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WELCOME MESSAGE

INTRODUCTION

A HEARTFELT THANK YOU
I would like to start
by thanking each and
every person who
attended the 30th
TFWA World Exhibition & Conference.
It was definitely one to
remember! With so many
great memories, from the
jaw-dropping fireworks
display on Sunday, the
champagne and cake
on Monday, the legendary Chic featuring Nile
Rodgers performing at Le
Premium Evening, and not
to mention the fantastic
weather, sometimes it
was hard to believe that
the week was primarily
about business.
Business, however, is
of course what it’s all
about, and feedback
to date indicates that
this year’s event was
extremely positive. The
figures certainly testify

to this and I’m pleased
to say that TFWA World
Exhibition & Conference 2014 was our most
successful to date, with
a total of 6,701 visitors
from 3,105 companies in
attendance (+6% from last
year). Of the total, 2,132
people were ‘key buyers’:
Duty free & travel retail
operators, and landlords
from airports, airlines,
ferry, cruise, border and
downtown concerns.
Another great success
was the opening conference, which saw a record
1,351 delegates attending – an impressive 36%
increase on last year.
Attendees saw unforgettable presentations from
General Colin Powell,
USA (Ret.) 65th US Secretary of State, and Alexandre de Juniac, Chairman
& CEO, Air France-KLM.
Expectations for next

year’s conference are
certainly going to be
on the higher end of
the scale!
I was delighted to catch
up with old friends and
also make new ones at
the various social events
scattered across the week.
It’s always a pleasure to
become better acquainted
with all the different
personalities that constitute this industry, and
make it what it is.
I’d also like to say a
heartfelt thank you to
everyone who helped raise
money for our TFWA CARE
project, which helps many
worthwhile causes – our
first (but not last) Charity
Run on Sunday in Cannes
was a phenomenal
success, with more than
150 running or walking
and having a great time.
This year also saw
the elections for the

Management Committee
and Board, and I would
like to welcome all the
new faces willing to give
up their spare time for the
Association.
So now here we are in
Dubai for the MEADFA
Conference, where
we have a compelling
programme planned. Over
two mornings, combining
presentations from key
industry players with
workshops, the idea is
to maximise interaction
between delegates and
speakers with real-time
voting and an emphasis on
Q&A sessions. This year
also sees the introduction
of the MEADFA Debate:
‘Do retailers do enough to
support premium brands
in Middle Eastern airport
retail?’, which I hope will
stimulate some honest
discussion. Networking is
also an important element

of the conference and I
look forward to catching
up with many of you at the
cocktail and gala dinner.
After MEADFA we look
ahead to the second
TFWA China’s Century
Conference. Held in
partnership with APTRA,
the event will take place
on 10-12 March 2015 at
the Jing An Shangri-La
Hotel in Shanghai, where
we will be deepening
our understanding of the
Chinese traveller, and
their ever-developing
tastes and expectations.
Our first look into this
incredibly influential
country was held in
Beijing last year and, with
372 attendees, was very
highly praised. So again
we have much to live up
to – but I don’t think you
will be disappointed. It’s
already shaping up to be a
brilliant event.

2014 has been a mixed
year… and with the Ebola
crisis and continuing
conflict in some parts of
the world, it is drawing to
an end with perhaps less
confidence than some
would like. In Chinese
astrology, 2015 marks the
year of The Sheep (Goat).
I read that this is a Yin
energy, a symbol of Peace,
Harmonious co-existence
and Tranquility. Let us all
hope for that.

Erik JuulMortensen
President, TFWA

WiTR AND FRIENDS BUY A LORRY FOR SIERRA LEONE
WiTR exceeded its
objective of raising
€25,000 to buy a lorry
for charity All As One,
raising a massive
€35,000 thanks to
the generosity of the
duty free/travel retail
industry at this year’s
TFWA World Exhibition & Conference.
Glen Williams of Maxxium
more than earned his
attendance at this ‘women
only’ event, presenting a
cheque from Maxxium for
a massive £10,000.
“With Maxxium’s
generosity, contributions from brands and
retailers to the draw and
silent auction, previous
donations and a final
top-up from Dubai Duty
Free, we are proud not
only to be able to fund
the lorry to build a home
and school for children,
but also to contribute to
the cost of the building
materials,” said Gerry
Munday, Furla.

“We would like to thank
all the brands, retailers
and media who donated
generous prizes and
auction items, and all

those who supported
WiTR by contributing to
this fantastic result. Last
but not least, we thank
TFWA for their ongoing

support,” said Sarah
Branquinho, World Duty
Free Group.
Sharon Beecham of
Dubai Duty Free, who
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nominated All As One as
WiTR’s charity, said: “All
As One will be speechless, as I am. The generosity of this industry

never fails to amaze
me and we have given
hope to children in one
of the world’s poorest
countries.”

OPENING COCKTAIL
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OPENING COCKTAIL
The opulent Opening Cocktail at the Carlton Hotel was the ideal start to TFWA’s week of 30th anniversary
celebrations. The highlight was a spectacular fireworks display, courtesy of the City of Cannes.
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More than 150 participants donned
their T-shirts, shorts, leggings and
headbands to take part in the TFWA
30th anniversary Charity Run. TFWA
President Erik Juul-Mortensen
welcomed the assembled throng with
encouraging words.
“It’s wonderful to see so many of you join
us this Sunday morning and I thank you
for supporting TFWA CARE and the many
worthy causes that our charity represents.
We welcome many groups from the duty
free industry in their team shirts on this
fine morning. This is not a race, more a
gentle jog around the Croisette. Please feel
free to run as many laps as you want or
just walk the course as the mood
takes you.”
Nicolas Piquereau, Commercial & Marketing EMEA Director, Clarins, arrived first,
completing six 1.8km laps in 43 minutes.
Piquereau has also been part of the TFWA
Marketing sub-committee since 2011.



LEISURE ACTIVITIES

TFWA ��th
ANNIVERSARY
CHARITY RUN
After the run, Erik Juul-Mortensen,
TFWA President, braved the ice
bucket challenge.

ALL IN ALL, IT WAS A MOST INVIGORATING START TO A BUSY WEEK AND,
IMPORTANTLY, S3,700 WAS RAISED THROUGH DONATIONS BY THOSE
PARTICIPATING IN THE RUN AND THOSE PURCHASING THE SPECIAL
30TH ANNIVERSARY ‘SHOW YOU CARE!’ RIBBON.
5 – TFWA DAILY
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CLUBBING TOGETHER

Marek Kolasinski, Business Development and Client Services Director, CircleSquare; Laurent Poilblanc,
Export Manager, HTG; and Lutz Natonek, Managing Director, Travel Retail Experts Ltd., are deservedly
proud, having just taken the title in the pétanque tournament grand final.

HAVING A BALL
The winning team: Luke Maga, General Manager Travel Retail, Distell;
Neil Lovett, Chairman, Travel Retail Futures; Peter Irion, Executive
Director, Gebr. Heinemann; and Pavel Monhart, MD, Travel Free.

Nearly 120 competitors turned out for
the annual Golf
Tournament, which
was sponsored by
Estée Lauder and Gebr.
Heinemann.
This year’s competition
helped raise r15,000 for
Hand in Hand for Haiti,
which was co-founded by
Olivier Bottrie, President
of Estée Lauder Travel
Retail, to help the country

recover from the 2010
earthquake.
“It’s about giving opportunities to poor families
in Haiti,” said Bottrie,
addressing the golfers.
“You all played today for
this cause and I thank you.”
Erik Juul-Mortensen,
TFWA President, added:
“It’s heart-warming that
we work in an industry
that’s so generous.”
The overall winners were
Neil Lovett, Chairman,

Kindly sponsored by:

Travel Retail Futures;
Pavel Monhart, MD,
Travel Free; Peter Irion,
Executive Director, Gebr.
Heinemann; and Luke
Maga, General Manager
Travel Retail, Distell.
“We just gelled out
there,” said Maga. “We
had tough times, but we
ground it out.”

A bumper year for
the annual pétanque
tournament on the
30th anniversary of
TFWA World Exhibition & Conference saw
more players, competition and tension than
ever before.
Around 100 competitors –
from first timers to experienced players – gathered at
Place de l’Etang, making this
year’s the biggest tournament yet. In total, 32 teams
fought for pétanque glory
– as well as a huge haul of
fantastic prizes.
The tournament progressed
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through a series of heats,
with all players behaving in a
respectful and professional
manner, maintaining a high
standard of play throughout.
The grand final was a closely
fought game that saw
furrowed brows and tape
measures at the ready to
decide close points.
The winning team was
composed of Marek Kolasinski, Business Development
and Client Services Director of
CircleSquare; Lutz Natonek,
Managing Director, Travel
Retail Experts Ltd.; and
Laurent Poilblanc, Export
Manager, HTG. They recovered from being 4-0 down

after the first round to win
by a comfortable margin
under sunny skies.
Poilblanc was proud to
have been on the winning
team once again – having
played in the grand finals
of the last four pétanque
tournaments in Cannes. “I
am very happy. It just shows
– everything is possible in
Cannes,” he said.
Kindly sponsored by:

DESTINATION:

SHANGHAI

JING AN SHANGRI-LA HOTEL

静安香格里拉酒店
BOARDING DATE:

TO ATTEND:

高端免税及旅游零售盛会 中国
合作伙伴

TFWA 30TH ANNIVERSARY
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CELEBRATING THREE
DECADES IN STYLE
TFWA truly had a week to remember in Cannes, with the 30th TFWA World Exhibition & Conference its
busiest and most vibrant yet. Celebrations included champagne and a special cake cutting, a stunning
fireworks display at the Opening Cocktail courtesy of the City of Cannes, and a fantastic finale at
Le Premium Evening, including an unforgettable performance by Chic featuring Nile Rodgers.
ALAN BRENNAN, GLOBAL HEAD OF SALES,
NESTLÉ INTERNATIONAL TRAVEL RETAIL

“Happy birthday and best wishes.”

CAROLE HUBSCHER CLEMENTS, PRESIDENT,
CARAN D’ACHE SA

“We wanted to introduce well-designed, practical Swissmade products to a wider audience than just our own
country folk and immediate European neighbours. TFWA
World Exhibition & Conference became the ideal place
to meet our main customers and make new contacts.
Caran d’Ache is a world famous brand, selling on all
continents, yet we owe so much to TFWA for giving us
the opportunity to reach out to new customers and find
distributors in all corners of the world who can grow our
business in travel retail.”

AMANDA GARBARINO, TRAVEL RETAIL MANAGER,
ETIENNE AIGNER AG

Le Premium Evening is always a highlight of the week in Cannes, and guests have enjoyed some
memorable performances from iconic artists over the years. This year, Chic featuring Nile Rodgers
provided an energetic and unforgettable climax to the week’s 30th anniversary celebrations.

The concourse in front of the Palais des Festivals was packed for the official
30th anniversary celebrations, which included a truly stunning cake.

“Happy Birthday from Aigner! We thank you for giving us
the opportunity to have been part of the event for the last
30 years, and we hope to enjoy the next 30 years of TFWA
World Exhibition & Conference, and fruitful operations in
travel retail.”

MASSIMO SANTI, I SANTI

“We have been exhibiting since the very beginning, and I
have personally attended all 30 exhibitions. I wish TFWA a
happy anniversary and many more anniversaries to come.
I hope that the travel retail industry will continue to grow
in the same way as it has done for the past 30 years.”

Scan this code to
visit the TFWA 30th
anniversary video wall
Speaking at the 30th anniversary celebrations, Erik Juul-Mortensen, TFWA
President, commented: “I would like to say thank you to all of our partners
here in Cannes, without whom this would not be possible. Our local partners
have very kindly provided cake and champagne.”

8 – TFWA DAILY

Nice Airport gave a warm
welcome to TFWA World
Exhibition & Conference
visitors in support of the
30th anniversary.
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TFWA 30TH ANNIVERSARY

JEAN-GUILLAUME TROUVIN, DIRECTEUR
GÉNÉRAL EXPORT, CHANEL

“Over the past 30 years the travel retail industry has
tremendously evolved. Today, Chanel being a leader in
the travel retail beauty market, we want to preserve
and reinforce this iconic position. Needless to say, that
during the past 30 years TFWA has been a key actor for
specialists, participating in a better understanding of
travel retail activities.”

GERTRUDE STORMINK, GLOBAL TRAVEL RETAIL
MANAGER, AGIO CIGARS

“Keep up the good work and continue to excel and
innovate! TFWA World Exhibition & Conference for me is
the example of how an international exhibition should be,
and how it should be organised.”

MANOU HEITZMANN-MASSENEZ, DISTILLERIE
G.E. MASSENEZ

“The G.E. Massenez Distillery and the Massenez family
have been participating in TFWA World Exhibition &
Conference since the very beginning in 1985. It is important to highlight that a member of the family has always
been elected to the Management Committee since the
beginning. We, of course, have many great memories. My
favourite is probably the first edition, which, despite the
lack of experience, was a great success.”

A special 30th anniversary celebration included a ceremonial
ribbon cutting, which was performed by conference keynote
speaker Gen. Colin Powell, USA (Ret.), 65th US Secretary of
State, alongside the TFWA Board.

A stunning fireworks display at the
Opening Cocktail, courtesy of the City of
Cannes, ensured TFWA’s 30th anniversary
celebrations started in spectacular style.

The 30th anniversary celebrations included champagne on
the concourse in front of the Palais des Festivals.

SEAN MCNAUGHTEN, MANAGER – GLOBAL DUTY
FREE & TRAVEL RETAIL, HEINEKEN

“As one of the longest standing exhibitors at TFWA World
Exhibition & Conference, Heineken has seen significant
developments in the exhibition in the past 30 years, which,
for us, is a fantastic opportunity to meet our customers
from around the globe together in one place and agree
how we build together for success in the year ahead. The
Cannes city vibe is synonymous with international glamour
and sophistication – a natural fit for the Heineken brand
year-round, but with special significance during TFWA
World Exhibition & Conference, and we look forward to
many more years of developing our partnership.”

ANDREA BAUMGARTNER, INTERNATIONAL
MARKETING DIRECTOR, UNDERBERG AG

“It’s amazing to think that this company has exhibited at
TFWA World Exhibition & Conference for 30 years. Exhibiting in Cannes is essential for us. A good example of how
being in duty free has benefited our domestic sales was
the hugely successful launch of Xuxu at Moscow Sheremetyevo Airport four years ago. More recently, Dubai Duty
Free made a special offering of Xuxu and Underberg, and
we have achieved new listings mainly because we are
present in Cannes.”

ALBERTO MOTTA JR, IAADFS PRESIDENT

“We congratulate TFWA on its first 30 years and wish the
Association continued growth for many many years to come.”

THANK YOU TO OUR
LOCAL PARTNERS
TFWA would like to express its thanks to David Lisnard, Mayor of
Cannes, and to the local partners that have supported TFWA in
the context of its 30th anniversary celebrations. These include:
•
•
•
•
•
•
•
•
•
•

City of Cannes
Le Palais des Festivals
Hotels Association
Beaches Association
Restaurants Association FPRBCC UMIH 06
Taxis Association
Cannes Prestige Association
Cannes Rentals Certification
Casino Croisette
Ecole Hôtelière de Cannes & Faculté des Métiers

ANDREW FORD, VICE PRESIDENT GLOBAL
BUSINESS DEVELOPMENT, DFS GROUP LTD

“The Association has developed itself into one of the
world’s best premium event organisations, particularly as
attested to by TFWA World Exhibition & Conference. The
past 30 years have been a remarkable success story, and I
wish it all the best for the next 30 years!”

TORBEN VEDEL ANDERSEN, GLOBAL SALES
DIRECTOR, DANZKA VODKA COPENHAGEN

“Happy birthday TFWA!”

9 – TFWA DAILY
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VISITOR SPLIT BY CATEGORY 2014

TFWA WORLD
EXHIBITION &
CONFERENCE
2014 STATISTICS
TOTAL

NO. VISITORS		

NO. COMPANIES

6701

3105

100%

AGENTS 36%

DF & TR
OPERATORS
LANDLORDS
32%

100%

OTHER TRADE
VISITORS 28%

PRESS & MEDIA 5%

DUTY FREE & TRAVEL

2132

32%

618

20%

RETAIL OPERATORS

EVOLUTION RATE
		
2013/2014

AND LANDLORDS*			

AGENTS /

2379

36%

1132

1844

28%

1181

38%

VISITORS

PRESS & MEDIA

2013

2014

2013/2014

TOTAL		
6303

6701

+6%

DUTY FREE & TRAVEL		

2110

2132

+1%

AGENTS / DISTRIBUTORS		

2279

2379

+4%

OTHER TRADE		

1624

1844

+13%

251

304

+21%

36%

DISTRIBUTORS

OTHER TRADE

Please note: graphics show rounded-off percentages.

RETAIL OPERATORS
AND LANDLORDS*

304

5%

141

5%

VISITORS
* LANDLORDS INCLUDE AIRPORT AUTHORITIES.

PRESS & MEDIA		

Kindly
sponsored by:

THE SCENE
The Scene is firmly established
as the place to party after hours
during TFWA World Exhibition
& Conference, and this year
there was an electric, energetic
atmosphere, with a different
DJ each night.
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CONFERENCE REPORT

‘LEADERSHIP IN CHALLENGING
TIMES MEANS INVESTING IN PEOPLE’
Gen. Colin Powell, USA (Ret.), 65th US Secretary of State, delivered a truly inspirational keynote
address, in which he considered notions of leadership in challenging times – a theme his military
and political career has made him uniquely well placed to discuss. It was a packed auditorium,
with 1,351 delegates attending the conference, +36% on 2013.
The son of Jamaican
immigrants to the US,
Gen. Colin Powell,
USA (Ret.), 65th US
Secretary of State,
has devoted over 50
years of his life to
public service. First
in the US Army where
his 35-year career
culminated in his
nomination as fourstar general, and later
as National Security
Advisor, Chairman
of the Joint Chiefs
of Staff, and finally
Secretary of State
under George W. Bush.
He joked about previously
having “his own airline”
when US Secretary of
State, and he had a “757
waiting for me, a red
carpet rolled out, and a
band would be playing –
Air France should consider

that!” Gen. Powell said
he has never been in a
world that’s not challenging. “Change is part of
daily life. If we don’t
pay attention to change,
we’ll be left behind. I
buy 90% of my products
online. We now have
smartphones, we have
wearables.” He added his
congratulations to TFWA
on its 30th anniversary,
reflecting on his own life
over those 30 years. “30
years ago I was a young
major general, two-star,
working at the Pentagon,” he said.
Commenting on being
Chairman of the Joint
Chiefs of Staff in the
last years of the Soviet
Union, Gen. Powell
described it as a time
when the world was
changing. “I was Reagan’s
National Security Advisor

in the last two years of
his administration,” he
said. “I saw Gorbachev
come along with change.
I went to see Gorbachev,
he didn’t think the US
was responding to what
they were doing. He said
the world is changing –
I’m going to change it.
You have to go back to
Reagan and the other
right wingers and tell
them they need to help
me or we won’t be able
to do it. He looked across
the table with a twinkle in
his eye and said ‘General
you’re going to have to
find a new enemy’. Two
years later, the world I
grew up in was gone.”
He described Russia
as a country he loves,
and said that despite
challenges Moscow and
Kiev will find a resolution. Commenting on

Gen. Colin Powell, USA
(Ret.), 65th US Secretary
of State: “I want the
people who work for me to
be purpose-driven, not
just to make money, but to
serve a purpose.”

China, he said it won’t
be an enemy. “They hold
US$1.3 trillion on their
books, they’re not going to
throw that away.
They have their own
challenges at home.
Expect China to keep
growing and to be your
growth area,” he asserted.
In the US, meanwhile, he
said there is a legislative system that is not
working, with left and
right not talking to each
other. There’s also a
distinct breach between

13 – TFWA DAILY

the legislative branch and
the executive branch. “We
have challenges, life is
always about challenge,
business is about
challenge. The people
in your organisation
are your most valuable
resource,” said Gen.
Powell. “I’ve learned in
my life to always invest
in that human talent you
have, make sure they’re
given a purpose that says
you serve other human
beings. I want the people
who work for me to be

Gen. Colin Powell, USA
(Ret.), 65th US Secretary of
State: “We have challenges,
life is always about
challenge, business is about
challenge. The people in
your organisation are your
most valuable resource.”

purpose-driven, not just to
make money, but to serve
a purpose. Then you have to
give them what they need to
get the job done, you need
to trust them. Leadership
in challenging times means
investing in the people who
work for you.”

CONFERENCE REPORT
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LEADERSHIP IN
CHALLENGING TIMES
Alexandre de Juniac, Chairman and Chief
Executive Officer, Air France-KLM, offered a
unique and timely perspective on the evergrowing challenges facing the airline business,
not least the recent difficulties experienced
by Air France. It was a passionately delivered
address, full of fascinating insight.
Alexandre de Juniac,
Chairman and Chief
Executive Officer, Air
France-KLM, is one of
the leading figures in
the aviation industry,
and oversees the
largest long-haul
network on departure
from Europe.

decade on from the merger
of the French and Dutch
flag carriers.
De Juniac has been in
charge of Air France-KLM
for three years, and opened
by saying that, as an airline,
it is in close collaboration
with the travel retail industry. He joined the airline at
a challenging time, when
it was “on the edge of
bankruptcy, so we brought
in a restructuring plan”.
“The first lesson I learned
is that transparency is the
most important thing, as
people know the truth in

their hearts,” de Juniac
explained. “The second
point is we negotiated to
implement our plan for six
months – it took six months
to put together the plan –
speed is of the essence, you
need to move fast. Thirdly,
we made commitments
and stuck to those commitments. We did a very
simple thing – we built our
credibility. Until only a few
weeks ago, we did it without
any strikes. That changed
on a new development plan,
not restructuring.”
Indeed, he candidly

30 YEARS OF
BRINGING OUR
INDUSTRY
TOGETHER

TFWA’s very first
event took place in
Nice in 1985, before
moving to Cannes in
1986 – its home for
TFWA World Exhibition & Conference ever
since. In 1985, there
were 3,000 visitors
and about 6,000sqm of
exhibition space. This
year, TFWA welcomed
over 6,700 visitors
and had 21,000sqm of
exhibition space.

He addressed the
challenges facing the
airline business amid
ever-fluctuating trading
conditions, as Air FranceKLM seeks to build on its
position of leadership a

An auspicious occasion such as
a 30th anniversary provides an
appropriate time for reflection.
As the Association enters
its fourth decade, Erik JuulMortensen, TFWA President,
charted the progress of the duty
free and travel retail industry from
the origins of TFWA back in 1984
through to the present day. He
reflected on how the industry’s
historic capacity to confront
challenge offers grounds for
optimism in its future.

Erik Juul-Mortensen, TFWA
President, glanced
back briefly over three
decades, looked at where
the industry is now,
and reflected on the
experiences and lessons
learned, and considered
how they might help the
industry meet some of the
challenges ahead.
Commenting on what our
world looked like 30 years
ago, he said: “Ronald
Reagan and Margaret
Thatcher were both
enjoying further terms
in office; Bill Clinton was

addressed the recent pilot
strike, describing it as “a
crisis” and “unexpected”,
not least the fact that
it lasted two weeks. “It
cost us €500 million in
revenues, and put us back
in the red after three years
of efforts. We had to cancel
60% of our flights, and
re-route 50,000 passengers per day.”
Lessons from the strike,
explained de Juniac,
include the need to win
the communication battle
immediately, “and we did it
I think on the first day, so it

just Governor of Arkansas;
Nelson Mandela was
still in prison; Gorbachev
was General Secretary
of somewhere called
the Soviet Union; the
Berlin Wall still divided
Germany; and Arnold
Schwarzenegger was just
The Commando.”
And since then, China
has become an economic
giant, experiencing a
massive socio-economic
transformation.
Juul-Mortensen explained
that in 1985 global sales
in the duty free and travel
retail industry were US$6
billion – just 10% of what
they are today. 56.1%
of this was generated
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means that the strike has
become unpopular in public
opinion, in government,
and inside the company
– considered something
impossible to justify,
especially after the strong
restructuring years”.
Pressures on the airline
industry are enormous,
including the rise of the
low-cost carriers, and
the growing Gulf carriers.
It is, of course, a capital
intensive industry, a labour
intensive industry and, in
France, one that is heavily
unionised, “in which unions

Erik Juul-Mortensen, TFWA
President: “In 1985, duty free and
travel retail was already almost 40
years old. But from the customers’
perspective change had moved at
a glacial pace. The three decades
from 1985 to 2014 saw our industry
change beyond all recognition.”

in Europe. Asia was not
much bigger than the
Americas, despite the
Japanese tourist wave.
And what does TFWA look
like today compared with
1985? “Well, our founding executive committee
would be delighted that
Tax Free World Association
is still firmly rooted in the
motto under which it was
founded all those years
ago: ‘By the trade for the

Alexandre de Juniac, Chairman
and Chief Executive Officer,
Air France-KLM, candidly
addressed the recent pilot
strike, describing it as “a crisis”
and “unexpected”, not least the
fact that it lasted two weeks.

are not always totally
collaborative with the
management,” he joked.
“In conclusion, I’m totally
unable to give you general
advice, I can only share
experience. The conclusion
I can make is be yourself,
and stick to what you think
is good for your company,”
de Juniac said.

trade’,” Juul-Mortensen
commented. “But what we
do as an association, led
by our current Management Committee, is
significantly more than we
ever envisaged we would
be doing when it was set
up in 1984, when I was
one of six individuals who
took the not insignificant
risk and signed on the
dotted line.”
Looking ahead the
industry is faced with
challenges both old and
new, and Juul-Mortensen
highlighted three that it
can respond to directly
– penetration and conversion, adapting to the
mobile world, and the
changing dynamics of the
business model itself.
He concluded: “I believe
strong and inspiring
leadership will remain a
critical factor if we are to
meet the challenges that
surely lie ahead of us and
achieve a similar tenfold
growth over the next 30
years – is a US$600 billion
industry feasible by 2044?”

WORKSHOP REPORTS
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MARKET WATCH:
LATIN AMERICA
The Market Watch
workshop was, for the
first time, devoted to
exploring the Latin
American region – one
of the travel retail
industry’s most diverse
markets. It provided
a fascinating insight
into infrastructure
developments, market
and product trends,
and changes to the
customer profile.
Enrique Urioste, President
of Latin American duty free
association ASUTIL and
CEO of leading regional
retailer Neutral, shared
his unique and engaging

perspective. “When you
live and do business in
Latin America, you are on
a rollercoaster, with deep
falls and also fast recoveries,” he commented. “This
effect has been mitigated
with 10 years of stability
and growth, where deep
economic, political and
social changes occurred.”
Latin America is among
the regions with the most
expansive and strong duty
free cultures in the world,
where Urioste explained
“everyone understands
that in duty free, you save
money”. “The travel retail
experience in our region
is one of the best in the

industry. Almost all new
airports have significant
retail areas dedicated to
duty free, both in arrivals
and departures,” he said.
Urioste also gave a detailed
summary of performance
in individual countries,
including Brazil, Uruguay,
Argentina, Chile, Peru, and
Colombia.
Pedro Castro, International
Operations Director, World
Duty Free Group (WDFG)
and fellow board member of
ASUTIL, followed with a
wide-ranging address
focusing on 20 years of
WDFG in Latin America, the
evolution of the business,
and the importance of

arrival shops. “Arrival
shops are very important
in Latin America, as they
are important in airports
with strong domestic and
business traffic,” Castro
asserted. He added: “In the
last four years, we have
experienced strong growth
across all categories.” The
liquor and beauty categories have, for example,
performed very well. “Latin

THE AIRLINE & RETAILER
WORKSHOP: INFLIGHT FOCUS
The Airline & Retailer
Workshop: Inflight
Focus examined
current product trends
and sales techniques,
advances in technology, and new ways to
engage the traveller.
Jasmine Li, Manager
Inflight Sales and Service
Development, Cathay
Pacific, provided a truly
enlightening perspective
on inflight sales. The
airline’s online catalogue
is ‘Discover the Shop’,
and Li explained that the
focus is on four key value
propositions – exclusivity,
price saving, promotions,

and shopping for a good
cause. “Over the years
we’ve improved our
inflight product range and
enhanced our offer,” she
said. “The result of providing the best is solid growth
of inflight revenue over the
past decade.”
Cathay Pacific places
significant emphasis on
training its sales staff and
enhancing their product
knowledge. The airline is
also embracing innovation
and technology, and has
invested in a mobile inflight
sales app – ‘Shopedia’
– which is an effective
support tool for the crew.
Joe Harvey, Chief Sales &

Marketing Officer, Tourvest
Inflight Retail Services,
themed his presentation ‘A
new day is dawning’. His
was a challenging address,
in which he asserted that
“the inflight retail market
is in a bit of a stagnant
position” and “not converting enough passengers into
customers”.
Tourvest Inflight Retail
Services’ customers include
South African Airways,
British Airways, Arik Air,
Precision Air, and Kenya
Airways. Harvey noted
that, until now, the key
reasons for buying inflight
have been passengers
making guilt purchases,
buying gifts for family and
friends, fulfilling a personal
need or indulgence, or
simply making an impulse

Joe Harvey, Chief Sales &
Marketing Officer, Tourvest
Inflight Retail Services; Ana
Rita Aragão, Inflight Sales
Director, Lojas Francas de
Portugal/TAP Air Portugal;
and Jasmine Li, Manager
Inflight Sales and Service
Development, Cathay Pacific,
spoke in the Airline & Retailer
Workshop: Inflight Focus.

purchase. “Our retail
strategy must align with all
of these needs, and must
offer multiple retail opportunities and touchpoints
– not just the traditional
trolley,” he explained. Ana
Rita Aragão, Inflight Sales
Director, Lojas Francas de
Portugal/TAP Air Portugal,
delivered an address that
was entertaining, informative and well received.
She provided some details
about the TAP inflight
magazine, On Air, which is
focused on being three
things: ‘Glamorous’, ‘actual’
and ‘exclusive’. Each edition
has a focus on fashion, and
showcases the destinations
to which TAP Air Portugal
flies. Meanwhile, Lojas
Francas de Portugal/ TAP
Air Portugal began working
with an Editor-in-Chief
from Condé Nast to secure
exclusive celebrity interviews – examples include
Cate Blanchett and Julia
Roberts. She concluded
by saying: “Suppliers are
the key – we need their
support. Without them,
there would be no On Air.”
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Peter Mohn, owner & CEO of m1nd-set Global Marketing Intelligence &
Solutions; Pedro Castro, International Operations Director, World Duty
Free Group and ASUTIL board member; and Enrique Urioste, President of
Latin American duty free association ASUTIL and CEO of leading regional
retailer Neutral, addressed this year’s Market Watch workshop.

America is not a single
reality, it’s a mix of different
cultures,” Castro said. The
workshop concluded with
highlights from recent
TFWA research – the
latest in the Airport Insight
Series – carried out among

travelling consumers at
Buenos Aires Ezeiza Airport.
Peter Mohn, owner & CEO
of m1nd-set Global Marketing Intelligence & Solutions,
explored what this research
tells us about travellers in
Latin America today.

COUNTERFEIT
– A REAL
THREAT TO
OUR INDUSTRY
A special Working
Lunch discussed the
threat posed by the
influx of counterfeit
goods to the luxury
goods market, the
aim of which was to
encourage debate
among suppliers,
retailers and landlords.
The session was hosted
by TFWA in partnership
with French manufacturers’ association
UNIFAB.
Speakers included
Maître Emmanuelle
Hoffman and Philippe
Lacoste (both

Vice-Presidents of
UNIFAB), plus Nestor
Martinez-Aguado,
who is responsible for
intellectual property
at the French Foreign
Ministry. They each
sought to raise awareness of the economic
consequences of
counterfeit goods,
the importance and
effectiveness of taking
legal action to tackle
counterfeiting, and
the potential health
and safety issues that
counterfeit goods pose
to consumers.

Nestor Martinez-Aguado, who is responsible for intellectual
property at the French Foreign Ministry; Maître Emmanuelle
Hoffman and Philippe Lacoste, both Vice-Presidents of UNIFAB,
at the special Working Lunch.
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LE PREMIUM EVENING

LE PREMIUM EVENING
The spectacular Le Premium Evening was a fitting finale to a week of 30th anniversary
celebrations. Guests enjoyed a sumptuous dinner prepared by three Michelin star chef
Régis Marcon and electric entertainment from Chic featuring Nile Rodgers.
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RED BULL RACING EYEWEAR

02

03

IN POLE POSITION
Red Bull Racing Eyewear presented its ultra-modern, futuristically crafted collection of
sunglasses at TFWA World Exhibition & Conference, with its portfolio this year divided into three
segments – High-Tech, Life-Tech, and Sports-Tech. Karl Stoiber, Head of Global Travel Retail,
outlined Red Bull Racing Eyewear’s impressive concepts.
On the occasion of
the 30th TFWA World
Exhibition & Conference, Red Bull Racing
Eyewear enjoyed a very
successful event. Karl
Stoiber, Head of Global
Travel Retail, reported
that the number
of contacts made
exceeded expectations.
“It is extremely important
to have a stand at TFWA
World Exhibition & Conference, where we could
meet with our customers
to show the whole concept
of Red Bull Racing
Eyewear,” he said. “We
saw a record number of
visitors and the quality of
contacts was very good.”

Red Bull Racing Eyewear
has divided its portfolio
into three segments this
year – High-Tech, LifeTech, and Sports-Tech.
The High-Tech collection
offers the highest technical precision combined
with a timelessly trendy
design. It has been
specifically designed
with the Formula One
motto in mind: ‘The more
innovative the material,
the greater the success.’
“The target group in our
experience is male, often
businessmen with a
strong love for technically
cutting-edge products
and elegant but sporty
design,” Stoiber explained.
“The collection is inspired

Since 2012, the Michael Pachleitner Group,
headquartered in Graz, has been the official
licensee of the Red Bull Racing Eyewear brand. This
means that it develops and is responsible for the
design, production and marketing of sunglasses,
goggles and RX frames of the brand.

by the high-performance
engines of the Red Bull
Racing team’s cars,
which have won the World
Championship four times.”
The Life-Tech collection
offers superior comfort
combined with innovative
materials. Extreme lightness is paramount and is
paired with clean lines,
dimensional stability and
a linear design. Stoiber
commented that it is the
ideal collection for those
with a sporty lifestyle
devoted to a minimalist
precise design. Pilot
shapes, Drop Shapes and
REVO mirrors are part of
the collection, as well as
gold and silver coloured
Stainless Steel frames.
The Sports-Tech collection is a highly technical,
sporty and colourful
collection. The highlight
is the XMP (Xtreme Matrix
Polymer) segment. “The
world’s most advanced
thermoplastic has been
transferred from Formula
One to this eyewear
collection and offers
benefits such as lightness
and flexibility, making
it ideal for any kind of
outdoor sports activity
and everyday wear,”
Stoiber said.
The same high-end
materials that are used
in a Formula One car are
also used to produce Red
Bull Racing Eyewear,
especially XMP and

01 The High-Tech collection
offers the highest technical
precision combined with a
timelessly trendy design.
02 The Life-Tech collection offers
superior comfort combined with
innovative materials.
03 The Sports-Tech collection
is a highly technical, sporty and
colourful collection. The highlight
is the XMP (Xtreme Matrix
Polymer) segment. The world’s
most advanced thermoplastic has
been transferred from Formula
One to this eyewear collection
and offers benefits such as
lightness and flexibility.

Carbon. XMP is the world’s
most elaborate thermoplastic. It is extremely
flexible, durable, crack
resistant, and comfortable to wear. Carbon is
the main material of the
High-Tech collection. One
individual carbon fibre is
only around five micrometres thick. In comparison,
a human hair is around
70 micrometres thick.
Carbon is half as light as
aluminium, yet harder
than steel.
“We have developed a
special floor standalone
display for Red Bull
Racing Eyewear, referring to components of
a Formula One racing
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car,” Stoiber added.
“Another example is the
personalised gondola at
the Sun Catcher Store on
L2 of The Nuance Group
in Zürich Airport. There
we have adapted the
gondola with the Red Bull
Racing Eyewear corporate
identity. Red Bull Racing
Eyewear always tries
to ‘wow’ customers,

especially when it comes
to PoS material.”
Looking ahead to 2015,
Red Bull Racing Eyewear
has plans to expand
distribution to the Middle
East and to increase its
number of customers
in Asia. Indeed, Stoiber
explained that, for Asia,
fitting is a key issue and
there are plans to launch
selected Red Bull Racing
Eyewear next year to
match these requirements. The company has
also recently had good
discussions regarding the
Latin American market.

CONTACT:
Karl Stoiber
Head of Global Travel Retail
Red Bull Racing Eyewear | Michael
Pachleitner Group
Liebenauer Tangente 4-6
8041 Graz, Austria
k.stoiber@spectacular-eyewear.com

DISCOVER
BROOKSIDE
NEW!

Travel Retail
Exclusive Gift Boxes

Soft fruit-flavored centers
covered in smooth
dark chocolate.
Discover BROOKSIDE at
Booth M53, Green Village.

WORLD TRAVEL RETAIL

www.hersheystravelretail.com
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INDUSTRY NEWS

Neil Pakey, CEO, Shannon Group; Gunnar Heinemann, Co-owner, Gebr. Heinemann; and Rose Hynes, Chair,
Shannon Group, at Bunratty Castle near Shannon Airport after the relaunch.

Airport Retailer of the Year – Single Location: Dubai Duty Free.

2014 FRONTIER AWARDS WINNERS

MAJOR SHANNON
DUTY FREE RELAUNCH

AIRPORT OPERATOR OF THE YEAR
Incheon International Airport Corporation

AIRPORT RETAILER OF THE YEAR – SINGLE LOCATION
Dubai Duty Free

10 November saw the
relaunch of Shannon
Duty Free, the world’s
original duty free
airport store, with new
signage and branding,
and Gebr. Heinemann
as its new full service
supplier.
Almost 70 years ago, Kitty
Downes set up a small
kiosk in the Shannon
Airport terminal building,
selling souvenirs, Irish
linen goods and other
locally produced items.
From here, the pioneers
of duty free, Dr. Brendan
O’Regan, Liam Skelly, and
a certain Colm McLoughlin,
paved the way for a worldwide industry now generating $60 billion annually.
The partnership with
Heinemann will allow a
greater range of brands to
be sold, and they will bring
expertise to areas such as
merchandising, category
management and shop
design. Around 280 people
attended the relaunch event,
with a 1940s theme recalling presidents and film
stars who passed through
Shannon in the glory days.
“The relaunch of Shannon
Duty Free won’t just be
a starting point for a
new era of high-quality
shopping at the airport,
it will be a celebration of
all that has gone before,”
Neil Pakey, CEO, Shannon
Group, said. “We are so
proud to say we invented

AIRPORT RETAILER OF THE YEAR – MULTIPLE LOCATIONS
World Duty Free Group

LAND-BASED BORDER/DOWN TOWN RETAILER OF THE YEAR
Shopping China

MARKETING CAMPAIGN OF THE YEAR BY A RETAILER OR AIRPORT
Bahrain Duty Free

INFLIGHT RETAILER OF THE YEAR
ISG and Cathay Pacific

STAR PRODUCT OF THE YEAR
Puig – Paco Rabanne Invictus

PARTNERSHIP INITIATIVE OF THE YEAR
Montblanc & Emirates

SPECIALITY CONCEPT OF THE YEAR
Toms Confectionery Group – Anthon Berg, The Generous Chocolate Upgrade

MARKETING CAMPAIGN OF THE YEAR BY A SUPPLIER
Mars International Travel Retail

John Crowe, Mayor of Clare, and Michael Sheahan, Mayor of Limerick City,
sampling local Cratloe Hills sheeps cheese with owner Sean Fitzgerald.

duty free shopping,
and we’re pleased to
celebrate what we believe
is an exciting future for
Shannon Duty Free. We
believe in stocking local
products and supporting local industry. That
includes Waterford and
Galway crystal, Connemara marble, and also
other local and national
food companies who are
here with us displaying
their wares tonight. They
include Butlers Irish
chocolate, Burren Smokehouse salmon, Clonakilty
black pudding, and Cratloe
Hills sheeps cheese.”
International brands are
hugely important, but

it’s Irish companies and
regional suppliers that will
help give Shannon Duty
Free a real sense of place.
Gunnar Heinemann,
Co-owner, Gebr. Heinemann, added: “As the
oldest duty free supplier
in the world, we believe
our partnership with
Shannon Duty Free, the
world’s first duty free
shop, is both unique
and exciting. It is a very
important milestone for
us in our business and
in our efforts to further
grow our footprint. We
very much hope that our
pioneering histories form
the foundation of a great
future together.”

SUPPLIER OF THE YEAR
Mondelez World Travel Retail

DIGITAL INNOVATION OF THE YEAR
ARI – theloop.ie

Airport Retailer of the Year – Multiple Locations: World Duty Free Group.
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STEP UP FOR THE
FAMOUS GROUSE
The Famous Grouse
stepped into the limelight
at TFWA World Exhibition & Conference with
the travel retail launch
of a new look bottle and
packaging designed to
drive the long-term development plans of the brand.
The premium upgrade,
which was unveiled at a
reception hosted by brand
owner Edrington and
Maxxium Travel Retail,
includes a contemporary
bottle shape with a more
premium closure, metallicised label and distinctive
purple colour theme.
Asanka de Silva, Brand
Controller, The Famous
Grouse (third from right),
explained: “The new
packaging has been

Guests were treated to a
sensory experience in B
Pub at Distell’s high-tech

“Gordon Graham’s
was originally sold in
German-made black
bottles, but since WWI it
has been sold in green
bottles,” explained
Marius Fouché, Head
of Travel, Distell. “Now
we’re going back to
black, and that’s what
this party is about.”

Pictured with Asanka de Silva are Glen Williams, MD, Maxxium Travel
Retail (third from left); Steven Sleigh, Business Development Director,
GTR Edrington (back); Mariska van Beukering, Marketing Manager,
Maxxium TR; and their teams in The Famous Socks.

developed in response to
demand from consumers
for a more premium look.
I have been asked why we
chose purple and obviously
it is reminiscent of the
brand’s roots, the home of
the grouse in the Scottish
heather. The Famous
Grouse is already number

three in blended Scotch
whisky in travel retail
and holds the number
one spot in the home of
Scotch – the UK, and many
other markets. We have
ambitions to boost the
brand still higher and to
that end we are investing
heavily behind the brand.”

UNCOMMON SCENTS
Cannes’ most fashionable crowd congregated
at the Majestic Barrière
La Plage restaurant
for the unconventionally extraordinary Art
& Fragrance party.

BACK
IN
BLACK

soirée, celebrating the
re-launch of Gordon
Graham’s Black Bottle
whisky. Partygoers were
invited to take an interactive journey into the
brand’s history, as told
via virtual reality goggles,
which released whisky
aromas throughout the
narrative.

The soirée celebrated
the launches of the
newest references of
two brands that stand
for craftsmanship,
heritage, tradition
and quality – Lalique

Living and Lalique Noir
Premier, and Bentley
Infinite. Vibrant live
music and enticing
fresh food stations were
the backdrop to the
event.

Scott Martin, Brand
Ambassador, Burn
Stewart Distillers;
Robyn Bradshaw,
GM Marketing
Duty Free/Travel
Retail; and Marius
Fouché, Head of
Travel, both Distell.

“Fragrances are an
emotional product,
and we hope to touch
the emotions not only
of our clients, but of
everybody, whether they
are already followers of
the brands or not,” said
Roger von der Weid,
CEO, Art & Fragrance.

Thierry de
Baschmakoff,
designer of the
luxuriant Bentley
Infinite flacon;
and Roger von
der Weid, CEO,
Art & Fragrance.

IN HIGH SPIRITS
Marie Brizard – Groupe
Belvédère hosted a
glamorous cocktail
reception at the Carlton

Hotel during TFWA World
Exhibition & Conference,
where guests were invited
to enjoy an impressive

array of spirits from the
company’s portfolio,
which, as well as the
emblematic Marie Brizard
brand, includes Sobieski
premium vodka, leading
Scotch whisky William
Peel, and the iconic
Cognac Gautier.

Rémy Deslandes,
CEO; and Thibaud
de Vaulchier, Vice
President Sales,
both INCC Parfums.

FIVE FRAGRANCES
Hundreds of guests
from the travel retail
trade gathered to toast
the launch of five new
Mercedes-Benz Perfumes
fragrances by INCC
Parfums, as well as the
announcement that the
fragrance company will

present new fragrances
under the prestigious
Monaco label, at the
opulent Majestic Hotel
in Cannes. Head of INCC
Parfums Rémy Deslandes
gave an animated speech
to a receptive crowd,
stating: “Believe me, we

are only at the beginning of
two unforgettable stories,
see you next year at the
same place at the same
time.” Chefs were on hand
to whip up servings of
bespoke foie gras, crépes
flambé and customised
caramel ice-cream pops.

The Marie Brizard – Groupe Belvédère team: Bénédicte Rio, Export Area Manager; Gaëlle Regnault, Export Area
Manager; Franck Lemonnier, Export Area Director; Josette Morieux, Export Director; Pascale Dubos, Brands Group
Manager Liqueurs Aniseed Cognac; and Candice Cremieux, Communications Officer.
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LINDT
DIVA
PARTY
Over 100 LINDT clients
and airport teams were
given the perfect excuse
to indulge a passion for
chocolate at a special
celebration hosted by
LINDT of Switzerland at
the Carlton Hotel.
The theme of the event
was the world of LINDT
pralines, described by
LINDT as the masterpieces
of chocolatier craftsmanship. They also had the
chance to try their hand at
creating their own chocolate masterpieces, guided
by one of the chief LINDT
Master Chocolatiers,
Stefan Bruderer.
In the second half of the
evening, guests enjoyed

At the 30th Frontier
Awards, which took place
during TFWA World
Exhibition & Conference,
Puig scooped the Star
Product of the Year award
for Invictus, the new
fragrance for men by Paco
Rabanne. In the highly
competitive field open to
all product categories,
Puig has now achieved
this accolade with the
Paco Rabanne brand for
three successive major
launches, following 1
Million in 2009 and Lady
Million in 2011.
“It’s a true honour for Puig
to receive this award as
recognition of the amazing
success of Invictus,
especially given the high
level of innovation in new
products in the global duty
free industry,” said Patrick
Bouchard, Global Travel
Retail Managing Director,
Puig. “The Invictus fantasy
is all about the dream of
being a champion. We
focused on delivering a
winning launch combining a winning story, a
winning product and a
winning marketing toolkit.
Through close collaboration between the Paco
Rabanne brand team, the
Puig Global Travel Retail
team and all our travel

a DIVA party and were
served champagne, each
glass of which contained a
‘diamond’. Some of these
glittering jewels were in
fact genuine, and Luidmila
Andrusova of H.Mounier
and Marissa Phanivong
of TFWA were among the
lucky attendees who got to
take home a real diamond.
Peter Zehnder, Head of the
Lindt & Sprüngli Global
Duty Free Division, said:
“When we get together

with our clients it’s usually
to have some form of
serious conversation or to
thrash out a tough deal.
It was great to have the
opportunity to relax and
simply be spoiled with
delicious chocolate. At
LINDT we understand the
importance of the theatre
of retail, and this event
enabled us to demonstrate
how we can create an
experience that is engaging and enticing.”

THREE STAR
PRODUCTS
IN A ROW

Heather Cho, Senior Vice President, Korean Air; Christophe Mot, Global
Travel Retail Market Development Director; Nuria Bardia, Operational
Market Development Manager – Global Travel Retail; Patrick Bouchard,
Global Travel Retail Managing Director, all Puig; and Kristiane Henney,
Editor, Frontier Magazine.

retailer partners worldwide, we were able to
make a fantastic impact on
the masculine fragrance
category, and now the
fantasy of a champion has
become a reality. Thank
you to everyone involved in
this success.”
Invictus’ travel retail
launch was the most
ambitious ever by Puig,
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and included a worldwide
exclusive two-week
Avant-Premiere with Aelia
in Paris and record levels
of airport promotional
investment in the travel
retail channel. In 2013,
Invictus ranked number
11 in travel retail men’s
fragrances, despite having
only been on sale for six
months.

EXHIBITOR EVENTS

Flemingo International
hosted a party at ‘Be First’
in Cannes, to outline its
vision for its rapid ongoing
expansion. Since Flemingo
unveiled its new branding
at TFWA World Exhibition
& Conference two years
ago, it has expanded into
LATAM, the Caribbean
and Asia, and has opened
more than 50 operations

TFWA WORLD EXHIBITION & CONFERENCE POST-SHOW ISSUE 2014

NOT AFRAID TO
BE DIFFERENT
in 13 countries.
Among these is a joint
venture with DFS at
Mumbai International
Airport, while operations have also started

The Flemingo International team: Paul Topping, Director/Board Member;
Atul Ahuja, Group CEO; Carlo Bernasconi, Director – Member of the Board;
and Simon Forde, Group Chief Operating Officer.

at airports in Brazil,
Paraguay and Abu
Dhabi, to mention just
a few. Referring to the
impressive growth trend
being experienced by the
company, Paul Topping,
Director/Board Member,
Flemingo International,
commented: “It’s an
element of serving the
opportunities as they
come, but also it’s about
understanding the
markets. For instance,
we have a CEO in Africa,
a dedicated team in
Poland... we don’t just
try to manage things
centrally. We believe we’re
different, but you have
to be to do well in this
business.”

SMOOTH SOIRÉE
Lacoste hosted a cocktail
soirée atop the Radisson
Blu Hotel, where guests
were treated to the smooth
sounds of DJ Valentin
Laroche-Joubert. The
party was a celebration of

the brand’s rich sporting
heritage, which has its roots
in golf and tennis.
“Everybody has heard of
Lacoste, but not everybody
knows about the story
behind the brand,” said

Felipe Toro Benjumea, Export Area Manager, Rives; Ekaterina Egorova, Export Director, Legend of Kremlin; Raffaele
Berardi, CEO, Fraternity Spirits; Juan Miguel Pimentel, Rives Brand Manager; Jazmin Hernández, CFO, Fraternity
Spirits; and Claudio Berardi, Sales & Marketing, Fraternity Spirits.

MASTERFUL SPIRITS
Over 250 guests attended
the 7th Spirit Masters
awards, which was
hosted by The Spirits
Business at the Carlton
Beach restaurant. With
all the major spirits

companies attending,
this gathering has built
quite a reputation for
itself over the years.
Fraternity Spirits’ Tequila
Corralejo 99,000 Horas
Anejo carried off the 2014

Tequila Master award,
judged to be “the nicest
tequila ever” by some.
The same company’s
Vodka Boker won the
Vodka Masters’ Silver
Travel award.

Lacoste’s Océane Negret, Pascal
Negret, Jean-Louis Delamarre,
Frédéric Hyrondelle, Daisy
Petevis, Erin Lillis Arrowsmith,
Vincent Allard, Violette Donat, and
Stephanie Lefebvre.

Pascal Collet, Public
Relations Director for
Lacoste. “Lacoste was
founded in 1933 by René
Lacoste, whose wife,
Simone Thion, was a golfing
champion.” As well as

hearing the story of Lacoste
and enjoying nibbles, guests
played miniature golf on
a course shaped like a
crocodile – the reptile long
synonymous with the brand.

SMILE
AND
SPEND

Leyla Budini-Gattai, Duty Free Manager,
EMEA; and Ferruccio Ferragamo, President,
both Salvatore Ferragamo.

Mars International Travel Retail (ITR) held a special event
at Le Baoli in Cannes, where the confectionery giant
unveiled its new vision and strategy for the travel retail
confectionery sector.
Addressing guests at the colourful event, Lieke
Duijmelings, Marketing Director, lauded the “power of a
smile” and revealed Mars ITR’s vision to “add one billion
smiles to double the category by 2020”.

FABULOUS FERRAGAMO
Luxury Italian design
house Salvatore Ferragamo invited the gliteratti
of the travel retail and
the fashion industry to an

exclusive three-course
dinner and champagne
reception at the Carlton
Hotel. The label’s
President Ferruccio

Ferragamo greeted the
brand’s esteemed guests
alongside Ferragamo
Parfums CEO Luciano
Bertinelli.

The Mars International Travel Retail team: Craig Sargeant, General Manager; Christophe Bouye, Sales Director; Red;
Lieke Duijmelings, Marketing Director; and Simon Knapp, Sales Director.
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EXHIBITION NEWS

WINE NEEDS
ARRIVALS
Arrivals shops are still
one of the largest missed
opportunities in the industry, and have huge potential
to grow the wine sector
considerably, according to
leading French wine house
Barton & Guestier. At TFWA
World Exhibition & Conference the company focused
on its new Thomas Barton
Reserve Privée, a beautiful
€30-€40 Médoc in a dark
blue leather presentation
box, and the De Magnol
canister presentation
– another Médoc from

Bordeaux priced €10 to
€19, which featured in
some major animations at
Singapore Changi Airport,
in Brazil with Dufry, and
in Russian duty free. “The
optimum for us is to have
an arrivals shop,” said
Barton & Guestier Product
Manager Cyrielle Thibot.
“This will give the biggest
impact on trading, whereas
departures is more for
gifting. The uplift on the
arrivals side is huge – for
example with the business
that we see in Brazil.”

TEQUILA
TAKEOVER

DELICIOUS
DEBUT
Favarger exhibited for
the first time in Cannes
this year, and believes its
premium Swiss chocolate
has all the ingredients for
travel retail success. “We
have three unique selling
proposals,” said Ghislain
Lionel-Marie, Head of
Global Sales. “We are
the oldest chocolatier in
Switzerland, we are the
last remaining chocolatier
in Geneva, and we manage
our products from bean
to bar.” Favarger’s debut

at TFWA World Exhibition
& Conference proved
fruitful for the brand,
which already has listings
with Nuance Group and
Heinemann. “We have had
some very good meetings
with potential clients,”
said Pierre-Yves Benoist,
Export Manager. “I think
the market is looking for
this kind of product – a
natural, Swiss chocolate
made by a brand with
heritage – and I think we
are going to succeed.”

PERFECT
BLEND
Having recently
announced a 70% increase
in global travel retail
sales for its Lauder’s
Blended Scotch Whisky,
MacDuff International
reported high interest at
TFWA World Exhibition &
Conference. “For us, the
first two days have been
the busiest first two days
I’ve ever experienced
here,” John Scott, Export
Sales Director, told TFWA
Daily. “We’ve grown hugely
in Scandinavia in recent
years, and elsewhere in

Europe, but we’ve already
had meetings and dropins this week from people
from Latin America, the
Middle East and Africa
as well.” The company
certainly wasn’t short of
new products to present
to visitors to its stand.
Among them is the Port
Edition – Ruby Cask. Scott
revealed that the Grand
MacNish Six Cask Edition,
which brings together six
single malts from each
region of Scotland, was
especially well received.

Jose Cuervo International stands as the
number one tequila
brand in the world, and
continues to perform
best in Dubai and Mexico
duty free. Travel retail
exclusive, the Jose
Cuervo margaritamaking kit, has been
hugely successful, but in
terms of future objectives the brand is setting
its sights on taking
Europe by tequila storm.
“We want to expand in
Europe because it is the

only duty free market we
are not number one in,
so we have potential to
have the fastest growth
there,” Jose Cuervo’s
Virginie Marquet said at
TFWA World Exhibition &
Conference. “Next year
we want more travel
retail exclusives, more
than liquid, we want to
continue with impressive
packaging and more
premium promotional
experiences across the
world to reflect the core
values of our brand.”

LIFE’S A BEACH

PRISTINE FINISH
Stolichnaya launched
the third and final
edition of its Elit
pristine water series at
TFWA World Exhibition
& Conference. Made
with water from Colico
Lake in Chile, only 250
bottles of the premium
vodka will be produced
and will retail at €3,000
each. “The water used
to make this vodka has a
unique mineral composition because it spends
20 years being filtered

through sedimentary
rock before it reaches
Colico Lake,” explained
Ilse Wolfe, Global
Marketing Manager,
Stoli Group. “The local
Mapuche tribe attribute
their great health to the
lake’s pure water.” The
new limited edition
vodka is presented in a
hand-cut crystal bottle
created by Glencairn
Crystal, one of the
world’s leading crystal
houses.
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Luxury ready-to-wear
label Vilebrequin saw
a strong knock-on
effect on global sales
following its successful pop-up boutique
Beach Cabin concept
in Nice Côte d’Azur
Airport Terminals 1
and 2 this summer. “We
have good representation in travel retail, but
our furniture concept
needed to be stronger.
We hope that the beach
hut and drawer units
here on the stand will be
adopted in all points of

sale to create a holiday
spirit,” said Aurelie
Guidevay, European Key
Account Manager.
Vilebrequin showed off
its latest collection at
TFWA World Exhibition & Conference,
including womenswear
and its limited edition
range including gold
thread-embroidered
shorts with gold cord
tops, which retail at
€6,200 and of which
about 30 pairs have
been sold in less than
a year.

EXHIBITION NEWS

A PROACTIVE
APPROACH
Although the Guylian
brand is already one of
the most recognisable in
the confectionery sector,
the company continues
to innovate, and according to Steven Candries,

Director Export &
Travel Retail, part of the
inspiration behind this
proactive approach is
the fact that consumer
trends are changing
more quickly now than

THE PERFECT
PARTNERSHIP
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ever before. “The trends
are much shorter and
you have to anticipate
what’s going to happen
to cope with a generation
that is always happy
to try new things,” he
explained. Of course,
high quality remains a
staple, and the Belgian
company’s famous
seashells and sea horseinspired chocolates are
at the heart of the offering, but an onus has been
placed on developing new
flavours. For instance, at
TFWA World Exhibition &
Conference, Candries and
his colleagues presented
attractive 16-piece
boxes of the Guylain Sea
Horse in flavours including caramel, crunchy
biscuit, milk truffle
and vanilla. Candries
revealed that feedback
had been “overwhelmingly positive”.

marriage, and we’re
here today to celebrate,”
said Devrim Cöbek,
General Manager,
Nestlé ITR. “Today we
say thank you to King
Power, and that comes
from our hearts.”
King Power International’s Senior Executive
Vice President Susan
Whelan also praised the
strong unity between

Nestlé International
Travel Retail (NITR)
hosted a special event
with King Power
International Group at
TFWA World Exhibition

& Conference to mark
25 years of successful
partnership between the
two companies. “This
has been a longstanding and very powerful

Executives from William
Grant & Sons, Hans Just,
Scandlines and HRG
gathered at TFWA World
Exhibition & Conference
to celebrate the gold
POPAI (Point of Purchase
Advertising International)
award won for the Glenfiddich Whisky Corner travel
retail concept at Scandlines
Puttgarden store on the
German island of Fehmarn.
The corner was named
Best Shop in Shop. Built
on research into shopper
motivations and purchasing
behaviour, the concept
encourages shoppers to
trade-up, and attracts new
shoppers to the whisky
category. Carrie Morrison,
Marketing Manager Single
Malts & New Product
Development, William
Grant & Sons, commented:

WHISKY SHOP
CONNECTS
“It’s an example of how
we are trying to grow the
category as a whole, not
just our brands. It really
helps to connect with
the customer and it is
part of our strategy going
forward.” Justin Weston,

Managing Director, Global
Travel Retail, William Grant
& Sons, added: “The award
is a great demonstration of
how shopper understanding is being used to improve
the customer shopping
experience.”

TIME TO EXPAND
Tyko Travel Retail was
looking for ground store
partners at TFWA World
Exhibition & Conference,
having enjoyed much
success in the air with its
fashionable timepieces. The
brand has developed new
freestanding display units,
which it hopes will enable
it to expand into airports.
“We are now talking to
operators such as Nuance
and Dufry to get the units
into key airport locations,”
said Martin Lovatt, Sales
Director, Tyko. “Our
sunglasses and accessories
have been selling well
onboard low-cost carriers,
so we’re just looking to take
the brand forward.”
Tyko has also developed
three new product lines

– Daisy Chain, Punk Luxe
and Kartel – which it
exhibited for the first time
in Cannes. “Punk fashion
has been all over the
catwalk recently, so we
think Punk Luxe will do
well,” said Lovatt.

Its Kartel watches will be
aimed at style conscious
men who want a highspec watch and value for
money, while the natural
Daisy Chain accessories
are pitched at bohemian
female travellers.

in European travel retail,
and hopes to boost that
with the launch of a new
line, Selection, which it
says will occupy a gap in
the market.
Selection boxes feature
50 natural tobacco cigars,
which are packaged in an
attractive metal case and
come with a luggage tag.
“Our competitors aren’t
offering this format, which
is something in between
a cigarillo and a cigar,”
Thomas Gryson, Export
Manager, J. Cortès, said

at TFWA World Exhibition
& Conference. “This is a
great product because it is
exclusive and can offer a
very nice margin.”
J. Cortès also showcased
its Neos line of flavoured
cigarillos, which have
helped the brand boost
travel retail profits. “We
have had a lot of interest
from Asia and Eastern
Europe and we are hoping
to talk to some big operators here in Cannes,
which is a good show for
us,” said Gryson.

the two, and said the
company is now looking
forward to working
with Nestlé ITR in the
years ahead. Having
described Nestlé as a
“forward-thinking” and
“outstanding” partner,
she added: “This is a
lovely milestone for
us to be celebrating to
recognise a long and
valued partnership.”

ROLL
WITH
IT
While EU legislation
hangs over tobacco
brands selling in Europe,
J. Cortès remains bullish
about its travel retail
business on the continent.
The cigar manufacturer
has enjoyed solid growth
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SATISFIED EXHIBITORS
ALEXANDRE BUSSIERE, GLOBAL TRAVEL RETAIL CUSTOMER MARKETING DIRECTOR OF NEW EXHIBITOR TREASURY WINE ESTATES:
“It was a productive show for Treasury Wine Estates and we shared our wine
category approach with key customers. There was also the opportunity to share
Penfolds’ new vintage release during our event on Monday evening. At our first
Cannes we had many meetings with existing and potential new customers so, yes,
it was very positive indeed. TFWA World Exhibition & Conference met our expectations, allowing us to share our objective to make wine a travel retail destination by
creating a captivating shopper experience.”

OSCAR MENEZES, HEAD OF TRAVEL RETAIL, AJMAL PERFUMES:
“We had a pleasing number of appointments and contacts made, and several
walk-ins to our stands which were not pre-scheduled. We have been exhibiting for
quite a few years now and it helps the brand develop further. TFWA World Exhibition & Conference met my expectations, and if some of them are convinced, it will
be the icing on the cake.”

EUGENIO GAUDIO, CHAIRMAN, DUFRE – GOODBUYITALY:
“We introduced our project GOODBUYITALY at the last TFWA World Exhibition &
Conference and, this year, some customers and potential customers asked us
to develop the format for next year. Our other project Mr. Donuts Gelato received
great interest from several food & beverage operators, and landlord authorities
at TFWA World Exhibition & Conference. The GOODBUYITALY mission is to show
‘fine gourmet food’ available only in duty free, and some of the packaging is
travel retail exclusive. In Cannes we received most interest from Asia, the UK,
France, and UAE.”

CHOC
FULL OF
IDEAS
Confectionery is back
as a driving force in travel
retail, but the sector must
work closely with retailers
in order to capitalise on
its potential to drive sales
across the board. That was

the message from Mondelez World Travel Retail
(WTR) Managing Director
Andreas Fehr at a briefing
at TFWA World Exhibition
& Conference.
“We have really engaged
in dialogue with airports
and retailers to educate
them about the potential
of the category and what
it can do in the overall
mix in the shops,” said
Fehr. Mondelez WTR’s
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Delighting Customers
programme, launched in
2011, has already delivered $900m growth – not
yet having reached the
initial $3bn target that
Fehr said is still a “realistic vision”. Visible placement initiatives drove 79%
footfall increases, whilst
an engaging environment
project at Barcelona
Airport doubled confectionery spend per head.

EXHIBITION NEWS

LUXURY
WHISKY
STAGE TWO
Over the past two years,
Bacardi Global Travel
Retail has been investing
in shopper and consumer
research to understand
the growth potential of the
single malt category. It
revealed some results in
a press briefing at TFWA
World Exhibition & Conference, and hosted tastings
for Aberfeldy (an aged 18
years malt), Glen Deveron
(20 years), Aultmore (21
years), and Craigelachie,
an interestingly flavoured
19-year-old malt made
with a unique worm tub
distilling process.
Bacardi GTR says many
shoppers are moving into

the second stage of luxury,
wanting lesser-known
brands, with strong quality
cues for their whisky
choices. Stage one is
still important in offering
the well-known brands,

ULTIMATE
LUXURY
King’s Tobacco International hosted the
launch of the Falcon
luxury cigarettes brand
at TFWA World Exhibition & Conference. The
Bulgarian producer had
a much larger stand this

year – a sign of its tripledigit growth in travel
retail since last year on
its existing brands, the
super-feminine Corset
cigarettes and King and
King Onyx. “Since this
time last year our travel

A LUXURIOUS
DIRECTION
Italian liqueur producer Illva
Saronno has taken an
innovative new path with
the launch of the new
Disaronno Riserva at
TFWA World Exhibition
& Conference. Bringing
the spirit of Speyside,
Scotland, down to
Saronno, Italy, and on to
Sicily, the limited edition
Disaronno Riserva marries
the classic Disaronno
liqueur with Scotch whisky
aged in Florio Marsala
casks.
The ageing process takes
place at the Cantine Florio
wine cellars located in

Marsala, Sicily, and owned
by Illva. Due to their
proximity to the sea, the
temperature and humidity in the cellars is said
to achieve the optimum
ageing process.
At a retail price of €300,
the bottle and packaging
are exquisite but also
ultra-cool – the black cube
in its casing reminiscent
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however stage two is
where the incremental
growth can come from.
“We call them the hidden
malts, the discovery malts
for people that want to
explore the category,” said
Michael Birch, Managing
Director, Bacardi GTR.
“Our analysis is that the
malt category could do
with more store space,
especially increased space
for the discovery malts, to
grow the category.”

retail business has more
than tripled due to trade
partnerships, as well as
brand development,” said
Christopher Powell, Head
of Global Travel Retail,
King’s Tobacco.
The classic King range now
comes in an innovative fresh
pack with a new charcoal
filter added – a feature that
creates a smoother smoke,
popular with the Asian
market in particular. Falcon
is an interesting brand.

of a giant scent bottle.
Augusto Reina, CEO
of Illva Saronno, said:
“We are thrilled to have
revealed our exclusive
and premium edition of
Disaronno this week. This
edition is very special to
us as it is an expression of
our innovation, commitment and passion.” For
2014 the company is
also partnering with
fashion house Versace
for a second limited
edition Disaronno. With
an initial launch in travel
retail this month, the
new bottle builds on
the success of the first
Moschino limited edition.
It’s timed to be ready for
the Christmas gift-giving
season and domestic
retail will follow in
November.

Ferrero Travel
Market showcased a
series of new products
at TFWA World Exhibition & Conference. It has
released new lines from
Tic Tac, Nutella, Kinder
and Ferrero Rocher,
bringing it a step closer to
offering nothing but travel
retail exclusives. “Our
goal is to have 100% travel
retail products as our
offering,” said Annarita
Rittà, Area Sales Manager
West Europe. “Innovation

Created from the start as a
true luxury brand – rather
than an existing brand that
has tried to go upmarket
– its cigarettes come in an
embossed blue packaging and a unique cubed
200-carton.
Falcon comes in four
variants with domestic
launches happening now
in the Balkan countries,
some key West European
markets, the Middle East,
Asia, and the travel retail

REDEFINING
EXCLUSIVITY
has been the main driver
of growth for us in the last
few years.”
With that in mind, Ferrero
spiced up its offering this
year with new products
including Ferrero Golden
Gallery. “It’s a new offering
featuring an additional
selection of pralines,”

said Rittà. “We have also
restyled our Raffaello
packets to move in line
with gifting.” Also, more
countries have been added
to Tic Tac’s Destination
Packs. “We have new
destinations this year,”
said Rittà. “Our goal is for
Tic Tac to cover the world.”

channel coming next.
The Falcon branding
has a natural cultural
appeal for the Gulf duty

free operators, and one
major Middle East retailer
signed up on the first day
in Cannes.

CARRY ON
CARBON
Tumi arrived in Cannes
last month buoyed by
news of double-digit
growth in its travel retail
business. The suitcase and
bag retailer is confident of
replicating that success in
2015 and beyond, with the
launch of its new CFX line,
which launched at TFWA
World Exhibition & Conference. Products in the CFX
line push the envelope of
what is possible in bag
design.
“They are made from soft
carbon fibre, which is both
light and durable,” said
Geoffrey Gysin, Senior Vice
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President EMEA, Tumi.
“There’s nobody else using
carbon fibre like this – we
are constantly innovating
and that’s what is driving

the business.”
Tumi has also launched
a stylish new range of
travel bags for women, but
insists this is not a departure from its functional
products. “We are a
fashionable brand, not a
fashion brand,” Gysin said.
“We are about technical
innovation, durability and
practicality.”
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STRENGTH IN IDENTITY
S.I.R.P.E.A. showcased a
portfolio of original and
enterprising brands
and groundbreaking
products unlike those
seen elsewhere in travel
retail at TFWA World
Exhibition & Conference.
“We create brands with
incredibly strong identities, and very unique
concepts,” explained
Dario Belletti, S.I.R.P.E.A.
President. “If you come
to the market with a new
moisturiser for example,
you are competing with
hundreds of other brands,
but by creating these
strong identities – that is
our way of standing our
ground amongst the other
multinational companies.” Researchers in
S.I.R.P.E.A.’s laboratories

in Italy and Switzerland
have developed a wide
variety of brands – each of
which have unequivocally
strong brand identities,
and which range from
high-end to very affordable, providing something
for every customer. Care
& Cover makes a bold
statement, promising ‘no
more imperfections’ and

delivering long-lasting,
instant cover-up for the
face, legs and body, and
to mask grey hair. Of the
leading Italian company’s
14 brands, Mario de Luigi
– a carefully considered,
professionally created
range of ‘treatment
make-up’ composed with
5% active properties – is
proving to be very popular.

A CLASSIC REIMAGINED
Refreshed branding and a
new-look bottle for Licor 43
were unveiled by Zamora
International at TFWA
World Exhibition & Conference this year. The Spanish
liqueur is now available in a
taller, slimmer bottle, and
Antony Kime, Global Duty
Free Director, explained
that the new look has
received a 95% approval
rating from consumers
asked for feedback on the
branding update.
“The feedback has been
amazing,” he said. “When
you update the look of a
successful product you
have to make sure the
brand doesn’t get lost. It’s
been about evolution rather
than revolution and it’s
been a success.”
Kime explained that Licor

SCHÄFER
SPEAKS OUT
Schäfer Travel Retail is
riding high just weeks
after its latest travel retail
exclusive – the world’s
smallest all-in-one stereo
speaker – was listed on
a Chinese airline. The
company worked closely

with audio experts
Harman-Kardon to
develop the exclusive for
duty free and inflight
markets, including
designing an exclusive
leather case for the
pocket-sized device.

SWEET INSIGHT
Hershey’s showcased a
bounty of fresh packaging, stats and travel
retail exclusives at
this year’s TFWA World
Exhibition & Conference. New travel retail
exclusive gift packaging
has been unveiled for
the Acai, blueberry, and
raspberry flavours, and
its Caramel Kisses.
Amy Wilson, Manager
Category Insights &
Retail Excellence WTR,
also revealed that the
brand is the first to
partner with CIR, and
the first confectionery
company to participate
in a global shopping
study. “For us, sharing

insights with retailers
is the objective. We
want to share with our
retailers our innovation,
new packaging and
ideas to maximise easy
shopping and impulse
buying.”

“We always focus on
adding innovation and
exclusivity in order to

The confectionery brand
is going strong in Asia
Pacific, the Americas
and Europe, with its
peanut buttery brand
Reese’s still proving
the most popular in
Europe, and Hershey’s
Cookies ‘n’ Creme
Kisses most delectable
to the palates of South
America.

separate from the retail
market and add value,”
explained Asia Pacific/

43 is already very popular
in regions such as Spain,
Germany and the Netherlands, while the UK and
Brazil appear to hold

promise. “The company is
family-owned, so we are
very agile and we can take
a very personal approach,”
he added.

Middle East Sales Director Jessica Hanemann at
TFWA World Exhibition
& Conference. “This
is the sort of item that
every frequent travelling
businessman wants, and
there is nothing else like
it,” added Hanemann.
The latest Schäfer Travel
Retail line includes a
range of Harman-Kardon
audio accessories, Steiff
teddies and its own
Brixies building brick

toy – currently onboard
Cathay Pacific flights in a
dragon boat configuration
made bespoke for the
airline. “Many airlines and
shops are excited by the
changes we are presenting
this week.” Hanemann
said of the brand’s Cannes
offering. “We now offer a
wider range to be able to
meet the needs of customers in several sectors. We
don’t want to be on just
one page of the catalogue.”

DESIGNS
ON GROWTH
Desigual has a firm eye on the future,
and worked to maximise the growth of its
brand across travel retail at TFWA World
Exhibition & Conference 2014. The colourful
fashion retailer aims to further develop its
brand in Latin America and Asia, and is
setting its sights on expanding its ranges
inflight, on cruise ships, and in all aspects
of travel retail. The company launched
travel retail exclusives at this year’s TFWA
World Exhibition & Conference, including
a Travelling La Vida Es Chula range of
bags (which translates as ‘travelling life is
cool’). All units produced have already been
booked for sale.
Looking to the future, a spokesperson for
Desigual said: “We want to focus on growing
in the US, the second step for us is the Far
East and Japan, and a focus on our subsidiaries in New York, Hong Kong and Tokyo.”
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JACK’S
LIQUID
GOLD
Brown-Forman’s Jack
Daniel’s has only
launched two line
extensions since 1988,
Gentleman Jack and
Jack Daniel’s Honey, so
the new Jack Daniel’s
Gold No. 27 represents
a major step. Priced at
around US$90 compared
to US$40 for Gentleman
Jack it is another step
up in quality, with an
interesting story to tell.
Chris Fletcher is Jack
Daniel’s’ Assistant
Master Distiller – the
first time the company
has created the post
in its 148-year history,

following huge expansion. “The No. 27
is a tribute to the
original No. 7 and it
is named 27 to signify
twice the processing.
The double charcoal
mellowing creates a
sweet flavour and light
colouring,” Fletcher
explained at TFWA World

BREAKING
CHINA
In the world of fashion,
Folli Follie Group is a
powerful and popular
force – a force growing
ever more formidable
within the competitive
category, as its global
presence continues to
expand. With 250 points of

sale in 90 cities already
in the local channel, the
Folli Follie brand is now
making great strides
in the pivotal Chinese
market, and its strategy
in the region continues
to evolve to incorporate
focused development of

CHOCOLATE 2.0
Rausch Schokoladen
showcased its new
packaging – the second
iteration – and travel retail
exclusives for its single
plantation chocolate at
TFWA World Exhibition &
Conference. It has eight
unique quality chocolates
in its line-up, each one
using 100% fine flavour
cocoa beans (the type of
beans that make up 5%
of the world harvest).
Each one is a single origin
chocolate from Trinidad,
Costa Rica, Grenada,
Madagascar, Venezuela,
Peru, Papua New Guinea,
or Ecuador.

Jörn Schumann, Managing Director, Rausch,
said: “We are proud that
the business is picking
up at a good speed in all
markets. We are here to
find new partners. These
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Exhibition & Conference.
“We also put the spirit
twice in the barrel, first
in an oak barrel and then
in a maple barrel. This
is a major step for the
company and honouring
the legend of Jack. It is
a very big deal and we
have the luxury of being
able to innovate.”

brand awareness and
desirability, with a major
campaign featuring
revered Chinese celebrity
Liu Shi Shi. Johnnie
Voutsas, Folli Follie’s Vice
President International,
explained at TFWA World
Exhibition & Conference
that the travel retail sector
is exactly paralleling the
growth taking place in the
local market.
Folli Follie is working with
a number of major
operators, with openings

are proven products with
a new presentation and
clearer labelling, but with
the same colour combinations to make it appeal to
the customer.”
The travel exclusives are a
32-minis bag featuring all
eight varieties, a cylinder
pack with eight chocolate
sticks, and a 4x100g tablet
presentation box.

Italian accessories brand
Coccinelle explained
that its famed colour and
functionality were to thank
for its huge commercial
success at the 30th
TFWA World Exhibition
& Conference. Its stand
was set out exactly as a
customer would find a
Coccinelle boutique in a
travel retail environment.
Emanuele Mazziotta,
Head of Travel Retail,
said: “This is the 30th
year and the second year
for Coccinelle; we have
designed our stand to look
exactly like a boutique at
an airport, which is a live
demo of what we will have
in travel retail.”
Revealing the company’s
market focus for the
future, he said: “We
have 45 points of sale
worldwide in travel retail,
and we are strong in Italy,
Europe and Russia. Asia

COLOUR ME
COCCINELLE

Pacific is now our focus,
more specifically Hong
Kong, and we are thinking more about China,
Singapore and the first
and second-tier cities.”
Practicality and vibrancy,
Mazziotta explained, are
key when it comes to
customers’ purchasing

habits. “Consumers
have less time, so they
go to good shapes with
good colours. Asia and
Europe are crazy for
colour – fashion is saying
blue is the new black, and
all our bags have adjustable straps and outside
pockets,” he added.

with Sunrise and Everrich
earlier this year – as well
as the brand’s inauguration in the world’s largest
duty free mall in Haitang
Bay. Openings with China
Duty Free Group and DFS
will follow before the
year is out. Folli Follie
Group’s British jewellery
brand Links of London,
meanwhile, has opened
a boutique in Haitang
Bay, where 60% of sales
have been in the watches
category.

A new addition to the
Patrón Spirits International
tequila family, Roca Patrón
attracted a lot of interest
at this year’s TFWA World
Exhibition & Conference.
According to John Kilmartin, Global Director, Travel
Retail, the latest addition
to the impressive Patrón
Spirits International portfolio perfectly complements
the core range of tequilas
and the Gran Patrón line,
and ensures that the
company “now has a tequila
for all tastes”.
Kilmartin revealed that
deals have already been
agreed to supply DFS and
Dubai Duty Free with Roca
Patrón, while he expects
to be in a position to make
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ONE FOR THE
CONNOISSEURS

further announcements in
the not-too-distant future.
Kilmartin described the
new product as ideal for
those who “want a bit more
complexity” from their
tequila, stating that he
has high hopes that it will

contribute to the company’s
continued growth in the
duty free market. This
impressive growth is
highlighted by the fact that
the entire portfolio registered a +12% increase in
the sector in September.
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SUNGLASSES
WORKSHOP
AND AWARDS
The sixth Sunglasses
Workshop and fourth
Sunglasses Awards
were by far the best
attended yet, with over
130 representatives
from brand owners,
retailers and airports,
as well as the media,
in attendance.
The workshop opened
with the most in-depth
analysis of sunglasses
sales data ever from
Yngve Bia, President of
Generation Research. Bia
highlighted the strong
historical performance of
sunglasses in travel retail,
noting the category’s
resilience through a
number of crises. He also
pointed to a bright future,
forecasting CAGR of 13.8%
between 2013 and 2025,
with total category sales

Paul & Shark’s appointment of Catherine
Bonelli to the role of
Worldwide Travel Retail
Director earlier this year
heralded the start of a
newly emphasised focus
on travel retail for the
luxury Italian clothing
brand. Its presence in the
channel has expanded
exponentially in recent
months, thanks to its
highest-quality ‘Made in
Italy’ designs – which were
highlighted alongside
an embroidery machine,
used to create special
monogrammed gifts
or visitors to the
brand’s stand.
Bonelli is pioneering
the strategy with Paul &
Shark’s impassioned CEO
and President Andrea
Dini – the third generation of the Dini family to
take charge of the luxury
sportswear company –
and together they are an
indefatigable team. The
unprecedented number of
openings that have taken
place for Paul & Shark in
the last six months are

reaching US$7.85 billion,
representing 5.8% of
global travel retail sales.
He was followed by
Peter Mohn of m1nd-set
Research, who presented
the results of consumer
research – carried out in
partnership with APTRA
– highlighting some of the
main inhibitors of growth
and the major opportunities for the sunglasses
category.
The workshop concluded
with some real-life Trinity
insight into the execution
and benefits of a multiformatting strategy through
a video presentation from
Heathrow Airport.
Finally, following a record
number of entries, the
winners of the Sunglasses
Awards were announced
in six hotly contested
categories.

DFS was named Sunglasses Retailer of the Year.

BEST NEW IN-STORE SUNGLASSES ENVIRONMENT – DFS: T GALLERIA MACAO
BEST STANDALONE SUNGLASSES CONCEPT – THE NUANCE GROUP
INNOVATION AWARD – THE NUANCE GROUP
BEST DEDICATED SUNGLASSES TEAM – DFS: T GALLERIA CANTON ROAD (HONG KONG)
BEST OFF-AIRPORT RETAILER – CDFG: CDF MALL HAITANG BAY
SUNGLASSES RETAILER OF THE YEAR – DFS
A special Jury’s Award for Sunglasses Category Champion was presented to Gebr. Heinemann, with special mention
made of the support shown by Kay Spanger for the category over several decades.
Awards judge Francis
Gros, Head of Global
Channels at Luxottica,
commented: “We saw
from the insights shared

by our guest presenters,
as well as the quality on
display across all the
shortlisted awards entries,
that the sunglasses

category continues to
innovate and challenge
convention in order to
drive continued growth.
In particular, it has

been great to witness a
number of examples of the
Trinity approach yielding
excellent results in this
category.”

SNAPPING IT UP
a positive indication of
the direction the brand’s
progression is taking.
“It’s so wonderful to have
established Paul & Shark
in so many parts of the
world, but it is still very
early for us, and we have
a lot more knowledge to
gain of how things are
done,” Dini said. The
learning curve may be
steep, but for the team
driving forward Paul &
Shark’s global travel
retail presence, it is also

incredibly exciting. And
with so much success
for the company in the
early stages, where does
the man at its helm see
the company in years to
come? “It’s never been
about profit, or volume,
or turnover for me,” Dini
said, “but rather far more
about brand positioning.
When I see Paul & Shark
in beautiful airports,
between the world’s
luxury brands, I will
be happy.”

AN IRISH TRIBUTE
“We’re keen to expand the
profile of Irish spirits,”
stated Andre Levy,
Chairman, Worldwide,
Protégé International at
TFWA World Exhibition
& Conference, and there
can be little doubt that the
company is doing exactly
that. At the heart of its
product offering is The
Wild Geese brand, which
pays tribute to the Irish

31 – TFWA DAILY

diaspora by highlighting
the “history, pride, tradition and achievements” of
the Irish people. Among
the products that took
centre stage in Cannes
is Irish Honey Liqueur.
“Honey liqueur is one
of the fastest growing
spirits markets at the
moment, and this is the
only premium honey
liqueur from Ireland,”

Levy continued. Also being
showcased was The Exiles
Irish Gin, which is the
only gin in the world that
contains shamrock. Levy
added: “All of our products
have a story behind them
and they really touch
people by telling the often
untold story of the Irish
diaspora. We’re delighted
that so far the feedback
has been very strong.”

EXHIBITION NEWS

SWEETCHARITY
South African spirits
producer Amarula
launched a new liqueur
chocolate at TFWA World
Exhibition & Conference,
in association with Swiss
chocolatier Goldkenn.
The chocolates are a
travel retail exclusive,
and all profits from
the product will go
towards the conservation of elephants, which
are being poached
at an alarming rate.
“Royalties from all
sales will go to the
not-for-profit Amarula
Trust,” explained
Marius Fouché, Head
of Travel for Distell.
“The trust runs job
creation programmes
and funds research

into African elephant
behaviour, which helps
develop conservation
action plans in southern
African game parks.”
Fouché and Yves Linder,
CEO of Goldkenn, signed
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the deal to produce the
chocolates at TFWA
World Exhibition &
Conference. “It’s a great
synergy between one of
the top brands in South
Africa and one of the top
brands in Switzerland,”
said Linder. The chocolates will be available
from February 2015.

MAIDEN VOYAGE
Rituals made its TFWA
World Exhibition & Conference debut this year – and
wasted no time in making
its mark. The cosmetics
brand used its first show
to launch a new line of
cosmetic products, which
are exclusive to travel retail.
“The fact we were able to
present ourselves to the
global duty free audience for
the first time was terrific,”
Neil Ebbutt, Rituals’ Director
Wholesale – Travel Retail,
said. “Life is made much
easier when explaining who
you are and what you do in a
store of 23sqm.”
The brand’s new travel sets
feature a premium collection of personal grooming
products, which Rituals
expects to fill a gap in the

current cosmetics market.
It already has a presence
in travel retail, with five
standalone stores and
around 70 gondolas, and the
brand’s “maiden voyage” in
Cannes provided it with the
possibility to make many
new contacts, and discuss
the Rituals opportunity with
many interested parties. It
will use the coming months
to follow up with these duty
free operators. “We have

plans to open another store
in Schiphol Airport next year
and there are more shops
in the pipeline,” said Ebbutt.
“TFWA World Exhibition
& Conference was a great
success for Rituals. We were
very thorough about our
planning and preparation
in the months leading up to
the show. All in all we had
80 meetings over the course
of the week with key global
duty free decision makers.”

NEW CHOCOLATE EXPERIENCES
Neuhaus showcased a
‘wow’ product this year
at TFWA World Exhibition & Conference with
special packs matching
chocolate to selected
single malt Scotch
whiskies. “We partnered
with the Gault & Millau
culinary organisation for

The Iraq Duty Free
team was out in force at
this year’s TFWA World
Exhibition & Conference
and Ahmed Sarchil Kazzaz,
the company’s Chairman,
explained to the Daily that
he and his colleagues had
a very clear idea of what
they hoped to achieve over
the course of the event.
As well as meeting with
vendors to discuss the
past 12 months and plan

pairing 24 chocolates to
whisky, spirits and wine,”
Philip Geeraert, Director International Sales,
Neuhaus, explained.
“The reception has been
very good. It is a unique
opportunity for customers in merchandising
in the whisky category

and special wine shops.
Travel retail is about
connecting customers
to these kinds of new
experiences.”
The pairing, for example,
puts the slightly dry
Bowmore whisky with
smooth milk chocolate,
while the softer whisky

AN IRAQI
SUCCESS STORY
for the year ahead, the
company was there to gain
“close insight on what new
opportunities the industry
has to offer and how Iraq
Duty Free can participate
in growth”. Kazzaz stated:
“This year, what we hope
to achieve is presenting

the bright side of our
country and the Iraq Duty
Free success story.”
This “success story” has
seen some categories
experience a 50%
increase in sales, with
the “perfumes category
seeing a big jump in
performance in the shops
that were renovated in
2013”. Looking ahead to
the next calendar year,
Kazzaz explained: “Our
main objective is to further
construct and develop the
Baghdad Airport duty free
shops to be one of the
region’s high level luxurious duty free shops.”

Auchentoshan goes well
with dark chocolate. The
other main focus for
Neuhaus in Cannes was
on its new pack of six
icon chocolates, harking
back to original recipes
from the 1950s, including the Caprice and the
Tentation.

SWEET SUCCESS
A big part of Perfetti van
Melle Global Travel
Retail’s (PVM GTR) focus
at this year’s TFWA World
Exhibition & Conference
was on promoting the
new selection of licensed
Minnie Mouse novelties
for children. “The strength
of the company is the
kids’ market and in the
last two years we have
promoted products that
either appeal to boys and
girls, or just boys, so this
year we have something
that will appeal to the
girls,” explained Susan
de Vree, Manager Global
Travel Retail, Perfetti van
Melle. Among the new
products is a selection of
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six lollipops, four figurines
and a game, which are
presented in a heartshaped box. PVM GTR also
has a new focus on adult
gifting with the Mentos
Gum Gift Pack, which
contains five mini bottles
with five different Pure
Fresh flavours.

De Vree also outlined the
important role that the
confectionery category
can play in terms of
generating wider growth
for the travel retail sector,
highlighting research that
shows that confectionery
is the main driver for visiting duty free stores.
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EXHIBITION NEWS

DAZZLING DEBUT

TESTING THE WATER
At the 30th TFWA World
Exhibition & Conference,
airline retailer and distributor Hanse Distribution
made its fourth appearance in Cannes, and for
the German company it
was an incredibly important point in its year. “As
for everyone, TFWA World
Exhibition & Conference
in Cannes is our biggest
event, and second only
to that is Singapore,”
said Anna Berezhnaya,
Sales Director, Hanse
Distribution. 90% of Hanse
Distribution’s focus is on
its inflight business, and
it is the happy supplier of
brands, both partner and
in-house, to 80 carriers
worldwide. Companies
throughout the industry

choose TFWA World
Exhibition & Conference
as an opportunity to
showcase their new
products and doing so,
Berezhnaya
explained,
is a crucial
process in
Hanse Distribution’s ongoing
development. In
Cannes it can
test its original
and imaginative
new products,
primarily in the
jewellery and
watches, and
also innovative gadgets,
sectors, in
exactly the
right waters,

and feedback from its
customers at the show
defines what releases
Hanse Distribution will
pursue in 2015.

LUCKY
CHARM

fantastic. The same goes for
our airline business. At the
moment, whatever objective
we set for development in
our minds we are reaching six months ahead. We
have surpassed our own
expectations by a million
miles,” said Julian Mullins,
Pandora’s Vice President
Travel Retail. “That is down
to our good people and our
partnerships. If you look
at the who’s who of travel
retail, we are partners with

all of them. They understand
our value and the role we
can play in enhancing
their own portfolios.”
The jewellery brand
synonymous with highly
giftable charm bracelets
is showcasing its Starry
Night Winter 2014 collection
ahead of its global launch on
1 November. In addition to
covetable charms featuring
micro-cubic zirconia stones,
sterling silver and 14 carat
gold, the range includes

the pioneering brand to
showcase its uniqueness to the industry.
“We were delighted
with the response to the
brand from both existing partners as well as
new ones,” commented
Rohanne Campbell,
Radley’s International
Sales Manager – Travel
Retail. “It is the perfect
arena to generate new
leads and cultivate

relationships with key
operators within duty
free.”
The brand comes to the
channel with three main
strengths – its beautifully
designed retail fixtures
inspired by the Radley
store in London’s Covent
Garden, its very commercial items at a very
marketable price point,
and its new travel retail
exclusive collection.

Pandora celebrated its sixth
appearance at TFWA World
Exhibition & Conference
in what has been another
highly successful year for
its travel retail business.
“Our cruise industry is really
developing so rapidly, it is

TRULY
BRITISH
Radley is leveraging its
true Britishness for
success in the international marketplace.
“Radley is completely
different,” said Chief
Executive Officer Xavier
Simonet at TFWA World
Exhibition & Conference.
“No other brand is like
ours, or shares our core
values – we are colourful, playful, British, and
affordably premium, and
this makes us especially
well placed to advance in
travel retail.”
TFWA World Exhibition
& Conference proved
full of opportunity for

Spanish jewellery brand
ARTÉ Madrid saw some
very positive results at
its premier showing at
TFWA World Exhibition &
Conference. “We are very
excited and surprised that
we have been so busy
from day one. Everything
and everyone is so well
organised – you can tell
TFWA has 30 years of
experience!” said Mariano
Rico Castillo, Regional
Director for Europe.
Already present in 15
shops in airports across
Asia, and working with
more than 20 airlines,
ARTÉ Madrid jewellery
appeals to consumers in
the Far East who want
affordable luxury and
design inspired by Latin

values. ARTÉ Madrid
uses artificial stones and
applies traditional hand
craftsmanship techniques,
offering a range of styles
to meet the predominant
tastes of different markets.
Its inflight bestsellers
include the simple, clearcut Echo Heart Pendant,
popular onboard Korean
Air, and the jade coloured

cocktail Regio Pendant
and Earring Set – making
waves on Air China routes.
In a first peek of the
brand’s wares in Cannes
it presented the Circle of
Life pendant and earring
set, as well as Moda and
Amor pendants, which can
be worn three ways and
feature stones that rival
diamonds.

cocktail rings, dazzling
pendants and pretty studs,
which all take their inspiration from the skies above.
“I think we are really lucky
to be in this sweet spot of
affordable luxury. We are
helping travellers easily
capture those unforgettable
holiday moments – like
a photo album you can
wear around your wrist,”
described Maria Højgaard,
Marketing Manager, Group
Export and Travel Retail.

A FLYING START
Dolphin Innovations had
already had promising
conversations with a
number of European and
Asian airlines by just the
first day of its debut at TFWA
World Exhibition & Conference. The young company
offers a smart solution to a
modern problem faced by
frequent travellers with its
TruVirtu Aluminium Wallet.
TruVirtu products protect
contactless cards against
illegal radio frequency
scanning that can leave
personal details vulnerable,
as well as demagnetisation of the magnetic strip.
“Industry insiders and
travellers are aware of
RFID technology and the
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problems it can pose, but
they aren’t yet aware we
have a stylish solution. Now
we just need to get it placed
where the people who need
it can see it,” explained
Katrin Mengel, Co-founder
and Marketing Director of
Dolphin Innovations.
The product arrived in the

duty free and travel retail
market in Singapore Changi
and is already present in
airports across Europe and
the Gulf regions, and at
TFWA World Exhibition &
Conference the company
had interesting talks with
airlines from Asia and
Europe.
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Dubai Duty Free is a
benchmark for excellence in travel retail.
Since the opening of
Terminal 3, Concourse
B in 2008, its retail
offer has doubled
twice in that time,
and with Concourse D
online next year Dubai
Duty Free’s retail offer
will cover 33,000sqm.
“From Dubai Duty Free’s
point of view, the operation will ensure that we
continue to provide an
excellent overall customer
experience in terms of
product choice and quality,
customer service, value
for money and shopping
ambience as we continue
to grow, expand and
renovate our retail areas,”
explained Colm McLoughlin, Executive Vice Chairman, Dubai Duty Free. “In
the past year alone, we
have done a huge amount
in extending our high-end
fashion offer in Concourse
A, which is dedicated to
the Emirates A380 fleet
and where we operate
over 8,000sqm of retail.
The recent opening of the
Gucci area was followed
by Dior and more recently
Chanel, all of which now
complement the existing
Ferragamo retail area.
The ‘Fashion Boulevard’
is positioned in the centre
of the concourse and we
are very pleased with the
incremental sales this
area is generating.”
Meanwhile, Al Maktoum
International opened on
27 October last year, so
it is early days yet, but
so far Dubai Duty Free
has had very positive
feedback. The new airport
will increase the number
of airlines it serves in due

course, but from a retail
point of view, Dubai Duty
Free has 2,500sqm of
retail space and reports
that the product listing
there seems to work for
the passenger mix. “Al
Maktoum International
recorded sales of over
US$15.3 million, accounting for 1.2% of the total
Dubai Duty Free revenue
YTD,” McLoughlin
explained. “The long-term
plans for Al Maktoum
International at Dubai
World Central are very
exciting and a recent
announcement confirmed
that the project will be
carried out in two phases.
The first phase involves
the construction of two
satellite buildings with
a collective capacity of
120 million passengers
annually, accommodating 100 A380 aircraft
at any one time, and
will take between six to
eight years to complete.
The first phase will cost
US$32 billion. Dubai
Duty Free will ultimately
have around 40,000sqm
when the final project
is completed by the
mid-2020s.”
Other new developments
include a move into
e-commerce. Dubai Duty
Free had a soft launch
earlier this year, and is
now going to ramp that
up as it has more than
3,000 products available for online ordering.
After testing the system
for a few months, the
launch campaign began
in September. “So now
our customers have an
opportunity to browse
our catalogue of selected
products with an option
to pre-order online. The
items pre-ordered will
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DUBAI DUTY
FREE CONTINUES
IMPRESSIVE
GROWTH
Dubai Duty Free expects annual sales to reach US$1.9 billion
this year, following a notably successful 2013 in which,
according to analysis by Generation Research, it regained
its position as the largest single airport retail operation in
the world, based on sales figures of US$1.8 billion. Colm
McLoughlin, Executive Vice Chairman, Dubai Duty Free, outlined
some of the latest developments to Ross Falconer.
be collected from the
airport at either Arrivals
or Departures at the time
of travel,” McLoughlin
commented. “We think
that buying online is
obviously a major convenience for travellers who
may have limited time to
visit the retail offer, and
we therefore think that
this will be a good way to
look at incremental sales.
It is also important that
their online experience
is in line with the service
they receive in the actual
shop, so we have spent
time working on that.”
Dubai Duty Free is also
renowned for its charitable initiatives. Through
the Dubai Duty Free
Foundation, the operation
has continued with its
core work in overseeing
several projects and
most importantly to raise
funds for worthy causes,

specifically those aimed
at benefiting children.
Among the many
charitable initiatives the
operation has supported
this year is the opening of
the US$1.5 million Dubai
Duty Free Sports Complex
at Lycée Jean-Baptiste
Pointe du Sable in Haiti,
as part of the operation’s
support to the travel
retail industry-led Hand
in Hand for Haiti initiative.
The school was built as a
humanitarian response
to the catastrophic
Haitian earthquake of
January 2010.
Following the devastating
typhoon ‘Haiyan’ that hit
the Phillippines in November 2013, Dubai Duty Free
funded the construction of
32 houses to support the
housing project of ‘Gawad
Kalinga’ in Leyte.
“To date, Dubai Duty Free
Foundation has supported

Dubai Duty Free’s
Executive Vice Chairman
Colm McLoughlin
has been named as
a recipient of the
Irish Presidential
Distinguished Service
Awards 2014 for the
Irish abroad, making
him one of a select
group of people, and
the first Irish person
living in the UAE, to be
recognised by the Irish
Government for his
outstanding contribution
to Irish business and
communities abroad.

34 local and 49 overseas
charities since 2004, a
clear manifestation of
our ongoing commitment to the community,”
McLoughlin said.
Meanwhile, among the
sporting highlights this
year have been the Dubai
Duty Free Tennis Championships, the Dubai Duty
Free Darts Masters, and
sponsorship of the race

meetings at Newbury
in April and September.
“From the duty free point
of view, our annual Dubai
Duty Free Golf World
Cup celebrating its 22nd
anniversary this year,
26-27 November, takes
place in Dubai and we are
looking forward to having
a great response from
the industry once again,”
McLoughlin added.

COLM MCLOUGHLIN, EXECUTIVE VICE
CHAIRMAN, DUBAI DUTY FREE: “WE ARE
PLEASED THAT 2014 IS SHAPING UP TO
BE SUCH A POSITIVE YEAR FOR DUBAI
DUTY FREE AND WE ARE LOOKING
FORWARD TO AN EQUALLY BUSY
PERIOD IN THE REMAINDER OF THE
YEAR WHEN WE EXPECT SALES TO
REACH US$1.9 BILLION.”
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HAVE YOU COMPLETED
THE EXPANSION OF DUTY
FREE SHOPS AT BAGHDAD
INTERNATIONAL AIRPORT?
Yes, we have completed expansion in
Baghdad International Airport and
Basra International Airport this year.
Sulaimaniyah International Airport was
expanded last year. Before expansion, our
total retail space was 880 square meter
area and we now have 1198 square meter
which represents an increase of 36% in
retail space. Now we carry an assortment
of more than 3500 line items from 150
brands in duty free shops in average.

Airport are the busiest shops for us with
more than a hundred flights each day.

DUTY FREE SALES (USD)

HOW ARE YOU GOING TO USE
NEW SPACE IN YOUR DUTY
FREE SHOPS?

4.0 Million

Expansion aims to provide a better offer,
service and experience to our customers.
We have enlarged our assortment and
listed new brands. We have invested in

3.5 Million
3.0 Million
2.5 Million
2.0 Million
1.5 Million
1.0 Million
0.5 Million
0 Million

With the increase in number of flights and
increase in number of passengers, it was
necessary to expand the duty free shops
and bring them up to the international
standard. The number of passengers
travelling through Baghdad International
Airport rose by 35% in 2013 compared to
2010 and is expected to grow in the same
way in 2014.

Baghdad

Basra

Sulaimaniyah

enter and leave the duty free shops easily
which has significantly improved the flow
within our boutique, including during high
traffic hours.

WHICH NEW BRANDS HAVE
YOU LISTED THIS YEAR?

With new flooring, spacious shelves,
modern layout and courteous sales staff,
our duty free shops give warm welcome
message to our valued passengers.

Beauty Brands: Christian Dior, Dolce &
Gabbana, Gucci, John Varvatos,
Alexandre J.

We have nine duty free outlets where
seven outlets are airside and two outlets
are landside with concession rights untill
2019. We do have plans for in-flight
selling as well.

new gondolas, shelves, visuals and POS
materials with the help of our brands. We
have also started to implement animations
with dedicated HPP/SPP spaces with
our vendors (e.g. Christian Dior) and
are likely to develop further events with
other brands. We run sale promotions
and merchandisers’ incentive programs in
order to boost our sales and improve the
performance of our staff.

Duty free shops at Baghdad International

Wide open entrances allow customers to

HOW MANY DUTY
FREE OUTLETS DO
YOU OWN NOW?

2010
2011
2012
2013

Cosmetics Brands: Elizabeth Arden,
Rimmel & OPI
Jewelry Brands: Swarovski
Travel Accessories: B+D reading glasses, CAT
Electronics Brands: Sony, Philips, Braun,
Remington
Kids Items: Open Sky

WHICH NEW BRANDS ARE
YOU EXPECTING?
International brands like Estee Lauder,
Clinique, Aramis, Tommy Hilfiger, DKNY,
Michael Kors, Ermenegildo Zegna are
already confirmed whereas we are in
negotiation with many other international
perfumes and cosmetics brands like
Lancome, YSL, Giorgio Armani, Cacharel,
Ralph Lauren, Guy Laroche, Diesel, Viktor
& Rolf and Lanvin.
CATEGORY SALES PERCENTAGE

HOW DO YOU COMPARE THE
SALES BEFORE EXPANSION
AND SALES FIGURES AFTER
EXPANSION?
Since its inception, Iraq Duty Free has
shown an impressive growth record. With
the expansion, we have noticed an increase
of above 50 percent in sales at our duty
free shops.
TOP 10 BRANDS
8
7
6
5

DAVIDOFF

CASIO

DUNHILL

LACOSTE

KENT

0

CAROLIN A HERRERA

37%
26%
9%
6%
5%
3%
2%
2%
2%
2%
2%
2%
1%
1%

ABU AFIF

1

Fragrances & Cosmetics
Delicatessen
Tobacco
Time pieces
Clothing
Footwear
Others
Liquor
Accessories
Eyewear
Luggage
Electronics
Toys
Fashion

DIOR

2

CALVIN KLEIN

3

PACO RABANNE

4
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QATAR DUTY
FREE’S WORLDCLASS SHOPPING
EMPORIUM AT HIA
Qatar Duty Free operates
out of Hamad International Airport, in addition
to an outlet at Doha Port
for the growing number
of passengers arriving
and departing the State of
Qatar by sea.
The innovative, award-winning
duty free operator has enjoyed
consistent double-digit growth
year-on-year and is now the
second largest duty free
operator in the Middle East.
At Hamad International
Airport, Qatar Duty Free
offers 40,000sqm of combined
retail, and food & beverage facilities, establishing
the retailer as a premier
shopping and dining destination. With more than 70 retail
outlets offering a diverse
selection of designer labels,
fashion, electronics, gourmet
foods and much more,
Qatar Duty Free at Hamad
International Airport caters
to all passengers’ tastes.
In addition, more than 30
cafés and restaurants offer a
sumptuous selection of global
and local cuisine.
Qatar Duty Free unveiled truly
innovative retail concepts to
delight passengers with its
world-class shopping proposition for passengers travelling through Hamad International Airport, starting from the
full beginning of operations at
the airport on 27 May.
Qatar Duty Free now offers
passengers unprecedented
access to selected designer
labels, high street fashions,
electronics, gourmet foods

and much more. With
bespoke Qatar Duty Free
concepts, as well as an
impressive array of boutiques
from international brands,
the retail proposition at
Hamad International Airport
has pushed the boundaries
of innovation, redefining
travel shopping to create an
enriching experience for its
passengers.
“Passengers will experience at HIA unique store
environments that have
been designed around their
needs,” said Qatar Airways
Chief Executive Officer, His
Excellency Mr. Akbar Al Baker.
“Based on our deep understanding of passenger preferences, we have developed
stores that are comfortable to
explore and filled with beautiful products.”
One of these innovative
store concepts is Esquire, a
unique and exclusive boutique
designed by Qatar Duty Free
for the fashion-savvy man.
Esquire offers a wide range of
leather goods, travel accessories, apparel, unique skincare
ranges, and even the most
original of electronic gadgets.
“Another creative store
concept developed by Qatar
Duty Free is the Marmalade Market, a food store
designed by Qatar Duty Free
for gourmet food lovers.
Marmalade Market provides
the ultimate opportunity to
sample and purchase the
most exotic foods from around
the world,” said Keith Hunter,
Senior Vice President, Qatar
Duty Free.

Qatar Duty Free unveiled
truly innovative retail
concepts to delight
passengers with its
world-class shopping
proposition for passengers
travelling through Hamad
International Airport,
starting from the full
beginning of operations at
the airport on 27 May.
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Morocco’s International Duty
Free Shops (IDFS) experienced
double-digit growth yearon-year during the first nine
months of 2014. Leading the
way this year are the traditional
categories of tobacco, wines and
spirits, perfumes, and confectionery, all of which have posted
growth in the range of 10-22%.
Fashion has also been a big
contributor to IDFS’ improved
performance this year.
IDFS has this year embarked
on a culture realignment
programme, which is aimed
at further strengthening its
organisation and aligning by
mixing best practices of the old
and the new. It has enhanced its
Mission and Vision statements,
and introduced new Corporate
Values as part of its continuous
pursuit of excellence. IDFS
believes this is the best way to
celebrate its milestone 25th
year – by continuously seeking
excellence for the benefit of its
customers, ensuring that at
IDFS they can have their ‘last
good buy before you fly!’
Travellers visit Morocco for
three reasons – business,
leisure, or to reconnect with
family. IDFS’ aim is to remind
travellers of their memorable

experiences in Morocco, and
complement that with their
experience in its stores by giving
customers new and innovative
ways of catering to their needs.
Having this localised approach,
merging the old with the new,
is what IDFS believes will set
it apart in the locations that it
serves. There is also a focus
on attracting a more youthful
customer. IDFS’ studies have
shown that the colour scheme
it has used for the past 25
years has attracted customers
aged 35+. With the help of a
designer, IDFS has developed a
new colour scheme in line with
its desire to attract a younger
demographic, while retaining the flavour that an older
demographic would prefer.
Meanwhile, store developments
in 2014 include completion of
IDFS’ space in Mohammed V
Airport in Casablanca, along
with the refurbishment of
its existing shop in the same
airport. It has also opened
arrival shops in Casablanca,
Marrakech and Agadir, as well
as a small kiosk in the Agadir-Al
Massira Airport departure area
to cater to the needs of passengers who choose to go directly
to their boarding gates.

BAHRAIN DUTY
FREE RESULTS
Bahrain Duty Free Shop
Complex (BDFSC) achieved a
net profit of US$15.2 million
in the first nine months of
2014 – up 12.3% on the same
period last year. 4.7 million
passengers travelled through
the airport in the nine-month
period, rising by 10.8%. This
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contributed significantly to the
sales performance of US$54.9
million – an 8.6% year-on-year
increase. Results for Q3 2014
show net income of US$5.9
million, meaning a 44.7% rise
on the same quarter last year.
Third quarter sales grew by
4.6% to US$18.3 million.
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