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IntroductIon

AdAptIng to the needs of 
our trAvellIng AudIence

$55.8 billion. That’s how much 
our industry was worth last year, 
according to figures from Genera-
tion*. It shows a +9.6%* increase on 
2011 which, given another turbulent 
year in economics and politics for 
many regions of the world, has to be 
a very positive result. 

Look closely though and there is clearly a 
widening gap between travellers East and 
West. Europe actually showed a decline 
in sales (albeit little) of -0.6% compared 
to Asia Pacific, which enjoyed significant 
growth of +16.3%, widening the gap 
between the two leading sales areas. For 
me it emphasises how we, as an industry, 
must adapt our offer to cater for the 
varying needs of our travelling audience 
– from the generally more value minded 
West to the luxury brand minded East.
The incredible diversity of brands and 
products on show at this year’s TFWA 
World Exhibition should give the industry 
no doubt at all about just how possible 
that is. This year visitors will have access 
to more than 3,000 products from some 
470 exhibitors across 21,000sqm of stand 
space. Every product category is covered 
and, as we do every year, new brands 
coming in enable us to keep the offer 
fresh and different.
That’s just one reason why TFWA World 
Exhibition – now in its 29th year – is a 
must attend event for all involved in our 
industry. It’s also an unrivalled platform 
for networking – both on a business 
and social level – and this year we can 
guarantee another packed week of official 
and brand-led events throughout the day 
and evening.

Socially this year we have an absolutely 
fabulous programme on offer, culminating 
with the fantastic Sharleen Spiteri and 
her internationally renowned Scottish 
rock and pop band Texas as the star 
attraction at Le Premium Evening. It’s 
a new venue, too, at the Port Canto 
Marina on the seafront. The week kicks 
off, as always, with our Sunday sports 
and leisure events, including the ever-
popular golf tournament sponsored by 
Estée Lauder and Gebr. Heinemann; 
jogging or hiking around the stunning 
Ile Sainte-Marguerite and the relaxed 
pétanque tournament at Place de l’Etang, 
both sponsored by Kipling; and – new 
this year – with the support of PEUCH 
& BESSE, a rugby mini-tournament and 
lunch at Stade St Cassien, Cannes La 
Bocca. Former international rugby player 
Olivier Magne of France will be on-hand 
to offer tips to players of all abilities. For 
the less energetic, there is a new cocktails 
masterclass at Les Apprentis Gourmets 
Cookery School or the perfume master-
class in the beautiful town of Grasse. The 
day ends in true style with the Opening 
Cocktail at the Carlton Hotel – the first 
chance for many of us to meet.
Throughout the week there will be, as 
mentioned, countless brand events – 
while each evening can end as late as you 
like with our own The Scene in the Gare 

Maritime, next to the exhibition venue. 
The coolest place in town, it wouldn’t 
happen without our sponsors, including 
Brown-Forman, Campari, Heineken, 
Paramount Farms, Perfetti Van Melle and 
Rémy Cointreau.
It’s not all partying, of course – far from 
it. The opening conference will set the 
scene for a busy week with three truly 
outstanding speakers joining me on 
stage on Monday morning: Olympic 
medallist Lord Sebastian Coe, who led 
the London bid to host the 2012 Summer 
Olympics and was appointed Chairman of 
the British Olympic Association last year; 
Willie Walsh, CEO International Airlines 
Group; and thinker, author and consult-
ant John Gerzema, whose latest best 
seller The Athena Doctrine: How Women 
(And The Men Who Think Like Them) 
Will Rule The Future, charts the rise of 
feminine values in contemporary society 
behaviour. Three very different charac-
ters and stories, but all with one thing 
in common – an ability to think outside 
the box, act creatively and with vision… 
something we can all learn from.
Then into the working exhibition, where 
this year we welcome 45 new and 
returning brand companies, including 
Coach, Burberry Fragrances, Gianni 
Versace and Napapijri. I am truly 
delighted to announce that this year 

TFWA is ensuring free WiFi for all 
throughout the exhibition, supporting 
our other technological services, includ-
ing the smartphone app and interactive 
directional screens.
This issue of the TFWA Daily gives you 
plenty more information on this year’s 
Conference and Exhibition and I hope 
will enable you to plan your visit more 
effectively. I look forward to meeting you 
in Cannes – safe travels.

Erik Juul-Mortensen
President, TFWA

*This summer Generation has conducted 
the mammoth task of re-defining and 
reviewing the global DF&TR market – 
adding channels that have emerged in 
recent years, new kinds of products, etc. 
Based on this redefinition, in 2012 global 
DF&TR sales reached US$55.8bn, up +9.6% 
based on a revised US$51.0bn in 2011.

tFWA 
PRODUCt 
SHowCASE
The TFWA Product Showcase is 
a dedicated online service that 
allows exhibitors to present their 
brand innovations in advance of 
TFWA World Exhibition.

Visit www.tfwaproductshowcase.com to 
find the latest exciting product news from 
brands across all product categories. 
Many have already uploaded product 
information and photos to the website, 
where visitors can search for products by 
brand, company or product sector.

Exhibitors across all product categories have already 
uploaded information and photos to the TFWA 
Product Showcase, where visitors can preview brand 
innovations ahead of TFWA World Exhibition.

free WI-fI servIce
TFWA is delighted to offer a free Wi-Fi service 
inside the Palais des Festivals. To connect to the 
service, please login with your badge number and 
enter your password (family name).

Scan this code to visit the  
TFWA Product Showcase: WiT raising funds 

for WaTer cellars 
in norThern china

This year’s WiT (Women in Travel) 
meeting takes place on Tuesday 22 
October from 17:30 to 19:00 in the 
Foyer of the Grand Auditorium of 
the Palais des Festivals.

WiT’s fund-raising focus this year is on 
a remote area in northern China where 
water is the most precious commodity. 
WiT is aiming to raise enough funds to 
build multiple water cellars providing 
water for one or two households (each 
costs less than €300), or in the event that 
HK$520,000 can be raised, it would pay 
for a water dam sufficient to supply one 
whole village. To date HK$180,000 has 
been raised through generous donations 
from many individuals and from King 
Power Group (Hong Kong). WiT member 
Tina Tam, who has visited the region with 
the charity, said: “Water brings hope, 

education changes destiny. Building water 
cellars and dams not only provides clean 
water for them, but also offers opportunities 
and hopes for them to improve their lives.”
As usual funds will be raised through 
sales of tickets for a prize draw with 
products being donated by participants at 
TFWA World Exhibition this year. Prizes 
should be delivered to Furla (Bay Village, 
B15) by Tuesday 22 October at 15:00.

TFWA DAILY – 3www.tfwa.com

TfWa World eXhiBiTion show preview 2013 WELCOME MESSAGE



THE

MEADFA
CONFERENCE

Hamad International   
Airport, Doha

25-26 NOV. 2013 
RiTz CARlTON HOTEl  
DOHA, QATAR



LEISURE  
AND SOCIAL 
ACTIVITIES

TFWA World Exhibition is renowned for the fantastic 
portfolio of leisure and social activities, which perfectly 
augment a busy week of business. This year there are 

two exciting new additions – a Rugby Tournament 
and Cocktail Masterclass.

NEW NEW

rugBy
Sunday 20 October, 10:00 
Stade St Cassien, Cannes 
La Bocca 
Coach service from the 
Majestic Hotel at 09:30

The new Rugby Tournament is 

TFWA World Exhibition’s tribute to 

the Six Nations, and is organised 

with the support of PEUCH & 

BESSE. Keen rugby fans will 

be excited to hear that former 

international French rugby player 

Olivier Magne will be present 

during the event. Players of all 

abilities are welcome, and the 

precise format of the tournament 

will depend on the number of 

participants.

• Welcome and briefing at 10:00

• Kick-off at 10:45

• Barbecue lunch and 

• prize-giving from 13:00

cockTail 
MasTerclass

New for 2013 is this cocktail course 

with a difference.  

To begin, a professional mixologist 

will demonstrate how to create 

three delicious cocktails. A chef 

will then help participants to 

prepare some simple but delicious 

finger food to accompany the 

drinks, ensuring the perfect 

cocktail experience.

Sunday 20 October, 11:00-13:00, “Les Apprentis 
Gourmets” Cookery School, 6 rue Teisseire, Cannes

PERFUmE 
MASTErCLASS

The perfume masterclass takes place 

in the historic town of Grasse – the 

world’s perfume capital, which has 

a fragrant history dating back to the 

18th century. Participants will create 

their own scent, with an expert on 

hand to explain the intricacies of top, 

middle and base notes.

Sunday 20 October, 09:00, Grasse 
Coach service from the Majestic Hotel at 09:00

golf

This year sees the 27th 

edition of the always-popular 

Golf Tournament, sponsored 

by Estée Lauder and Gebr. 

Heinemann. Once again played 

on the spectacular Cannes 

Mandelieu Golf Club, Old Course, 

participants have the chance 

to win a generous selection 

of prizes. The format of play 

is Travel Value Scramble with 

teams of four players, and the 

maximum handicap for men is 

24 and for ladies is 28. There is 

a green fee/charitable donation 

of €100.

• Shotgun start at 09:00

• Lunch and prize-giving after 14:00

Sunday, 20 October, 09:00 
Cannes Mandelieu Golf 
Club, Old Course 
Coach service from the 
Majestic Hotel at 07:30

Organised by:

Kindly sponsored by:

Kindly sponsored by:

PéTanque 
TournaMenT

This most traditional of French 

sports is a perennially popular 

fixture on the TFWA World 

Exhibition agenda. Offering a 

relaxing start to the week, the pace 

is gentle and the competition good-

humoured. It is a perfect chance to 

meet acquaintances old and new.

Sunday 20 October, 09:30, Place de l’Etang 
Coach service from the J.W. Marriott Hotel at 09:15

JoggIng & 
hIkIng
Sunday 20 October, 08:30, Ile Sainte-Marguerite 
Boat from Quai Laubeuf at 08:30

The beautiful Ile Sainte-Marguerite, located around a kilometre 

offshore from Cannes, is once again the stunning setting for the 

popular jogging & hiking. This event offers a choice of trails through the 

island’s pine and eucalyptus woods. Guides will lead participants of all 

levels around the gently undulating island.

��tH FRONtIER AwArdS
Wednesday 23 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.

• Dress code: Black tie

• Ticket holders only

Opening  
COCktail

Sunday 20 October, 19:30 
Carlton Hotel

This year’s elegant Opening 

Cocktail party takes place at 

the iconic Carlton Hotel. It is 

the ideal opportunity to catch-

up with friends old and new 

in a sophisticated yet relaxed 

atmosphere. A spectacular 

fireworks display, courtesy of the 

City of Cannes, will be a highlight 

of the evening.

• Entrance by invitation only

• Part of the Full Delegate 

package

• Dress code: Smart

• A shuttle service will operate 

from all major hotels

Monday 21 to Thursday 24 
October, 22:00-02:00 
Gare Maritime

The Scene returns to Gare Maritime 

this year – its quayside location next 

to the Palais des Festivals. Firmly 

established as the place to be seen 

after hours, it provides a vibrant, 

energetic ambience and is always 

popular with those keen to network 

and party. This year will see a different 

DJ perform in The Scene each night – 

be sure not to miss them.

• Be sure to pre-register 

in advance at thescene.

creativespirit.eu or purchase 

your entry tickets either at The 

Scene desk (level 1, Palais des 

Festivals) or directly at  

the entrance.

The stunning Le Premium Evening 

takes place in a new location 

– waterside at the Port Canto 

marina. The theme this year is 

“Rock and Chic”. Guests will enjoy 

a sumptuous dinner prepared by 

three French, Michelin-starred 

chefs – Alain Llorca from La 

Colle-sur-Loup in Saint Paul de 

Vence for the entrée, Jacques 

Chibois of La Bastide Saint Antoine 

in Grasse for the main course and 

François Raimbault from L’Oasis in 

Mandelieu for the dessert.

This will be followed by an 

unforgettable performance from 

successful rock group Texas.

• By invitation only

• Part of the Full Delegate 

package

• Dress code: Black tie

• A shuttle service will operate 

from all major hotels

Thursday 24 October, 
19:30 
Port Canto

TFWA DAILY – 5www.tfwa.com
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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 reason-
ably priced menu, providing an ideal lunch 
venue throughout the week.

TFWa Lounge
Location: Golden village, Level 1
For TFWA members and buyers with full 
delegate status only

DeDicaTeD concieRge seRvice:
• Reservations for restaurants and trips
• Local tourism information
• Catering for private events
• Car rental, travel service, 

taxi booking service
• Car hire without chauffeur
• Private jet transport
• Babysitters
• Boat hire
• Travel ticket modifications
• Gift and flower delivery
• Errand running/problem solving
• Internet
• Private bar and lounge area 

(complimentary drinks and snacks)
• International press
• Massage service

Kindly supported by: 

WeLL-Being Lounge
Location: Level 1
Open to all delegates

Be sure to visit the Well-Being Lounge 
offering relaxing massages designed to 
help you focus on the business ahead.

Kindly supported by: 

naiL BaR
Location: Level 1
Open to all delegates

Take a break from your busy schedule and 
pop into the nail bar for a special treat.

Kindly supported by: 

Business cenTRe
Location: Level 1

A dedicated team will be pleased to assist 
you with all your secretarial requirements.
• Internet access
• Fax service – mail service
• Photocopy - Computer access
• CD and USB key
• Secretarial assistance
• Telephone card – stamps – stationery
• Meeting room rental

seRvices Desks
Location: Level 1

• Hotel
• The Scene & Le Premium Evening
• Photo & Video service

PhoTo & viDeo seRvice
Location: Level 1
For exhibitors only – 20% discount for 
TFWA Members

Benefit from perfect exposure – the photo 
and video service is a great opportunity 
to promote your presence at TFWA World 
Exhibition, keep a record of your stand 
or film interviews of your VIP guests in 
Cannes. Members are entitled to a 20% 
special discount on this on-site service 
during the TFWA World Exhibition.

shuTTLe seRvice
A regular shuttle service is available 
throughout the week from the airport to 
hotels on arrival and during the exhibition 
from various pick-up points.

Luggage seRvice
Location: Registration Pavilion, in front 
of the Palais

Available on arrival at the Palais offering 
the following:
• A classic service where you leave your 

luggage securely for the day.
• An express service where, on arrival, 

your luggage is transferred directly to 
your hotel.

On your day of departure you can arrange 
for your luggage to be transferred to the 
Palais by calling +33 4 92 99 32 13, where 
it will be held until you leave.
Price of transfer: €5 for first piece of 
luggage and €1 for additional pieces.

on-siTe PRess cenTRe
Location: Level 3
A wide range of services at the disposal of 
all registered journalists. An area to relax, 
conduct interviews and source informa-
tion relating to the event:
• Interview room, Internet area
• Press lounge & bar
• Press racks, Press photographs, official 

press releases & press dossiers, 
Exhibitors’ press packs/releases

• Diary of exhibitors’ events, ongoing 
liaison with the TFWA Daily.

heLicoPTeR seRvice

Azur Hélicoptère, as an official partner 
of TFWA World Exhibition, is offering 
special discounted rates to all partici-
pants. Scheduled return flights (every 
30 minutes) will operate between Nice 
Airport and the city of Cannes. 

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
Website: www.azurhelico.com

On-site SERvICES
RecRuiTmenT seRvices
Location: Level 0

BeThe1 and www.TravelRetailJobs.com

emPLoyeRs, TemPTeD To hiRe 
TaLenTs... Who WiLL sTay in 
TheiR neW joB?
Only 20% of professionals hired through 
BeThe1 will leave in their first 3 years. If 
you are contemplating to start a recruit-
ment in your organisation, get in touch 
with our consultants during TFWA World 
Exhibition (via contact@BeThe1.com or 
at BeThe1 booth at the Mediterranean 
Village, main entrance).

PRoFessionaLs, oPen FoR a BeTTeR 
joB? oR simPLy WiLLing To keeP in 
Touch WiTh youR joB maRkeT?
BeThe1 manage every year about 60 
Travel Retail positions worldwide.
Register your profile free of charge and 
confidentially on www.BeThe1.com and 
BeThe1 will e-mail you confidentially with 
all (and only) suitable jobs.

BeThe1 TRaveL ReTaiL joBs
Employment specialist in fashion, luxury, 
beauty and retail
Hong Kong | New York | Paris | Shanghai | 
Singapore | Tokyo

• Expertise in retail, commercial, 
marketing, finance, HR, creation, supply 
chain, management

• Since 10 years, Official and Exclusive 
Partner of TFWA for Employment

• 20 searching missions / month of 
middle and senior executive

• Powerful sourcing: pool of 140,000 
professionals (including 13,000 in Travel 
Retail) plus 1,750 Alumni organisations, 
social networks, referrals, etc.

• Competitive and fast: short-list within 
1 week / 20% service fees (10% initial + 
10% success)

• High quality and efficient: fill rate › 90% 
/ retention on rate hired candidates: 
93,5% after 1 year, 87% after 2 years, 
80% after 3 years

• Trust, transparency, commitment and 
humanism

• 300 premium employers including 
brand principals and distributors

6 – TFWA DAILY www.tfwa.com
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To view the sunglass collections from 
our wide array of prestigious and sport 
brands, please visit our booth during the 
TFWA exhibition in Cannes.

Stand: 3, Hall: BlueVillage, Path: H
For An Appointment 
Email: dutyfree@marchon.com
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a Brand neW challenge
This year’s conference – themed ‘A brand new challenge’ – will see a diverse and high profile range of 
speakers deliver their insights on facing and overcoming challenge. Each of the keynote speakers has 
a fascinating case study to share that will resonate far beyond their respective fields. The conference 
will be moderated by Stephen Sackur, journalist and presenter of BBC HARDTalk.

Monday 21 October, 09:00-11:30 
Grand Auditorium (Level 1), Palais des 
Festivals

• Complimentary access to all  
badge holders

ERIK JuuL-
MORTENSEN, 
TFWA President, 
will open the 
conference with his 
traditional state of 
the industry 
address. He will 

highlight the latest data on current 
industry performance, while also explor-
ing how new market dynamics are creat-
ing new challenges for the duty free and 
travel retail industry.

LORD SEBASTIAN 
COE, Olympic 
athlete, chairman 
of the British 
Olympic Associa-
tion and former 
chairman of the 
London Organising 

Committee for the Olympic Games, will 
deliver what promises to be an inspira-
tional keynote address. Lord Coe has 
made a hugely successful career from 
overcoming seemingly insurmountable 
obstacles to success. He will address 
the various challenges involved in 
bringing to fruition an extremely 
complex business plan, resulting in an 
unforgettable experience for thousand 
of visitors and spectators around  
the world.

WILLIE WALSh, 
Chief Executive 
Officer, Interna-
tional Airlines 
Group, is one of the 
most influential 
figures in the 
aviation industry. 

He presided over the merger of British 
Airways and Iberia, and is responsible 
for plotting the airlines’ future course. 
Formerly the CEO of Aer Lingus, he led 
the airline from near bankruptcy to a 
nine-figure profit within three years. 
Walsh will share his vision for the  
travel industry as it continues to  
face economic, regulatory and  
environmental challenges.

JOhN GERzEMA, 
Author, Social 
Strategist and 
Consultant, 
promises to 
challenge our 
current notions of 
the consumer of 

luxury goods today. Through books such 
as The Post-Crisis Consumer and The 
Athena Doctrine: How Women (And The 
Men Who Think Like Them) Will Rule the 
Future, he has analysed the behaviour of 
consumers across the world to help 
companies and brands adapt to new 
trends. He will explore perceptions of 
luxury today, and discuss how the rise  
of feminine values explained in  
The Athena Doctrine is changing 
consumer behaviour.

CONfERENCE PROGRAMME TfWa World eXhiBiTion show preview 2013 

WE ARE DELIGHTED TO INTRODUCE:

DAVIDOFF’S NEW DESIGN 
IN CANNES 2013

  A touch of luxury for extraordinary sales

  Highlight your shelves with this exquisite design

  Delight your shoppers with the new luxurious and haptic 
    experience when unwrapping the new packaging

MEET
US AT
BOOTH 
GO6!

SMOKERS DIE YOUNGER. SOURCE: EU DIRECTIVE (2001/37/EC)
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WorkshoPs PrograMMe
The aiRLine &  
ReTaiLeR WoRkshoP  
INFLIGHT FOCUS

Tuesday 22 October, 08:00-09:00 
Salon “Croisette”, Majestic Hotel

• Complimentary access to all  
badge holders

• Registration necessary at:  
conference@tfwa.com

BRIGITTE WOLF, Director Sales & 
Marketing, Lufthansa WorldShop

JEAN-LuC ChASSIGNEux, Managing 
Director, Dutyfly Solutions

STuART MCGuIRE, Chairman, Scorpio 
Worldwide

This year’s Airline & Retailer 
Workshop will feature contributions 
from three experts on inflight retail, 
offering a forward-looking perspective 
on this key pillar of the duty free and 
travel retail industry. Questions to 

be considered will include: How are 
airlines and operators maximising 
spend per head amid competition on 
the ground and online? What more 
needs to be done to ensure that the 
onboard catalogue is an integral part 
of the traveller’s journey? And what 
more can suppliers do to support the 
sector?
Brigitte Wolf, Director Sales & 
Marketing, Lufthansa WorldShop, 
has more than 30 years of experi-
ence in the air transport industry, 
mainly with the Lufthansa Group. She 
is well-placed to comment on how 
airlines can maximise inflight sales to 
passengers.
Jean-Luc Chassigneux, Managing 
Director, Dutyfly Solutions, has been 
in the travel retail industry since 
1989. He was appointed CEO of Dutyfly 
Solutions in 2010. Dutyfly Solutions 
– an inflight concessionaire that is a 
50-50 joint venture between Aelia and 
Servair – manages onboard duty free 
sales for international airlines includ-
ing Air France, Iberia, Alitalia, Air 
Caraibes and Czech Airlines.
Stuart McGuire, Chairman, Scorpio 

Worldwide, will provide the perspective 
of a leading supplier of branded goods 
to the inflight and travel retail market.

maRkeT WaTch:  
THE ‘CIVETS’

Wednesday 23 October, 08:00-09:00 
Salon “Croisette”, Majestic Hotel

• Complimentary access to all  
badge holders

• Registration necessary at:  
conference@tfwa.com

PETER hARBISON, Executive Chair-
man, CAPA Centre for Aviation

KADIR IShAKOGLu, Business Develop-
ment Manager, Setur Servis Turistik

AMRITA BANTA, Managing Director, 
Agility Research & Strategy

The terms ‘CIVETS’ – coined by The 
Economist magazine – refers to the 
markets many believe will drive the 

next wave of economic growth: Colom-
bia, Indonesia, Vietnam, Egypt, Turkey 
and South Africa. This workshop will 
offer an in-depth focus on two of the 
most significant of these markets 
– Indonesia and Turkey – from the 
perspective of the aviation and duty 
free and travel retail industries.
Peter Harbison, Executive Chairman, 
CAPA Centre for Aviation, will look at 
the development of airline networks in 
Indonesia and Turkey and at the likely 
sources of growth.
Kadir Ishakoglu, Business Development 
Manager, Setur Servis Turistik, who 
is also General Secretary of Turkey’s 
Duty Free Operations and Suppliers 
Association, will discuss the crucial 
Turkish business, one of Europe’s most 
dynamic and vibrant duty free markets.
Amrita Banta, Managing Director, 
Agility Research & Strategy, will 
present the company’s latest research 
on the travelling Indonesian consumer. 
With over 100 million middle-class 
Indonesian consumers forecast to 
emerge over the next decade, she will 
discuss how brands and retailers can 
adapt to their needs.

TfWa World eXhiBiTion show preview 2013 WORkShOPS PROGRAMME
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SoftPals | Mike & Sulley
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SoftPals Mike & Sulley are your child’s glowing light friends that softly light up their bedroom. Thanks to these 
portable guide lights, your child can sleep safe and sound with a soft and cuddly companion by their side.
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stunnIng 
solerAs
William Grant launches a major new malts 
collection ahead of Cannes. Ian Hill reports. 

Last month William Grant & Sons 
flagship brand, Glenfiddich, the 
‘world’s most awarded single malt’, 
unveiled a new range of three 
whiskies called the Glenfiddich Cask 
Collection, at hamburg and Singa-
pore Changi airports, exclusive to 
travel retail. 

Glenfiddich Select Cask and Glenfiddich 
Reserve Cask have been available from 1 
September, exclusively at Heinemann Duty 
Free Shops and DFS Group stores, until 
April 2014. The third expression in the range 
Glenfiddich Vintage Cask will be introduced 
in early 2014 and the full range will be avail-
able to other global retailers after April.

Glenfiddich Select Cask is described as 
an “elegant whisky with layers of sweet-
ness, spice and hints of citrus, matured in 
hand-selected aged Bourbon, European 
oak and Californian Red wine casks to 
impart a beautifully soft taste”. Glenfid-
dich Reserve Cask is matured in Spanish 
sherry casks “used for their mellow and 
rich flavour characteristics,” adds WGS. 
“Deliciously smooth and silky, the whisky 
is sweet and spicy, with a complex flavour 
that evolves in the glass. Glenfiddich 
Vintage Cask is matured in European 
Oak and American Bourbon casks to 
impart a smoky, peaty taste that lingers 
intriguingly with intermingled leafy, floral 
undertones”. The characteristics of each 

trend this year has been towards the  
peaty varieties.”
Glenfiddich’s Malt Master Brian Kinsman 
said: “Creating whisky isn’t only about 
age, it’s about personal taste and flavour, 
and the Glenfiddich Cask Collection has 
evolved to give Glenfiddich drinkers the 
perfect combination of quality, satisfac-
tion and choice. Glenfiddich has a long 
and illustrious history of innovation within 
the single malt category and these latest 
additions allow us to offer single malt 
aficionados the best of both worlds – a 
range of age and no age whiskies crafted 
for their innovative flavour profiles.”

Golden Village GO2

Hamburg Airport were Gunnar and Claus 
Heinemann who proudly showed visitors 
around the enlarged wine, champagne, 
and spirits sections within their 1,400sqm 
main store in Terminal 2. Hamburg is a 
popular connecting airport for German, 
Italian and Russian travellers with 
price-savvy German domestic customers 
checking prices on their phones “always 
looking for a bargain”, said Claus.

innovaTion anD smaRT  
acTivaTion
This new trio of malts ideally meet their 
needs for, as Rita Greenwood, MD of 
Global Travel Retail at William Grant & 
Sons, commented: “The Cask collection is 
priced at a far more accessible point than 
most exclusive products. We have shared 
research with Heinemann and learnt from 
taste panels. We know that 60% of malt 
whiskies sold in travel retail are bought 
as gifts. We will replace Glenfiddich 12 Year 
Old, Glenfiddich Rich Oak and Glenfiddich 15 
Year Old Solera with the new Cask Collec-
tion Range and don’t want to offer skus 
that are available in the high street. Global 
travellers are looking for exclusive gifts that 
they can’t buy domestically, making this the 
natural environment to launch Glenfiddich’s 
premium collection of rich and mellow 
single malts. Glenfiddich has always been 

whisky are the result of maturation in a 
variety of oak casks, followed by a finish in 
one of three newly installed and specially 
created Cask Collection Solera Vats. The 
Solera process, pioneered by Glenfiddich 
in 1998 to create its 15 Year Old, marries 
handpicked single malt whiskies together 
for at least two months, creating rich 
balanced whiskies with complex flavours.
In attendance at the European launch at 

a pioneering, lifestyle brand and we never 
seek celebrity endorsement. Look here 
at the striking redesign of the Glenfiddich 
packaging and display for this high profile 
brand activation. The double C lozenge 
really stands out as part of the message.”
Ian Millar, Glenfiddich’s Global Brand 
Ambassador Distiller added: “There is a 
greater curiosity amongst consumers about 
the malt whisky distilling process and the 
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LEADINg BRANDS 
COmE tO CANNES
The broad range of companies exhibiting at TFWA World 
Exhibition for the first time or returning after a short 
absence emphasises the importance of the event in the 
development strategies of many high-profile international 
brands. Here, we profile a selection. Further profiles will 
follow in subsequent issues of The Daily.

coLiBRi gRouP 01
AMBASSADEURS VILLAGE U2

Who aRe you?
Colibri is a global men’s lifestyle brand 
with nearly 80 years of history, currently 
distributed in 45 countries worldwide. 
Most famous for its smoking accessories, 
Colibri has developed a coordinated range 
of writing instruments, men’s jewellery 
and fashion accessories that was success-
fully launched into travel retail at TFWA 
Asia Pacific Exhibition & Conference in 
May 2013. The range is inspired by the 
Art Deco period, designed in our studio in 
London and engineered to our exacting 
standards using a combination of classic 
and cutting-edge materials.

Who Buys youR PRoDucTs?
The ranges are predominantly targeted 
towards the 25-40 age group professional 
male, who seeks individual expression at 
an accessible price.

Why exhiBiT noW?
Following the high levels of interest 
expressed in Singapore, Colibri is eager 
to build the brand in travel retail. TFWA 
World Exhibition gives us the opportunity 
to offer the brand to a more global 
audience, reflecting the success  
Colibri enjoys in domestic markets  
around the world.

WhaT aRe youR oBjecTives?
To find further partners who recognise the 
opportunity for a masculine brand that 
is well-conceived, accessibly priced and 
manufactured to exacting standards.

WhaT is youR unique seLLing 
PoinT (usP)?
Colibri is a well-known, luxury British 
brand designed and manufactured to 
retail at a price level that is entirely 
under-represented. As such, it offers 
incremental sales to duty free operators 
that complement existing brand listings. 
The travel retail range benefits from the 
brand’s ability to offer exclusive gift sets 
using different combinations of product 
that are not available on the domestic 
markets.

DiveRse FLavouRs 02
RED VILLAGE L34

Who aRe you?
The Diverse Flavours portfolio of South 
African premium wines offers a unique 
variation of regionalism, diversity, history, 
and taste profiles. Our wines are targeted 
at all sectors of the travel retail market 
– airport duty free shops, airline inflight 
duty free shops and onboard pouring, 
cruise and ferry operations, and diplo-
matic operations.

Who Buys youR PRoDucTs?
To date we have been focused on develop-
ing our business in Asia and the Middle 
East, where we currently have listings 
for our wines with: DFS, Dubai Duty Free, 
Lotte Duty Free, Sky Connection, King 
Power, Plaza Bali, Korean Air, Asiana 
Airlines, Bangkok Airways, ANA, Cathay 
Pacific, Dragonair, and many regional 
Border duty free shops. We are in talks 
with numerous operators on expanding 
their wine ranges with our premium South 
African wine portfolio. South African wine 
is still a relatively small sector in duty 
free, but interest is growing from both 
consumers and operators who understand 
that we can offer a new, exciting profit/
margin stream.

 
 

Why exhiBiT noW?
Our strategy is to evolve and grow the 
knowledge and uptake of premium South 
African wine into the duty free sector. 
TFWA World Exhibition is a stepping stone 
in our strategy. It allows us to expose our 
wines to new, existing and future clients 
throughout the world. 

WhaT aRe youR oBjecTives?
The key business objectives for Diverse 
Flavours are to: meet existing customers 
from Asia and the Middle East who we are 
either currently working with or are in 
negotiations with; meet new customers 
from Europe and the Americas and intro-
duce our range of premium South African 
wines; network with as many people as 
possible – the travel retail business is a 
great business where people really help 
each other; and generally, get customers 
to taste our wines and introduce some 
new products and concepts.

WhaT is youR usP?
The Diverse Flavours business model of 
flexibility, speed, and service offers our 
customers the opportunity to consolidate 
great South African wines from multiple 
wine estates with ease and reliability.
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coccineLLe 03
BAy VILLAGE BAy 19B

agaTha 04
GOLDEN VILLAGE GO11

Who aRe you?
Leading brand in fashion bags and acces-
sories founded in 1978 in Parma, where 
its head offices are currently located. 
Coccinelle produces four collections 
every year, with a wide range of products 
offering women a wide choice of bags, 
footwear, purses and fashion accessories, 
including jewellery and scarves. Experi-
ence, precision, attention to detail, quality 
and simplicity – these are the keywords 
behind the Coccinelle brand: always an 
icon of elegance and Italian design. Each 
product is hand crafted and updated year 
after year, with a special focus on the 
selection of top quality materials.

Who Buys youR PRoDucTs?
The Coccinelle woman is very dynamic, 
dividing her time between work and 
family. Therefore, she looks for comfort 
and functionality, but always with a touch 
of glamour and style. She is smart and 
independent and not a fashion victim.

Who aRe you?
Agatha Paris is a French brand, founded 
by Michel Quiniou in Paris in 1974. He 
launched a line of fashion jewellery with 
an unusual goal in mind: to transform 
cheap into chic. His first boutique featured 
outstanding and innovative designs that 
earned him deep adoration from trend-
setting French women. In July 2006, 
Michel Quiniou sold Agatha to King Power 
Group, which gave the brand the ambition 
to become an international reference in 
fashion jewellery. With more than 300 POS 
in the world, Agatha is now developing 
its network beyond Europe, through the 
Asian and Middle East regions, in order to 
expand the influence of its heart-warming 
French style.

Who Buys youR PRoDucTs?
Females aged 7-77. Agatha offers a 
range of diverse styles suited for all ages 
and all occasions.

Why exhiBiT noW?
Coccinelle is going through an important 
process of internationalisation and this 
includes also a strong focus on the travel 
retail channel. TFWA World Exhibition is 
the right place to be to become visible 
to the most important operators in this 
business segment.

WhaT aRe youR oBjecTives?
Coccinelle is aiming to confirm its role on 
an international level, contacting all major 
players in the travel retail business and 
starting profitable cooperation through 
actual and new potential partners.

WhaT is youR usP?
Coccinelle represents versatile style, 
perfect for the busy woman, the mother 
or the fashionista. Made with quality and 
design, reliability, style, functionality and 
elegance, comfort and simplicity.

Why exhiBiT noW?
Agatha has recently launched into the 
travel retail sector. We have already 
exhibited at TFWA Asia Pacific Exhibition 
& Conference in Singapore. We look to 
make key contacts and gain valuable 
exposure for the brand, which is made 
possible by the large number of attendees 
at the conference. Also, by exhibiting we 
are able to create some presence within 
the industry.

WhaT aRe youR oBjecTives?
• Meet with buyers and operators for key 

markets and locations
• Exhibit new products and marketing 

communications
• Create brand awareness
• Assert our presence in the industry and 

within our category
• Display visual merchandise, and new 

travel retail specific furniture and fixtures

WhaT is youR usP?
Agatha has a wide range of products, in 
line with the latest fashion trends. The 
affordability of the brand allows custom-
ers to purchase multiple pieces and 
create a customised look for themselves. 
Many of our pieces can be mixed 
and matched to suit exactly what the 
customer needs.
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sTanD name viLLage sTanD secToR

AGATHA ...............................................................Golden Village ............................. GO11 ................................................. Jewellery / Watches

APPARTEMENT A LOUER  memBeR ..................Ambassadeurs Village ................ U6...................................................... Jewellery / Watches

ARALDI 1930 .......................................................Red Village .................................. L17 ................................Fashion / Accessories / Luggage

ARMAGNAC JANNEAU  memBeR ......................Green Village .............................. K62 ............................................................. Wine & Spirits

BEAR HUG INFUSIONS BY..................................Blue Village ................................. B8 ............................................................... Wine & Spirits
INNOVATIVE LIQUORS

BURBERRY ..........................................................Riviera Village ............................. RH16 ......................................... Fragrances & Cosmetics

BUTTERFLY TWIST  memBeR ............................Yellow Village .............................. F45 ................................Fashion / Accessories / Luggage

COACH  memBeR ...............................................Bay Village .................................. Bay Terrace 3 ................Fashion / Accessories / Luggage

COCCINELLE .......................................................Bay Village .................................. Bay 19B .........................Fashion / Accessories / Luggage

COLIBRI GROUP ..................................................Ambassadeurs Village ................ U2...................................................... Jewellery / Watches

CORDIER MESTREZAT ........................................Yellow Village .............................. G40 ............................................................. Wine & Spirits 
GRANDS CRUS  memBeR

CRETA MEL SA ....................................................Red Village .................................. K1 ............................................Confectionery & Fine Food

DISTELL  memBeR .............................................Yellow Village .............................. E30 ............................................................. Wine & Spirits

DIVERSE FLAVOURS ...........................................Red Village .................................. L34 ............................................................. Wine & Spirits

ENESCO  memBeR .............................................Red Village .................................. L32 ...................................................................Gifts / Toys

ENOITALIA ...........................................................Mediterranean Village ................ P10 ............................................................. Wine & Spirits

GALLO SPA  memBeR .........................................Green Village .............................. H60................................Fashion / Accessories / Luggage

GIANNI VERSACE SPA  memBeR .......................Riviera Village ............................. RA4 ...............................Fashion / Accessories / Luggage

GLOBAL DRINKS FINLAND  memBeR ...............Yellow Village .............................. H63............................................................. Wine & Spirits

GROUPE PANTHER  memBeR ............................Green Village .............................. M54 ........................................... Fragrances & Cosmetics

HANNA - WALLMARK - SWEDEN ......................Green Village .............................. L73 .................................................... Jewellery / Watches

HANRO OF SWITZERLAND .................................Blue Village ................................. G24 ................................Fashion / Accessories / Luggage

HARIBO  memBeR ..............................................Bay Village .................................. Bay 11B ...................................Confectionery & Fine Food

HERVE GAMBS ....................................................Green Village .............................. K68 .....................................Home decoration / Tableware

KING’S TOBACCO INTERNATIONAL ...................Red Village .................................. J2 ..........................................................................Tobacco

MADEMOISELLE DE MARGAUX ..........................Red Village .................................. K7 ............................................Confectionery & Fine Food

MASSIMO TRULLI ...............................................Green Village .............................. M60 ...............................Fashion / Accessories / Luggage

MOLIABAL ...........................................................Ambassadeurs Village ................ U1.....................................................................Gifts / Toys

MONDAINE WATCH  memBeR............................Marine Village ............................. R4 ...................................................... Jewellery / Watches

NAPAPIJRI  memBeR .........................................Riviera Village ............................. RG6 ...............................Fashion / Accessories / Luggage

NOUBA PROFESSIONAL MAKE UP ....................Green Village .............................. K60 ............................................ Fragrances & Cosmetics

PACIFIC CREATION  memBeR ............................Blue Village ................................. C8 .............................................. Fragrances & Cosmetics

PATON’S MACADAMIA ........................................Green Village .............................. L37 ..........................................Confectionery & Fine Food
PLANTATIONS PTY LTD  memBeR

PAUL & SHARK  memBeR ..................................Riviera Village ............................. RF9 ...............................Fashion / Accessories / Luggage

PHANTASYA ........................................................Ambassadeurs Village ................ U4...................................................... Jewellery / Watches

PHILIPS CONSUMER LIFESTYLE  memBeR ......Blue Village ................................. G6 .................................................................... Electronics

RED BULL RACING EYEWEAR  memBeR ...........Red Village .................................. L20 ................................Fashion / Accessories / Luggage

RITTER SPORT  memBeR ...................................Green Village .............................. L39 ..........................................Confectionery & Fine Food

SEN 7 ...................................................................Blue Village ................................. H1 ....................................................................Gifts / Toys

SERAPIAN MILANO  memBeR ...........................Green Village .............................. K40 ................................Fashion / Accessories / Luggage

SYMINGTON FAMILY ESTATES  memBeR ...........Red Village .................................. K5 ............................................................... Wine & Spirits

TENUTA SANTA ANNA ........................................Yellow Village .............................. E36 ............................................................. Wine & Spirits

TESSERON COGNAC ...........................................Red Village .................................. J19 ............................................................. Wine & Spirits

THEBALM ............................................................Green Village .............................. J66 ............................................ Fragrances & Cosmetics

TPR HOLDINGS ...................................................Red Village .................................. L22 ............................................ Fragrances & Cosmetics

ZWILLING BEAUTY GROUP  memBeR ...............Mediterranean Village ................ N13 ..................................................................Gifts / Toys
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