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With a swathe of new launches, innovative
collaborations and a focus on raising awareness,
niche fragrance suppliers are breaking free
from the mould and following their instincts in
order to grow their business. Words Faye Bartle.
While classic scents
are here to stay, niche
brands are upping
their game in order to
increase their slice of
the travel retail pie.
By pouring efforts
into limited edition
fragrances with a
‘wow’ factor and
nurturing relationships with retailers,
the category is benefitting from more variety.
“The successful launch
of our W Series signature
collection has been
a highlight for us in
travel retail. It helped
us showcase positive
growth in the business,”
said Abdulla Ajmal,
General Manager, Ajmal
Perfumes (Red Village
H18). “We have also taken
part in the first Master
of Fragrances event held
by DFS in Abu Dhabi.
In this we showcased a
limited edition collection of
20-year-old concentrated
Indian Dahn al Oudh
perfume that is blended
to perfection that tells
the tale of tradition and
regality and is bottled in
a beautifully handcrafted
piece of art, aptly called
Dahn Oudh Al Ittihad.”
Shaped to resemble a
falcon, the showpiece
is embellished with the
UAE flag colours. In
addition, each bottle is

02

01 3B International’s English
Laundry by Christopher Wicks.
The award-winning British
designer’s brand is known for
merging the British style with a
twist of rock and roll.
02 Ajmal’s W Series signature
collection is proving to be a
highlight in travel retail.

accompanied with a
24-carat gold plated
guarantee scroll and
descriptor.
“A total of 10 pieces were
available, of which one
piece is bejewelled with
embellishments on the
hood with 73 carats of
real gemstones, featuring white and black
diamonds, rubies and
emeralds,” said Ajmal.
“This is the ultimate statement of royalty that pays
its respect to the heart of
Al Ittihad. It is also a proud
moment for Ajmal.”
The company is currently
looking at avenues to

further grow its business
with new listings onboard
airlines and in duty free
stores. Indeed, Ajmal
has hinted that some
new locations will be
announced shortly. “We
are currently working
on having a shop-inshop concept through
which we will introduce
an innovative concept
of creating your very
own fragrance with the
option to have it as a
perfume oil or spray,”
said Ajmal. “Through
this concept we aim to
bridge the gap between
customer preference and

purchasing what they
desire.”
Cofinluxe (Red Village
K35) has been busy in
Turkey at Antalya Airport,
where its Parfums
Salvador Dali and
Parfums Charriol brands
have achieved doubledigit sales increases
compared with 2013.
“We are particularly
satisfied with the results
of Parfums Charriol,
which was just introduced a few years ago,”
said Valerie Dufournier,
Director of Communications, Cofinluxe.
“We have also recently
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ABDULLA AJMAL:
“A TOTAL OF 10 PIECES
WERE AVAILABLE, OF
WHICH ONE PIECE IS
BEJEWELLED WITH
EMBELLISHMENTS ON
THE HOOD WITH 73
CARATS OF REAL
GEMSTONES, FEATURING
WHITE AND BLACK
DIAMONDS, RUBIES AND
EMERALDS.”
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been concentrating on
reinforcing our presence
at airport shops in Brazil.
The notoriety of Parfums
Salvador Dali in Brazil is
currently peaking due to a
big exhibition on Salvador
Dali in Rio and São Paulo
from May to December
2014. Further to this, we
have opened an airport
shop in Argentina.”
In future, Cofinluxe is
looking to achieve growth
in the eastern Mediterranean, where it hopes
to capitalise on the large
numbers of eastern and
CIS travellers. Scandinavian ferry companies are
also a top target.
Another example of a
brand that is leveraging
its core values is German
fragrance house Mäurer
& Wirtz (Green Village
K50), which opened a
104sqm 4711 shop-inshop, rather fittingly, at
Cologne Bonn Airport
in close collaboration
with Heinemann in April
2014. The store offers a
multi-sensory experience, which features
a fragrance table

showcasing the pure
oils used as ingredients
in 4711 Original Eau
de Cologne. Information labels provide a
description of the oils
along with details about
their aroma-therapeutic
effects. Shoppers can
immerse themselves in
the world of 4711 and
find out how the scents
are created using a large
touchscreen display
set into the tabletop.
There are also fragrance
experts on hand to
provide information and
answer questions.
This will swiftly be
followed by further
international rollout
into travel retail of the
4711 brand.
“No other fragrance
brand in the world
has such a unique and
comparable longevity,”
said Jan Marcel Katuin,
Director International
Sales, Mäurer & Wirtz.
With a presence in 140
markets around the
world, the company
attributes its success
to its “creativity and

unerring instinct for
trends”. “In travel
retail we bring a strong
portfolio of international
prestige, iconic and
beauty brands, including Baldessarini, 4711
and Tabac Original,”
said Katuin. “Retailers
can help us by creating
experiences and placing
stronger emphasis on
facilitating storytelling by
brands.”
The brand marked the
222nd anniversary of 4711
on 8 October 2014, and
is launching three new
products in travel retail to
celebrate. The products
are 4711 Acqua Colonia
Miniature Set, a limited
edition Nostalgia Tin and
Artist Edition 2014 – an
800ml bottle showcasing
designs by husband and
wife team Koralie and
Supakitc, of which only
944 pieces are available
in total.
“2014 is a special year
for 4711,” said Katuin.
“The brand is 222 years
old, which is a grand and
almost unique heritage
for a fragrance house. We

are especially proud to
be launching these SKUs
in travel retail and are
especially delighted that
our limited edition Artist
Tin 2014 will feature in
travel retail in our 4711
store at Cologne Airport.”
Also leading the trend
for special editions, 3B
International (Blue Village
C8) has introduced a deluxe
coffret set containing four
20ml bottles. This has
been met with success
throughout North America,

especially in prestige
department stores such
as Nordstrom and Lord
and Taylor, as well as
speciality shops. “Our
unique set allows the user
to choose from our top
men’s fragrances, but in a
miniature version, which is
perfect for those on the go,”
said Jaime Lyn Lio, Senior
Account Manager, 3B
International. “We feel this
project is very innovative.
Not only does the set allow
for a choice of fragrance,

but it also comes securely
packaged in a hard shell
box to ensure the
ultimate in protection
when travelling.”
3B International is striving to become an industry
leader in the travel
fragrance category and a
key part of the strategy is
introducing new designs,
growing its existing
product assortment and
increasing popularity both
in its existing markets
and new markets.

03 The new Philippe Eau de Parfum Pour Homme by Charriol is a
reflection of Philippe Charriol, the founder of the timepiece and jewellery
brand. The scent belongs to the ambery fougère olfactory family.
04 Cofinluxe’s La Belle et L’Ocelot is a feminine scent by Salvador Dali
inspired by a species of wild cat.

Winx Fairy Couture scents are based on the Italian animated television series and
inspired by its three most popular Fairies: Stella, Flora and Bloom.
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NEW Dual Ended Contouring Stick
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THE HELLO KITTY
FOREVER SET, A TRAVEL
RETAIL EXCLUSIVE,
CONTAINS A SET OF FIVE
5ML EDTs.

LITTLE SQUIRTS
Looking at children’s
fragrances specifically,
it’s easy to see that there
is still plenty of scope for
development.
“We have been focusing
on children’s fragrances
and have found that this
is a field in which we have
no competition,” said
Antonio Lemma, CEO,
First American Brands
(Mediterranean Village
N5). The company sells
children’s fragrances
and body products under
its Petite Beaute brand,
which groups together
licensed brands including The Smurfs, Disney
Princess, Disney Winnie
the Pooh, Dora the
Explorer, and SpongeBob
SquarePants, among
others. “Our prices are
our most powerful attribute,” said Lemma. “We
make products with very
competitive and affordable price positioning and,
of course, the exclusive
custom design of each
of our brands is key to
making the sale happen.
We don’t use any stock
bottle or component, but
always build dedicated
and custom designs for
all the products we do.”
Making sure the product
selection is the best fit
for the location is top of
mind for Koto Parfums
(Yellow Village B16).
“Latin America and North
America are territories

where we can certainly
up our game,” said
Export Director, Olivier
Mariotti, Koto Parfums.
“We recently reorganised
our partnerships there to
be more in support of the
retailer and make sure we
bring them the appropriate answer in terms of
product selection and
merchandising.”
With over 50 inflight
listings and a travel
retail presence on all
continents, the company
is forging ahead with
growth. “After bringing
a noticeable revolution
in our segment on the
miniature set collectable market, we’re now
working to deliver more
added value products that
are positioned higher in
the market to emphasise
the quality and provide the
consumer with a proposal
for gifting needs,” said
Mariotti. “This will bring
retail opportunities to
the trade outside of the
traditional peaks during
the summer and towards
the end-of-year holidays
and festive period.”

SIGNATURE SCENTS
IN BLOOM
Finding a foothold in
travel retail is undoubtedly harder for niche
brands, but efforts are
being made to raise
awareness of the great
potential of these
products.

“What would help us
would be convincing
retailers that even if it is
easier to purchase only
from giant corporations
who now have most of
the control over the retail
environment, the risk for
them all is to sell only
ordinary products and
not to offer the consumer
new and original items
that come from smaller,
more creative companies
that can enrich the selection,” said Lemma. “The
fragrance business is now
controlled globally by a
small number of large
multinational groups and
so there is little chance
to expand the category,
as normally these large
groups lack creativity
and bank on positioning
power. The business is
like a cake where 95% of
it is already assigned in
advance and we all fight
to share that small 5%
that’s left over. I see very
little growth prospects in
the near future.”
“Instead of focusing
exclusively on international groups’ brands
with the same offer
everywhere and anywhere
in the world, which is
the rule followed by all
buyers whatever the
country or the region,
retailers could give some
more additional choice to
their customers by giving
some space and exposure
to challenger brands,”

agreed Dufournier.
“Nothing is more fragile
than a brand’s image.
To safeguard that image
and positioning, selective
brands should control
quantities, distribution
and prices to avoid

the risk of becoming
a commodity. With
the launch of so many
new products that do
not find space on the
shelves, many branded
products can be found
on parallel markets and

the internet at highly
discounted prices. This
has given rise to the
exclusive distribution of
niche concepts adopted
by consumers who want
to use perfumes, not
commodities.”
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ANTI-WRINKLE

PEARL
REVOLUTION.

NEW

UNBEATEN ANTI-WRINKLE
POWER OF Q10PLUS PEARLS.
ONLY FROM NIVEA.

NIVEA WORLD‘S NO. 1 SKIN CARE BRAND*
VISIT US AT STAND NUMBER RE 13 AND FIND OUT.

* Euromonitor International Ltd.; NIVEA by global brand name in the
categories Body Care, Face Care and Hand Care; in retail value terms, 2013.
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In the meantime,
suppliers are looking
for innovative ways to
enhance sales.
“Airlines are definitely
where we perform the
best,” said Mariotti.
“There, we do not
suffer from the limited
merchandising foothold
given to kids’ fragrances
compared to the adult
product. It’s a retail
environment where we
can more easily call
upon the ‘guilty parent
syndrome’, as everyone
wants to bring back a
small gift to their loved
ones from a trip abroad.”

“We are constantly
innovating our product
mix to give the customer
something new and exciting, while still maintaining our best-in-class
products,” added Lio.
“We believe the fragrance
category will overlap
into other categories to
become more universal.
There will be constantly
new uses for fragrance
created, which, in turn,
will build an even greater
awareness of the industry. This will lead to the
category discovery in
more countries where
the fragrance demand

JAIME LYN LIO:
“WE BELIEVE THE
FRAGRANCE CATEGORY
WILL OVERLAP INTO
OTHER CATEGORIES TO
BECOME MORE
UNIVERSAL.”



is still evolving and
constantly growing.”
Building more space
for promotions can
help brands to reach
their goals and, in
turn, helps place these
harder-to-find scents
in the spotlight where
they can flourish.
“We remain a try and buy
category, so the more
opportunities we have to
sample to more people,
the higher the conversion rates will be,” said
Ajmal. “There will be a
push for niche products
and perfumer endorsements will be on the rise.
Travelling customers
are increasingly on
the lookout for unique
fragrances. They want to
ensure the purchase has
a signature value and will
be something different
for the recipient. A lot
of our clients adore our
products because everyone keeps asking them
what they are wearing –
this signature mark is the
future for this category.”

FRAGRANCES & COSMETICS SUPPLEMENT

Mäurer & Wirtz opened a
104sqm 4711 shop-in-shop at
Cologne Bonn Airport in close
collaboration with Heinemann in
April 2014. Shoppers can immerse
themselves in the world of 4711
and find out how the scents are
created using a large touchscreen
display set into the tabletop.
There are also fragrance experts
on hand to provide information
and answer questions.
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01 Sirpea Spa uses all the tools it has
available to help customers find the
products that best suit them.
02 3LAB Co-founder and Creator Erica Chung.
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BESPOKE
BEAUTY
When it comes to looking good, the savviest
consumers are seeking a personalised
approach to their beauty and grooming
needs. From smart foundations to
moisturising creams built around the
customer’s DNA, suppliers share how they
are targeting individuals. Words Faye Bartle.

02

Brands that offer a tailor-made approach to
beauty present an attractive proposition and
with new and innovative ways to offer bespoke
solutions, an increasing number of companies
are getting in on the action.
In the Sirpea Spa (Green Village L61) range, there
is a product called Myskin Care, which requires the
consumer to take a DNA test so the company’s beauty
boffins can create a formulation based on that.
“We use all tools we have available to help customers
find the products that best suit them, from cosmetologists and beauty consultants to skin analysis and DNA
tests,” said Dario Belletti, President, Sirpea Spa.
While a DNA-based product may sound extreme, the
concept is sure to pique the interest of those who are
serious about skincare. Indeed, engaging customers is
vital when it comes to developing a new product or range.
“We actively listen to customer needs and concerns
and analyse what we like to use when we travel, which
helps create products that offer a bespoke solution to
current or future beauty needs,” said Christina Oresajo,
Communications & Marketing Manager, 3LAB (Green
Village L63). “After identifying the needs, it is a
matter of finding the right partnerships to help cater
to them in a cost-effective way.”
“Bringing out the right product at the right time that
addresses the right need means that we directly engage
with consumers in domestic markets in their native
tongue,” added Anja Borum, Sales & Marketing Director
at Gosh Cosmetics (Riviera Village RF5). “We also attend

Photo credit: Eduard Genserek
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3LAB TRAVELER TRIO SET.

trend fairs and conduct
consumer research, and
we make use of focus
groups and test panels,
which provide valuable
feedback.”
Having its own laboratory and production
facility allows Gosh to
get a handle on trends
in a fast and efficient
way. Hence, its range
of hybrid skincare and
cosmetic products is
ideal for those looking for
fuss-free regimes. Just
one example of this is the
CC Cream – Illuminating
Foundation, which delivers five results in one,
including coverage and
sun protection.
Rituals (Red Village
L17) also has a tailormade skincare collection, which features a
variety of products and
programmes according
to the individual needs
of the consumer. “In
combination with our
laboratories’ advanced

technology, we have
developed high quality
products to take care
of your skin in the best
way,” said Neil Ebbutt,
Director Wholesale,
Rituals Cosmetics. “The
Advanced Botanical Skin
Care collection consists
of the following structure:
cleansing, sensitive,
hydrating, anti-aging and

03
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anti-wrinkling.”
Another brand that takes
a subtle approach to the
theme is Nivea (Riviera
Village RE13). “Nivea
always puts the consumer
first in everything we do,”
said Sigmar Werz, Director e-Commerce & New
Routes to Market, Nivea.
“Examples of our bespoke
initiatives in this field
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03 “Nivea always puts the
consumer first in everything we
do,” said Sigmar Werz, Director
e-Commerce & New Routes to
Market, Nivea.

04 Having its own laboratory and production
facility allows Gosh Cosmetics to get a handle on
trends in a fast and efficient way. Hence, its range
of hybrid skincare and cosmetic products is ideal
for those looking for fuss-free regimes.

include the development
of the dedicated men’s
line over previous years.
We found that men were
using women’s products
and needed their own
dedicated range, from
deodorants to face care,
that specifically targets
men’s skincare needs.”
The company’s upcoming
product launch in travel
retail in the first quarter
of 2015 is the Q10 Pearl
Serum, which is for
“women who don’t feel
their anti-ageing skincare
routine is complete
without the addition of a
serum”.
“In the Middle East we
adapted our innovative In
Shower Body Moisturiser
to include a musk scent,”
added Werz. “We reacted
to local knowledge and
adapted a bespoke offer
for the region.”
The brand’s experience
shows that it doesn’t
have to cost a fortune
to go down the bespoke

route. “Nivea’s prices
are renowned for being
incredibly high value
for money – our prices
start at €2,” said Werz.
“Still, adapting an offer
in the masstige market
into a bespoke masstige
offer can be done costeffectively.”
“Our range of products
caters to a variety of

04
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beauty concerns, whether
it’s problem skin or just
wanting to ensure that
your complexion looks
youthful and fresh,” said
Sally Curson, Founder,
Face Matters (Blue
Village G13), which is
being exhibited on the
World of Patria International stand. “In order to
make sure our customers

FRAGRANCES & COSMETICS SUPPLEMENT

Rituals has a tailor-made
skincare collection, which
features a variety of
products and programmes
according to the individual
needs of the consumer.

find the right product
for them we offer expert
skincare advice through
our trained consultants
and also via our website,
where we host an online
blog. We also run a
number of trials to allow
individuals to test our
products, so they can be
sure they are suitable for

their skin.”
The trend for tailor-made
beauty solutions extends
to the hair care category
too, with Toni&Guy, being
showcased by Unilever
International Travel
Retail (Blue Village
G6), flying the flag for
women who want to take
charge of their hairstyle.

RZ_EKW222_EN_Quer_228x163mm_PFADE.indd 1

“Toni&Guy Hair Meet
Wardrobe (HMW) is all
about creating your own
look to express one’s
personal style,” said
Rosalyn Frayna, Business
Manager, Global Travel
Retail. “We have exclusive
travel retail packs that
consist of pre-selected
items to recreate a look, in
a handy, travel-friendly kit.”
Toni&Guy also uses its
Fashion Week Experience
to set trends for the season,
with how-to videos so fans
can create catwalk worthy
looks at home. “The Style
Collective, comprised
of Toni&Guy’s Global
Hair Ambassador Mark
Hampton; Style Expert and
Blogger Susie Bubble;
Fashion Protagonist Lulu
Kennedy; and Super Stylist
Anna Trevelyan, work on
future trends forecasting
for both hair and fashion,”
said Frayna. “The results
are not only the looks
seen on London Fashion
Shows, but also on
season campaigns. These
in turn are reflected in
all our in-store presence
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with our key visuals
showcasing the look for
each style collection.”

THINKING OUTSIDE
THE BOX

“Toni&Guy Hair Meet Wardrobe is all about
creating your own look to express one’s
personal style,” said Rosalyn Frayna,
Business Manager, Global Travel Retail.
“We have exclusive travel retail packs that
consist of pre-selected items to recreate a
look, in a handy, travel-friendly kit.”

Delivering more than
just the promise on
the packaging is vital in
attracting a loyal following.
“As often as possible
we try to have our
Co-founder and Creator
Erica Chung hold press
events and meet and
greets, which gives her
the opportunity to share
her passion and vision for
the brand,” said Oresajo.
“These special events
also give customers the
chance to meet with her
and discuss their experience with the brand. We
find that speaking directly
with the customer helps
build a trusting relationship
with our clients.”
Rituals agreed that the
level of service towards
the end consumer is
becoming more important
than ever before. Hence,
it has developed the
Rituals Academy. “By

01.10.14 12:37

FEEL THE DIFFERENCE, FEEL FLAWLESS
ANTI-AGEING SKINCARE
Luxurious skincare with a unique, and
potent blend of highly-active botanical oils
synergistically blended with pure organic
mineral silicon to stimulate the production
of collagen. Contains no ineffective bulking
agents – just super-active botanicals.
Face Matters understands the needs of
ageing skin and our products have been
developed to work together to give you
ﬂawless, radiant skin.

Visit www.facematters-skincare.com
and join the VIP CLUB to enjoy
privileged discounts of up to 40% off.
FaceMattersSkincare
@FaceMatters
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supporting different
aspects of the brand, this
tool will create a higher
level of knowledge and
involvement. It is a very
important and instructive
way to educate employees
and store staff to hand
down knowledge and
create the ultimate
shopping experience for
our consumers,” said
Ebbutt. “Besides that,
every store is provided
with a water island,
where you can try, test,
smell, feel and experience our products.”
Having an in-store
animation is certainly a
proactive way to capture
the imagination. “Soon to
be appearing at some of
our travel retailer partner
stores is an amazing
piece of technology that
we currently use at our
legendary Nivea Haus
spa in Hamburg,” said
Werz. “The Skin Code
Reader is a world first for
skin analysis. The device
measures the patient’s

personal skin profile with
scientifically recognised
methods, using sensors
and a digital skin camera.
The result of the diagnosis is a ten-digit skin code
that is kept in a personal
skin pass and is the basis
for a tailor-made care and
treatment plan. The Skin
Code Reader analyses the
skin using 10 parameters,
such as the sensitivity of
the skin, moisture levels
and tension/elasticity.”
Ahava (Green Village M62)
also launched a skincare
diagnostic tool which
asks the consumer very
specific questions about
their lifestyle, skin type
and skin concerns to build
their optimal skincare
routine. “The diagnostic
tool is a living, breathing
customer tool that is
constantly being updated
with each new product
launch,” said Natalie
Radzyner, International
Key Account Manager,
Ahava. “We also regularly
drive email campaigns

to educate customers on
how they can customise
their skincare regimen.
“Furthermore, we partner
with beauty bloggers for
their expert opinions. Just
recently, Ahava partnered
with preeme.com, a user
generated content site
that focuses on all things
about beauty. As part of
this partnership, many
different bloggers tried
Ahava products and gave
their views on how the
products performed and
how they could be incorporated into a skincare
regimen. It was a great
programme because
consumers heard from
digital ‘celebrities’ who
were completely unbiased
– their ultimate goal was
to give good information
to their followers.”
In stark contrast to
modern technologies,
Herborist (Bay Village
Bay 12A) believes that
beautiful skin is achieved
as part of an overall
balanced state, as per
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SALLY CURSON, FOUNDER,
FACE MATTERS: “RETAILERS AND
OPERATORS CAN HELP US ACHIEVE
OUR GOALS BY STOCKING OUR
PRODUCTS AND GIVING A NEW BRAND
A CHANCE AGAINST THE BIG BOYS.”

Chinese philosophy.
“Promoting a holistic
approach, Herborist
offers tailor-made
solutions to customers
by developing adapted
beauty rituals that link
together products and
services,” said Owen
Peng, Overseas Business
Development Manager,
Herborist.
The company is focusing
its efforts on interpreting traditional Chinese
herbal medicine in a
modern style to attract
consumers. “Herborist
is running various

AHAVA’S POP-UP
SALT SCULPTING
EXHIBITION AT TEL
AVIV BEN GURION
AIRPORT, ISRAEL.
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marketing activities to
increase brand awareness,” said Peng. “For
instance we organised a
six day ‘bus tour’ activity
last June in Paris, which
saw a double-decker
bus featuring the brand
identity stop at six different locations to encourage Parisians to discover
six aspects of Chinese
culture.”

TEAMING UP WITH
RETAILERS
Working in collaboration with retailers for
support can help drive the
message home.
“In today’s world, people
are looking to buy more
than just products,” said
Radzyner. “This is why,
in recent years, Ahava is
exposing its customers
to the brand’s values 
via various activities in
community engagement.
An example of this type of
activity took place at Tel
Aviv Ben Gurion Airport in
June 2014. As supporting
Israeli art is one of the
brand values, we shared
a pop-up salt sculpture
exhibition from the Dead
Sea Ahava Visitor Center.
The promotion gave those

who purchased a product
a souvenir photo of them
standing by the sculptures,
which was taken and
printed on the spot. As you
may guess, many of these
photos found their way to
social media platforms
such as Facebook, Twitter
and Pinterest.”
Nivea recently ran a
promotion at Düsseldorf
Airport, giving customers
20% off selected products
and the chance to collect
a personalised Nivea
Crème Tin. “The initiative
allowed customers to
have their picture taken
at the promotion space
and then have that image
printed directly onto the
Nivea Crème Tin along
with a personalised
message,” said Werz.
In a similar vein, the
brand’s new Zodiac Tin
collection is now available exclusively in travel
retail. Launching initially
with Heinemann, World
Duty Free, The Nuance
Group and Tallink, the
iconic 30ml Nivea Cream
tin has been given a
makeover with 12 new
designs featuring signs
of the zodiac, as well as
key words associated with
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HERBORIST’S BUS TOUR
IN PARIS IN JUNE TOOK
PLACE OVER SIX DAYS
AND STOPPED IN SIX
DESTINATIONS TO
ENCOURAGE PARISIANS
TO DISCOVER SIX
ASPECTS OF CHINESE
CULTURE.
each star sign’s personality. The Zodiac Tins,
which cost €2, are ideal
for self-purchasing and
gifting and only 75,000
pieces will be available.
Rituals is focused on
offering an unforgettable in-store experience.

“By offering customers
a cup of soothing herbal
tea or a complimentary
hand massage while
they test the products
in-store, they are
given the opportunity
to enjoy the moment,”
said Ebbutt. But the

experience doesn’t
stop there. “With a new
and innovative online
shopping experience,
a fast growing social
media platform and
even our own lifestyle
blog ‘Enjoy the Moment’
we create a three

dimensional brand
experience which helps
you enjoy the little things
in life,” said Ebbutt.
For 2014, Rituals
developed a range of
travel retail exclusives
to help travellers
unwind and relax with a

carefully selected range
of Rituals cosmetics
sets. Selected exclusively for travellers, and
based on its bestselling
cosmetic and beauty care
products, the bespoke
packaging is designed to
fit easily into luggage and

A new fragrance for her

is only available onboard
airlines, cruise ships and
at airports.
With so much activity to
give consumers exactly
what they desire, suppliers are adding another
rich layer to the beauty
category.

Size: 331mm X 228mm

TFWA 2014 AJMAL Stand location - Red Village H 18
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THE LUXURY
OF CHOICE
With a variety of
textures, skincare
benefits and price
points to choose
from, La Prairie
(Riviera Village
RE6) products
provide consumers with multiple
options when it
comes to purchasing
a product to suit
individual lifestyle
and beauty needs.
A key example of this is
its Skin Caviar Liquid Lift,
launched in H2 2014, which
delivers an instant lifting
and firming action and
comes in a portable, travelfriendly size. “By offering
various sizes and textures
within beloved collections
and products, brands can

reach an entirely new
audience with a formulation
that is tried and true,” said
Laurent Marteau, Head
Travel Retail Worldwide, La
Prairie. “We tailor stores,
services and merchandising layouts based on
specific local demands so
we can best meet the needs
of consumers frequenting
that destination. In Asia we
tend to stock a few lighter
shades of foundation than
in Europe, for example. In
the Middle East we tend
to have more fragrances
available than in the other
regions.”
Personalised service is
a corporate pillar, which
extends itself to every
single one of its doors.
“This is extremely important to all sectors of our

business, as we pride
ourselves on providing the
very best level of service
at all consumer touch
points,” said Marteau. “To
that end, we’ve rolled out
education programmes
intended to enhance our
beauty advisors’ selling
and service skills. In
addition, we have employed
multilingual advisors at
our travel retail doors to
provide consultations,
luxurious mini-treatments
and ultimately assist
consumers in selecting a
customised regimen for his
or her skincare needs.”
With everything from
treating shoppers to a hand
massage or a signature
facial during an Art of
Beauty spa excursion, La
Prairie is a leader when
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it comes to retail theatre.
In H1 2014 the company
focused primarily on
promotions for Cellular
Swiss Ice Crystal and in
H2 2014 its top-selling
Caviar – specifically Skin
Caviar Liquid Lift and Skin
Caviar Luxe Sleep Mask – is
receiving a push.
“Showcasing our products
in travel retail is about
supporting new launches
and promotions via visual
merchandising and
displays,” said Marteau.
“We’ve experienced
great success with our
consultation areas staffed
by specialists and animation events, and intend to
execute more of those.
At La Prairie, we believe
success is in the details,
which means executing
a commitment to luxury,
service, innovation, performance and quality at every
single one of our touch
points. When retailers
and operators believe
and embody the same
thoughtfulness into their
business, it proves mutually
beneficial.”

In H1 2014, La Prairie focused primarily on promotions
for Cellular Swiss Ice Crystal and in H2 2014 its topselling Caviar – specifically Skin Caviar Liquid Lift and
Skin Caviar Luxe Sleep Mask – is receiving a push.

Introducing the
new digital library
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Insight-driven activations delivering results
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BW CONFIDENTIAL
RINGS IN FIVE YEARS
BW Confidential celebrates its 5th anniversary in style with a special collector’s edition on
The Future of Beauty distributed at TFWA World Exhibition & Conference, along with its
bumper November-December magazine and the 100th issue of its electronic publication.
This year is rich in
anniversaries. Not
only is the TFWA
World Exhibition &
Conference celebrating its 30th edition,
but this fall marks
BW Confidential’s
fifth year of bringing
news, commentary
and analysis to
beauty executives
around the world.
BW Confidential, the
Paris-based trade
publication for the
international cosmetics
and fragrance industry,
launched in September
2009 when the world was
in the depths of recession. The headlines at
the time were dominated
by Lehman Brothers,
the subprime crisis and
bankruptcies, while the

oft-named recessionresistant beauty industry
was facing its own set
of difficulties: slowing
sales, major destocking by retailers and a
shaken consumer who
was wondering whether
she really needed
another lipstick or
fragrance.
Some saw the launch
of a new publication in
such a time of turmoil
as folly. However, for
the founding team of
BW Confidential, the
timing couldn’t have
been better. “When
times are tough isn’t
there a greater need for
independent, strategic
information? And when
the market is in the
grip of change, doesn’t
the need to stay on top
of the news and make

This year, to celebrate its fifth anniversary, BW Confidential
embarked on the ambitious project of compiling a special
collector’s edition on The Future of Beauty.

sense of the industry
become all the more
important?”comments BW
Confidential Editor in Chief
Oonagh Phillips. “Also,
launching in the midst of
a crisis meant that for BW
Confidential the only way
was up,” she adds.

IN-DEPTH ANALYSIS
OF THE GLOBAL
MARKET
BW Confidential launched
with the aim of providing in-depth analysis
and commentary on the
international beauty
industry. While the
number of free newsletter
services, websites and
blogs had mushroomed,
the company says that the
market lacked a publication that went beyond
basic news reports and
provided analytical articles
that delved deeper into
industry issues.
The team also saw a need
for a global perspective on the market. BW
Confidential covers the
beauty industry in all
major markets worldwide
with a strong focus on
the emerging countries
of today and tomorrow. This international
viewpoint is thanks to the
publication’s network of
experienced beauty and
business journalists in
key markets around the
globe, from Brazil to India
and from China to Russia.
Also key to its international coverage is the
BW Confidential team’s
presence at trade shows
and industry events
around the globe. “BW
Confidential is present
at more than 20 major

international trade shows
and events, including
the all-important TFWA
shows in Cannes and
Singapore. The circulation of our publication at
these events and having
our journalists on the
ground meeting industry
players is one reason we
have been able to build
the visibility of our brand
so quickly,” explains BW
Confidential Publisher
Nicolas Grob.

A GROWING OFFER
Over the past five years,
BW Confidential has
made much progress.
It launched as an
electronic publication
(in an easy-to-print
format), which is sent
to subscribers by email
every two weeks. Each
issue features an interview with an industry
player, a country report
or analysis of a market
issue, store visit and the
latest brand and retailer
news. The electronic
publication remains a
staple of its offer and
this October it will
publish its 100th edition.
But given the need in
today’s media market
for a mix of print and
digital, the publication
was quickly followed up

by a paper magazine.
The print magazine,
which is published four
times a year, includes a
range of features, from
CEO interviews, regional
reports, distribution
trends and travel retail
analysis to product
category data and the
industry’s latest moves
in digital. The magazine
is sent to subscribers
and also distributed at
industry trade shows
and events.
While in-depth analysis
remains the heart
and soul of the BW
Confidential brand,
the company also
saw a need to deliver
news headlines to the
industry as they happen.
In September 2013, it
completed its offer with
a daily news service.
“Every day, we publish
the most pertinent news
stories as soon as they
break on our website
bwconfidential.com.
On many occasions,
we have been the
first specialist beauty
media outlet to publish
important industry
news,” says Phillips.
BW Confidential’s news
headlines are also
relayed on its Twitter
feed @BWCbeautynews.

This year, to celebrate
its fifth anniversary, BW
Confidential embarked
on the ambitious project
of compiling a special
collector’s edition on
The Future of Beauty.
The magazine, which
analyses what the
beauty industry will
look like from a range
of different standpoints,
such as travel retail
and the new markets of
the future, is intended
to inspire and be a
useful tool that industry
executives can refer to
time and time again.
It is distributed at the
Cannes show, along
with the NovemberDecember issue of
the BW Confidential
magazine and the 100th
issue of the electronic
publication, which has
been printed exceptionally to mark this
anniversary.
BW Confidential founders
feel that the publication has
come a long way in such
as short time, but also say
that there is a lot more to
be done. Grob concludes:
“Next year, we will bring
more new projects and
unveil new developments
for the publication, so
keep reading and watch
this space!”

THE BW CONFIDENTIAL TEAM WISHES
TFWA WORLD EXHIBITION &
CONFERENCE A HAPPY ANNIVERSARY
AND CONGRATULATES THE
ASSOCIATION ON ITS EXCELLENT
WORK OVER THE YEARS.
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