoiselle
Jacadi, at TFWA World
Exhibition. Newly packaged

in 50ml and 100ml bottles,
the fruity and floral Eau de
Toilette will also be available in a gift set of three
miniature bottles, which are
being showcased ahead of
their release next year.
Parfums Berdoues is in
discussions with Emirates
regarding listing the
scent for girls aged 8-12.
Nathalie Carreira, Sales
Manager Assistant, said:
“In the Middle East they
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specifically for duty free
– includes labels such
as Rubiks, Spy Net and
Disney Club Penguin,
and has received much
attention from European,
Middle Eastern and
African retailers.
Maurice Lammers, Sales
Manager, Travel Retail
Innovations, said: “We may
be two entities, but we
are sharing meetings, and
getting business from one
another – we complete
each other.”

Yellow
Village B27

Blue
Village G15

German
Design
The Porsche Design Group is
celebrating its 40th anniversary this year, and is celebrating in style by showcasing its
limited edition 40th Collection
of luxury luggage, watches
and sunglasses.
After the opening of its duty
free sales point in Frankfurt
Airport’s Pier A-Plus two
weeks ago, it is preparing
to unveil its first US travel
retail outlet at New York JFK

in November. The brand has
experienced 27% growth in
the last year.
Manuel Hoffman, Key
Account Manager, said: “We
have had many exciting
appointments this week
and they have been very
fruitful. We are discussing
the stocking of our 40th
Collection with quite a few
well-known travel retail
operators and airports.”

Tailored Toys
Travel Retail Innovations
is introducing its daughter
company, Dixix, at TFWA
World Exhibition, by
presenting an array of
brands for Jakks Pacific
toys for travel retail.
Dixix’s Wim Heemskerk
said: “Jakks is never before
seen in the travel retail
market, and together we’re
doing something completely
original. Toys are relatively
new to duty free, and nearly
all that is available is plush.
We are launching real,
playable, interactive toys
and brand names.”
The toy selection – tailored

love perfume, especially
French perfume, and they
love our products.”
The company is also
launching a new skincare
line – O. Créatives – in
travel retail in 2013.
It features an array of
beauty therapy treatments designed to relax,
energise and invigorate.

Riviera Village RE17

Back to Basics

Sporty
watches
Jacques Lemans is
showcasing the new Milano
series of sports watches, and
a renewed range of watches
under the UEFA Champions
League brand license. Selections include the Milano
multifunction chronograph
line for men, featuring silicon
and stainless steel straps,
large circular fascias and
acool, sleek style, alongside
a new chic and slender
ladies watches embossed
with Swarovski crystals on
the hands. Jacques Lemans

Mandarina Duck has plans
for travel retail growth,
and reports a successful
week at TFWA World
Exhibition. Speaking to
the TFWA Daily yesterday, Michele Lorusso,
Wholesales Director,
highlighted business
opportunities with airlines
such as Lufthansa.

Product selections
on display this week
include the new Logo
Duck line positioned
towards the younger
traveller and a new
feather PVC and silicone
fabric luggage range.

Blue
Village G27

recently released a signature
item to commemorate
Chelsea Football Club’s
Champions League
victory earlier this year.
Jürgen Allesch, Head of
Export, commented: “We
have a broad collection
of around 800 styles,
focusing on the tendencies
of each market, to give
customers the opportunity
to choose their watches.”

Riviera
Village RC8
www.tfwa.com
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Vision for
the future
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“We have held many good meetings this
week with customers and agents, looking
to grow our business in Western Europe
and build on our strength in the East,
particularly Poland, Russia, the Baltic
States and CIS countries,” said Mariya
Yevseyeva, Global Marketing Director,
Nemiroff International Vodka Company.
“Our re-packaged Honey Pepper, Ukrainian Birch flavoured and Premier De Luxe
vodkas have been received very well, and
we’ll launch a pine nut flavour soon.”
Nemiroff Vodka is sold in 78 countries
worldwide and is the third largest

Samsonite unveiled its vision for modern
travel retailing this week at TFWA World
Exhibition. The travel accessories brand
said multiple points of sale via different
retail channels will be its strategy for
continued growth in travel retail. The
company has been demonstrating its new
vending machine with e-commerce capabilities. “It has been creating a buzz,” said
selling vodka in the world by volume
according to The Millionaires Club (a
UK Drinks International/Euromonitor
survey). LEX and super premium LEX
ULTRA vodkas are two of its flagship
brands. Quick to respond to market
opportunities a special limited batch
of Nemiroff Delikat Smooth called
Nemiroff GOAL with a bottle in the
form of a ball on a pedestal was
launched for the Euro 2012 soccer
tournament that was staged in Ukraine
this summer. The brand enhanced its
reputation with a Double Gold award
for its premium eco-vodka Nemiroff
Distinct at the San Francisco World
Spirits Competition in April this year.

Blue Village G1

Graham Carter, Samsonite’s Vice President
of Retail Europe and Distributors.
The company is striving for multiple
points of sale in airports, with large shops
landside, and smaller kiosks and vending
machines airside. “We have trialled this at
Brussels and Istanbul airports,” said Carter.
The e-commerce capabilities of
Samsonite’s vending machines will also
be able to take advantage of travellers’
dwell time at airports, allowing them to
order goods online and have them delivered when they get home.

Golden
Village GO17

exhibition news

Exclusive
Supply
Manufacturing 100% blended cashmere,
wool and combination pashminas and
shawls, Morgan & Oates’ success is linked
to its ethos: supplying only to the travel
retail sector.
Present in airports, airlines and onboard
cruise ships, it creates fashionable yet
affordable garments, with animal print,
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polka dot and floral ranges. “It means a lot
to the airlines if the product is exclusive,”
commented Kevin Galbraith, Sales Director.
He added that, rather than re-inventing
the wheel product-wise every year, the
focus is on optimising the existing qualities for Morgan & Oates is known. This
includes using the exhibition to display
new designs and colours, touch base with
existing partners and suppliers, and to
identify new ideas for growth. Commenting on business activity at TFWA World
Exhibition, Galbraith said: “We’ve spoken
with DFASS from the US, and we’ve seen
airlines such as Emirates and Lufthansa.”

Puzzle
Plane
The Wandering Monkey’s Director
Jonathan Corbett yesterday highlighted
the success the company has enjoyed at
TFWA World Exhibition, in particular the
number of new contacts it has made.
New innovations on display include the
Wandering Monkey 3D Puzzle Plane,
featuring 40 different puzzle pieces,

alongside a Wandering Monkey Games
Compendium pack with items developed solely for the enjoyment of small

TAX FREE WORLD
ASSOCIATION
63, Rue de la boétie
75008 Paris France

Tel : +33 1 40 74 09 86
Fax : +33 1 40 74 09 85

Alain Maingreaud

Mediterranean
Village P19
children and their families. A Beatrix
Potter range of baby toy animals is also
on display, with education and longevity
the key theme.
Underlying development can be seen
in the good feedback received from
airlines, with listings of the 3D Puzzle
Plane reported with British Airways,
Virgin Atlantic and All Nippon Airways
from January 2013. “People want to see
a trusted brand and not a five-minute
turnaround. If you have a history and
a trusted brand, people buy into that,”
added Corbett.

Marine Village S4

Network gain
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A partnership between Travel Retail
Experts and German writing instrument
manufacturers Lamy is helping to establish the latter in global travel retail. “In
the past we have exhibited by ourselves,
but at the beginning of this year we
started with Travel Retail Experts,” said
Karl Siegel, Export Sales Manager, Lamy.
“It has huge networks and knows which
way to go to get a listing in airports or
onboard airlines.”
Manufacturing writing instruments that

are 100% German-made, Lamy is introducing its 2000 stainless steel fountain
pens range. Available in ballpoint and
roller ball variations, the emphasis is
on a functional and minimalist style.
Two, three and six-piece pen sets are
being promoted to the inflight sector.
“We needed network experience in the
industry and this is a tester in Cannes,”
added Siegel.
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Popular
pistachios
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PPS PUBLICATIONS LTD
Wonderful Pistachios has created two new
exclusive pack sizes for travel retail, which
it is promoting at TFWA World Exhibition – a
300g pack of its best-selling Wonderful
Roasted & Salted pistachios and a 275g pack
of award-winning Wonderful Salt & Pepper
pistachios, both carrying recommended retail
prices of US$9.50. Both items are offered in
resealable premium-look stand up pouches
and carry a global travel retail exclusive logo.

14 – TFWA DAILY

3a Gatwick Metro Centre
Balcombe Road, Horley, Surrey
RH6 9GA, United Kingdom
Tel: +44 1293 783 851
Fax: +44 1293 782 959
post@pps-publications.com

In addition, it is promoting its existing 510g
Wonderful Pistachio gift bag, which for travel
retail includes a hang-tag with multi-lingual
nutrition and ingredients details.
The company has ambitious plans for growth
in travel retail. “There is currently no global

pistachio company, and we want to be this
in travel retail,” explained James Kfouri,
Director of Sales, Australia, New Zealand &
South East Asia.
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