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Shopping at Qatar Duty Free
is a pleasant and relaxing experience.
With a wide collection of the world’s finest brands, enticing promotions, and exciting raffles, now shopping at Qatar
Duty Free is your destination of choice. You can win One Million US Dollars in cash or a Luxury Car in our raffle
draws. Tickets for our raffle draws may be bought online, and will be delivered to the address of your choice.
As one of the fastest growing Duty Free operations in the region, we are committed to offering you good service and
value for money. Our friendly multi-national staff members are available to assist you at all times.

Shop at Qatar Duty Free
and Pay with your Qmiles
Present your Privilege Club card at the checkout counter and pay
for all your shopping with Qmiles.

Follow us

www.qatardutyfree.com.qa
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Introduction

A brand
new
dimension
This year’s TFWA World Exhibition
Conference is themed ‘A brand new
dimension’, exploring, from diverse
perspectives, how our industry is facing
up to a fast changing world and being
transformed as a result – and we’ve got
a cracking line-up of speakers this year.
TFWA President Erik Juul-Mortensen’s
traditional state of the industry address
will reflect on current performance,
focusing on how changing economic
dynamics are leading to new consumer
and passenger profiles, and how developments in marketing and interactive
communication are impacting consumer
behaviour. Just what can we do to keep
ahead, let alone keep up, with this
change! Suggestions will be provided by
Jean-Charles Decaux, CEO JC Decaux,
who will give unique insights into
consumer trends and the latest means to
reach customers at all stages of the travel
experience.
For some of us, it may be time to rethink
our business model entirely. Kjell A.
Nordstrom, Economist & Author, will
discuss how businesses are being forced to
rethink, innovate and adapt to a changing
world that affects all spheres of society.
Always quirky and humorous, Nordstrom is
guaranteed to inspire the audience.
But perhaps most eagerly anticipated
will be Dr. Madeleine Albright, Former
US Secretary of State and Chair, Albright
Stonebridge Group, who will address how
the world’s economic and geopolitical
landscape, as well as global security
issues, are reshaping the world and creating new opportunities, as well as new
challenges. With the US elections around
the corner, continued unrest in the Middle
East, the relentless growth in Asia, and
the troubled Eurozone affecting business,
never has the world stage been so fragile,



or the implications so immense.
When it comes to new dimensions, we
are also introducing a new look to our
two morning workshops. Our Airline
Workshop on Tuesday morning has been
extended to include Retailers, looking at
issues which are core to both. Dealing
with both the ‘technology touch’ and the
‘human touch’ in communicating with
travelling consumers, speakers Bernie
Brennan, former retail CEO, Chairman
of the National Retail Federation and
author of ‘Branded! How Retailers Engage
Consumers with Social Media and Mobility’, and TRT & ISPY Managing Director Christine Martin, promise a lively and
engaging session.
Similarly, the traditional TFWA Asia
Pacific Breakfast on Wednesday has
been revamped to concentrate on the
powerhouse China, but also include the
emerging markets of Russia and Brazil,
which are of growing importance. The
workshop will look at the developing
aviation markets, as well as the shopping
behaviour of travellers from each of the
three, with presentations from Sunil Tuli,
President, APTRA & Managing Director
King Power Group (Duty Free) Hong Kong;
Peter Harbison, Executive Chairman,
CAPA - Centre for Aviation; and Peter
Mohn, Partner, m1nd-set.
China, of course, is of huge interest at
the moment and TFWA is holding its own
China Conference next March in Beijing,
which really should be a must-attend
event for anyone involved in the travel
retail industry. A collaboration between
TFWA and APTRA, ‘China’s Century –
The Fast Pace of Change in China Duty
Free & Travel Retail’ will focus heavily on
the Chinese travelling consumer, with key
insights gained from shopping behaviour
research carried out by TFWA.
Before then, however, we meet again
in Dubai at the brand new Jumeirah
Creekside hotel on November 26 and 27 –
another must-attend event in a region that
plays a pivotal role in the global economy.

Thom Rankin
Vice-President
Conferences &
Research, TFWA

welcome message

On-site services
for TFWA members
TFWA Lounge
(Golden Village, Level 1)
For TFWA members and buyers with full
delegate status only.
A dedicated space where you can comfortably access tools that allow you to easily
conduct business and increase your
productivity. Services include internet,
concierge, international press, massage
and complimentary refreshments.
Kindly supported by:

Professional photos/
video film of your stand
Benefit from a 20% discount on this
on-site video & photo service to help
publicise your presence at TFWA World
Exhibition and keep a record of your stand.
Contact: cmaprod@free.fr for the video
films or ojp@digital-coach.com for the
photo service.

Recruitment service
(Mediterranean Village, Level 0)
Find quality candidates through our
recruitment partners BeThe1.
Please contact François Bouyer,
T: +33 6 12 38 80 61 or contact@BeThe1.com

The Beach Restaurant
New this year
(Beach Village)

Hairdressing service
New this year
Enjoy a wash and blow dry for only €20.
Salon Dessange 3 rue Macé, 06400 Cannes
By reservation only at: +33 (0) 4 93 38 38 38
Please present your badge and business card.

Enjoy the relaxed surroundings
of this fabulous new restaurant
located in the Beach Village. Boasting an enviable setting with sea
views, it offers a varied and reasonably priced menu, providing an ideal
lunch venue throughout the week.

New: Beach Village
This year’s TFWA World Exhibition will be 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 will increase total exhibition space to more than 21,000sqm. Located on Riviera
Beach, next to the Palais des Festivals, the large outdoor structure will house Philip Morris, as well as
featuring the new Beach Restaurant. Meanwhile, The Scene is relocated to a stylish new home in the Gare
Maritime on the other side of the Palais des Festivals.

A part of the exhibition
& business services
(Level 1, open to all delegates)

Well-Being Lounge (Level 1)
Kindly supported by:

Nail bar
Members of the TFWA Conferences & Research Management
Committee: Matthew Hodges, Rémy Cointreau International;
Santiago Llairo, JTI Trading; Carla Guiducci, Giorgio Armani;
Thom Rankin, Vice-President; and Paolo Bevegni, Collistar.

www.tfwa.com

Business Centre
Service Desks
• Hotel
• The Scene
• Le Premium Evening

New this year

Kindly supported by:

In front of the Palais
Luggage Service (Registration Pavilion)
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opening cocktail
Last night’s Opening Cocktail took place at the stunning Palm Beach. The highlight was a
spectacular fireworks display courtesy of the City of Cannes.
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opening cocktail

01 TFWA President Erik Juul-Mortensen; Francis Gros, Group Travel Retail
Director, Luxottica; Eugenio Andrades, Chief Commercial Officer, World Duty
Free Group; and Sarah Branquinho, Business Relations & External Affairs
Director at World Duty Free Group.

01

02 Bryan Scott Crisfield, President & CEO, Crislu; Amireh Parstabar, Crislu;
Maggie Simpson, wife of Michael Payne, Executive Director, IAADFS.
03 ETRO’s Alessandro Ferreri, International Commercial Director; and Natalia
Soffiantini, Duty Free Manager.
04 Klaus Mellin, Sales Agent Travel Retail & Special Markets, Braun;
Chavanney Wilson, Director Sales & Marketing, Middle East and Africa, DFASS
Group; and Hans Joerg Eulenhoefer, Managing Director, Harston Group.
05 Ross Thompson, Contigo UK & Ireland; Mark van den Burgh, Co-owner, Max
Benjamin Luxury Fragrances; Barry Geoghegan, Head of Travel Retail Worldwide,
Paul Sapin; Mariette Scoop, Travel Retail Project Leader, Cellular Line; and Dan
Cappell, Senior Vice President-Commercial, Abu Dhabi Airports Company.

06 Alexandra Plata’s Christina Jimenez, Marketing &
Communications Manager; and Alejandra Yagüe, CEO.

02

07 Alain Bonardo, Managing Director, Bonardo Travel Retail;
and his wife Antoinette Bonardo.
08 Ayderus H.M. Farag, Chairman & CEO, Al Farag Trading;
and Abilio Soeiro, Chairman, Boutiques de Maputo Duty Free.

03
04

09 Pradeep Kumar Sen, Director, S.S. Global Fragrances;
Alwyn Stephen, President & CEO, Beauty Contact; Travalo’s
Mike Scott; Nickie Selwyn-Smith, Business Development
Manager, Travalo; and Martin Sykora, Managing Director,
SP Venture.
10 Paul Topping, Director – Global, Flemingo; A.S. Lal,
Director, Alpha Kreol (India); and Isabel Zarza, Strategy and
Corporate Development Director, World Duty Free Group.
11 Capi-Lux’s Ron Bol, Celine Wiggers and
Rick van Dÿk, with Thom Rankin, Vice-President
Conferences & Research, TFWA.

05

07

06

09

08

10

11
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conference preview

Today – 09:00-11:30
Grand Auditorium (Level 1),
Palais des Festivals
Complimentary access to
all badge holders
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A brand new
dimension
A reminder that the TFWA World Exhibition Conference takes place
this morning. Delegates will hear from a distinguished line-up of
high-profile speakers, addressing the various dynamics shaping
international business, including duty free and travel retail.

01

Erik Juul-Mortensen, TFWA President, will open the conference with his
traditional state of the industry address.
He will reflect on the current performance,
focusing on how changing economic
dynamics are leading to new consumer and
passenger profiles. Juul-Mortensen will
discuss how new dimensions to marketing and interactive communication are
impacting on consumer behaviour. He will
also examine how the industry can address
constant and fast-moving evolutions to
keep ahead of change.
01 Erik Juul-Mortensen, TFWA President, will open the
conference with his traditional state of the industry address.
He will highlight how changing economic dynamics are
leading to new consumer and passenger profiles.
02 Dr. Madeleine Albright, former US Secretary of State and
Chair, Albright Stonebridge Group, will share her views on
how the various changing dimensions across the political
and economic spectrum will impact global business.
03 Jean-Charles Decaux, Chairman of the Executive
Board and co-CEO of JCDecaux, will provide an
insider perspective, examining how engagement with
consumers is taking on a brand new dimension.
04 Kjell A Nordstrom, Economist & Author, will offer
an eye-opening perspective on how businesses need to
rethink their business models and strategies in the face
of global societal shifts.

02

DR. Madeleine Albright, former
US Secretary of State and Chair,
Albright Stonebridge Group, will
share her views on how the various
changing dimensions across the
political and economic spectrum
will impact global business. The
geo-political and macro-economic
perspective on world affairs will be
a much-anticipated element of the
agenda, with US elections around
the corner, continued unrest in the
Middle East, relentless growth in
Asia, and the troubled Eurozone
affecting business.

Airline &
Retailer
Workshop
tomorrow
The traditional Airline Workshop has this
year been extended to include Retailers,
with the agenda set to examine issues
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03

04

Jean-Charles Decaux, Chairman
of the Executive Board and co-CEO
of JCDecaux, will provide an insider
perspective, examining how engagement
with consumers is taking on a brand
new dimension. His unique insights into
consumer trends and the latest means to
reach customers at all stages of the travel
experience promise to be truly compelling. JCDecaux as a company has a fascinating story to tell about building a brand
from a small family-owned business into
a multi-national powerhouse, with an
emphasis on innovation and engaging
solutions to interact with consumers.

pertinent to both. The workshop takes
place tomorrow morning (Tuesday 23
October) between 08:00 and 09:00 at
Salle “Diane”, Majestic Hotel. It will
focus on both the ‘technology touch’
and the ‘human touch’ in communicating with travelling consumers.
Bernie Brennan, former retail CEO, Chairman of the National Retail Federation and
author of ‘Branded! How Retailers Engage
Consumers with Social Media and Mobility’, will discuss how the use of social
media and mobile communications are

Kjell A Nordstrom, Economist &
Author, will offer an eye-opening perspective on how businesses need to rethink
their business models and strategies in the
face of global societal shifts. He will look
at the various ways in which the world is
changing. Looking at the impact of population growth, economic shifts, the growth
of choice for consumers and consumer
trends, global crises, consumer expectations and market forces, Nordstrom will
discuss how businesses are being forced
to rethink, innovate and adapt to the ‘new
dimension’ across all continents and all
spheres of society.

successfully evolving. He will also offer his
insights into the future of the digital world.
Christine Martin, Managing Director,
TRT & ISPY, will focus on the ‘human
touch’, examining the importance of
best-in-class customer engagement.
She will highlight how trained staff
and crew can be empowered to ensure
customers buy more – or, indeed, buy
something. Martin will analyse how,
from the recruitment stage through to
performance management, retailers can
ensure their staff have the ‘human touch’.

www.tfwa.com
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Enhancing the
brand experience
In his keynote address to the TFWA World Exhibition Conference, Jean-Charles Decaux, Chairman
of the Executive Board and co-CEO of JCDecaux, will examine how engagement with consumers
is taking on a brand new dimension. He offered some compelling insights to Ross Falconer.
JCDecaux as a company has a
fascinating story to tell about
building a brand from a small
family-owned business into a
multi-national powerhouse. It
is a company that places great
emphasis on innovation and
engaging with consumers.
The world’s leader in airport
advertising, JCDecaux has
succeeded in building brand
value across the globe. It
constantly innovates in order
to maintain this leadership
position. “In less than 10 years,
airports have become a key
business for JCDecaux and this
is expected to grow further.
There are two key reasons for
this: air traffic should double
in the next two decades; and
the airport is no longer a
simple terminal, it’s a place for
consuming/living in the city,”
explained Decaux.
In 2011, the company launched
a global research initiative –
Airport Stories World – which
investigated the dynamics linking
the airport environment with
its unique audience. The aim
was to deliver new insights for
JCDecaux’s clients and their
brands. “According to this study,
the consistent opinion of frequent
flyers is that advertising in the
airport is an integral part of the
airport experience and brands
benefit from it. Advertising
belongs in airports and therefore
contributes to passengers’

journey experience. The airport
can be considered as an arena
for more powerful brand engagement,” commented Decaux.
JCDecaux implements digital
screens with two main strategies to maximise their value:
ensuring effective implementation by investing only in high
quality, state-of-the-art screens,
positioned in premium locations;
and ensuring passenger engagement during dwell-time via
interactive screens or networks
of synchronised screens.
There is also an experiential
element to the JCDecaux
offering. “An exhibition stand
is another form of airport
advertising that brands can use
to deepen the airport brand
experience,” said Decaux.
“Three-quarters of respondents
enjoy looking at exhibits. Our
objective is to find the best
locations and select the most
innovative displays.”
Another engaging solution is
sponsored services for positive
brand associations. The company
has developed these in many key
airports, including clocks, charging stations, internet lounges and
playgrounds for children. Decaux
highlighted Dubai International
as a great example of an airport
embracing this innovation.
“One of the ways it is doing this
is by offering a range of extra
services – provided through
brand sponsorship – which
enhance the airport experience.

It’s a win-win situation for
everyone – airport, passenger
and brand,” stated Decaux.
An effective brand experience
will be expected to boost sales,
both within the airport and
after the journey, but how best
to achieve this can vary from
market to market. According to
the results of the Airport Stories
World survey, passengers in
more mature markets, such
as Germany, the US and the
UK, were more inclined toward
functional types of engagement,
in particular through sponsored
services. “In the younger markets
of Asia and the Middle East, they
expressed a fresher attitude.
Advertising should be an entertainment and offer an opportunity
to discover new brands and
products,” explained Decaux.
In conclusion, he added that
brands should aim for a closer
connection with the passenger/
consumer in airports. “Because
passengers are tempted to
purchase or to seek information in a unique environment
where they are happy to be
exposed to advertising. 85% of
international frequent flyers
enjoy airport advertising.”
These insights truly demonstrate
how engagement with consumers is taking on a brand new
dimension. Decaux’s address
to the TFWA World Exhibition
Conference promises to expand
on this with further compelling
insights.

decaux
Three-quarters of
respondents enjoy looking
at exhibits. Our objective is
to find the best locations
and select the most
innovative displays.

Decaux: “The consistent
opinion of frequent flyers
is that advertising in the
airport is an integral part
of the airport experience
and brands benefit from
it. Advertising belongs
in airports and therefore
contributes to passengers’
journey experience.”

Helicopter service
Azur Hélicoptère, as an
official partner of TFWA
World Exhibition, is offering
special discounted rates to
all participants. Scheduled
return flights (every 30
minutes) will operate between
Nice Airport and the city of
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Cannes. A complimentary
shuttle service will be
available in Cannes itself
for transfers between the
heliport and your final
destination downtown
(hotel on the Croisette,
Palais des Festivals, etc).

One way trip:
By Transfer
• Minimum 3 persons with
luggage: €99/person (+ €15
tax per person)
• Minimum 2 persons with
cabin luggage: €99/person
(+ €15 tax per person)

For reservations,
please contact:
7/7 booking:
+33 (0)4 93 90 40 70
After 7 PM 7/7:
+33 (0)6 84 53 55 82
Email: infos@azurhelico.com

www.tfwa.com
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social programme

After hours

The social programme at TFWA World Exhibition provides many of the highlights
of the week. This year, The Scene is in a new location – Gare Maritime. Meanwhile,
Le Premium Evening once again takes place at the spectacular Palm Beach.
Monday 22 to Thursday 25 October,
22:00-02:00
Gare Maritime – NEW LOCATION
THIS YEAR
The Scene is established as the focal
point for after-hours socialising. This
year, it moves to a new location – Gare
Maritime – just a short walk from the
Palais des Festivals. It is the perfect
place to unwind, offering opportunities to network, relax and party.

22-25
October
2012

��th
Frontier
Awards
Wednesday 24 October,
18:30-22:30
Hôtel Martinez
More than 450 key industry professionals will attend the awards
dinner and ceremony for a night
of celebration aiming to recognise
outstanding examples of marketing,
innovation and retail excellence.

DANCE & LOUNGE

• Dress code: Black tie
• Ticket holders only

Thursday 25 October, 19:30
Palm Beach
Le Premium Evening is always a particular highlight of the week. It will provide a
fittingly glamorous finale to a busy week
of business. This year sees a gala dinner
featuring spectacular entertainment.

•
•
•
•

Dress code: Black tie
Entrance by invitation only
Part of the Full Delegate package
A shuttle service will be available
from all major official hotels

Gare Maritime, 22.00-02.00

60-seconds with:
Otto Ambagtsheer, Director
Consumers, Products and
Services, Schiphol Group

02

02 Amsterdam Airport Schiphol cooperated
with Diageo for the launch of Johnnie
Walker Double Black last year. The ‘Step
inside the circuit’ campaign was very
successful, with a highlight being the
display of a Formula 1 car.

Amsterdam Airport Schiphol
handled 49.8 million passengers
in 2011, and throughput increased
by +3.7% in the first half of 2012
to 23.9 million passengers.

01
www.tfwa.com

01 The refurbished Departure Lounge
3 features a synergy of Dutch and
international brands.

Meanwhile, spending in the airside
retail outlets rose by +7.8% to €16.48
per passenger in the first half of the
year. The airport is seeing the benefits
of the renovation of its retail area
last year. The refurbished Departure
Lounge 3 features a synergy of Dutch
and international brands, including
a flower shop innovatively housed in
a glass ‘canal-side’ façade – known
as ‘House of Tulips’ – and the first
branch of Victoria’s Secret to open at a
European airport.
Ambagtsheer explained that Departure Lounge 3 offer 26 shops and
seven F&B outlets. The range of
luxury brands available has also been
enhanced – Burberry, Swarovski,
Mont Blanc and Hermès are all

well-represented in the lounge.
In addition, the variety of shops
in Departure Lounge 4 has been
substantially enhanced.
Ambagtsheer believes that a partnership approach is crucial to ensuring
the airport’s continued commercial
success. Amsterdam Airport Schiphol
has a strong focus on quality and innovation. “I’m a strong believer in the trinity
model. I hate the phrase ‘landlord’ and
am a strong believer in true partnership, sharing the sales, profits and
risk,” commented Ambagtsheer.
He highlighted the ‘Step inside the
circuit’ campaign on which Schiphol
cooperated with Diageo for the launch
of Johnnie Walker Double Black
last year. “It was a multi-touchpoint
campaign that resulted in a number
of one-offs, including the display
of a Formula 1 car. The number of
travellers that bought Johnnie Walker
whisky more than doubled during
the campaign,” said Ambagtsheer.
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mobile technology

Embracing the
smartphone
revolution
Smartphone usage among travellers has increased rapidly in recent
years leading to an influx in the emergence of airport related apps.
Ryan Ghee explores how airports are using the smartphone boom as a
means to drive travel retail footfall and sales.

01
01 Frankfurt Airport is among a number of airports to
have developed a smartphone mapping solution that
can guide passengers to retail stores and other points
of interest in the terminal building.
02 The future of travel retail? Gatwick Airport recently
partnered with Tesco to offer passengers a virtual,
smartphone-based shopping experience.

According to the 2012 SITA Passenger
Self-Service Survey, 70% of all air
passengers now carry a smartphone
when travelling. With this number
only set to increase further in coming
years, the industry is taking action to
ensure that everything possible is done
to exploit the opportunities that are
presented by the smartphone.
Ranging from push messaging to interact
with travellers, to augmented reality
maps to direct them to the nearest store,
a number of innovative solutions can be
found in Europe and beyond.
In July, London Luton Airport announced
a partnership with Google Maps to provide
an indoor mapping solution that assists
with passenger wayfinding inside the
terminal building. So, if a passenger is
searching for a particular point of interest,
such as a retail store, they can access
the app via their Android device to find
specific directions.
“Airports present a unique and inherently
complex environment which passengers
must navigate,” said Oliver Jaycock,
London Luton Airport’s Marketing
Manager. “The challenge for airports is
making this process for passengers easy.”
Similar functions have also been
developed by the likes of Frankfurt
Airport, Aéroports de Paris and Narita
International Airport. Referring to the
Frankfurt app, Anne Reinhardt-Lehmann,
Senior VP, Customer Relations at Fraport,
explained: “The app guides passengers
through the terminal to their gate,
highlighting shops they might be looking
for along the way. It also highlights shops
and other facilities in the immediate
vicinity of the passenger, and notifies
them of any changes to their flight.”

www.tfwa.com

02
Order on the go
In the United States, HMSHost has taken
the smartphone potential one step
further with the development of an app
that passengers can use to order food for
delivery direct to the gate. The B4 YOU
BOARD app is available for iPhone and
select Android devices and can be used
at Salt Lake City, Sacramento, New York
JFK, Minneapolis-St. Paul and Chicago
O’Hare airports. This app can be used
to browse menus and order meals from
airport food outlets.
“B4 YOU BOARD is one of HMSHost’s
latest innovations and a leap in customer
service,” said HMSHost Vice President
of Business Development Joseph Waller.
“Whether they are road warriors, families

with children, or on business, travellers
love B4 YOU BOARD because they can
order a meal even if they’re stuck in the
security line. With this app, they now have
the power to place an order for delivery at
their gate or pickup in just 20 minutes.”

New technologies,
increased revenues
Offering an insight into what the future of
airport retail could look like, in August,
Gatwick Airport joined forces with retail
giant Tesco to offer passengers a ‘virtual
store’. For a two-week period, four interactive screens were installed in the North
Terminal departure lounge. Passengers
were able to scroll through the virtual
shelves, scan the item’s barcode to order

a product, and arrange for it to be delivered to their home address – all through
the use of a smartphone. While applying
such a concept to the travel retail market
has not yet been explored, the trial does
prove the viability of the use of smartphones to order and pay for products in
the airport, and even arrange for their
delivery to a specific address.
If the idea catches on, the future of travel
retail shopping could move towards a
virtual alternative. For now, however,
airports are focusing on making use of the
vital connectivity the smartphone – and
other new technologies – offer between
themselves and the passenger to do
everything possible to drive footfall and, in
turn, travel retail revenues.
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ETRC
sets out
clear
agenda
for 2013
Sarah Branquinho, the recently
elected President of ETRC (European
Travel Retail Confederation), has
called for coordinated industry
mobilisation and support in the face
of serious issues facing the duty
free and travel retail industry.
Branquinho stressed the importance
of the industry maintaining effective
dialogue with the European institutions, but also at national Government level, and the complexity in
attempting to address issues.
Air Passenger Rights – an issue previously
known as the ‘one bag rule’ – remains
the biggest single threat affecting
all product categories, and deterring
passengers from shopping at Europe’s
airports. Aer Lingus’ recent attempt to
follow the example set by some low-cost
carriers (LCCs) appears to have been
averted, but this clearly demonstrates
that the problem is not likely to remain
isolated to those travelling with LCCs,
and Branquinho explained that there
is a danger of legacy carriers following
the example of the LCCs. The practice
threatens to seriously undermine airport
commercial revenues and ETRC is

16 – TFWA DAILY

seeking a permanent legislative solution
to the problem. ETRC’s campaign is at a
critical stage, with legislation on passenger rights due towards the end of the year.
Tobacco retailing in Europe will be coming
under greater scrutiny in the coming
year as the European Commission brings
forward proposals for a review of the
Tobacco Products Directive. This proposal
will have implications for duty free and
travel retail operators throughout Europe,
and will require proactive engagement
across Europe to find and promote
workable solutions to meet the policy
objectives of the Commission.
In addition to European developments, the
World Health Organization is expected to
adopt the Protocol on Illicit Trade. Once
adopted this will form part of the Framework Convention on Tobacco Control.
The Protocol calls for evidence-based
research to be conducted to determine
the extent to which the duty free industry
contributes to illicit trade.
The duty free industry must engage with
national governments to ensure that
such research is conducted to the highest
standards and is open and transparent,
and most importantly, that the industry
itself is a contributor and participant.

01

Meanwhile, the deadline for lifting
restrictions on carrying Liquids,
Aerosols and Gels (LAGs) has again
been delayed, and is now extended to
2014. ETRC is striving to ensure that the
interest and concerns of the duty free
and travel retail industry remain a part
of the debate.
Over the coming months the European
Commission will carry out a review of
the existing Alcohol Strategy which will
feed into the adoption of a new EU strategy in mid-2013. The new strategy will
build on the existing activities and will
take into account the WHO EURO Region
‘Action Plan to Reduce the Harmful
Use of Alcohol’ in Europe. Branquinho
explained that it is important that the
duty free and travel retail industry is
part of this process, and contributes
to the debate to guard against the
promotion of policies that would
negatively impact on our business.

01 Sarah Branquinho was elected
President of ETRC in July at the 2012
Annual General Meeting. She has called
for coordinated industry mobilisation and
support in the face of serious issues facing
the duty free and travel retail industry.

WiT
meeting
tomorrow
A reminder that this year’s WiT
(Women in Travel) meeting takes
place tomorrow from 17:30 to
19:00 in the Foyer of the Grand
Auditorium of the Palais des
Festivals. Funds are being raised
to complete the Lotus Flower
project for disadvantaged children
in India. The school in rural India
is being built for 50 children with
severe challenges ranging from
blindness to leprosy.
WiT founder Sarah Branquinho
commented: “We now require just
£10,000 to complete the building
of the school/home complex and
if we can raise that sum at the
WiT meeting in Cannes this year,
that would be absolutely fantastic.
Anything we raise over and above
that will be used to buy equipment
and teaching aids for the school
and furniture for the home.”
As usual funds will be raised
through sales of tickets for a
prize draw, with products being
donated by participants at TFWA
World Exhibition. Prizes should
be delivered to Furla (Bay Village,
B15) by 15:00 tomorrow.
“We are always overwhelmed by
the generosity of both exhibitors
and visitors to Cannes with the
fantastic prizes that are donated,”
said WiT member Gerry Munday.
“As usual, although the WiT
meeting is a women-only event,
we do hope that tickets will be
purchased by everyone in order to
raise as many funds as possible.
Prizes will either be drawn or bid
for through a silent auction.”

www.tfwa.com
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dubai duty free

Dubai Duty Free sales
up 10% heading into Q4
Dubai Duty Free has enjoyed a strong
sales performance for the year to date.
For the first nine months of the year,
its sales are up by 10% to US$1.14
billion, which means that it is on track
to achieve forecasted sales of US$1.64
billion. “Category-wise, we have seen
impressive increases in core categories
with Perfumes, Liquor and Gold still
in the top three positions. Perfumes
have shown strong growth, with a sales
increase of 15% to US$173 million for
the year to date. Sales of Confectionery
were up by 17% to US$91 million, while
Electronics rose by 10% to US$89 million
and accounting for 8% of total revenue,”
said Colm McLoughlin, Executive Vice
Chairman, Dubai Duty Free.

02

A notable increase was also seen in the
Cosmetics category, which rose by 16%.
Liquor sales showed growth of 18% to
US$168 million. High-level promotions
in the Liquor and Perfumes categories
contributed to the impressive sales
figures. “In relation to Perfumes, in
addition to the opening of Jo Malone in
April in Concourse B (formerly C2) and
the addition of a new Kiehl’s retail area
in Concourse C (formerly C1), we have
also introduced a Tom Ford counter in the
same concourse,” explained McLoughlin.
There are plans to open a second
Perfumes and Cosmetics area in
Concourse B at Terminal 3 before the end
of the year. This will cover some 240sqm
and be located in the West side of the
Concourse. “The opening of a second P&C
area in Concourse B later this year will
enable us to extend our existing product
range and to introduce some new brands

01

www.tfwa.com

that we have not formerly been able to do
due to space constraints in the existing
shops,” commented McLoughlin.
Meanwhile, spending trends across all
three terminals continued to increase,
with duty free sales in Terminal 2 increasing by 15% for the first nine months of
the year. Sales in Terminals 1 and 3 rose
by 9% and 10% respectively, while overall
Arrival sales grew by 14%.
Looking forward, Dubai Duty Free will
celebrate its 29th anniversary on 20
December and plans are in place to
make it a memorable occasion. The day
will be marked by a 25% discount on a
wide range of merchandise, in what has
become an annual celebration for passengers using the airport on that day.

01 McLoughlin: “Categorywise, we have seen
impressive increases
in core categories with
Perfumes, Liquor and
Gold still in the top
three positions.”
02 Dubai Duty Free reports
that sales of Perfumes
reached US$173 million,
representing a 15% yearon-year increase. There
are plans to open a second
Perfumes and Cosmetics
area in Concourse B at
Terminal 3 before the end
of the year.
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Leading brands
debuting in Cannes
There are 38 companies either exhibiting
at TFWA World Exhibition for the first
time this year or returning after an
absence. They cover all product categories
and here we highlight a selection.

01

Château le Puy 01

Wonderful Pistachios 02

Green Village J67

Blue Village G9

Who are you?

Why exhibit now?

Who are you?

Why exhibit now?

Château le Puy lies on the same rock
plateau as Saint-Emilion and Pomerol,
overlooking the magnificent Dordogne
valley, known in ancient times as the
‘Plateau of Wonders’ because of the excellence of its wines. Today, as in former
times, the vines are cultivated using an
ancestral technique which means that no
chemical fertilisers, herbicides, insecticides or pesticides are used. Organic
growing requires considerably more
labour than the commonly used chemical
process. The vineyard must be frequently
weeded and organic fertilisers worked
into the earth.
The vineyard is run by the Amoreau
Company, which belongs 100% to the
family. Annual production is between
100,000 and 130,000 bottles, depending
on the year. The company is famous
for the high quality of its wines and
has a solid reputation in raising old
vintages, which is rare. More than
350,000 bottles are stocked in the cellar.
Château le Puy is extremely well-known
as a leader in organic wines. Since
1997, Château le Puy has produced
some of its wines without sulfite.

We are participating at TFWA World
Exhibition for the first time and we hope
that we will make the professionals
coming from all over the world discover
our wine. We are looking for a real longterm partnership.

Paramount Farms is the world’s largest
grower and processor of almonds and
pistachios, with orchards located in San
Joaquin Valley, the agricultural ‘heartland’ of California. Paramount Farms
grows, processes and packages more
pistachios than any other company in the
world. In addition to its marketing firsts,
the company has single-handedly driven
groundbreaking research on the exciting
health and nutrition benefits of pistachios.
Furthermore, Paramount Farms is
dedicated to sustainability and the protection and preservation of the environment
in all aspects of its operations. Paramount
operates one of the largest private solar
farms in North America.

Paramount Farms’ goal is to introduce the new Wonderful Pistachios
product line to travel retail buyers
from around the world. As the largest
global travel retail show, TFWA World
Exhibition helps support that goal by
providing the ideal launch platform.

Who buys your products?
35% of the production is sold on the
domestic market; the remaining 65% is
sold to European countries, North and
South America and Asia. We are very
interested in the markets of the United
States and Russia, as well as the other
countries of the former USSR, and would
like to develop relationships with importers from these countries.

18 – TFWA DAILY

What are your objectives?
We hope to find good partners to develop
our business abroad and to introduce
our best wine, Blaise-Albert, to the most
demanding people.

What is your unique selling
point (USP)?
We believe that the biodynamic natural
wine is unique and exceptional in itself,
and we are proud to belong to the
winemakers who respect nature and think
of the future of our planet. As for the USP,
our wine speaks for itself, by its exceptional aromas and taste.

Who buys your products?
Wonderful Pistachios is currently the
No. 1 snack nut brand in the U.S., and is
sold in more than 30 countries around
the globe. Due to its global success,
Wonderful Pistachios is now aiming an
exclusive line of products at travel retail
buyers who wish to diversify their current
snack offerings. Currently, travel retail
snack choices are pretty much restricted
to chocolate, crisps and sweet-based
products. The Wonderful Pistachios travel
retail line offers consumers a healthier,
convenient snack option, one that is
satisfying, delicious and fun to eat. As well
as appealing to consumers who want a
snack on-the-go, Wonderful Pistachios
are equally suited for a smart gift due to
the premium packaging formats.

What are your objectives?
Paramount Farms wishes to capitalise on
the fast growing Snack and Sharing sector
with its brand Wonderful Pistachios.
Currently listed with Dubai Duty Free,
Al Musbah in Saudi Arabia and Muscat
Duty Free, Paramount Farms’ goal is to
expand its Wonderful Pistachios travel
retail range globally and it sees the TFWA
World Exhibition as the perfect platform to
achieve this.

What is your USP?
The Wonderful Pistachios brand features
upscale, premium packaging and a
bold contemporary look, appealing
to a sophisticated, health-conscious
consumer. Wonderful Pistachios are
grown in Lost Hills, California, part of
the San Joaquin Valley, the agricultural
heartland of California. Grown, processed
and packaged by Paramount Farms,
Wonderful Pistachios are available at
retail outlets and grocery stores.

www.tfwa.com
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02

03

Rena Lange 03

BY TERRY 04

J.M. Cazes Selection 05

Blue Village F23

Ambassadeurs Village U11

Red Village J4

Who are you?

Who are you?

Who are you?

What are your objectives?

In pursuit of elegance, refinement and
sophistication, RENA LANGE aspires to
create seasonal ranges of luxury ready-towear aimed at an international clientele
that values quality and consistency through
design. RENA LANGE’s focus is to provide
a consistent and contemporary range of
products whose message is inspired by the
needs and lifestyle of the customers, while
communicating the principals of modern
design through taste and excellence. RENA
LANGE is committed to creating ready-towear with the highest quality standards. The
same standards apply to the RENA LANGE
Handbags & Accessories collection.

Based in Paris, BY TERRY is more than
a brand; it represents the signature and
style of Terry de Gunzburg, creator of
iconic beauty products. Her make-up
and skin care lines combine both true
luxury and know-how, turning the art
of luminosity into a science. Created in
1998, the brand started in France, its
domestic market, and has been expanding
its distribution across the world. It is now
represented in over 30 countries. The new
TERRY DE GUNZBURG fragrance line was
launched in September 2012. It is a luxurious, exclusive and ‘Haute-Parfumerie’
collection of five pure scents, celebrating
the rare and the precious.

The Cazes family, the owner of
Château Lynch-Bages, has long stood
for vision and dedication to top-flight
winemaking. In 2002, J.M. Cazes
Selection Company was created in
order to distribute and promote the
Cazes family wines throughout the
world. We offer a super collection of
terroir-driven wines from some of the
most exciting wine-growing areas in
Bordeaux, Languedoc, Châteauneuf du
Pape, Portugal and Australia.

Our ambition now is to better understand all of the local challenges
in order to improve our business.
We keep to the same motto: ‘Think
global, act local’. Our pricing structure
always takes into account the local
tax system, together with our local
distribution and domestic pricing
point. We are imagining special food
pairings with all of our wines, and are
studying a gift box strategy taking into
account the local customs.

Who buys your products?

What is your USP?

We are currently working with all the
main duty free operators and doing
great business with the airline and
cruise line companies. As part of our
mission to bring the best wines to our
customers, we embrace a very wide
variety of styles, regions, and traditions to help wine lovers have a rich
and diverse experience.

The Cazes family from Château LynchBages has always shared an unbridled
ambition and appetite for unearthing
legendary terroirs, and pioneering
new ventures with other international
wine families who share our passion
and taste for discovery. Whether it
be in France, Portugal or Southern
Australia, their commitment and
determination to create exceptional
wines that truly reflect the specific
qualities of the local grape varieties,
soils and wine-making techniques
remains steadfast.

Who buys your products?
The line includes all types of bags that a
woman would need in her wardrobe: Evening
to cocktail; classic daytime to casual. The
collection is targeted towards the independent, sophisticated women with affinity for
fashion and style, who is looking for classical
and elegant cloths of perfect quality.

Why exhibit now?
Colorful Licenses is the company behind
the license for RENA LANGE Handbags &
Accessories and has been exhibiting with
some of its other brands at TFWA World
Exhibition for many years with great impact
and results year-after-year. Colorful
Licenses will present the Spring Summer
2013 RENA LANGE Handbags & Accessories collection at TFWA World Exhibition, to
start showing and positioning its products
in premium locations from the very beginning of this impressive project.

Who buys your products?
Women looking for luxurious, high-quality
and innovative cosmetic products.

Why exhibit now?
BY TERRY has an increasing notoriety
as an exclusive cosmetics brand,
both in France and worldwide. 75%
of the sales are made in export
markets. We will showcase the new,
luxurious and very exclusive TERRY
DE GUNZBURG fragrance line.

What are your objectives?

Why exhibit now?
Starting in the travel retail business
in 2008, the 2012 edition is a first
experience for us and constitutes a
real opportunity to meet all of our
partners in one week/one place, and
to find other key duty free retailers.

05

To develop the business in new markets,
and in the duty free and travel retail
channels. To introduce the brand to
worldwide key actors in the fragrances
and beauty sector. To present the new BY
TERRY collections and the new fragrance
line TERRY DE GUNZBURG.

What are your objectives?

What is your USP?

RENA LANGE is very well-known in
several countries all over the world. It
is a premium brand with very selective
distribution. Our main objective is to
plan and launch, in a very exclusive way,
the Spring Summer 2013 RENA LANGE
Handbags & Accessories collection with
prestige travel retail partners in selective
locations around the world.

‘The quintessence of luxury’.

www.tfwa.com
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Global
golf
The sun was shining on the Cannes
Mandelieu Golf Club, Old Course yesterday where 112 golfers from no fewer
than 26 nations took part in the annual
Gebr Heinemann/Estée Lauder Travel
Value Golf Tournament.
The teams of four teed off from 09:00 with
the aim of winning the title of ‘Best team’,
while individual men’s and women’s titles
were also up for grabs for the ‘Longest drive’,
‘Nearest to the pin’ and ‘Closest to the line’.
All of the players agreed that the
weather was perfect for an 18-hole
round of golf. “It is a great course
and the weather is really lovely,” said
Jean-Charles Seite, General Manager
Travel Retail, EMEA, Estée Lauder. “Last
year we finished second, so maybe
we can go one better this time!”

20 – TFWA DAILY

Elsewhere on the course, the friendly
yet competitive atmosphere was also
apparent. At the 12th hole, Peter de
Jong, Sales Manager, B&S, said:
“We’re one under par at the moment,
but I think we’ll need a few eagles
to have a chance of winning!”
After more than four hours of play,
the golfers returned to the clubhouse,
where they were treated to a lavish
lunch, before the winners were
announced and presented with gifts
kindly provided by the sponsors and
a variety of this year’s exhibitors.
Estée Lauder’s Jean-Charles Seite
kept to his promise of bettering last
year’s performance as his team, which
included Gebr Heinemann’s Peter
Irion, Shiseido’s Ariel Gentzbourger,
and professional golfer Eric Colletta,

02

03
www.tfwa.com
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golf

05

01 The winners: Peter Irion, Executive Director, Gebr
Heinemann; Jean-Charles Seite, General Manager Travel
Retail, EMEA, Estée Lauder; Ariel Gentzbourger, Senior
Vice President, Shiseido; and Eric Colletta, PGA France.

04
were named overall winners.
“The spirit was great, the team was
motivated and we had lots of fun,” Gentzbourger said. “It’s been a pleasure to play
out there with friends.”
The award ceremony also included a
donation to The Moodie Foundation.
Together with the €100 donation from
each of the players, Distilleria Bottega

also contributed a percentage of its
travel retail sales from October to bring
the total donation to €15,000.
Upon the conclusion of yet another
successful golf tournament, Gebr
Heinemann’s Harry Diehl said: “I would
like to thank the many people involved
in this tournament who have helped to
make this a special day.”

Pure beauty

02 Julian Mullins, Travel Retail Director, Pandora;
Gunnar Heinemann, Co-owner, Gebr Heinemann;
Pavel Monhart, Managing Director, Travel Free; and Ian
Rogers, Managing Director, RW Randall Ltd.
03 Teeing off: Marianna Martin, Brand Manager, ITC Germany.

Kindly sponsored by:

04 Jani Mälkki, Business Manager Duty Free, Treasury
Wine Estates; Alejandro Quiroz, PR, Tequila Corralejo;
Juha Ovaska, Export Director, Fazer Confectionery; and
Paul Greenfield, President, Eurasia Duty Free.
05 Anna Kononikhina, the team’s caddy; Gebr Heinemann’s
Harry Diehl; Takako Asaki of Blanc de Blancs; Martin Turek,
Head of Airline Relations, Fraport; and Clive de la Roche,
Sales Manager, Bonardo Travel Retail.
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soccer tournament

01

Kindly sponsored by:

01 Winners area: Lior Attias, Director,
Duty Free City; Massimo Nigrone,
Business Controller, Giorgio Armani
SPA; Khaled Ghotme, Manager,
Mannah Group; Radyan Oleksiy, CEO,
Jan Company; and Michael Pasternak,
Deputy Editor, Travel Markets Insider.
02 Sweet spot: Kazem Toedt, Area
Sales Manager, Montblanc-Simplo
GMBH, aims for power.

02

the
beautiful
game
TFWA’s inaugural indoor football
tournament, held at the Les Muriers
gymnasium, was the latest addition
to Sunday’s leisure programme. The
combination of lively competition,
camaraderie and the odd dose of
showboating provided the ultimate
starting line-up to the week ahead.
After an initially modest turnout, the event
was supplemented by a steady stream of
football enthusiasts at the venue, keen to
pull on the bibs and put their ball skills
on display. Sponsored by Perfetti Van
Melle Global Travel Retail, the action got
underway with three teams of five players
competing over two periods of 15 minutes
per match. Following some shooting
practice to warm-up the boots and sting
the gloves, team one took on team two.
Taking an early two-goal lead, team
one was pegged back in the first half,
eventually losing 7-4. A well earned break
provided a chance for participants to catch
their breath and assess their game plan
before the next round.

www.tfwa.com

“I love football but after one match I’m
tired, but three teams are good for a
tournament – five or six teams and you
have to wait to play,” said Massimo
Nigrone, Business Controller, Giorgio
Armani Spa.
Break time over and team one laced up their
boots again against team three. Following
a tactical team talk, team one carved out a
convincing 6-1 victory, but only after some
steadfast keeping from Soren Terndrup
Hansen, Managing Director, Storck.
Commenting on the networking opportunities presented by the new event prior to
a busy upcoming week, Hansen explained:
“Starting out with competition and fun is
great for business on a much higher level.
Five days of puts a lot of pressure on your
body so it’s a great start to the week – I
will absolutely participate next year.”
Finishing off was a final contest between
team two and three. A win by more than
two goals was one player’s prediction for a
finale which certainly lived up to expectations. Following an enthralling penultimate
half featuring some acrobatic goal line

clearances and a marginally wide header,
team two eventually emerged from the
ashes as victors, seeing off their opponents

5-2 to be crowned the Inaugural TFWA
World Exhibition Cup champions.
“We feel all-round like one family
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03

04
and each year we’re getting to know
more people,” concluded Khaled
Ghotme from Mannah Group.
Before the plaudits were handed out to

the winning team, a final trick was in store
for participants with a shooting challenge
requiring every player to strike the ball
into the goal from the opposing goal’s

A SMART WAY TO MAKE
THE MOST OF
TFWA WORLD EXHIBITION
Download the app from tfwa.com

Non contractual visuals

penalty area. A cacophony of laughter at
some poor attempts on target brought the
afternoon’s proceedings to an end – with
team spirit surfacing as the clear winner.

03 Clean sweep: Khaled Ghotme, Manager, Mannah Group,
collects a shootout prize following his team’s cup win.
04 Precision aiming: Zoltan Varga, Business Manager,
Parfum Line KFT, strikes it sweet.

1.0 ADVERT

U N TA M E D

B E A U T Y

1.0 ADVERT

For more information, visit the
Brown-Forman stand, Green Village, M70.

Keep your judgement pure. Drink responsibly.
©2011 Finlandia Vodka Worldwide Ltd., Helsinki, Finland. Finlandia Vodka 40% Alc./Vol.
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Pétanque
perfection
The popular pétanque was fully
subscribed, with 60 enthusiastic
participants engaging in some
friendly competition. The standard
was very high and many games were
so close, the referee had to use the
tape measure to decide whose ball
was nearest the cochonnet, or jack.
“Our strategy was a strong coffee and
a succulent croissant,” said Maria E.
Cisternas, Managing Director, Macis
Promotions, following her team’s
first round win. The strategy was

01

clearly working at the beginning.
There were a variety of techniques being
performed, as the players attempted to
master the perfect throwing action. The
most skilled were able to throw the ball
high into the air towards the cochonnet,
landing it with impressive accuracy.
Lutz Natonek, Managing Director, Travel
Retail Experts, added: “I always love this
tournament. It has been a nice atmosphere, good company and great weather.
It is the perfect start to the week. We don’t
have a particular strategy – we’re just
trying to have fun.”
The score in the final was 7-1,
but the match was much closer
than the scoreline suggests.
The winning team of four was Richard
Vosbergen, Sales Manager, Pentrade Duty
Free; Laurent Poilblanc, Manager Trading,
Square Trading; Cécile Garnier, Regional
Manager Travel Retail Europe, Campari;
and Marina Jansson, Operations Manager,
Macis Promotions.
Jansson said: “It is my second time

pétanque

02

playing. I just followed my team’s advice
and didn’t expect to win. I will be back
next year to defend the title.” Garnier
echoed her comments: “It was all down
to our great team spirit.”
Magnanimous in victory, Poilblanc
explained that his team had profited

Kindly sponsored by:

from their opponents mistakes.
“We had a bit of luck,” he admitted.
Vosbergen added: “Our strategy was
to stay calm and not get nervous.
Our team had a good international
mix and it was all about having
fun – you have to enjoy the game.”
01 Maria E. Cisternas, Managing Director, Macis
Promotions. “Our strategy was a strong coffee and a
succulent croissant,” she commented.
02 The winners: Marina Jansson, Operations Manager,
Macis Promotions; Cécile Garnier, Regional Manager
Travel Retail Europe, Campari; Richard Vosbergen,
Sales Manager, Pentrade Duty Free; and Laurent
Poilblanc, Manager Trading, Square Trading.

perfume master class

Top
Notes
Fruity or floral, woody or spicy, it’s
surprising what men and women want
from a scent. Yesterday’s perfume
master class attracted 30 delegates,
an increase on last year’s figure of 23.
Interestingly, there were a high number
of male delegates, representing around
a quarter of the room, who joined the
ladies at the famous Molinard fragrance
house museum in Grasse.
At Grasse’s oldest fragrance house,
built in 1849, the session started with
an informative technical talk outlining the blending process, including
how to mix top notes and base notes
effectively. A lesson in not overpowering
the scent was key as delegates became
‘noses’ for the next 20 minutes, mixing
around six different essences together
to create their bespoke fragrances.
Molinard guide Paola explained to the
perfumery recruits: “You should have no
more than six scents combined, but you
could do more. The more you mix, the
more you might not like it though.”
We were taught to blend gently with
pipettes and then when the bottle was

complete, to gently tip it back and forth
and not shake it, which might otherwise
distort the end product.
Delegates were mixing Eau de Parfums,
stronger than Eau de Toilettes and longer
lasting on the skin. “With an EdP, three
dabs of scent will last a minimum of five
hours,” she explained.
Tea Kuosmanen, Product Manager
Perfumes and Cosmetics, ME Group told
the TFWA Daily that she had created a
floral fragrance, which was not her usual
style. “What I wear depends on the day
and the season,” she revealed, which
guide Paola backed up with insight from
the regular group master classes she
runs at Molinard.
“Traditionally men have chosen
woody, aromatic scents with women
opting for fruit-based fragrances.
But I’m seeing a real evolution now
with most men around the age of
45-50 choosing rose and lavender
and a hint of wood,” she said.
With CK One kick-starting the crossover
craze and Jo Malone very much carrying
the torch on through the years with its
diverse range of colognes, the trend for
unisex is still very much going strong.
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02

03

04

05

01 Delegates got into
the swing of it, with
men taking up around a
quarter of the group.
02 What our finished
product would look like
on the Molinard shelves
(if we had a few more
years under our belts
as ‘noses’).
03 Molinard guide Paola
explains the complexities
of sourcing essential oils
from around the world.
04 Grasse’s oldest
perfume house,
Molinard, has been
established since 1849.
05 Stèphane Acis from
Init & Ginit, pictured in
purple, made a
‘fresh’ scent.
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D9 Blue Village

Made from the finest
cocoas in the world

Please visit us at Green Village Level 01, M54
www.rausch.de

jogging
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Karl Marnane of Butlers
Chocolates, Roland
Stieger of Nestlé
International Travel
Retail, and Guy Le Bars
from Ets Pons, take the
podium places in the
10km race around St
Marguerite.

Best of the rest – Eve Binard of Davidoff, Suanna Leslie of Jack
Daniel’s, Pierre Norlander of JTI and Jeannine Wise of Jack
Daniel’s cross the finishing line in euphoric fashion.

Jogging!
Hosted on the island made famous
by the Man in the Iron Mask, there
was certainly no masking the
competitive spirit at this year’s race
around Ile Sainte Marguerite. “I
will win for sure,” claimed Troika’s
Carolina Marini, as she applied
some pre-emptive plasters. “You
will be taking the first photo at the
finishing line and it will be of me.”
Trouble was the ferry had already left Cannes
without Carolina and a handful of other
latecomers, so by the time they hitched a ride
on the next service to the island, the minimarathon was well and truly underway.
Approximately 25 runners took part in this
year’s 10km race – and another handful in
a more leisurely 5km jog. Setting the pace
were Karl Marnane of Butlers Chocolates,
Roland Stieger of Nestlé International
Travel Retail, and Guy Le Bars from Ets
Pons, who were engaged in a battle of
their own out front. “It got increasingly
competitive out there,” laughed Karl,
wiping the sweat off his brow. “We went
through five gears.”
Roland would go on to win the race in a
tightly contested sprint finish, although
the real victor of the day was confusion.

“We got lost and went the wrong way and
had to catch up,” explained Roland. They
weren’t the only ones; at the finishing
line competitors were arriving from all
directions, some using the GPS on their
iPhones to find it.
“I thought I was going to do a Mo Farah
at the end, but those guys at the front
were too fast for my legs,” said BrownForman’s Tim Young, who came in a
respectable fourth. “It’s good as a team
to go and do something like this; it’s a
bonding experience.”
Although Jonathon Lyddon, Export Director at Francoli, was one of the latecomers
who missed the start, he definitely won the
unofficial award for best attire with his garish
Union Jack shorts. “I found them on my last
visit to England,” he said, guzzling water at
the finishing line. “I just couldn’t resist.”

Guy Le Bars of Ets Pons in a sprint finish
with Karl Marnane of Butlers Chocolates
and Nestlé International Travel Retail’s
Roland Stieger – the race winner.

Jonathon Lyddon, Export Director,
Francoli, wins the unofficial award
for best dressed.

Kindly sponsored by:

Roberto Crom of B+D and
running guide Sebastian
Rollarnt making it look easy.

Red Village M24
w w w. t r a v e l - b l u e . c o m
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hiking

HIKING IN A
NATURAL HAVEN
“We’ve had really good luck with
the weather – last year it was
raining.” Local tour guide and coastal
adventurer Richard Martinez has
been leading walking tours of the
Île St Marguerite for 20 years. “It
isn’t always this nice for us.”
This year though, through a canopy of
perfumed hanging pines and fragrant
climbing flowers, the sun was shining on
the band of hikers as they explored the flora
and fauna local to the Mediterranean isle.
The largest of the four islands of

the Îles de Lérins, St Marguerite was
inhabited before people set foot into
Cannes, and was the captive home of
the famously imprisoned Man in the
Iron Mask, but now is a natural paradise
with only one private property.
After arguing over which one of them most
deserved to own the €45 million house, the
walkers were introduced to the island’s
organic treasures, and saw cormorants
and gulls dip for fish in the salt-water
streams that divide the land. They went on
to discover the odour of a pistachio leaf and
squeezed the juice from myrtle berries,

before seeking out the pine cones halfeaten by squirrels and fox footprints left
behind by the animals that come out when
the people have gone home.
According to Richard, this is the best time
of year to soak up the island’s beauty.
“The summer has passed, there are far
less people around and once again it
feels wild – almost like it had never been
touched,” he said.
With umber ferns beginning to grow over
forged-out paths, and white, pebbled
beaches free of footprints, there is
something other-worldly about this

Kindly sponsored by:
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Mediterranean haven, just 15 minutes
from the cosmopolitan Cannes coast.
An archery lesson in the scenic fortress
brought an energetic conclusion to
the island tour, and once the ramblers
had figured out whether they were
left or right handed archers, arrows
were flying steadily towards targets,
and minds were becoming set on
returning to the island next year.
TFWA’s Emilie Vin said: “It’s just so peaceful here. It couldn’t be more different to
the week of rushing and dashing about at
the exhibition.”

03

04

02
01 Richard identifies a pistachio tree for the
hikers. A third of the Mediterranean plants
found on the island are aromatic vegetation
that can be eaten or used for medicine.
02 Richard Martinez led the group on an hour-long
walking tour of the island full of natural wonders.
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03 TFWA’s Emilie Vin aims for gold in
the grounds of the old fortress.
04 Richard watches the birds that have returned
to the island for the winter with Rohit Jain,
Edmund Poon, Graham Baulch and Paul Wheeler,
all from Nestlé International Travel Retail.
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wine tasting
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PRAISE THE
LORD AND PASS
THE PINOT

“St Honorat was a pious monk who
sought refuge on an island in the
bay of Cannes in the 4th Century
when he was hounded around the
Mediterranean by devoted followers. Unfortunately the island was
full of snakes so he climbed up a
palm tree and prayed to God. The
Lord then sent a huge storm to wash
all the snakes away clearing the
ground to build a monastery. Now
the golden palm leaf is the symbol
of Cannes and its film festival.”
Aurelie, our guide, kept us spellbound
with such anecdotes all morning as we
explored the cloisters of the Abbaye de
Lérins and mounted the windswept,
storm-lashed stone tower, before entering
the monastery garden to sip a selection of
the island brothers’ finest wines.
In its heyday from the 6th to the 14th
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century, up to 3,000 monks lived here
and were given control of a huge swathe
of the coast and inland by the Counts
of Provence before the monastery was
destroyed by a succession of Saracen,
North African, Spanish and Genoan
pirates attacking from the sea. Rebuilt
later, the Abbaye is now famous for its
wine production – superb growths of
Pinot Noir, Syrah, Clairette, Chardonnay
and Mourvèdre cultivated in vineyards
stretching over 9,000 square metres by
just 20 monks. “We want to be ambassadors of the peace and justice through
our wine activity,” exclaimed Père Marie
Paques, “and we host regular tastings
and seminars for visiting groups.
Constantly seeking new markets we now
have distributors in New York, Russia,
Germany, Hong Kong, Taiwan and Canada
and sell a huge amount of Pinot Noir to
Japan, our biggest export market. We
produce 42,000 bottles a year priced
between €23 and €250.” There’s even
a small hotel and a wishing well for
30 guests.
The monks don’t go without themselves
and frequently quaff the wine at meals.
However contemplation not intoxication
still rules. “We need to taste what we’re
selling as part of quality control!” adds
Père Marie cheekily. Our party were
served the 2009 Saint Pierre Clairette
Chardonnay, elegant, crisp and fruity,
and the 2009 Saint Honorat Syrah, spicy
and deep with red berries on the nose.
“A real treat,” said Priscilla and Frédéric
Beaulieu of Millenium Fragrances. “We
agree,” said Heather Smith of Storck and
Marina Chauvet of Récife.
Our tour ended with a delicious lunch at
La Tonnelle restaurant and a stroll back to
the boat where we gazed up at palm trees
and thought again of St Honorat swinging in the breeze and gazing down from
heaven in amazement at how his fertile
terroir was wrested away from a nest
of vipers!
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Watch
this
space
B+D is presenting a new look for the
company’s range of brands, new products
in the readers category, a new sunglasses
line and its first selection of B+D watches.
The new range of watches represents
the company’s first move into a category
beyond eyewear.
Roberto Crom, CEO, B+D, said: “This
strategic move follows a review of new
product possibilities and we found that
the core strengths of the brand could be
represented in the watches category.”
The new design was inspired by the
Danish origins of the brand and the
watches are offered in a wide range of
colours. A specially designed and high
quality unisex timepiece, together with the
merchandising display, ensures that the
new category is well exhibited in areas of
high traffic flow.
Attractive packaging, excellent quality and
a reasonable price point are all supported
by the new B+D brand approach; ‘Design
applied to everyday life’.

City Spirit

Champagne Nicolas Feuillatte, the number
one Champagne brand in France and
number three in the world, is presenting the
City Spirit collection.
With the City Spirit theme, Champagne
Nicolas Feuillatte has chosen to reveal its
symbiotic relationship with urban adventure, its energy and modernity. City Spirit is
a universal and cosmopolitan concept that
evokes the brand signature – Epernay-New

York-Beyond – and reflects the new brand
identity, with the compass logo at the heart
of the brand.
The limited edition City Spirit jeroboam
(3 litres) is a refreshing take on the iconic
Brut Réserve Particulière Champagne,
created by Mr Feuillatte in the late 1970s.
Also included in the collection is the Brut
Réserve in a City Spirit gold metal canister.
The metal gift canister accompanies the Brut
Réserve cuvee, and will delight Champagne
collectors and aficionados alike.

Red Village J18

Yellow Village A21
www.tfwa.com
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new products

Exceptional Edition
British American Tobacco is this week
launching Dunhill Fine Cut Exceptional
Edition – a new limited edition for
travel retail.
The new product is a response to the
growing appetite in travel retail for abovepremium editions of popular brands. The
trend reflects a desire among travellers for
products with real and credible stories that
convey an enhanced sense of quality and
authenticity. Dunhill Fine Cut is BAT’s most
refined line and the Exceptional Edition will

retail as an ultra-premium product.
With a range of concepts focused around
five key product stories, the new launch
underlines the remarkable lengths that
Dunhill’s manufacturers go to in producing the Fine Cut range.
The Dunhill Fine Cut Exceptional
Edition range will be available in select
locations globally.

Bay Village
Bay Terrace 1

Ocean
inspired
fashion
Vilebrequin is again exhibiting a range of
popular fashion lines at this year’s TFWA
World Exhibition.
This season, Zaza de Brito, Artistic
Director of the Vilebrequin fashion house,
brings us all the way to the heart of the

Pacific Ocean, with printed swimming
trunks that pay homage to the culture
and traditions of the islands through the
emblems of French Polynesia.
Among the prominent emblems are
the gecko – the small lizard often seen
in Polynesian tattoos – along with the
lagoon-inhabiting stingray, the Ma’o Mauri
or black tip shark, tiaré flowers, and more
besides.
Blue, naturally, is ubiquitous throughout
the collection, in shades of emerald,
sapphire, sky and lagoon, among others.

Blue Village AA4



TFWA WORLD EXHIBITION monday 22 october 2012

Jack's birthday
celebration
The Jack Daniel’s Travel Retail team –
which is exhibiting on the Brown-Forman
stand this week – ran a catchy promotion
throughout September in Frankfurt
Airport called the ‘Jack Daniel’s Whiskey
Shop & Photo Booth’, as part of the
celebration of Jack Daniel’s birthday.
Visitors to the booth could use touchscreen digital technology to take a picture
of themselves and insert their faces into
photos of famous Jack Daniel’s landmarks
to post on Facebook or send as an email to
friends. The available scenes included the
Barrel House, charcoal mellowing operation and the early days of the distillery.
Customers who spent more than €50
on Jack Daniel’s spirits products could
have their pictures printed out and
framed in a Jack Daniel’s picture frame.
Customers are also able to sample
Jack Daniel’s Old No. 7, Gentleman
Jack and Silver Select – all of which
are being promoted in Cannes.
“Our emphasis in Germany shows the
importance we place on this market and
its enthusiastic embrace of Jack Daniel’s
Tennessee Whiskey,” said Tim Young,
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Marketing Director for Brown-Forman
Global Travel Retail. “We have created this
promotion especially for Heinemann Duty
Free and it is proving to be a very popular
and engaging experience with travellers.”

Green Village M70+65

Trendy travel
accessories
Desigual is presenting its new designs for
the Spring/Summer 2013 season at this
year’s TFWA World Exhibition. With the
collection entitled ‘La Vida Es Chula. Sex,
Fun & Love’, Desigual takes inspiration
from its heritage and trends, calling upon
its classic slogans and icons and combining them with current fashion styles.
Among the latest launches are new
purses and scarves concepts. There
are more classic styles which have
been updated, such as the Travel
Wallet, which is offered exclusively as
part of the travel retail range and is
designed to carry passports, tickets,
travel cards, coins and anything else
you might need when travelling.

A special travel pack is also being
presented in Cannes, which includes two
exclusive shawls for women.
Desigual is currently present in a number
of the world’s busiest airports, including
Barcelona, Madrid, Paris and Amsterdam,
while it will open its first retail corner
specialising in accessories and shoes in
Tenerife Airport in November.
Agreements for the inflight sale of the
Travel Wallet have already been signed
with a number of airlines, including
Alitalia, Iberia, SAS Scandinavian Airlines
and Philippine Airlines.

Mediterranean
Village N5

www.tfwa.com
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Fresh
fragrances
Beauty Contact is exclusively
manufacturing and marketing a line
of fragrances developed by Indian
cricket captain Mahendra Singh
Dhoni. The Indian captain has been
personally involved in the creation,
formulation and development of the
line, which initially caters exclusively
to men. “The development of the

new line builds on my own preferences for fragrances that remain
fresh and have an international
appeal,” Dhoni said. “I am confident that the range will appeal to
those who seek fragrances that
are long-lasting and refreshing.”
Alwyn Stephen, President & CEO
of Beauty Contact, said that the

new products

tie-up with Dhoni will help his
company in making a foray into the
Indian market. Beauty Contact is
the name behind the success of top
celebrity fragrance brands in over
20 countries, including Paris Hilton,
Jessica Simpson, Perry Ellis, Maria
Sharapova, Alfred Sung, Hummer
and Bob Mackie. “After successfully
launching the fragrances for many
international celebrities, we now turn
towards India and are excited to be
partnering with the biggest cricketing legend of all – M.S. Dhoni. We
are pleased that Dhoni has selected
us to market the line worldwide and
we are confident that he exemplifies
the spirit of freshness that the line
embodies. In the coming months,
we will be working closely with him
to take the line to as many markets
as possible,” commented Stephen.
Meanwhile, Beauty Contact has joined
forces with 21st Century Leaders
Foundation – a global charitable initiative – to launch fragrances designed
with artworks donated by celebrities
in support of global development.
Over the next 36 months Beauty
Contact will create some 30 different limited edition fragrances,
each in a run of about 10,000
pieces and anchored on a different
celebrities donated artwork. The

fragrances will be in 100ml sizes,
and will be high-end products, sold
through top retail stores worldwide.

Yellow Village F58

Professional look
The new Professional Brush Set
from La-tweez is being presented in
Cannes at this year’s TFWA World
Exhibition. The new set includes five
professional brushes for eyes and
face, each of which are perfectly
contoured and made from the finest
materials to ensure flawless application for a professional effect.
La-tweez’s most popular product – the
Pro Illuminating Tweezer – is also being
showcased on the company’s stand. The

Celebrity
scents
Among the latest fragrances being
presented on the Parlux stand is Dazzle
by Paris Hilton, the newest fragrance from
the world-famous celebrity.
The scent opens with pink lady apple,
followed by bright notes of maraschino
cherry and peach nectar. The heart notes
are violet petals, pink calypso orchid and
orange blossom. Whipped vanilla and
white patchouli finish off the fragrance.

www.tfwa.com

product has already won two prestigious
beauty awards and is currently selling in
over 40 countries around the world.
It has also enjoyed great success
within the travel retail sector and
is currently listed on more than
50 airlines, including Air France/
KLM, Singapore Airlines, Lufthansa,
Cathay Pacific, Dragonair, Qantas,
Thai Airways, Iberia and Air Berlin.

Yellow Village G46

The collection includes 30ml, 50ml and
125ml Eau De Parfums, as well as a
200ml Body Lotion.
Parlux is also presenting Marc Eckō
Green, the fifth fragrance for men from
the cultural visionary behind the iconic
lifestyle brand. The fragrance is presented
in the signature Marc Eckō fragrance bottle
featuring vibrant sheer green glass with
the reflective iconic rhino logo. The avant
garde bottle is topped by angular metal.
Other fragrances being showcased on the
Parlux stand are a new fragrance for men
from Vince Camuto and Vintage Bloom
from Jessica Simpson.

Green Village M64
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Lasting
radiance

Allan Bodnitz, Managing Director at
Churchill’s Confectionery, said: “London’s
famous Bond Street has been synonymous with luxury, quality and style for
centuries. We set out to create a brand
that reflects this long-standing tradition.
Therefore, we are extremely excited
to introduce our new range of tins and
exclusive rigid boxes containing premium
chocolates and truffles. The launch of this
brand will strengthen our market share
within travel retail for many years.”

OKANA Radiance Complexion is taking
centre stage on the Carole Franck
Paris stand at this year’s show.
To recover the fresh and bright
complexion characteristics of young
skin, the OKANA formula addresses
three major skin disorders: wrinkles,
brown spots and redness.
Carole Franck Laboratory has drawn
upon three types of brown seaweed
to create a triple beauty action. The
anti-aging Kombu, rich in polyphenols
and minerals, rejuvenates and protects
the cutaneous ‘grown-up’ stem cells
to prolong the youth of the tissues.
Extracts of Stargazer Lily and Sea
Fern, acts to inhibit the melanogenesis and reduces the quantity
of melanin present in the skin.
Red Vine and Licorice, recognised for
their anti-inflammatory and soothing
properties, improve the blood circulation, decrease redness and deliver
an instant sense of wellbeing. Shea
butter and babassu butter also bring
softness and comfort to the skin.

Yellow Village D31

Green Village L39

Iconic chocolates
Churchill’s Confectionery is again exhibiting at TFWA World Exhibition following
the launch of Bond Street, a new range
of premium chocolates that was recently
launched at Heathrow Airport.
Churchill’s is introducing a new premium
brand comprising square gift boxes
packed with 16 individual chocolate
truffles in four different varieties. The
striking ingot shaped tins include high
quality chocolate discs in plain, milk, mint
and orange flavours. A key feature of the
ingot tins is their reusability and keepsake
appeal.

Cool, colourful bags
Visitors to the Gattinoni – Marcorossi stand will be able to preview
the Spring Summer Collection
2013 this week in Cannes.
Gattinoni Planetarium is characterised by
a colourful print inspired by the drawings
of the XVI painter Andreas Cellarius.
The wide range of new bags are named
Ortensia, Glicine, Miral and Non Ti
Scordar Di Me. The names of the
alternative lines aim to express the
energy of the flowers that were the

main inspiration for the collection.
The young and capacious shopping bags
are available in rubber fabric, realised
in glowing and trendy colours, combined
with chic pochettes. Also available are
cool punched bags, which feature a yellow
tulipan colour inside, while the Girasole
line with Swarovski is also included.
The collection includes leather and fabric
bags to satisfy the current market.

Green Village M49

Join the success!
Visit us in:
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Miami
timepieces
New Exhibitor
Glam Rock, exhibiting at TFWA World
Exhibition for the first time, is introducing the new Miami Beach Art Deco
collection, which is a tribute to the
architectural heritage of the worldfamous Miami Beach.
The collection is characterised by
an array of delicate cases in varying
shapes, including round, square, barrel
and rectangular, all with organic curves
and sleek lines.
Miami Beach Art Deco – or MB Art
Deco as the line is also branded
– includes yellow and rose gold
bracelets, silicone straps, mesh and
expandable bracelets, beaded and
pearl-embellished threads, and crocembossed leather. The candy-coloured
dials are reminiscent of the Miami
buildings that line Collins Avenue.
With entry price points between
$175-225, the MB Art Deco collection
is sure to delight with its assortment
of designs, material and colours.

Golden Village GO11



new products

Noble
cognac

H. Mounier is using this year’s TFWA
World Exhibition to present the Extra
Cognac from Prince Hubert de Polignac.
The Extra Cognac is an exceptional new
decanter of great distinction.
The rare spirit for true Cognac lovers is
presented in a prestige gold and black
box adorned with the company crest. It is
offered in a gracefully rounded decanter

that guards the Grande Champagne
Cognac within.
In the mouth, the Prince Hubert de Polignac Extra reveals exceptional smoothness
and aromatic depth. Long years of ageing
have resulted in the characteristic mellow
roundness of the Charente terroir. Its deep
golden robe with amber glints offers hints
of vanilla, cinnamon and almonds, with
candied fruit and spice aromas beneath.
Prince Hubert de Polignac Extra has a
recommended price point of €350.

Red Village K21

new products

Skin
perfection
Among the new products being
showcased on the Collistar stand are
Evening Hydro-Serum 24H Perfect Skin
and Evening Foundation + Primer 24H
Perfect Skin SPF 15.
The underlying theme of these specialty
skincare products is the Hydro-Uniforming
Complex, which is an exclusive Collistar
complex that moisturises while refining and
smoothing the grain of the skin, minimising
enlarged pores and small imperfections.
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The Evening Hydro-Serum has been
developed for all skin types and offers
immediate and 24-hour active moisturisation, long-lasting evenness and immediate
and gradual results.
The results of using the Evening
Foundation + Primer include perfect,
even and ultra-smooth skin, as
well as long-lasting moisturisation,
anti-age action and UV protection.
Also being presented on the Collistar
stand is the Milano Fall-Winter Collection
2012, which includes Evening Brightening
Primer for face and eyes, Tattoo Lipstick
and Perfect Nails Enamel.

Riviera Village RH2

Tempting
jewels
The Spring/Summer 2013 collection from
Dyrberg/Kern – which carries the slogan
‘The good, the bad and the jewellery’ – is
being presented at TFWA World Exhibition.
The couture line of jewellery is inspired
by vintage fashion and includes romantic
rosette and flower inspired cocktail rings
and extraordinary colliers. The pieces
include mother of pearl and crystals.
Starlight, meanwhile, features myriads

of white Swarovski crystals set in a
symmetrical pattern on a stainless steel
base. Chandelier earrings, chokers and
cocktail rings make up the line.
Another of the lines is Wishbone, which
demonstrates new sides to retro chic.
An openwork skeleton design is added to
cocktail rings, bangles and drop earrings.
For 2013, Dyrberg/Kern has also included
a collection of timepieces, ranging from
sporty, leisurely watches, to elegant,
sparkling evening watches.
Among the other new lines being
presented are Lace, Chain Reaction ,
Crystal Rocks, Tennis and Confetti.

Blue Village E13

1.0 ADVERT

new products

TFWA WORLD EXHIBITION monday 22 october 2012

Passionate
about
liqueur

Orange
inspiration
Orangers en Fleurs, the latest fragrance
from Houbigant, is being highlighted at
this year’s show.
The scent has been created to celebrate
the orange tree, the symbol of fertility,
abundance, innocence and marriage by
excellence, as it is also the emblem of
eternal love.
The orange tree is the perfumers’ favourite
tree because it is one of the most versatile
of all scent sources as it gives a collection

of amazingly different scents: orange
essential oil from the peel; orange blossom
absolute from the flowers; neroli steam
distilled from the flowers; and petigrain
and eau de brouts from the leaves, the
twigs and the branches of the tree.
The head notes are orange blossom, rose
absolute and Egyptian jasmine absolute;
the heart notes are tuberose, eau de
brouts, ylang comores and nutmeg; and
the base notes are cedar wood and musk.
A modernised, classical crystal bottle
from the beginning of the 20th century
that was originally designed and manufactured by Baccarat for Houbigant, encases
the fragrance.

Alizé, the premium brand of
Cognac and French vodkabased liqueurs, is showcasing
the brand new Alizé COCO.
Alizé COCO is a delicious combination
of coconut flavoured cream blended
with French rum and passion fruit
(ABV 20%), all natural ingredients
that deliver a slightly sweet finish.
With depth of flavour and great
mixability, it complements a wide
range of premium spirits to create
delicious cocktails, while being
equally enjoyable on the rocks.
Encased in a clear, chic bottle, Alizé
COCO features a unique front label
and a new creative design.
This new variation offers a contemporary exotic flavour to match
the taste and preferences of a
sophisticated and ever-evolving
female target consumer.
Alizé COCO is available in 200ml,
750ml and 1 litre sizes.

Green Village J54

Green Village M71
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new products

Flawless nails

A hint
of spice
Erbario Toscano is launching its
Seductive Spicy Vanilla Cosmetic
Line at this year’s show.
The range is completely free of parabens,
colourants, silicons and petrol derivatives,
and has been clinically tested for nickel.
The cosmetic range embodies a profound

and voluptuous bond between the delicate
and feminine sensuality of vanilla and a
warm and mysterious spicy note, a subtle
and unique equilibrium between romanticism and seduction.
The line offers a warm and captivating
Perfume, hydrating Energy Body Water,
a toning Body Balm, a vegetal extracts
Shower Shampoo and a soothing calendula flowers Soft Scrub Bar Soap. The
set also includes a Home Fragrance and
Romantic Candle.

At this year’s show, Mavala Oil Seal
Dryer, a manicure fast dryer and
sealer that also takes care of the
cuticles, is being highlighted.
Oil Seal Dryer makes a manicure
touch-dry in seconds thanks
to a drying oil that forms a
gliding, yet not-sticky film
on the manicure surface.
It instantly locks in colour,
dries a manicure faster
and protects it from light
scratches and knocks,
fingerprints and even
sheet marks.
While providing this
sealing property, Mavala
Oil Seal Dryer makes the
cuticles soft, supple and
well-groomed thanks to
its rare botanical extract.
It provides the 2-in-1
professional touch to a
home manicure routine:
after base coat, nail
polish and top coat,
apply the Fast Dryer and
Cuticle Caring product.

Yellow Village C30

Riviera Village RG16
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Practical
and stylish

The 20/80
effect
The new Biotherm Blue Therapy
serum is being highlighted on the
L’Oréal stand this week.
The new skin care product makes
use of the new ‘20/80 effect’ theory.
Through an exclusive study, the
company’s research laboratories have
quantified the ratio of aging signs that
are acquired – especially UV, the main
cause of accelerated aging, versus
chronological – to obtain a remarkable
result: 80% of signs of aging are due
to external factors and can be avoided.
Only 20% of aging signs are inevitable.
The study found that approximately
80% of aging signs, which include
wrinkles and dark spots, are mainly
due to external aggressions.
For Blue Therapy, Biotherm developed
a skin-testing protocol to obtain a full
facial map of the skin’s aging indicators from its biomechanical properties
to pigmentation spots and, of course,
wrinkles. The resulting highly-charged
tri-active formula has been proven to
offer visible efficacy on skin firmness,
wrinkles and dark spots.
Included in the Blue Therapy range

new products

New Exhibitor

is Repairing Anti-Aging Serum and Day
Cream with optimal balance SPF 15 – PA
+++ for comfort, protection and hydration.

Niveau 5 W1

The new Spring/Summer 2013 Collection
is the focal point on the Mandarina Duck
stand during the company’s first appearance in Cannes.
Among the new additions is the
B-Drop trolley line. Rough surfaces
cover soft, rounded shapes and toughness and reliability are combined
with the lightness of aluminium
and polycarbonate. Included in the
line is a trolley that complies with
the cabin luggage requirements
of all major low-cost carriers.
Another of the new lines is Feather,
which is specifically designed to offer
lightness and practicality. The entire
travel line expands its volume vertically thanks to a practical lining fabric
compartment that folds out from the
front pocket.
Also included in the vast collection is
Era Hera, a line created for women.
With its elegant design that also offers
highly practical, well-ordered internal
compartments, the Era Hera bag is

the perfect comrade for any business
trip. A specially designed Mandarina
Duck treatment also makes the leather
hard-wearing and waterproof.

Blue Village G27

new products

Perfect
blend

Being presented on the Pernod Ricard
Travel Retail stand is a new travel retail
exclusive from Chivas Regal. The Chivas
Brothers’ Blend is a perfect expression
of the smooth Chivas style and is the first
product launch for the brand since Chivas
Regal 25 Year Old was relaunched in 2007.
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The inspiration for The Chivas Brothers’
Blend came from founding brothers, John
and James Chivas. The brothers first
worked together at the Chivas Brothers’ Emporium in Aberdeen, which was
established in the mid-1800s and was
known for selling fine foods and whiskies.
Today, the famous legacy lives on, selling
4.9 million cases in over 150 markets
around the world.
The new unique 12-year-old blend uses a
carefully selected range of malt whiskies,
including high proportions of Strathisla
and Longmorn malts in order to recreate
the extra smooth taste that made Chivas
Regal’s whiskies famous.
The Chivas Brothers’ Blend has a rich
amber colour, ripe soft fruit flavours
including peach and pear, and accented
with runny honey, marmalade and soft
candy. The rich taste echoes the nose of
fresh fruit flavours, giving way to a sweet,
creamy texture.
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New Exhibitor
In honour of the famous 849 pen, Caran
d’Ache is launching the 849 Goldbar,
which will capture the imagination of all
collectors looking for an iconic reminder
of Switzerland.
Ever since it was created in 1969, the 849
has steadily evolved to reflect changing
trends. Entirely produced in the Caran
d’Ache Geneva workshops, it sits naturally
in the fingers and offers excellent writing
comfort with the giant Goliath cartridge.
This year, the company draws special
attention to its famous pen by creating a
new version that is totally original while
preserving all its particular qualities.
Coated in the most desirable of the noble
metals, its chic gold plating and unmistakeable modernity make it perfectly in
tune with the times.
Several processes have been combined to
produce its gold-coloured satin finish and

Paul Hogan

Managing Director
paul@pps-publications.com

Assistant Editor
ryan@pps-publications.com

Dan Hogan

its fittings are coated with three microns
of gold to give it a magnificent sparkle.
Its unique presentation box is inspired
by the ingots of gold that lie stacked in
strongly protected vaults. Reflecting
the design of the pen, this rectangular
packaging will permanently preserve the
outline of the hexagonal 849.

On the Rena Lange stand, the
Spring Summer Collection
2013 – Magic Moments – is being
presented for the first time.
Inspiration for the glamorous easy
chic and hot couture looks was found
in David Hockney’s Swimming Pool
series, as well as Romy Schneider’s unforgettable style in the
classic film of the same name.
The breathtaking leathers are also
found in the handbags and accessories
collection. Small shoulder bags with
chain straps, pochettes and skinny
belts adorn the extravagant craftwork.
Rena Lange’s signature gold buttons
appear in matte this season accenting the Magic Moments range.
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Versatile
liqueur
Pages-Vedrenne France is showcasing
Liqueur de Paris this week in Cannes.
Liqueur de Paris is made from the stone
of a little wild berry called la prunelle.
It is 18% alc. and has a wonderful, mild
and elegant flavour of sweet almond with
a hint of wild berries. It can be enjoyed
before or after meals, on its own, with ice,
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or with tonic and a fresh slice of lemon.
Liqueur de Paris – which is available
in 5cl, 35cl and 70cl bottles – is also
a perfect versatile spirit for cocktails,
and can be combined with Champagne,
cognac or fruit.
One such example is the Blue Eiffel
Tower, which comprises 3cl of Liqueur
de Paris, 0.5cl of Blue Curacao and 9cl of
chilled Champagne, stirred slightly and
garnished with Maraschino cherries.

PPS PUBLICATIONS LTD
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
© PPS Publications Ltd 2012

TFWA Daily is distributed by:

Blue Village AA5
www.tfwa.com

1.0 ADVERT

1.0 ADVERT

