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Introduction

An Olympian week
In my opening address at
the Conference on Monday I
talked about the importance
of brands ensuring that they
approach duty free and travel
retail as seriously as they do
their domestic markets. Brand
reputation can be made or lost
in this industry – and it is very
much a business in its own right
with its own requirements and
challenges, but also with its
own rewards.
It should never be considered as an
‘add on’. As we come to the end of
our 29th TFWA World Exhibition, the
sheer quality of stands and breadth
of product innovation that I have seen
here this week is evident of just how
critical this channel is to suppliers –
however large or small.
Every year in Cannes, our industry is in
the spotlight; it is first and foremost a
trade event (and always will be), yet TFWA
World Exhibition attracts media attention
from all over the world; for many it is the
platform for discovering the next wave of

new brands and products that will excite
consumers. In other words, in today’s
demanding consumer world, travel retail/
duty free does not only follow trends – it
sets them.
Here this week, from 470 exhibitors,
we have seen a fantastic array of new
products and innovations set against
a backdrop of excellent business and
social networking. The mood has,
I believe been buoyant, optimistic
and very positive. We are not in a
challenge-free environment – far from
it – but as a business I believe we are
now far better focused on what travellers want and need – and that has
been reflected here this week.
Certainly the business week got off to
an excellent start with an extremely
well attended conference (994 – up
+10% on last year’s figure) who heard
fascinating presentations by Olympic
gold medallist Lord Sebastian Coe;
Willie Walsh, CEO International
Airlines Group; and thinker, author
and consultant John Gerzema. I’m
also delighted at the attendance and
reception to our two workshops this

Here this week, from 470 exhibitors,
we have seen a fantastic array of
new products and innovations set
against a backdrop of excellent
business and social networking.

Free Wi-Fi
service
TFWA is delighted to offer a free
Wi-Fi service inside the Palais des
Festivals. Please connect to the ‘2013
TFWA’ Wi-Fi network, launch your web
browser and follow the instructions.
The login is your family name, and
the password is your badge number.
Technical support is available at a
dedicated desk (Viapass) during exhibition hours on Level -1, Red Village.

Welcome message

November). The event, managed
by TFWA on behalf of MEADFA, will
reflect the association’s embrace of
Africa, while featuring contributions
from many of the companies driving
growth in the dynamic Middle East
region – it’s a must-attend event for
any company dealing in this fast-paced
region. Then on to 2014 and TFWA Asia
Pacific Exhibition & Conference, which
again returns to the Marina Bay Sands
from 11-15 May.
Of course the travel retail industry is far
more than a series of conferences and
exhibitions! Every day we deal with an
ever-changing world and who knows
what new challenges will confront us
between now and this time next year. For
some there are challenges here and now,
and these must be addressed. I can only
urge all those active and profiting from
the industry – large or small; landlord,
retailer, brand or other – to support the
various trade associations in the crucial
work they are doing on behalf of all
stakeholders in the industry.
It only remains for me, on behalf of the
TFWA Board and Management Committee, to thank our sponsors for their
continued support… and to thank all of
you – exhibitors and visitors – for making
this week an amazing success.
Safe journey home.

week – both structured differently this
year to reflect the requirements of our
members, and the industry in general,
both fully attended and with positive
feedback.
It has been an excellent social week as
well – with the weather holding out for
at least the first half of the week. New
social events such as the rugby and
cocktail masterclass proved popular,
and in total more than 300 participants
golfed, ran, cooked, played, walked
or mixed on the opening Sunday. For
many of us – 1,432 to be precise – the
Opening Cocktail is the first chance to
say hello to each other and the Carlton
Hotel once again hosted a splendid
event, while last night’s sell-out Le
Premium Evening was clearly a rock
‘n’ roll success with a fantastic performance by Texas.
Each year we try to improve the facilities here at the exhibition and I hope
the free Wi-Fi this year has been useful
to everyone – I understand there have
been some teething problems which we
will work to put right next year, but the
general feedback has been very good.
Of course everyone is interested in
the figures. By Thursday lunchtime,
total visitors were up +4% on the same
period last year to 6,261. The quality
of visitors also continues to improve
year-on-year, with duty free and travel
retail operators and landlords up +8%
to 2,102.
Next year is the 30th anniversary
of TFWA and TFWA World Exhibition – and I just cannot believe that
so much time has gone by since the
idea of an event was first broached.
We will, naturally, be celebrating and
I hope you will be back here to join
in the festivities. In the meantime,
next month we head to Doha for
the MEADFA conference (24-26

Erik Juul-Mortensen
President, TFWA

TFWA LinkedIn
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The Beach Restaurant
Location: the Beach Village
Enjoy the relaxed surroundings of this fabulous 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.

TFWA Daily
online

TFWA has launched a LinkedIn
Group, which is an ideal place
to go for the latest news on
TFWA World Exhibition.
Join the TFWA Group.

The TFWA Daily is now available in digital
format on tfwa.com. Find each issue online
during TFWA World Exhibition.
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le premium evening

LE PREMIUM evening

TFWA created an eclectic mix of Rock and Chic last night. The Chic evening began with a journey
through the gastronomic creations of three of France’s finest Michelin starred chefs.
Guests then rocked the night away to Texas.

www.tfwa.com
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The secret
to beauty
Demonstrating archetypal Japanese
ingenuity and technology, secrets seem
to be a running theme at the Shiseido
stand: New products are disclosed
for the first time, the brand’s secrets
to success are unveiled, and behind a
velvet curtain buyers are made privy to
the new era of beauty that the brand
will launch in 2014.
The walkthrough retailtainment Corporate Gallery reveals the expert beauty
secrets behind the brand’s success – the
four pillars that buttress that brand’s
category-leading position: Shiseido’s
foundation in science supremacy; its
breathtaking discoveries; its Exclusive
1-2-3 beauty routine; and Omotenashi
– the spirit of hospitality. “Shiseido is
not just about making people beautiful,

Team
Vodka
Beluga has four lines of premium Russian
vodka on display. The process of making
Beluga vodka involves mixing soft clear
Siberian waters, which are surrounded by
forests with no chance of pollution, with
malt wheat spirit. The vodka matures for
between 30 and 90 days, and the longer
the maturation, the more expensive the
vodka. Local grass is added, which helps

TFWA WORLD EXHIBITION FRIday 25 october 2013

it is about listening, considering and
imagining as beauty professionals,
with guests, not customers,” said
Elisabeth Jouguelet-Aparicio, Worldwide Travel Retail Marketing Manager.
Shiseido’s new launches meanwhile,
are a category revolution. The new
Lacquer Gloss is one of the most
innovative products for lips on the
market, while in the stand’s Skincare
Gallery, the new IBUKI line is
being revealed.

Ambassadeurs
Village V13

reduce the negative effects of alcohol. “So
there’s no hangover even if you drink a lot.
It’s a process from around 100 years ago,”
said Victoria Naumenko, Head of Travel
Retail Department, Synergy.
Alongside its signature Beluga Noble
brand is Beluga Allure, a collector’s
edition to celebrate its Polo team, which
sits in a stitched leather box with gold
stamping. The bottle labels and lid are
also all made of leather. Beluga Gold
Line, which also sits in a leather box, is a
limited edition and each bottle has its own
serial number.

Beautiful
leather
goods
MCM Global Travel Retail Manager
Alexandra Irle explained that TFWA World
Exhibition has exceeded the brand’s
expectations. “We’ve been getting more
customers who are targeting high-end
brands, and also been meeting increasingly with Managing Directors and
other senior figures, rather than solely
the buyers themselves,” she said. “In
reverse to many of the brands here, we
are seeking to move from East to West in
terms of developing markets.”
MCM is now developing a new strategy
to evolve beyond the ‘young fashionista’

Shoe
solutions

Yellow Village E41
Butterfly Twists is showcasing an ingenious shoe, which is universally sized and
can be folded in half to fit into the tiniest of

Look East
Socatec will imminently be announcing exciting new business with a
major new Asian client, achieved this
week at TFWA World Exhibition. This
is Socatec’s 10th time participating
in Cannes and it is enjoying meeting
its usual, loyal clients – including Air
France and China Southern – as well
as finalising big new deals.
For the second year, the brand is
presenting its clever and eye-catching Bag Tag Design – a duty free
souvenir and inflight retail concept.
Four new lines are being presented
this year, including collectable fridge
magnets, keyrings, luggage belts and
Tyvek iPad sleeves.
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customer to target coveters of luxury
leather goods, establishing a domestic
presence ahead of travel retail positioning. Irle believes that achieving a strong
presence in high-end outlets such as
London’s Selfridges and Paris’ Gallerie
Lafayette has helped MCM get its products
placed in Paris Charles de Gaulle Airport,
for example, as well as a pop-up boutique
in London Heathrow’s Terminal 4.

Riviera Village RC4

handbags, designed for the girl on the go.
Philippe Homsy, Co-founder of Butterfly
Twists, is showing off its latest products
at TFWA World Exhibition. “We have just
launched a new range of foldable wellies,
which are 100% waterproof, and have been
launched exclusively in Office in the UK.
Sales are really picking up now the weather
has got worse,” commented Homsy.
Homsy explained that Butterfly Twists is
happy about its growth in duty free, as
operator Nuance has done a fantastic job
of placing the brand in over 20 airport
locations and onboard 40 airlines in only
eight months.
Butterfly Twists has a strong focus on
Europe, and is also concentrating its
efforts for 2014 on growing brand awareness and expansion into Asian markets.

Yellow Village F45
Socatec also produces other
concepts, such as toy and scalemodel passenger aircraft (including
a 1:1000 scale Airbus A380). “It’s
difficult to reinvent yourself in the
aviation industry. We design in-house
and so can help airports and carriers
with fully personalised products,”
said Marketing Executive Amélie
Keromne.

Blue Village F22
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New
Guylian
tins

Guylian is enjoying a run of good listings in
Asia with new accounts opening at duty free
haven Kinmen island, the Srivari shop at
Bangkok Suvarnabhumi Airport Terminal 2
and extra opportunities on Hainan island.
Steven Candries, Director Export and Travel
Retail, commented: “It will be interesting
to see how all the confectionery suppliers
handle the prices of cocoa rising. Chocolate
has been the gift of royalty, so the price rise
will reinstate chocolate’s place as a luxury
product.”
Guylian’s travel retail operations accounts for
14% of its total business. “It’s a nice portion,
so we treat it well and offer it the right
promotions and products,” added Candries.
The brand is launching new tins with 16
pieces of its seahorses or its new Perlines
– part truffle, part praline – which use 100%
cocoa butter in the chocolate shell and no
vegetable fat. Among other items on display
are mini chocolate seahorses individually
wrapped in sharing bags. “The grab bags are
taking off so well in duty free, and retailers
mentioned to us that they would love to see
Guylian develop a line, so we have,” said
Candries.

exhibition news

Innovation stations
Hershey World Travel Retail has been
undergoing great change for the good over
the past few months with the appointment
of Amy Wilson as Category Strategist.
Wilson will be in charge of developing the
category in travel retail for Hershey and
its retailer partners, and helping fuel total
category growth through insights and
collaboration. In other areas of the duty
free business, the Middle East is a new
area for the supplier.
“We would like to speak to global operators
and specifically those in Europe where we
have room to grow,” said Patrick Pantangco,
Customer Marketing Manager Asia and
Middle East, Hershey World Travel Retail.
He revealed that, globally, Hershey Kisses
is the duty free line from which 40% of

Mediterranean
Village P13

Set the
bar high

Ritter Sport is making its debut at TFWA
World Exhibition this year. Katharina Tyrolt,
Global Travel Retail Manager, commented:
“This exhibition is the culmination of a
journey. We have learned a lot and with
our first stand of our own, have had some
interesting visitors.”
Ritter Sport has even formed a new and
promising contact with WHSmith, following discussions here in Cannes.
Having achieved good visibility with a
presence on every continent, Ritter Sport
is forging ahead with new travel exclusive
bundles of its iconic square bar. “We
realised early on, when starting our travel
retail strategy, that initial volumes would
be too low for completely new products
for the market. Instead we tried to capture
travellers at every buying occasion
through new packaging,” explained Tyrolt.
The bestseller of these is the 10 Chocolate Varieties Selection – a kilo of chocolate in premium
packaging that retails at around €20-€23.

Green Village L39

www.tfwa.com

Joie de
Vivre
Ajay Bhatia
Wins
Buyer of
the Year
Award
Ajay Bhatia, a Senior Buyer from Dubai
Duty Free’s Purchasing Department, won
the Drinks International ‘Buyer of the
Year’ at the Travel Retail Awards held on
Tuesday. Commenting on the accolade,
Colm McLoughlin, Executive Vice Chairman
of Dubai Duty Free, said: “This award marks
a great achievement for Dubai Duty Free’s
excellent merchandising and specialist
selection of wines and spirits, which in 2012
accounted for sales of US$235 million.
Congratulations also to our Purchasing
team which has a thorough understanding
of its customer base and demands, which
is matched by peerless staff training and an
exciting range of exclusive product promotions.”
Bhatia is currently handling the Procurement of Liquor & Tobacco categories at
Dubai Duty Free.

Bourjois’ tantalising cosmetic creations
and teasing, tongue-in-cheek campaigns,
have earned it international appeal, and
now the Parisian make-up creator is
intent on taking on the world. The brand
is thriving famously in the local market,
with more than 23,000 points of sale in 93

Luxury
lingerie
New exhibitor HANRO of Switzerland is
an international luxury lingerie brand,
producing high quality daywear, nightwear
and loungewear for ladies and men.
Its products are noted for being of the
highest quality, with carefully developed
laces and fabrics, unique materials made
from natural fibres, and timeless designs.
They have an understated luxury and
natural elegance.
Desiree Tratter, Area Sales Manager,
explained that HANRO has an international
customer base, making travel retail the
perfect platform in which to reach out to its
customers. “It has been really interesting

its duty free income arises. Its pouches,
including its latest Reese’s Peanut Butter
White Chocolate Cups and Reese’s Pieces
items are travel retail exclusives, launching at TFWA World Exhibition this week.

Green Village M53
countries, and is emulating its domestic
success in travel retail, having opened 50
points of distribution in the last year.
Its unstoppable momentum in duty free
is, explained Marie-Hélène Prima-Comas,
Export Marketing Director, down to the
brand’s vibrancy, retailtainment relevance
and joie de vivre, and it seems its development is gaining in velocity. “Bourjois’
visibility is constantly increasing, and key
operators are increasingly opening doors
for cosmetics with accessible price points,
which is something we have always had,
it’s in our DNA.”
Dedication to development in duty free
has seen the introduction of a captivating
channel-exclusive offer with a more eye
catching aesthetic appeal. Bourjois is now
aiming to extend its reach in the Middle East
and the EU. It’s most recent signing with
Aelia has opened doors at Paris-Charles de
Gaulle, Toulouse and Prague airports.

Green Village J40
exhibiting for the first time and we have
made some excellent contacts,” she said.
“Travel retail is a big opportunity for us.
We have had very good meetings here and
our products will definitely be available in
travel retail in the next few months.”
The company produces a trend collection
twice a year, which is fashionable, with
great colours and nice materials, such as
silk and cashmere.

Blue Village G24
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B_bag
Brilliance
Italian bag supplier I Santi
has expressed delight at
the range of buyers it has
met this week and has been
securing new locations for
its continued international
expansion. I Santi has
just opened an area with
Boutiques de Maputo in
Mozambique, as well as
locations in Asian airports.
The supplier has launched
its travel retail exclusive
reversible B_Bag here
at TFWA World Exhibition. Made with printed
pattern waterproof and
anti-scratch cross-grain

Tea is
for
Travel
Kusmi Tea, a luxury
tea brand started by
a Russian family who
moved to Paris in 1917,
produces a variety of
gourmet tea blends
encased in a soft muslin
bag. It has unveiled a
travel set exclusive to
duty free: an assortment
of eight teas, which
already is being distributed in 11 countries, on
three airlines and on five
cruise lines. Alexandra
Miquel-Lecante, Export
Manager for Europe and
the Middle East, revealed
another travel retail
exclusive that has just
touched down: “Kusmi
Tea also designed a
gorgeous turquoise
box containing seven
different teas for the
80th anniversary of Air
France, which starts

8 – TFWA DAILY

material, one side features
a bright design with
chunky side zips. The bag
unzips on both sides and
turns inside out to reveal
black nylon.
Inside is another bag with
shoulder strap and zipper
to store make-up or to
simply have the option
of using an alternative,
smaller bag. It comes in
six colours, while I Santi
bags retail at €290-€350
in travel retail.

Blue Village
C18

inflight from October
2013 to 2014, and will be
in duty free too.”
The tea brand is so far
stocked in the UK, with
its own store in London
Marylebone, and across
airports in Italy, Switzerland, Germany, Austria,
Denmark, Sweden and
Russia. Kusmi Tea also
has some exciting new
openings in Turkey and
Slovenia coming in the
next year.

Blue Village A3

Icon
reinvented

Skittles bus
Visitors to TFWA World
Exhibition will have
noticed the eye-catching
Skittles bus driving around
Cannes this week. Mars
International Travel Retail
has been using the bus to
educate customers about
the Skittles brand. Four
new Skittles skus were
introduced by last year,
which have been performing very well.
Diederik Frank, Business
Development Manager
Wrigley, Mars International
Travel Retail, said: “We

have had Skittles in our
portfolio for the past couple
of years and we wanted to
give it some extra attention here in Cannes, so
we rebranded an American
school bus. We have been
driving our customers around
Cannes in the bus and
explaining to them what the
Skittles brand is all about. We
have been giving them a real
Skittles experience, and have
received great feedback.”

Bay Village
Bay 9

Sense of
adventure
Napapijri, the creator
of technically innovative
outdoor apparel, has
only recently embarked
upon its travel retail
adventure, and is now
ready to explore. Beginning in Italian airports,
the brand’s international
expedition has recently

seen it open its first
airport door in Argentina
with partner London
Supply, and next it will
touch down in Moscow.
“For us, it is all about
finding the right fit,” said
Federica Molino, Wholesale Business Manager.
“We want to find the

Superior sip
Cognac Frapin has
brought out a brand new
limited edition cognac;
a limited run of only
500 units of Cognac
Grande Champagne
will be available across
duty free and domestic
retail outlets, mainly
in Europe. The bottle
features the signature
Frapin feather logo,
which flares up from the

lid of the cognac and is
rose gold plated. It will
retail at €2,500.
Wilfred Schuman, Export
Manager Europe, said:
“We want to keep the
quality of the cognac so,
instead of ageing the
cognac less and selling
more, we decided to step
back from duty free a
bit to enable us to sell
in our core market of

The past 12 months have
seen some elemental
changes take place at
Elizabeth Arden. The
80-year-old paragon of
skincare, cosmetics and
fragrance is applying its
expertise in rejuvenating
formulas to its travel retail
business, reinventing its
brand by reenergising
and refining its product
line-up, enhancing
visibility of its best sellers
and allocating shelf space
to its highest turnover
references.
“We are shaking off the
dust, and have worked
hard to refresh our entire
product line. Since Miss
Arden began the company
in the 1930s, we as a
brand have had a deep
understanding of what
our customer needs, and
we are concentrating on
upgrading the experience in our current retail
market,” said Sebastian

correct partners to deliver
the correct products in the
correct places.”
Napapijri’s creations are
uniquely suited to the
market – tailored specially
to the needs of the
adventurer, its collections
boast polos, bermudas
and multi-functional
bags, all with integrated
comfort and eco-friendly,
high-tech materials for
the lover of outdoor living.
Its potent presence and
impressive performance
in retail and wholesale

Clifton-Welker, Director
Public Relations
International.
Covetable new products
are headlining the
brand’s transformation.
Prevage, Elizabeth Arden’s
premium line of top-end
skincare, has introduced
the efficacious Anti-aging
Treatment Boosting
Cleanser, while the
brand’s new Untold
fragrance is the reinvigorating poster child of
Elizabeth Arden’s
new image.

Harbour
Village Sensei

heralds the start of great
things for Napapijri in the
future of its international
expansion, which it hopes
will see openings take
place soon in Asia and the
US, as well as in Europe.

Riviera Village
RG6

high-end restaurants,
including those with
Michelin stars.”
France is the brand’s
strongest market and
Cognac Frapin isn’t
available in supermarkets or hypermarkets.
Stores including Galleries Lafayette and Harrods
are among those retailing
this single estate
cognac brand.

Blue Village
AA5
www.tfwa.com

VISIT CRISLU AT
BLUE VILLAGE G4

exhibition news

Strictly
retail
Italian suit brand Boggi Milano revealed
its unique way of doing business at TFWA
World Exhibition. Paola Selva, Business
Development Manager, said: “We are very
strict with retail, we have now opened
15 new stores worldwide in city centres,
including Frankfurt and Luxembourg. Our
travel retail is going very well, we are very
strong in Italy, Greece and India, and have
an unusually pure retail approach, which
is a very a unique way of doing business.”
Selva added that Boggi Milano has lines
that sell especially well in a duty free
environment: “We have a selection of
products that do particularly well, for
example lots of sports polos, ties, scarves
and sports jackets, which account for 4%
of our sales in travel retail. The jackets
are priced at €400.”
He also revealed some exciting news: “We
are in the process of a bid at Frankfurt
Airport, we find out at the end of next
week, and we have also been shortlisted
for Hong Kong.”

Bay Village Bay 11A

Ferry fizz
Northern Europe has an unquenchable thirst
for premium Prosecco. Sales of the Italian
fizz have doubled on Scandinavian ferries
in the last 12 months, according to Casa

Your
face
here
Exhibitors and buyers have been
queuing up all week to be the new
face of Nivea. The skin specialist has
launched a promotion in Cannes that
allows customers to personalise tins of

10 – TFWA DAILY
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Climbing the ladder
Wolford has long been synonymous with
luxury legwear, but travel retail is allowing the Austrian brand to pioneer in other
categories. That’s according to Valeriano
Ziglio, Head of International Wholesale
Management, who unveiled Wolford’s
latest line of multifunctional clothing here
in Cannes. “Travel retail has opened up
many opportunities for us,” he said. “We
are growing well in travel retail and our
main focus has been versatile products,
like our multifunctional scarf.”
Mindful of the restrictions placed upon
clothing brands – such as limited retail
space and a lack of changing rooms –
Wolford has developed a line of scarves
and dresses that can be worn in a variety
of styles. “We are striving more and more

Irish
charm
Bolstered by the continuing success
of its premium Irish whiskies, Protege
International has launched a new line of
spirits from the Emerald Isle. The collection of super premium liquors includes a
gin, vodka and whisky liqueur, which is an
extension of its award-winning Wild Geese
collection. “Travel retail is really taking
off for us,” said Ian Smart, Director of
Business Development. “Our Irish whiskey
is now listed on British Airways, so that is
a great piece of news for us and gives us a
great building block to grow.”
The award-winning Wild Geese is

Vinicola Zonin. “It’s a booming category,”
said Massimo Basile, Export Area Manager.
“Prosecco is really going well, particularly in
Scandinavia and the Baltic regions.”
Zonin has launched a super premium
Prosecco here in Cannes. Dubbed
Prestige 1821, it is an extension of the
Zonin range and will be sold through Gebr.
Heinemann stores. “It will start as a travel

moisturiser with their own picture.
It will be appearing in airports from
next year. “It’s created quite a buzz at
the show,” said Karen Voss, Marketing Manager for Nivea Travel Retail.
“We have had queues all week.”
The promotion allows customers
to strike their very own model
pose, which is captured on camera
by Nivea and printed onto tins of
face cream. “It is something really
unique that no other brand can
offer,” said Voss. “It is an expensive
promotion for us, so we will be

Flying
the flag

to develop multifunctional products of
superior quality,” said Ziglio. “It takes a
while to get established in travel retail,
but we have developed that side of the
business now and are growing fast.”

Yellow Village A19

increasing its footprint in travel retail,
where premium products excel. While
acknowledging the challenges facing the
tobacco category, Smart said that Protege
International’s share of the cigarette
market is growing. “There are still plenty
of regions in travel retail to sell our
products and build our brand,” he said.

Red Village K12

Kipling is at TFWA World Exhibition
hoping to increase its presence in
European airports, following the
successful launch of travel retail
stores in Asia and South America.
“Travel retail represents approximately
12% of our business and that is
growing fast,” said Ralph Bou Nadar,
International Sales Director. “Asia
and South America are our biggest
two markets and we have launched
successful standalone stores there. We
would like to do the same in Europe
and have had some great meetings
here in Cannes.”
Kipling has also launched its new
Flag Bag line at TFWA World Exhibition, which will be exclusive to travel
retail. The tote style bags are adorned
with national flags, such as the Union
Jack and iconic symbols like the Eiffel
Tower, Statue of Liberty and Vespa
scooters. “Kipling has always been
a fun and colourful brand,” said Bou
Nadar. “This new collection continues
this theme.”

Riviera Village RE7
retail exclusive and then we will roll it out
to our domestic markets,” said Basile.
“Cannes has been great for us this year.
We have had lots of meetings and secured
new listings. I really think we came into
travel retail at the perfect time to take
advantage of the market for Prosecco.”

Blue Village F4
rolling it out to select airports from
early next year – judging by the
response it has had in Cannes, it will
be very successful.”
Travel retail has become a significant
revenue stream for the skincare
giant. “For market penetration
it is very important to us,” said
Voss. “Sales have been going
through the roof, so we are investing much more in travel retail.”

Riviera Village RE13
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Made in Italy
Nomination’s highly original
18-carat yellow and rose
gold plated sterling silver
jewellery has an inherently
Italian soul. “Nomination’s
position in the market
is unique. Ours are truly
artisanal made products,
with Italy at their heart, and
we are completely individual
in the assortment and the

selection that we offer,”
said Alessandra Visconti,
Managing Director, Reflecta,
representing Nomination.
Production of the modish
Nomination collections still
takes place in Tuscany, less
than 15km from the brand’s
Florence headquarters.
Nomination has high hopes
for the success of the brand

in the Middle Eastern duty
free market, following the
overwhelming domestic
success of its Extension
range, a precious selection
of stretchable linked pieces
with solid gold droplets
and vibrant jewels. The
brand is also targeting
India and South East Asia,
and will soon increase its
visibility inflight. “Ours is
an innovative, flexible and
creative product perfect for
airlines,” said Visconti. “We

Sunglasses go global
ALD International capped
off an excellent year of
business with a strong
presence at TFWA World
Exhibition – its stand a

constant hive of activity.
The distributor with two
primary channels – AsiaPacific and the Americas
– has been exhibiting at
TFWA World Exhibition
for a number of years and
took the opportunity to
meet with clients old
and new.
Travel Retail Manager
Jerome Bihet was feeling

bullish about ALD’s
International performance
and prospects: “We have
seen nice development
globally with strategies
paying off – we have been
a very strong challenge to
our nearest competitors.”
In its Asia-Pacific line
of business, it has been
focusing on communicating its Chopard, Givenchy,

Good
scents
Esteban Parfums’ alluring fragrance collections
boast more than just
intoxicating scents. Each
is composed based on

www.tfwa.com

are already onboard Finnair,
Austrian and Eva Air, and
this week Singapore Airlines
has been very interested in
our Extension bracelets and
rings.”

Yellow Village
A16
Furla and Ermenegildo
Zegna brands with a
special focus on the
Chinese customer.
There has also been
strong performance for
the Americas distribution
channel. “There has been
a wonderful reception
for Carolina Herrera just
one year into its launch in
travel retail, especially in
the Brazilian market,”
said Bihet.

From a presence in seven
airports currently, the
handmade hair accessories of Moliabal could be
available for purchase in
500 airports within three
months, according to its
General Manager Monica
Masini. “This is the centre of
the world. People are falling
in love with the products
– we made contacts with
Scorpio, Heinemann, duty
free in Greece and China,
buyers in Bulgaria, Turkey
and Russia, it could not have
gone better than this and we

helps,” said Silvina
Bianchini, Export Area
Manager Latin America,
Caribbean and Iberian

Italian purveyor of fine
sparkling wine is showing
off its new ‘liquid metal’
collection of fizz dressed
to the nines in high-shine
gold, silver and rose-gold

bottles. “The packaging
is important in conveying
that we are a quality
product – it catches the
eye in the limited time
we have with customers.
As our domestic market
expands we are getting
better brand recognition
in airport retail too and
this packaging really

Peninsula.
Targeting frequent
travellers who search
for quality, Bottega has
made new contacts and
new potential distributors for its bottled
delights. “The people
who come and buy
products in this price
position have always

the brand’s core values:
The creation of an inimitable olfactory signature;
decorative refinement;
innovation; a French
touch; and consideration
for the environment – its
one-of-a-kind scented
ceramics are manufactured without any waste,
while its scented candles

consist only of 100%
natural vegetable oils.
Ingenuity too abounds
in Esteban’s haute
perfumes for body and
desirable fragrances for
the home – its striking Art
Edition Mist Diffuser is an
wonderfully unorthodox
way to integrate fragrance
into daily life. “Each of our

fragrances has a story
we tell. They are not just
scents, they are made to
rouse an emotion, trigger
a memory. It’s very important that they don’t leave
you feeling indifferent,”
added Export Director
Guillaume Fourny.
The Parisian perfumer’s
unparalleled scents are

customers have visited
us. We will have a lot
of work coming in from
Cannes, with prospects
from Germany, the
Netherlands and the UK.
We’ve also had positive

responses from buyers
from Asia and the US,”
said Export Manager
Faozia Math-Ly-Roun.
La Guinette, a whole
cherry steeped in
Armagnac and enrobed

are really grateful to TFWA
for believing in us and our
project,” said Masini.
The accessories, handmade
in Milan and finished with
crystal- and pearl-look
elements, have been a hit
with visitors at TFWA World
Exhibition due to their
versatility and ease of placement in duty free within the
accessories, fashion and
perfume retail segments.
Moliabal sees massive growth
potential – in its current duty
free positions, including Sofia,
Tel Aviv and Moscow, it moves
more than 400 pieces per
month at middle-high end
price positions.

Ambassadeurs
Village U1

Bay Village
Bay 3A
develop across Europe.
No matter what the
economic situation,
travellers will continue
to visit Europe from all
over the world, for its
history, heritage and
culture. They will be
taking back a bottle
of wine to remember
Europe by and our
chocolate is the perfect

Liquid gold
Business has been
buzzing around the
golden grotto that is
Bottega’s exhibition
stand. With a bigger
stand this year, the

Full
clip

in a crisp dark chocolate
shell is ideally matched
with a full bodied Pinot
Noir, while the delicate
Sarnets de Medoc can be
optimally enjoyed handin-hand with a delicate
Riesling or Zinfandel.
The cross-selling
concept is ideally suited
to travel retail. “Our
primary strategy is to

Perfect Pairing
Mademoiselle de Margaux
is showcasing its unique
chocolate and wine
cross-selling concept, and
outlined its strategy to roll
out across major airports
in Europe. “Lots of key

exhibition news

highly successful in the
domestic market, stocked
in 2,000 points of sale
across five continents.
Now Esteban Parfums
is looking for the right
partner to help express
the unique brand’s
message in the duty free
channel, and acquire
more doors in the field.

way to enhance this
memory,” said Math-LyRoun.

Red Village K7
found the champagne
proposal – we offer
something different,
something in the Italian
style – fashion, glamour
and quality,” explained
Bianchini.

Blue Village
A11

Green Village
H44
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The
science
of skin
La Colline was born in the Swiss
Riviera, Lake Geneva’s rich natural
biotechnological source and the
origin of the potent, industry-leading
ingredients that form the basis of its
revolutionary skincare solutions.
The ultra-luxe, highly technical brand
boasts unmatchable innovation and
expertise, specialising in cellular
oxygenation. La Colline is launching
two spectacular new products into
travel retail. Moisture Boost++ Cellular
Eco Hydration Treatment is a hydration shot for even the most dehydrated
skin. It features an unprecedented
new complex called the Eco-Hydration

Russian
gems

Fine jewellery brand The Fifth Season
has revealed news of performing well in
international markets at this year’s TFWA
World Exhibition. Cristina Cavinato, Brand
Manager, revealed just how many new
travel retail locations it has been stocked
in over the last year. “We started with a
new market in Cyprus duty free, and we
have also been stocked in three new duty
free locations – Rome, Düsseldorf and
Dublin. We are also planning to sell in
duty free in Singapore in 2014.”
The Skyline collection is the newest, which
is available in all of The Fifth Season stockists for 2014. It features jewels presented
in gold and silver, decorated with precious
stones or simply by the refined craftsmanship of the metal, creating innovative
designs. The Fifth Season currently
performs best in travel retail in Nice,
London Gatwick, Milan, Venice, and Moscow.
“We even received an order from Moscow
today, the more polished collection and
gemstones goes down very well with
Russians.”
The brand’s plans for 2014 are to grow
into the Chinese markets, and expand in
South America.

Green Village H46
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Factor, which helps cells restore their
natural hydration cycle. The Lift & Light
Global Illuminating Serum, meanwhile,
was developed to suit the needs of La
Colline’s colossal Asian following, and
operates on the principle of chromometry, for truly luminous skin.
“Above all, the La Colline woman seeks
efficiency and she expects results,” said
Carole Pestel, International Marketing
Manager. “She says: I can afford myself
this product because it is a serious
investment in my skin.”

Snappy
dressing

Yellow Village C28
Paul & Shark, the high-end men’s sportswear brand, has succeeded in its mission
to make new contacts and re-establish
brand visibility at TFWA World Exhibition. “I’ve personally found a really deep
interest in what we are doing and have
been able to discuss some current and
new projects,” said Commercial Director

A SCENT
OF MISS
FRANCE
A buzz of expectation and excitement
surrounded the Jacomo Parfums
stand yesterday morning when Miss
France 2013 Marine Lorphelin arrived
to launch two eponymous perfumes
from the Inessance perfume house –
Beauté and Élégance. The 2013 Miss
World runner-up spoke with perfumers Emilie Bouge from the House of
Charabot and Serge Majoullier from
the House of MANE. Beauté is floral
and fruity with blackcurrant and star
anise top notes with cedar and vanilla
base notes, whereas Élégance is a
sensual, skin-deep oriental fruity,
woody number with a musk and
sandalwood base. The official global
launch of the new Inessance family
perfume house is in Paris next week.

stylish
scarves
Morgan & Oates, a Scottish family
business that started its life making bow
ties, reports new brand partnerships in
the pipeline thanks to a crafty stitching
technique. The brand has piqued the
interest of visitors with its fine cashmere
scarves, which come in colourful animal
and polka dot prints. It can weave in
special designs, from prints to corporate
logos, something that in the past has been
offered exclusively for Ralph Lauren.
Bob Galbraith, Sales Director, said

Nadia Colombo.
From simple polo shirts with technical details such as stitched motifs,
to trendy high performance skiwear,
the clothing of Paul & Shark is aimed
at businessmen with good taste and
concern for quality materials and
processes. Its ranges are perfectly
at home in duty free stores, thanks
to the leisurely and carefree sense of
adventure conveyed by their elegant yet
sporty air.
“Interested parties have been from
a wide range of markets, including
Asia, where we already have a big
presence in Hong Kong, and South
America where these looks are really in
demand,” said Colombo.
Clever touches, such as the packaging
of a pair of lightweight shorts within
an embroidered case, are ideal for the
elegant man’s travels, and enhance the
offer to shopping passengers.

Riviera Village RF9
the technology is a fantastic tool in
enabling synergies between Morgan
& Oates and major household name
brands. “Our main goal here is to
satisfy the airlines we sell to and we
work hard to this end, having built-up
good trusting relationships. We can
also offer promotional gifts made
for brands, for example Harrods,
Triumph and Jaguar,” he explained.
After four busy days at TFWA World
Exhibition, Galbraith said the brand
has a number of new prospects:
“We are currently in talks with
Heineken and a whiskey brand, and
also with a number of other firms
about bespoke corporate gifts.”

Mediterranean
Village P19

Red Village L25

Serge Majoullier, parfumeur of Elégance; Miss France
2013 Marine Lorphelin; Eric Jacquemet, President & CEO,
Laboratoires Sarbec; Emile Bouge, creator of Beauté; and
Sylvie Tellier, MD France of the Miss France organisation.

www.tfwa.com
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Leather
muse
Loewe showed off a recently established
central pillar to its brand at Cannes this
year: Aura, a fragrance in homage of the
artistic muse that marries its two major
specialties – leather artistry and fashion.
The Madrid-based brand took the
opportunity to discuss new and existing
business and to gather feedback from
dealers and distributors with whom its
relationships run deep. “Loewe is like
a kind of family. With Aura, we shared it
with our partners a year before its release
because we value their input,” explained

exhibition news

Zahara Manchado, Internal Communications Manager.
The feminine scent celebrates the elegant,
spirited woman – fearless, free and never
tied down to the current moment, she
possesses ‘that certain special something’
rather than a traditional beauty ideal.
With base notes of sandalwood married to
delicate rose, pink pepper, and a special
spiced leather ingredient that evolves on
the skin, the perfume encapsulates
this vision.
“We are focusing on developing and strengthening the markets where we are strong. We
are different in that we listen to the market,
working closely with clients to provide what
is best for all of us,” said Manchado.

Yellow Village F36

Acquiring
a new
scent
Mäurer & Wirtz has announced some
exciting new acquisitions at TFWA World
Exhibition. Raul Chavez, Senior Area
Manager, said: “Our duty free is good,
mostly in Europe, Latin America and Asia.
Our profits grew this year. We just acquired
Baldessarini, which will mean a big jump

PREMIUM SOUTH AFRICAN WINES

Champion wines from the champion.

The highest winery in South Africa.

Hepburn’s
handbag
favourite
Serapian Milano is a luxury Italian
brand that was born in Italy in 1945 – its
products were made a style staple by
the likes of Audrey Hepburn and high
Milanese society. This is the first year the
brand is exhibiting at TFWA World Exhibition, but it already has a strong presence
in Moscow, Hong Kong, and Italy. Diego
Porro, Managing Director, said Serapian

Enjoy Premium South African Wines at the TFWA World Exhibition 2013 Diverse Flavours stand, L34, Red Village, Level 1.
Diverse Flavours will be showing award-winning wines from Cederberg (highest winery in South Africa), Ernie Els
Wines (owned by the famous golfer), Avondale (organic/bio-diversity wines), Deetlefs (second oldest winery in
South Africa under same family ownership), Eagle’s Nest (steepest winery in South Africa), Hidden Valley (from
the top terroir in Stellenbosch), Mount Vernon (boutique wines), Napier (from Wellington), Overhex (multi brand
producer) and Raats Family Wines (Cabernet Franc specialist with many accolades from Robert Parker). We will also
be showcasing spirit brands from E. Snell (South Africa's third largest distiller). Experience and taste these premium
wines and spirits at stand: L34, Red Village, Level 1.
+27 71 255 7344 | www.diverseflavours.com
S U P P LY I N G D I V E R S I T Y

T +27 21 851 1358 | F +27 86 668 0755 | anthonybudd@diverseflavours.com | Suite 162, Private Bag X34, Somerset West, 7129, South Africa

for us in all international markets. We
are in the process of preparing a travel
retail exclusive for the second quarter of
2014, which will be exclusive packaging
and bottle design. We are really looking
for more distributors, and to strengthen
our brand more and tell people about the
launches we have coming up next year.”
The perfume house is also relaunching
4711, the original cologne which is over
220 years old; it has a huge heritage, and
is giving its creator Tabac Original a new
facelift.

Green Village K50
Milano has big plans for travel retail:
“The brand doesn’t yet operate in duty
free, although we have been extremely
successful so far in Europe, Asia, Japan
and the US, and very popular in Russia,
Japan, and the UAE too.”
The brand’s best selling bag of all time
is a gorgeous peach calf skin handbag
called the Meliene, which was the bag of
choice for Audrey Hepburn in 1960s. Porro
revealed the company’s next big plan is
extension into travel retail: “We have big
plans to open a store in Hong Kong in
2014. We are also currently discussing
plans with duty free partners in China,
Korea and the UK.”

Green Village K40

exhibition news

Licence
to distil
Botran Aged Rums is celebrating being
awarded a seal of origin for its Guatamalan rum. Over the last year, Rones de
Guatemala has been granted a Geographical Indication Seal, which means that
it now has protected rights under law,
a consumer guarantee of Guatemalan

TFWA WORLD EXHIBITION FRIday 25 october 2013

production style and quality.
In order to gain a Geographical Indication
Seal, the method of production must be
unique to its place of origin. This is Botran
Aged Rums’ second year at TFWA World
Exhibition and Commercial Director Frank
Quiñones said that he is embracing the
show through sponsorship of the bar at
the Frontier Awards this week and making
sure people have ample opportunity to
taste the product. “It’s all about tasting,”
Quiñones said. “And making sure there’s
lots of awareness while being able to

Stylish
wines
Wine supplier Enoitalia is celebrating a
successful first TFWA World Exhibition.
Alberto Pecora of Enoitalia, commented:
“It’s been such a brilliant show for our Voga
Collection wines. Our wines and bottles are
stylish, sexy and stand out, and retailers
have really seen that.”
The bottles cater for a young trendy
market and feature on wine lists in chic

63, rue la Boétie
75008 Paris France

educate people about the premium
process brand.”

Yellow Village G45

still looking stylish.
The Twin bag features two long-handled
strong straps that move down into a
gold hardware-style base clip, enabling
the straps to be shortened without any
unsightly left-over material.
The brand has upped the ante on its

fashion line by moving into high-end ready
to wear. It is showcasing more travel retail
friendly items, including its men’s ‘spa
shorts’ which show off its collaboration
with Adidas. “As a German brand it’s
so symbiotic for us to work together
with Adidas,” said Scott Walser, Senior
Wholesale and Franchise Manager
Americas, Porsche Design.
In the past few months the supplier
has opened boutique locations at New
York JFK and Los Angeles airports.
It is also preparing to open a store at
London City Airport by the end of
the year.

Riviera Village RE17
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locations, including W Hotels in the US
and Canada, and the Roberto Cavalli café
in Dubai. “Among all the wine brands in
duty free, Voga can make a difference
because it’s so stand out,” said Pecora.
The bottles are shaped like cylinders,
are corked and then feature an elegant
resealable screw cap to ensure they
look streamlined but stay functional.
Voga Collection features Pinot Grigio,
Moscato, Merlot Rosè, Merlot and a
sparkling white wine.
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Victoria Wilkinson

Scent
screening
L’Oréal Luxe Travel Retail has some exciting duty free innovations at TFWA World
Exhibition. For its huge brand portfolio,
spanning Lancôme, YSL, Armani, Viktor &
Rolf, Ralph Lauren, Armani and Cacharel
to name a few, it has developed an
incredible high technology scent screen
for travel retail. The machine aims to
guide the most indecisive individual to a
scent from their brand portfolio as a gift
to themself, or someone else.
Julie Audouin, Global Marketing for
Travel Retail, L’Oréal Luxe Travel Retail,
said: “The perfume experience, which is
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Under
the
skin
Porsche Design has unveiled its first
handbag line at this week’s TFWA World
Exhibition. The line of beautiful bags
features natural skins such as python,
ostrich, crocodile and leathers. The
bags are relatively large and entirely
practical – for the modern woman who
needs to fit her life in her bag while
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currently still in development and due
to hit duty free in 2014, works by the
customer choosing from fire, water, wood
or earth scent categories on a touch screen,
then they can navigate further through
different options of notes and smells by
sampling a smell the machine sprays.”

The machine has been developed to use in
conjunction with a sales advisor, to guide
your preference in perfume selection, and
will be tested first in airports in Dubai and
Mexico City.
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