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I N T R O D U C T I O N

CARING FOR THE FUTURE

First: an important 
reminder of the AGM 
this morning at 09:00 
in Audi K. For TFWA 
members this is YOUR 
meeting, which this 
year sees elections 
for the Management 
Committee, so please 
do attend.

This has been a very 
special week for TFWA 
– our 30th event and our 
biggest show ever with 
474 companies of which 
43 are new or returning. 
It’s not just about big 
numbers, however, but 
ensuring that the balance 
between categories is 
right – to indicate and 
reflect how our business 
is changing as passenger 
profiles evolve.
This year the mix is 
more representative 
than ever and we have 
worked hard to introduce 
new companies such as 
Brooks Brothers, La Cure 
Gourmande and Shanghai 
Jahwa Herborist, which 
truly offer the industry 
new and innovative 
concepts, alongside 
well-known brands such 
as Aurora World, Treasury 
Wine Estates and Illva 
Saronno, who are invest-
ing more resources in the 
travel retail category.
This is also true of the 
TFWA membership, 
which continues to grow 
and now numbers 480. 

This year has seen an 
excellent cross-section 
of companies join our 
‘family’, including United 
Dutch Breweries, Rituals 
Cosmetics, Coccinelle and 
Cross Accessories.
Providing the very best 
service to our members 
is at the heart of all we 
do – and we are constantly 
looking at ways to 
improve. A major initiative 
this year has been the 
production of The TFWA 
Handbook – the result of 
conversations with many 
TFWA members who 
expressed the need for 
a reference tool to bring 
together data, definitions 
and practical information 
on the duty free & travel 
retail industry today. It has 
been put together with 
help from many compa-
nies and organisations 
and we thank everyone 
for their contributions. 
Appropriately timed as 
TFWA celebrates 30 years, 
it is not designed as a 
commemoration, but as a 
valuable resource covering 
as many aspects of the 
business as possible – 
everything, indeed, from 
the simple ‘What is Duty 
Free?’
This year has also 
seen a new quarterly 
newsletter for members, 
containing exclusive 
data, features, research 
and event news. Sent by 
email, the newsletter 

is designed to keep 
members updated on 
market trends and on the 
day-to-day work of the 
Association on the indus-
try’s behalf.
Our first China’s Century 
Conference in Beijing in 
2013, held in partner-
ship with APTRA, was 
another example of 
TFWA responding to 
members’ input and it was 
a great success – in fact 
acclaimed by many of the 
372 attendees as ‘the best 
industry conference ever’. 
2015 sees the second 
edition, which will be held 
on 10-12 March 2015 at 
the Jing An Shangri-La 
Hotel in China’s commer-
cial capital, Shanghai. 
China presents incredible 
opportunities for travel 
retail – and challenges, of 
course – so this confer-
ence should be a vital 
entry in the calendar. It 
will enable delegates 
to not only deepen 
their understanding of 
this huge country, but 
also meet key players 
from airports, airlines, 
operators, distributors 
and brands via TFWA’s 
dedicated ONE2ONE 
meetings service. Online 
registration opens in early 
December and we hope to 
see many of you there.
The anticipated success 
of this week follows an 
equally impressive result 
at Singapore this year, 

continuing the positive 
trend of the past few years 
at both events recording 
record attendance figures 
each time. Our mission 
always is to provide partic-
ipants with excellent value 
for money and we invest 
continually into improved 
services, exhibition 
environment and network-
ing opportunities. TFWA’s 
healthy financial position 
also enables us to build 
on our offer to members, 
such as through research 
projects and initiatives, 
along with ongoing invest-
ment in technology, and 
we continue to develop the 
tools intended to make life 
easier – whether they  
be our web apps, free 
WiFi, or new digital 
directional screens.
Financial stability also 
enables us to continue 
with our important TFWA 
CARE initiative, which has 
now been an essential 
part of our work for nine 
years. The mission of 

TFWA CARE is to distrib-
ute financial resources to 
humanitarian organisa-
tions or charities, which 
benefit people – especially 
women and children 
– through tangible, 
start-to-finish projects 
enabling recipients to help 
themselves to improve 
their lives. This year 
some €402,000 has been 
allocated to 13 different 
projects, but we are very 
hopeful that the figure 
will have been boosted 
here this week thanks 
to the fabulous turnout 
of walkers, joggers and 
runners on Sunday for 
our Charity Run. It was a 
great turnout and a really 
fun event.
Additionally, if you haven’t 
already, there is still time 
to buy the special TFWA 
CARE ribbon for just €10 
from the registration 
area. Just imagine the 
additional funds we could 
raise if everyone here this 
week buys a ribbon. Go 

and get yours now and 
make this a truly special 
week – not just for all of 
us here, but for those less 
fortunate than ourselves 
all over the world.
Finally, we would like to 
take this opportunity to 
thank the many TFWA 
members, exhibitors and 
visitors from all over the 
world who have believed in 
and supported the Cannes 
event since the very 
beginning. There are too 
many to name here, but 
a special mention should 
be made for members, 
including Chanel, Rémy 
Cointreau, Nestlé, and 
Hermès; exhibitors includ-
ing Etienne Aigner, Caran 
d’Ache, and Massenez; 
and visitors such as Gebr. 
Heinemann, Dubai Duty 
Free, Motta International, 
King Power, and Asaki 
International. To all of 
you… and everyone who 
has helped to make this 
event what it is today: 
Thank you.

Alessandra Visconti
Vice-President Corporate 
TFWA

Frédéric Garcia-Pelayo
Vice-President Finance 
TFWA

Charity collection
This year again, TFWA will support the action of Caritas France who will organise a charity collection at the end of the exhibition. Any leftover products from 
stands are welcome, such as confectionery, toys, fragrances, cosmetics and small accessories. Today members of Caritas will distribute bags marked with their 
logo to all the companies willing to participate and donate products to benefit disadvantaged people. The bags will be collected from stands on Friday morning. 
TFWA would like to thank all those who participate in this scheme for their generosity.

Kindly sponsored by:

INTERACTIVE 
DIRECTIONAL 
SCREENS

TFWA’s official digital partner this year is 
JCDecaux, which is kindly providing interactive 
directional screens to help visitors find their 
way around the extensive exhibition halls.

‘SHOW  
YOU CARE!’

Please show your support for TFWA CARE by purchas-
ing a 30th anniversary ‘Show you CARE!’ ribbon from 
the Registration Pavilion. Each ribbon costs €10, with 
all proceeds going to the good causes supported by 
TFWA CARE. Thank you for your support.
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Visit us at TFWA World Exhibition Cannes Booth RC7 Riviera Village

MEADFA PRESS 
CONFERENCE

This year’s MEADFA Conference, which is managed by TFWA on behalf of MEADFA, 
takes place at the Jumeirah Creekside Hotel in Dubai on 24 and 25 November. 
Yesterday, Sean Staunton, MEADFA President, outlined details of the agenda.

Registration for this 
year’s MEADFA Confer-
ence is gathering pace. 
“It will be a fantastic 
conference. We are very 
happy with the line-up,” 
Sean Staunton, MEADFA 
President, commented.
510 delegates attended 
last year’s event in Doha, 
while the previous year’s 
event, held in Dubai, saw 
a record attendance of 
518. “So far, we’re up 
30% year-on-year in 
registration numbers, so 
we feel there is a genuine 
interest. It is also about 

more than simply the 
conference, there are 
fantastic networking 
opportunities,” Staunton 
added. Highlights of the 
2014 programme include 
a keynote address from 
Issam Kazim, CEO of 
Dubai Corporation for 
Tourism and Commerce 
Marketing, which intends 
to position Dubai as the 
world’s leading tourism 
destination and commer-
cial hub. Dubai is prepar-
ing to host Expo 2020 and 
is part-way through an 
ambitious programme 
of enhancements to 
the Emirate’s transport 
infrastructure.
Key to the forecast 
growth of passenger 
traffic through Dubai’s 
airports is the ambitious 
expansion of Al Maktoum 
International Dubai World 
Central. Paul Griffiths, 

CEO Dubai Airports, will 
outline the company’s 
commercial vision 
for one of the world’s 
most exciting aviation 
projects, a strategy 
which employs the latest 
technology and puts the 
customer centre stage.
“MEADFA and TFWA 
have built an excellent 
programme for this 
year’s MEADFA Confer-
ence with a very strong 
line-up of speakers,” 
Staunton said. “We could 
not bring this project 
to fruition without the 
valuable input of our 
sponsors and media 
partners and I would like, 
on behalf of the MEADFA 
Board, to thank them for 
their ongoing support. I 
look forward to welcom-
ing you all to Dubai for a 
stimulating and intrigu-
ing conference.”

TFWA WORLD EXHIBITION & CONFERENCE THURSDAY 30 OCTOBER 2014  MEADFA



2014 FRONTIER AWARDS WINNERS

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

Airport Retailer of the Year – Multiple Locations: World Duty Free Group.

AIRPORT OPERATOR OF THE YEAR
Incheon International Airport Corporation

AIRPORT RETAILER OF THE YEAR – SINGLE LOCATION
Dubai Duty Free

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

SUPPLIER OF THE YEAR
Mondelez World Travel Retail

DIGITAL INNOVATION OF THE YEAR
ARI – theloop.ie

IN HIGH 
SPIRITS
Marie Brizard – Groupe Belvédère 
hosted a glamorous cocktail reception 
at the Carlton Hotel last night, 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.

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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THE AIRLINE & RETAILER WORKSHOP:  
INFLIGHT FOCUS
The inflight retail market continues to offer great visibility to a wide variety of premium brands, 
and TFWA’s Airline & Retailer Workshop yesterday morning was an opportunity for delegates 
to explore the sector in depth. They heard three truly engaging presentations.

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. Cathay 
Pacific is, of course, 
renowned as one of the 
world’s best airlines and 
this summer was named 
‘Best Airline in the World’ 

Jasmine Li, Manager Inflight Sales and Service Development, Cathay Pacific: “Cathay Pacific sees inflight sales as an 
integral part of its passenger service. At Cathay Pacific, we’re committed to providing the best service for passengers. 
Over the years we’ve improved our inflight product range and enhanced our offer.”

Ana Rita Aragão, Inflight Sales 
Director, Lojas Francas de 
Portugal/TAP Air Portugal, 
provided some details about the 
TAP inflight magazine, On Air, 
which is focused on being three 
things: ‘Glamorous’, ‘actual’ and 
‘exclusive’.

by Skytrax for the fourth 
time. The retail offer is 
a key component of its 
success, with Li respon-
sible for maintaining and 
raising the already high 
levels of service. She 
said the airline starts by 
asking the question ‘Why?’ 
in everything it does. 
“We clearly articulate 
everything we do, and 
we provide passengers 
with an irresistible offer,” 
Li commented. “The 
feedback from passengers 
is that they’re confident 
we only select the best 
products and brands to 
offer them.”

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.
“Cathay Pacific sees 
inflight sales as an integral 
part of its passenger 
service,” she said. “At 
Cathay Pacific, we’re 
committed to provid-
ing the best service for 
passengers. Over the 
years we’ve improved our 
inflight product range and 
enhanced our offer. The 
result of providing the 

best is solid growth of 
inflight revenue over the 
past decade. This is very 
important and a signifi-
cant source of ancillary 
revenue for the airline.”
Cathay Pacific also places 
significant emphasis on 
training its sales staff and 
enhancing their product 
knowledge – a strategy 
that has discernibly built 
cabin crew confidence. The 
airline is also embracing 
innovation and technol-
ogy, and has invested in a 
mobile inflight sales app 
– ‘Shopedia’ – which is an 
effective support tool for 
the crew. “We know that 
what worked yesterday, 
won’t necessarily work 
today or tomorrow. We 
are committed to innova-
tion through all aspects 
of our business, and are 
confident our inflight sales 
will continue to evolve 
and contribute to the 
Cathay Pacific business for 
many years to come,” Li 
concluded.
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 convert-
ing enough passengers into 
customers”.
Tourvest Inflight Retail 
Services’ customers include 
South African Airways, 
British Airways, Arik Air, 
Precision Air, and Kenya 
Airways, with which it 
recently its contract after a 
hard fought tender process.
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 indul-
gence, or simply making 
an impulse 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.
Harvey also addressed the 
importance of personali-
sation of the retail offer 
– offering the right deal, 
at the right time, through 
the right channel. “We 
have a consistent drive for 
innovation,” he said. “We 

want to deliver our best 
for our airline partners 
and customers moving 
forward. We need to look 
at the use of different 
devices – desktop, tablet 
and mobile devices.”
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 Conde 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.”

Joe Harvey, Chief Sales & Marketing Officer, 
Tourvest Inflight Retail Services, asserted 
that “the inflight retail market is in a bit of 
a stagnant position” and “not converting 
enough passengers into customers”.
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TFWA’s 30 years have seen many highlights, and its milestone anniversary 
will be crowned in spectacular style at tonight’s Le Premium Evening.

JOHN KILMARTIN, GLOBAL DIRECTOR TRAVEL RETAIL,  
PATRÓN SPIRITS INTERNATIONAL

“Patrón Spirits International has been attending TFWA World Exhibition since 2007. In 
only seven short years this brand has evolved from a virtual unknown into now one of 
the most profitable ultra-premium white spirit suppliers in the industry. For me person-
ally, I haven’t been here all 30 years – no, only 20 years for me! What I love about TFWA 
World Exhibition & Conference is that I’ve made some truly great friends, and I’ve had an 
incredible opportunity to meet numerous industry legends. There is simply no industry 
like ours, and TFWA brings us all together. Heartfelt and well-deserved congratulations 
to everyone at TFWA, and the tireless work to make this all possible. Here’s to the next 
30, and to the next generation!”

ANNA ROIG FERNÁNDEZ, EXPORT & TRAVEL RETAIL  
ACCOUNT EXECUTIVE, MAJORICA

“I have been attending TFWA World Exhibition & Conference since 2003. It is really 
difficult to choose one favourite memory – there have been so many! The new partners 
and the long lasting business relationships achieved, and even friendship with many of 
these partners, are I suppose the best ones. This exhibition is by far the nicest I have 
been to due to the perfect organisation and charming environment that always surrounds 
it. Happy 30th anniversary! Please continue as you have in the past – it is nice to be at an 
exhibition where you always find help and things are easy for the exhibitors.”

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

IT WAS A PACKED CONCOURSE IN 
FRONT OF THE PALAIS DES FESTIVALS 
ON MONDAY MORNING, AS TFWA’S 
30TH ANNIVERSARY WAS CELEBRATED 
WITH A TRULY STUNNING CAKE.

TFWA’S LOCAL PARTNERS KINDLY 
PROVIDED CAKE AND CHAMPAGNE ON 
MONDAY TO CELEBRATE THE 30TH 
ANNIVERSARY.

Scan this code to 
visit the TFWA 30th 
anniversary video wall

COLM MCLOUGHLIN, EXECUTIVE VICE CHAIRMAN, DUBAI DUTY FREE

“Dubai Duty Free has been attending TFWA World Exhibition & Conference since 1984, 
and I have been representing Dubai Duty Free at the event since that time. Dubai Duty 
Free started on 20 December 1983, so we are just a year older than TFWA. Congratula-
tions to TFWA on this milestone anniversary, and in particular to Erik and all of his Board 
members and team. Having marked our own 30th anniversary last year, we are aware of 
the hard work and commitment that is required to build up an organisation successfully. 
After three decades, TFWA’s commitment to the duty free and travel retail industry is 
unabated, and that is cause for celebration.”
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The confectionery 
game in travel retail 
takes place on a very 
large playing field. 
From the smaller guys 
to the large conglom-
erates, confectionery 
is a category whereby 
unheard of brands in 
travel retail may well 
struggle and where 
the larger players 
generally take pride of 
place on shelves. 

In the spirit of fair play 
there are brands that 
are so heavily involved in 
category management 
that they help bring the 
rest of the players along 
with them, almost by 
default. Everyone is in 
it together in a category 
that benefits from a wide 
range of purchasing 
options. From gifting to 
self-purchase, sharing 
to snacking, cheap and 
cheerful to premium 
ranges – I challenge you to 
step into any travel retail 
store and not be interested 
in the selection on display.
The suppliers showcasing 
their wares at TFWA World 
Exhibition & Conference 
are adapting. In the battle 
for consumer attention, 
they are armed and ready 
for battle. Mondelez World 
Travel Retail (Riviera 
Village RG5) understands 
the benefits of category 
management. In 2012 
it launched its category 
vision ‘Delighting Travel-
ers’, which was all about 
maximising the potential 
of the confectionery 
category, not only to grow 

IN IT TOGETHER
Mass market and premium brands alike are adapting to the changes 
needed in the category market, from further premiumisation to making an 
inexpensive offering better. The big and small players are happy to share 
their wisdom in how they are making the category better and adapting to 
change. Lorna Strickland-Cook reports.

confectionery sales, but to 
grow overall travel retail 
sales. Confectionery is 
a strategic category in 
travel retail that, properly 
executed, can promote 
significant growth in 
revenues. “Firstly it has 
a universal appeal and 
is versatile in that it 
covers snacking, self-
purchasing and gifting,” 
said Mondelez World 
Travel Retail Customer 
Marketing Manager Anna 
Szentivanyi.
The company says that 
its research also shows 
that confectionery is 
the category with the 
highest level of impulse 
buying, so it can be used 
to attract impulse visits 
and increase footfall, 
particularly appealing 
when only around 52% of 
travellers enter duty free. 
It is also the most likely 
category to be purchased 
at the cash till, so can 
drive last-minute cash 
sales and increase basket 

size. “There is still lots of 
work to be done to ensure 
that confectionery is 
consistently executed well 
instore, but standards in 

store layout are definitely 
improving,” Szentivanyi 
added.
Mondelez believes that 
the best way to promote 
this is through the Trinity 
approach, a partnership 
between brand, retailer 
and the airport, which 
looks not only at the retail 
space itself, but also at 
how it is promoted and 
signposted within the 
wider airport environ-
ment to ensure footfall is 
maximised. “Everything 
we do is insight-driven,” 
Szentivanyi said. Mondelez 
looks at sales results and 
shopper feedback and 
then tailors its approach 
to what it is seeing 
from consumers. “We 
don’t innovate for the 
sake of it – we innovate 
because we identify 
opportunities to better 
meet shoppers’ needs 

through new products, 
packaging, formats and 
promotions. This doesn’t 
always have to mean 
re-inventing the wheel 
– we can take an iconic 
product like our Toblerone 
400g bar and still find 
new ways of delighting 
travellers, through new 
tastes and textures and 
promotional activa-
tions to support them,” 
Szentivanyi commented. 
“Crunchy Almond was a 
huge success because 
it combined an element 
of intrigue and fresh-
ness, with a new flavour, 
while staying true to the 
things people love about 
Toblerone.”
Toblerone is the hallmark 
of innovation in travel 
retail from years gone 
by. The giant versions 
are iconic in travel 
retail. While a relatively 

inexpensive line such as 
Toblerone can pave the 
way in the mass market 
segment, it hasn’t taken 
long for others to engage 
the masses too.
Ferrero (Green Village 
J35) has also got category 
management in its sight. 
The supplier believes 
it is important from a 
supplier’s and a retailer’s 
perspective, so that there 
is a balance between 
junior confectionery, 
snacks and premium 
items. But from the 
shopper’s perspective 
it should be seamless. 
“Kids’ gifting items may 
indeed be bought by 
adults for kids, but also 
by adults for themselves,” 
said Francois Godin, 
General Manager, Ferrero 
Travel Market. “That adult 
may also pick up a mixed 
basket, a snack to enjoy 

Butlers adapts to the preferences of different regions 
through both product content and packaging design.

Lindt of Switzerland is launching a new addition to its Silver Tablet range at TFWA World 
Exhibition & Conference. Exclusive to travel retail, Dark Sea Salt Almond is crafted from a new 
and sophisticated recipe and made with premium ingredients including the highest quality Lindt 
dark chocolate, freshly roasted whole almonds and a touch of crystal sea salt.
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now, a favourite for later, 
a treat for a child and a 
special gift for a friend 
– so there should be no 
obvious boundaries that 
will deter from trading up 
and from making multiple 
purchases.”
There is tough competition 
from other brands and 
“the consumer is faced 
with a fantastic selection”, 
not only in travel retail 
stores, but also in the 
domestic markets, “so 
we have to be top of our 
game,” Godin added.

Ferrero brands now 
extend their reach “beyond 
their comfort zones”. The 
premium pralines such as 
Ferrero Rocher, Raffaello 
and Ferrero Rondnoir, 
are very popular as gift 
purchases, so the supplier 
innovates with luxurious 
presentations.
In terms of profile for 
the brand, a well-run 
promotion will boost 
awareness enormously. 
In terms of actual sales, 
Ferrero reveals it may see 
a +200% or even +300% 

hike in sales of the actual 
subject of the promotion, 
with a positive knock-on 
and trade-up on related 
confectionery. Huge 
investment is required 
to mount a successful 
promotion with displays 
and merchandising, 
staff and samples, and 
although it will “not 
necessarily cover our 
costs, generally it is still 
worthwhile because of the 
increased visibility”, Godin 
explained.
Increasing visibility is 

something that premium 
brand Lindt (Marine 
Village R7) is good at. 
Like Ferrero it has been 
overhauling its offer 
gradually and steadily 
to offer a mix of easy to 
buy premium chocolate. 
Take Lindor, for example 
– a box of individually 
wrapped chocolate 
items that make for easy 
purchasing and easy 
sharing that sits well 
alongside Lindt’s signa-
ture premium bars.
The supplier believes 

that premiumisation is a 
trend that affects all retail 
categories at the airport, 
and confectionery is no 
exception to this rule. 
“As a premium player in 
this market, we’re in a 
good position to capitalise 
on the ever-increasing 

need for an ever-higher 
quality offer,” said Peter 
Zehnder, Global Duty Free 
Head, Lindt & Sprüngli. 
“Lindt has a reputation as 
a pioneer in travel retail, 
and innovation has always 
been a central focus for 
our business. It’s essential 

Adapting to the different requirements of its markets is key and 
Al nassma is the first camel milk chocolate and so offers the 
“only real sense of place product by and for the Gulf region,” said 
Patrick Dorais, Director of Sales, Al nassma Chocolate.

SPOTLIGHT ON MARS 
INTERNATIONAL TRAVEL RETAIL

Innovation is an essential part of the confectionery category and should not only be viewed around the 
product, but in the broadest sense. It is about having an innovative look at the total retailing experience. 
Mars International Travel Retail offers innovation in everything it does – through high impact promotions and 
activations designed to attract and engage travellers, impactful displays, and its M&M’s airport stores, each one 
of its stores offers travellers an exciting and interactive experience to remember.
This summer it has been running a very fun and innovative M&M’s Watch promotion. The exclusive limited 
edition gift-with-purchase offered travellers the chance to own a fun and colourful M&M’s watch, which was 
available with every three Maxi M&M’s pouches purchased. Five different models were available, each with its 
own individual design to match the personalities of the famous characters: Red, Yellow, Blue, Green and Orange.
Among the new products on show by Mars here at TFWA World Exhibition & Conference are: M&M’s Exclusive 
Pouch, M&M’s mug, Multi Pack Bars, Miniatures sharing box, Travel Bites, Galaxy Multipack Tablets, Skittles 
Sharing Bag, and three flavours of Wrigley Extra – Peppermint, Sweet Mint, and Spearmint.

Bay Village Bay 9
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With the Best Ingredients, the Tasty side of Travelling.

www.ritter-sport.com

For further information please contact 
Mrs. Katharina Tyrolt at k.tyrolt@ritter-sport.de or 
Mrs. Sabrina Valenti at s.valenti@ritter-sport.de

IN ADDITION  
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Mars ITR is a leading player in the confectionery category.  
We combine insights, vision and global strength with powerful brands  
to create fantastic in-store opportunities. 

Contact your local account manager and see what we can accomplish together!

Let’s face it, if consumers can’t resist M, how can you?  
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Happy moments 
deserve Guylian’s fi nest 

Belgian chocolates.

The World’s Favourite Belgian Chocolates

AdHaven_111x331_TFWACannes.indd   1 01/09/14   16:12

to keep introducing new 
products that give existing 
customers new reasons to 
come back to a favourite 
product, and tempt new 
customers to try our 
brands, as well as making 
sure that we are attracting 
the most significant target 
markets, and reflecting 
current food trends.”
Looking to the sugar 
sub-category, chocolate’s 
little brother in the 
confectionery market, 
brands such as Werther’s 
are adapting to the chang-
ing face of confectionery 
in travel retail. Soren 
Terndrup Hansen, Manag-
ing Director, Storck Travel 
Retail (Mediterranean P9) 
commented that category 
management is something 
the supplier pays more 

and more attention to, 
and it has a lot of focus 
especially on the sugar 
category. For over 100 
years it has been selling 
Werther’s Originals, “and 
we are the market leader 
in the sugar caramel 
category”. The focus 
has been on driving this 
category by making sure 
it is meeting all the needs 
of the growing number 
of passengers in travel 
retail that are looking for 
alternative gifting and 
sharing opportunities to 
the traditional chocolate 
offerings.
In 2013 it introduced 
the Werther’s Caramel 
Selection tube, “which was 
the first informal sugar 
gift item in the industry,” 
Hansen said, something 

that he believes was 
previously missing. “This 
introduction has given a 
real push to our Werther’s 
business and has not 
only added to our current 
business, but also made 
more people buy our 
traditional mono-flavoured 
self-consumption 
pouches.”
“We have seen stunning 
growth rates this year and 
last year. However, there 
is a lot more potential 
in this category and we 
strongly believe we also 
have an obligation to drive 
this category,” he added. 
This is why, during this 
TFWA World Exhibition & 
Conference, buyers will 
see two new Werther’s 
items closing some of 
the gaps Storck sees in 

GODIVA IS SHOWCASING ITS LATEST 
CHOCOLATE MASTERPIECE, 
TENDRESSES, ALONG WITH A RANGE OF 
OTHER DELICIOUS CREATIONS FOR 2015.

SPOTLIGHT ON GODIVA

Godiva is passionate about its brand and dedicated to bringing the ultimate chocolate experience to consumers 
around the world. Travel retail is in many ways Godiva’s window to the world and the place where it continues 
to reach new consumers. By working closely with its customers, together they will continue to define and 
strengthen the premium confectionery segment. Godiva continuously brings novelty and surprises for the 
traveller, offering seasonal collections. These include its Christmas 2014 and Chinese New Year 2015 collections 
and travel retail exclusives, such as Messages tout Chocolat and Création Pralinés in 2014, and Tendresses – its 
new edition for 2015. Each travel retail exclusive giftbox follows the trends, in terms of packaging design, and 
offers exclusive and innovative recipes.
Within the core assortment, the most popular items are from the gifting category, including the Gold collection, 
Souvenir collection, and Truffles collection. In recent years, it has also focused on strengthening its self-treat 
offer. The introduction of the Tablet collection has been very successful, thanks to new flavours added each year.
To appeal Asian tastes, Godiva has a variety of dark pieces in the assortment, and small gifts. For the Middle 
East, it offers sweeter tastes, with milk recipes, and bigger luxurious gifts.

Yellow Village F33
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this category. “The adult 
sugar category has been 
missing sharing pouches,” 
he said “and for those 
30% of travellers that are 
purchasing for sharing 
we are now introducing 
the first and only caramel 
mix larger sharing pouch 
(Werther’s Original 
Caramel Favourites).” 
For the 60% of travellers 
buying for gifting it is also 
introducing the ultimate 
caramel gift item by intro-
ducing the only caramel 
ready-made gift box as a 
special edition for travel 
retail, with the ultimate 
selection of its five most 
popular Werther’s Original 
candies and chocolates.

IMPULSE BUY
Generation reveals that 
55% of confectionery 
purchases are made on 
impulse, which drives 
incremental sales for the 
channel. Confectionery is 
the most frequently visited 
and purchased category in 
duty free.
Value for money and lack 
of category excitement 

are the main non-buyer 
barriers to purchase 
within duty free, accord-
ing to Generation, and 
confectionery non-buyers 
are open to persuasion 
once in the category, with 
gift purchasing being an 
important trigger.
US company Hershey 
World Travel Retail (Green 
Village M53) knows a thing 
or two about harnessing 
an impulse shopper. As 
Hershey World Travel 
Retail General Manager 
Steve Bentz revealed: 
“Increasing conversion 
within the confectionery 
category will happen with 
clear promotional displays 
and activities to engage 
shoppers, as well as 
creating more excitement 
in the category through 
new product develop-
ment, gift solutions and 
sampling. It’s all about 
understanding shopper 
needs and partnering 
with retailers to drive 
brand engagement, 
which ultimately leads 
to increased sales and 
conversion. Hershey is 

there. Also, in the Middle 
East and Asia, in particu-
lar, there is a demand for 
ultra luxurious packag-
ing, which is an area we 
have been addressing,” 
explained Butlers Sales 
Director Karl Marnane.
The Middle East is 
becoming a hotbed for 
trend-setting, as Al 
nassma Chocolate (Blue 
Village F1) is discovering 
with what it claims is the 
first camel milk chocolate 
on the market. Patrick 
Dorais, Director of Sales, 
Al nassma chocolate, 
believes that in the 
premium sub-category, 
price no longer plays a 

FERRERO TRAVEL MARKET IS PROUD 
TO ANNOUNCE THE LAUNCH OF THE 
FERRERO GOLDEN GALLERY RANGE, 
PROPOSED IN TWO FORMATS – 216G 
AND 327G – WHICH OFFER A REFINED 
ASSORTMENT OF EXPERTLY-CRAFTED 
CONFECTIONERY MASTERPIECES.

also very big on market 
research, commissioning 
major studies in big cities 
around the world solely 
to gather feedback from 
members of the public on 
aspects of its travel retail 
exclusive offers.”

REGIONALLY-SPEAKING
Rausch (Yellow Village 
E35) is also big on market 
research and tastings 
sessions around the 
world. “Without the need 
to change recipes, we 
learnt that some regions 
are more interested in a 
single-origin concept than 
others. Heritage, quality 
and expertise are more 
relevant here. The Rausch 
brand offers both,” said 
Managing Director Jörn 
Schumann.
Irish chocolatier Butlers 
(Green Village J68) adapts 
to the preferences of 
different regions through 
both product content and 
packaging design. “For 
example, in the Middle 
East our gift assortments 
are alcohol-free to meet 
the needs of customers 

MARS INTERNATIONAL TRAVEL RETAIL IS 
SHOWCASING A RANGE OF NEW, 
EXCITING INNOVATIONS, ALONGSIDE ITS 
MAJOR NEW STRATEGY POSITIONING. 
NEW PRODUCTS INCLUDE THE M&M’S 
EXCLUSIVE POUCH, AVAILABLE IN MAXI 
SIZE (440G) AND LARGE SIZE (340G).
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primary role in terms of 
purchase motivation, and 
the ‘wow’ effect is more 
and more a criteria for 
product selection. “We 
see a growing demand 
for local brands offer-
ing new and exciting 
yet very exquisite and 
home-grown products, 
and making shopping an 
experience rather than 
a mere buy/sell cash 
transaction,” he said.
Dorais believes Al 
nassma’s camel milk 
chocolate perfectly 
addresses all these new 
developments. Based 
on a very distinct key 
ingredient, camel milk, 
“we manage to create a 
personalised and local 
feel. Global brands usually 
struggle to achieve this 
due to their widespread 
availability. On the other 
hand, our products are 
Halal and of the finest 
quality, and as such enjoy 
a relevance and business 
potential also outside 
where one traditionally 
finds camel herds.”
Adapting to the different 

requirements of its 
markets is key, and Al 
nassma is the first camel 
milk chocolate and so 
offers the “only real sense 
of place product by and 
for the Gulf region,” said 
Dorais. “So we are seeing 
a great popularity within 
our home market. Locals 
who grew up on camel 
milk, expats for whom 
our chocolates are a 
great take home gift, and 
tourists who are either 
visiting the region or 
merely transiting through” 
are the main purchasers 
of the brand. The major 
airport hubs are all quite 
keen on trying something 
unique, made in the UAE.
Internationally, suppliers 
such as Ferrero, focus on 
markets where its brands 
are historically very strong 
on the domestic markets. 
“This assures already their 
presence and success 
in most of the key travel 
retail locations! We are 
making great strides and 
we see excellent potential 
for the development of 
all our brands across the 

world,” commented Godin.
Regionally-speaking, even 
the smaller brands have 

got it right. Starbrook 
Chocolate Company 
(Mediterranean Village 
N19) doesn’t have to worry 
too much about provid-
ing the perfect travel 
retail mix. Its products 
are specifically for travel 
retail and the company 
even makes use of a 
dedicated artist providing 
retro images of airports, 
airlines and passengers. 
Planes, trains and 
automobiles can appeal to 
everyone. It can adapt its 
offer accordingly, with a 
simple packaging tweak.

It all sounds like sweet-
ness and light. After all, 
confectionery is the most 
frequently visited and 
purchased category in 
travel retail, but there 
are still challenges 
facing the category. The 
challenges of purchasing 
high ingredients at low 
prices can swiftly turn into 
the reality of buying low 
ingredients at high prices, 
which needless to say is 
something all suppliers 
are actively avoiding.
As Starbrook Chocolate 
Company President 

Patrick Gilis said: “Cocoa, 
nuts, cocoa butter, sugar, 
we will approach the 
challenge of the still rising 
raw material prices in 
such an inventive way that 
they will not affect our 
product quality.”
With the price of raw 
materials on the rise, and 
the need to keep customers 
buying a brand against 
expected and unexpected 
threats, we may yet find new 
ways for suppliers to help 
each other alongside the 
helping hands that category 
management still offers.

Rausch Schokoladen is relaunching its Single Origin 
chocolate portfolio, including its travel retail exclusive 
World of Chocolate collection, with a new, up-to-
date design and more precise labelling to reflect the 
plantation source. The new look is being presented here 
at TFWA World Exhibition & Conference.

Among Mondelez World Travel Retail’s new products 
is Toblerone Crushed Corn 400g, which is being 
launched exclusively in travel retail. It delivers a 
whole new taste and texture experience for lovers 
of the channel’s most popular chocolate brand, 
combining original Swiss milk chocolate with almond 
and honey nougat, and pieces of crunchy roasted corn.

The Hershey Company is showcasing 
its Caramel Filled Kisses in a new 
travel retail exclusive 375g pouch.

CONFECTIONERY FEATURE TFWA WORLD EXHIBITION & CONFERENCE THURSDAY 30 OCTOBER 2014 
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DUTY FREE 
WORLD COUNCIL

Duty Free World Council held a meeting 
yesterday, at which a number of issues were 
discussed. The Duty Free World Council was 
formed in 2014 to represent, protect and 
promote the global duty free and travel retail 
industry. Its founder members are the trade 
associations TFWA, IAADFS, MEADFA, APTRA, 
ETRC, ASUTIL and FDFA.

WiTR TFWA WORLD EXHIBITION & CONFERENCE THURSDAY 30 OCTOBER 2014 

TFWA !
30TH ANNIVERSARY

NESTLÉ In ternat ional Travel Retai l  is  proud to
celebrate 30 years at  TFWA Cannes and congratulates

TFWA on this mi les tone.
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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 here at TFWA 
World Exhibition & Confer-
ence this week.
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 generos-
ity, 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.
Prizes have kindly been 
delivered to exhibitors’ 
stands by Questexhibits 
and visitors may collect 
their prizes from the visitor 
registration area.
Sharon Beecham of Dubai 
Duty Free, who 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 today we 
have given hope to children 
in one of the world’s 
poorest countries.”
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The social programme at TFWA World 
Exhibition & Conference provides many 
of the highlights of the week. The 
Scene, once again, features a different 
DJ each night – tonight DJ Kristof 
Tigran will be entertaining the crowd.  
Le Premium Evening tonight will bring 
the 30th anniversary celebrations to a 
fitting crescendo with dinner prepared 
by Michelin-starred chef Régis Marcon 
and a performance by Chic featuring 
Nile Rodgers.

TONIGHT’S 
THE 
NIGHT

Tonight, 22:00-02:00 Gare Maritime
The Scene is conveniently located next to the Palais des Festivals, and is firmly established as the place to party after hours. 
Some of the best DJs on the Côte d’Azur will keep the music coming, ensuring a vibrant, energetic ambience, while there is also 
plenty of space to enjoy a drink, thanks to our generous sponsors, with friends and colleagues. Make sure you secure access 
to this unique venue by purchasing a ticket from The Scene desk (Level 1, Palais des Festivals) or at the entrance at Gare 
Maritime. For those not able to attend Le Premium Evening, a special surprise awaits at The Scene tonight!

TC14115_Invit_Pastille_40mm

Tonight, 19:30  
Port Canto

CELEBRATE TFWA’S 30TH ANNIVERSARY  
IN STYLE AT LE PREMIUM EVENING!

TFWA’s 30th anniversary celebrations culminate in an 
unforgettable evening on the quayside. Master chef 
Régis Marcon, holder of three Michelin stars every 
year since 2005, will prepare a sumptuous dinner. 
Chic, featuring the legendary Nile Rodgers, will then 
take the stage for a rousing musical finale.

• By invitation only 
• Part of the full delegate package 
• Dress code: Black tie
• A shuttle service will operate  
   from all major hotels

Kindly 
sponsored by:

ENTRANCE WITH TICKET ONLY 
(please note that your exhibition badge must be shown)

TFWA WORLD EXHIBITION & CONFERENCE THURSDAY 30 OCTOBER 2014  SOCIAL PROGRAMME

Break free from  
category restrictions.
Compact products for  
travel convenience.

Contact us for beauty POS solutions: Klaus Mellin • mellin.k@pg.com • www.braun.com/global

Visit us at TFWA World Exhibition 2014 • Mediterranean Village / P14





TIME TO BE POSITIVE

The Capella/Lambretta 
Watches stand has been 
a hive of activity during 
the first three days 
of the exhibition and 
Jonas Dahlgren, CEO, 
Worldwide, explained to 
the Daily why he and his 
colleagues have every 
reason to be in a positive 
mood. The company’s 
timepieces are already 
widely available through-
out travel retail, ranging 
from onboard listings with 

around 75 full-service 
and low-cost airlines, to 
multiple airport locations, 
including at Turkey’s 
Antalya Airport, where a 
recent innovative promotion 
for the Cielo Gelato collec-
tion led to record sales.  
As Dahlgren and his 
colleagues explained, 
Lambretta Watches 
have also recently been 
listed by DFDS Seaways 
just in time for the peak 
Christmas travel season, 

while details are also being 
finalised with a major 
Indian department store in 
the domestic space, which 
Dahlgren described as a 
“very exciting development”.
The company is also 
enjoying welcome success 
in the Americas, where it 
has a growing presence 
onboard, in airports and 
on cruise ships. 

Yellow Village 
F60

PVM TARGETS 
SWEET SUCCESS

A big part of Perfetti 
van Melle Global Travel 
Retail’s (PVM GTR) focus 
at this year’s show is 
on promoting the new 
selection of licensed 
Minnie Mouse novel-
ties 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 six 
lollipops, four figurines 
and a game, which are 
presented in a heart-
shaped box. There is also, 

however, 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 the 
fact that research shows 
that confectionery is the 
main driver for visiting 
duty free stores.

Mediterranean 
Village P17
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Looking to build on 
its strong presence 
in the likes of Central 
America, the Carib-
bean and the US, the 
message on the Botran 
Aged Rums stand is 
clear: “Our goal is to 
break into the duty free 
market in Europe.”
In domestic markets 
across Europe, the 
Guatemalan company’s 
range of rums is well 
represented, but Roberto 
Garcia Botrán explained 
that he now has high 
hopes for the travel retail 
sector. “I would love to 

SCENT FROM 
ABOVE

With the Lalique Noir 
Premier Collection among 
the luxury products taking 
pride of place on the Art 
& Fragrance stand, the 
company has received a 
constant flow of visitors. 
The Noir Premier Collection 
highlights the milestones 
of Lalique’s history with 
five outstanding fragrances 
whose names and themes 
are inspired by the legacy 
of René Lalique and his 
successors, Marc and 
Marie-Claude Lalique. As 
Art & Fragrance’s Anne-
Catherine Barret explained, 
the very first black perfume 
bottle designed by René 

Lalique in 1911 – the 
‘Quatre Aigles’ – has 
been chosen to perfectly 
showcase the selection.
Meanwhile, the ‘Voyage 
de Parfumeur’, a series of 
home fragrances including 
luxury candles and diffusers, 
are also being presented. 
Each scent highlights a raw 
material from a breathtaking 
location, such as the fig 
tree from the Amalfi Coast 
and Japanese yuzu, and 
among the airports to have 
already listed the product 
is Europe’s busiest, 
London Heathrow.

Red Village J33

RUM ROLL 
PLEASE

see our rums get into 
Spain, Italy and the UK, 
for example,” he said. “In 
Europe, the consumers 
are very educated in 
this area and it’s a very 
important market.”
Among the dark rums 
being showcased on 
the stand this week is 
the Botran Solera 1893 
Aged Rum, which is aged 
under the Solera System 
in the mountains of 
Guatemala in American 
white oak barrels. 

Yellow Village 
G45

Travel retail fosters 
innovation and forces 
companies to think 
more dynamically. 
That’s according to the 
Italian fashion brand 
Cerruti 1881, which is 
exhibiting a new range 
of products here in 
Cannes. “It’s all about 
space, in travel retail,” 
explained Alessandro 
Maroni, Brand Manager 
Leather Goods. “This 
makes us more innova-
tive in terms of our 
offering – our products 
have to be more usable 
and versatile, and 
our packaging has to 
be smaller and more 
efficient.”With that in 
mind, Cerruti 1881 has 

Goldkenn is in Cannes 
showcasing a range of 
new liqueur chocolates, 
which have been produced 
exclusively for travel retail. 
The Swiss chocolatier has 
unveiled its Jack Daniel’s 
Honey, Beluga Vodka, and 
Amarula liqueur choco-
lates here at TFWA World 
Exhibition & Conference.
The show has provided 
Goldkenn with an opportu-
nity not only to celebrate its 
existing relationships, but 

SWEET 
TEMPTATION

also establish new ones.
“Business has been good 
here,” said Hernando 
Sosa, Export Sales 
Manager, Goldkenn. “A lot 
of folk are really excited 
about these new items we 
have here. ”Goldkenn has 
also released a new dark 
chocolate praline called 
Le Caprice, as well as 
extending existing lines.

Riviera Village 
RC7

TIME 
TO 
EXPAND
Tyko Travel Retail is looking 
for ground store partners 
here in Cannes, 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 acces-
sories 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 is exhibiting for the 
first time here 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 high-spec 
watch and value for money, 
while the natural Daisy Chain 
accessories will be pitched at 
bohemian female travellers.

Green Village 
K38

ITALIAN 
INNOVATION

launched a new range 
of leather bags and 
luggage cases, which 
offer more functionality 
without compromising 
on style. The brand 
arrived in Cannes 
buoyed by the news 
that Turkish Airlines 
will be selling its bags 
onboard to its first 
class passengers. “It’s 
a very special model 
that we made for them,” 
said Paola Silvestro, 
Licences Director. “They 
are fashionable, but 
also very practical – and 
that’s important in 
travel retail.”

Bay Village 
Bay 14
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BLACK 
BEAUTY

Born in 2009 in Paris 
– the vision of an 
African make-up artist – 
Black|Up’s backstory is 
an important one that has 
transformed the world of 
cosmetics, and the daily 

routines of black and 
mixed skin women. Based 
on the values of quality, 
innovation, modernity and 
elegance, each Black|Up 
creation is a dedicated 
answer to the needs of 
black skin, and thanks to 
its unique offer, the first 
brand to make profes-
sional products for black 
beauties has become a 
key player in make-up.

“Black skin needs its 
own dedicated cosmetics 
range, and not simply an 
extension,” said David 
Coranson-Beaudu, 
International Trainer, 
Black|Up. “It is so 
different to Caucasian 
skin, with very different 
characteristics – black 
skin can have dark spots, 
be oily, have different lip 
colours, varying tones in 

certain places, and light 
around the eyes. Our 
products hide everything, 
for a Photoshopped finish 
and smoothed, matt 
skin.”
Black|Up’s product range 
is spearheaded by its best 
selling Perfect Matifying 
Primer.

Green Village 
K37

OLFACTORY EXCELLENCE

Classical but scintillating, 
and with an unmistakable 
olfactory signal, visionary 
perfumer Jacomo has an 
enduring popularity.
Jacomo has long played 
an important role in the 
global perfume industry, 
and continues to innovate 
– its It’s Me references, 
integrating contempo-
rary technology with 
a sought-after scent, 
played a significant part 

in drawing young people 
back into the perfume 
market, and now with 
its newest releases it is 
appealing specifically to 
another sector of  
consumers.
The strength of Jacomo’s 
scents, their distinctive 
style and long lasting 
finishes make them 
favourites in countries 
throughout the Middle 
East. Middle East-targeted 
Oud For Men and Le 
Parfum – the already 
revered floral oriental 
scent for women – were 
released in recent months, 

and will firmly establish 
Jacomo’s presence there.
“There are so many 
commercial perfumes 
available today, and more 
and more products are 
being launched all the 
time,” said President/
CEO Eric Jacquemet. “In 
the fast moving market, 
people want an easy to 
understand, easy to grasp 
fragrance, but one that is 
still very elegant, and that 
is what we have created in 
Le Parfum.”

Red Village 
L25

TWEEZY DOES IT
La-tweez welcomed 
admirers of intelligently 
designed, fun and 
functional professional 
beauty products to its 
stand yesterday, to 
demonstrate the wealth 
of new and innovative 
solutions that it has 
created for the travel 
retail market – each one 
with the woman on the 
go in mind. The star of 
the showcase was Color 
Me Wild, the vibrant 

reinvention of La-tweez’s 
top-selling Pro Illuminat-
ing Tweezer, available 
in vivid yellow, fuchsia, 
turquoise, pink and purple, 
in compact carry case 
packaging. 
“We are extremely sensi-
tive to the travel retail 
market, and have learned 
from TFWA that one of 
the challenges facing the 
industry is that there are 
millions of people who 
are travelling each year, 

but are not converted 
into sales,” said CEO 
Robert Frohlinger, who 
explained that in response 
to this issue the brand 
has created a number of 
add-on products, designed 
to boost additional sales.
The Pro Style mini 
straightener is made 
with quality, with ceramic 
plates that heat to 200 
Fahrenheit, an insulated 
heat-proof pouch and 
adaptable travel plugs.

Yellow Village 
G46
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MISAKI’S BACK
Misaki is back in Cannes 
this year with a new corpo-
rate structure following a 
management buyout and it 
says it’s ready to cope with 
future growth.
Now partnered with NSH, 
the group behind the 
Phyderma and Natura 
beauty brands and other 
divisions for food supple-
ments and underwear, 
Misaki said the existing 
planned distribution for 
travel retail will not change.
Sandrine Candela, 
spokesperson for NSH, 
said: “We are happy now 
to have Misaki with us and 
to move more into luxury 
brands.” She added that 
the group will be able to 
create many new synergies 
for export markets and the 

home sales/direct selling 
business of NSH can also 
leverage some Misaki 
products.
“The planned distribution 
for Misaki will not change. 
In domestic markets we are 
strong, and in travel retail 
the same,” said Misaki 
President Philipp Wille.

The highlighted collections 
on show this week are the 
Think Pink in rose gold and 
the very new Pearl Fusion, 
which uses the influence 
of many different cultures. 
Misaki is also launching 
writing instruments for 
the first time, beautifully 
designed in rose gold with 
pearls inside.

Yellow Village 
E26

GIFTS WITH FUNCTION
Troika is launching a new 
line of card wallets with 
a shield feature to guard 
against wireless hacking of 
card data. The basic Troika 
Card Saver wallet, comes 
with a Cryptalloy protective 
sleeve to prevent skimming 
from an RFID card reader, 
a growing risk when 
carrying the new type of 
contactless payment cards.
Manuel Franco, Travel 
Retail Director, Troika, 
commented: “Many 
consumers are getting 
concerned about this, 
especially in Europe 
where people are already 
able to use mobile 
payments for everything. 
This will be an important 
topic for the future and 
therefore we launched 

these types of products in 
advance.”
Also new from the 
company this week is 
the Troika Construction 
Pen, a very solidly crafted 
writing instrument in 
heavy metal, featuring a 
small screwdriver inside, 

a tablet touch stylus, 
spirit level and ruler 
scale. It makes a perfect 
gift for any engineer or 
architect in two sets of 
bright and neon colours.

Red Village 
J23

CHOCOLATE 2.0

Rausch Schokoladen is 
showing its new packag-
ing – the second itera-
tion - and travel retail 
exclusives for its single 
plantation chocolate this 
week. 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, Manag-
ing 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 
are proven products with 
a new presentation and 

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

Yellow Village 
E35

WINE WITH VISUALS 
AND SEGMENTATION

As the fourth-largest 
wine supplier in the 
world (the largest in 
UK and Australia) and 
present in 120 countries, 
Accolade Wines is 
showing for the first time 
under its own banner.
The company is introduc-
ing the revamped Sicilian 
wine brand DaLuca, which 
has been given fresh 
labelling, with images 
taken from the traditional 
card game of Scopa. 
DaLuca, in its previous 
incarnation, used to be a 
best-selling wine with UK 
premium supermarket 
chain Waitrose. The 
liquid, bottling and almost 

everything has been 
changed so it’s virtually a 
new wine from scattered 
small wine growers 
around the island of Sicily.
Rupert Firbank, Commer-
cial Director Travel 
Retail, Accolade Wines, 
commented: “Airlines, 
airports, borders, cruise 
ships and ferries are 
all big business for us. 
Our advantage is that 
we have a dedicated 
team around the world 
working for us in 
domestic markets. We 
know what our domestic 
business is, so we know 
what people drink when 
they are at home and we 

have the data. But we also 
have a full portfolio.”

Red Village J2

HELICOPTER TRIP

Each day Imperial Tobacco 
is giving away a free 
pre-show helicopter trip 
over the coast and nearby 
islands for five lucky prize 
winners. To enter, just 
visit the Imperial Tobacco 
stand and take part in its 
spin-to-win game, and 
guess the international 
traveller. For each entrant 
the company donates €30 
to TFWA CARE, marking 
the Association’s 30th 
anniversary.
Pictured are yesterday’s 
flyers: Micheline El 
Ammar Enkiri of Middle 
East & Africa Duty Free 
Association; Ignacio Raffo 
of Pramsa Border & Duty 
Free; Domas Navickas 
of Globus Trade; George 

Gilatas of Imperial 
Tobacco; and Trevor Lloyd-
Jones of the TFWA Daily.

Golden Village 
GO6
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FABLE 
WINE
“We like brands with 
heritage – it’s all about 
the story with us.” Those 
were the words of Anthony 
Budd, MD of Diverse 
Flavours, who uncorked 
the company’s latest line 
of South African wines at 
the show yesterday.
Following on from the 

success of its Groot 
Constantia wines, which 
are produced by the oldest 
winery in South Africa, 
Diverse Flavours has 
unveiled a new line from 
another heritage brand, 
Deetlefs.
“The Deetlef family 
left Germany on a boat 
bound for Australia in the 
1750s and it took them 
six months just to get to 
Cape Town, where they 
decided to stay,” explained 
Budd. “They found some 

land and started a winery, 
which is still in the same 
family today.” 
Premium products with 
history have helped 
Diverse Flavours secure 
first class listings with 
various airlines, and Budd 
is optimistic this show 
will lead to more. “This is 
only our second time in 
Cannes, but we’re really 
busy,” said Budd.

Red Village 
L34

ON 
TRACK
All aboard the Beluga 
Vodka stand, which has 
brought the spirit of the 
Trans-Siberian Express 
to Cannes this year with 
its carriage-themed 
bar. “The train decora-
tion is to celebrate the 
Russian region of Siberia, 
where Beluga Vodka is 

made,” explained Victoria 
Leonova, Head of Travel 
Retail.
Beluga Vodka is using the 
show to establish contacts 
in less familiar markets 
such as Asia and America, 
and to launch the Russian 
vodka, Belenkaya into 
travel retail.  
“Belenkaya is a low 
premium brand that is big 
in the local market – 60 
million litres were sold in 
2013,” said Leonova. “We 

think it has huge potential 
in travel retail.” 
The carriage-themed 
stand has proved 
popular with delegates 
at the show. 
“Everyone says they like 
it,” explained Leonova, 
who has made important 
contacts in Cannes. “We 
have had some very 
promising meetings here.”

Yellow Village 
E41
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The spectacular Japan 
Tobacco International 
(JTI) stand at TFWA World 
Exhibition & Conference is 
a little out of the ordinary. 
While its prestigious 
location in the Marine 
Village does of course 
highlight its immensely 
popular global flagship 
brands Mevius, Winston 
and Camel, and the travel 
retail exclusive Sheng 
Xiao created especially 
for Chinese travellers, the 
inclusive stand goes far 
further, to illustrate JTI’s 
revolutionary duty free 
strategy.
The beautiful stand, 

A REVOLUTIONARY 
PROPOSITION

designed by JTI’s Brand 
Equity Director Worldwide 
Duty Free Haythem 
Bouchuiguir, maps out 
JTI’s category manage-
ment solution for its 
customers – from data 
analysis, shop layout 
and segmentation, to 
design, production and 
installation. The display 
accentuates JTI’s unfailing 
determination to sustain-
ably develop not only its 
own brands or even just 
the tobacco category, 
but the whole duty free 
sector. By leveraging 
widely appealing tobacco 
products to increase 

footfall into airport shops, 
JTI is making great leaps 
to grow the basket size, 
and as a result, grow the 
industry.
“We have a saying,” said 
Gladys Rodriguez, Corpo-
rate Affairs & Communica-
tions Director Worldwide 
Duty Free, “that we believe 
in duty free. We care about 
duty free, and we have to 
fight proactively to really 
bring home the aware-
ness of the industry of the 
importance of tobacco to 
the whole of duty free.”

Marine Village 
T1

While many brands in 
the travel retail sector 
face obstacles in the form 
of tough competition in 
populous product catego-
ries, Parisian creator of 
luxury hair care Leonor 
Greyl contends with a 
unique challenge. Products 
for hair inexplicably remain 
all but absent from the 
duty free channel, and 
in its development, the 
prestigious brand is urging 
the travel retail market to 
change the way it looks at 
hair concepts.
Leonor Greyl is making 
excellent headway in the 
sector, and in doing so 
could influence the indus-
try’s approach. “There really 
aren’t any other hair brands 
in travel retail, so when we 
talk about category growth, 
in downtown and duty 
free, we need to be talking 
about creating a whole new 
environment, not just one 
brand,” said David Brooks, 

GOING 
HEADSTRONG
Director Research and 
Development, Leonor 
Greyl. Its growth can be 
attributed to its innovative, 
natural products, loaded 
with expertise. Its newest 
reference Shampooing 
Sublime Méches for 
highlighted hair has 

already garnered a wide 
following of return buyers, 
and for spring, Leonor 
Greyl will be releasing 
a new styling product – 
baume bois de rose.

Green Village 
M42

Morgan & Oates’ delicate 
new lightweight summer 
scarf is showing itself to be 
even more popular than the 
brand’s high expectations 
predicted, receiving brilliant 
interest from airline 
customers and being 
picked up for sampling 
by every one who has felt 
it. The seasonal contrast 
to the brand’s enduringly 
popular thick cashmere 
winter scarf, it is composed 
of either 100% lamb’s wool 
or a 10% cashmere, 90% 
merino blend and, designed 
for wear by both men and 
women and priced under 
€100, the scarf fills a 
significant market void. 
Jeannie Archer, Morgan 
& Oates Sales/Develop-
ment, said the luxury 
silken scarf company 

FEELING THE WAY

is “thrilled to bits” with 
the attention its newest 
creation has received. 
Luxury craftsmanship and 
‘Made in the UK’ quality 
make Morgan & Oates’ 
stunning cashmere, silk 
and wool scarves a unique 
listing onboard the many 
carriers that make up its 

90% airline business, while 
the brand’s travel retail 
exclusivity and commit-
ment to only using natural 
fibres has garnered huge 
popularity with the travel-
ling consumer.

Mediterranean 
Village P19

S.I.R.P.E.A. is showcasing 
a portfolio of original 
and enterprising brands, 
and groundbreaking 
products unlike those 
seen elsewhere in 
travel retail. “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 

STRENGTH IN IDENTITY 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 unequivo-
cally strong brand 
identities, and which 
range from high-end to 
very affordable, provid-
ing 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.

Green Village 
L61
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SWISS 
PRESTIGE 
WRIT LARGE

Caran d’Ache Genève, 
stationery producer of 
distinction, is gearing up 
for what promises to be an 
unforgettable centenary 
year. “We will be launching 

a specific anniversary range 
for the travel retail market. 
It is a real milestone and 
there will be some great 
launches,” said Interna-
tional Duty Free Manager 

and Americas Export 
Manager Urs Messerli.
The past year has 
presented some 
challenges for the 
high-end writing imple-
ments sector, notably 
the slowdown of Russian 
spending linked to a fall 
in the ruble, causing a 
shift in gifting behaviour. 
However, Caran d’Ache 
Genève has benefit-
ted from possessing 
two further strong and 

distinct sectors in travel 
retail – colour pencils and 
children’s sets, and office 
stationery pens in the 
$26-$70 range. 
Messerli explained that 
the latter category is 
“growing very fast thanks 
to the big emphasis we 
have put on novelties. 
We’re talking double digit 
growth”. Having joined 
Caran d’Ache Genève 
16 years ago, Messerli 
has focused on providing 

a strong travel retail 
catalogue of worldwide 
bestsellers and high 
quality industry exclusives 
within each of the three 
categories each year.
“This strategy has paid 
dividends. In the last industry 
rankings we were in 17th 
position for listings world-
wide; across airlines we are 
global 3rd, ” said Messerli.

Riviera Village 
RB9

GRAPES 
OF CLASS

Cognac Godet has been at 
every TFWA World Exhibi-
tion & Conference since 
the very first 30 years ago, 
and continues to offer 
visitors an insight into the 
wide range of niche and 
distinctive cognacs in the 
family stable.
“My father Jean-Jacques 
was here at the very 

beginning,” explained 
Maxime Godet, Asia & 
Africa Export Director and 
one of three sons who are 
representing the label 
at this year’s show. “We 
produce many different 
types of cognac for different 
occasions. We are a small 
brand offering something 
very precise you cannot find 

anywhere else in the world.”
The range on display 
includes vintages from 
1848 to more recent 
decades – cognacs aimed at 
connoisseurs, women and 
younger audiences. Cognac 
No 1 for example, has been 
developed for cocktails 
and mixing. Cognac Godet 
is currently present in 
Russia, the Middle East, 
Eastern Europe and Russia. 
Around 35% of its meetings 
this year have been new 
business, interested in its 25 
variety-strong range.

Blue Village A1
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GO, GO, GO!
TFWA World Exhibition 
& Conference is in many 
ways a giant simulation of 
the travel retail environ-
ment, and attendees are 
interacting with Design 
Go in much the same way 
as shoppers do with its 
innovative travel acces-
sories in duty free points 
of sale around the world. 
“We always turn a profit 

in Cannes – a big propor-
tion of new business 
comes from unscheduled 
visitors, and our conver-
sion rate is high. This 
is basically a shopping 
precinct and we’re an 
impulse product,” said 
Director David Lomas.
The accessories expert 
has signed with new duty 
free operators this week 

including new business 
with a client operating 
out of 14 airports. Lomas 
puts its success down 
to its solutions-focused 
approach to building 
relationships. “We offer 
a one-stop-shop and a 
complete system. We 
can talk about who their 
passengers are and what 
they need. They want 
guidance on product 
selection and display, 
which we offer,” explained 
Lomas. 

With a 400 reference-
strong range of travel 
accessories compris-
ing categories such 
as comfort, security, 
children and electronics, 
this sort of guidance is 
welcome. What’s more, 
Design Go’s planogram 
service identifies for 
retailers how products 
should be placed to 
maximise total sales.

Green Village 
K56

PREPARE FOR BAKE-OFF
Fauchon is celebrating 
what has been a strong 
year for its travel retail 
business, a highlight 
of which has been the 
opening of an exciting 
concept store with fresh 
macaron counter at 
Doha’s Hamad Interna-
tional Airport. “The Middle 
East is certainly a focus 
at the moment. This is a 
good opportunity to meet 
our partners all over the 
world, present our travel 
retail strategy for 2015 
and talk about their own 
plans for development,” 
said Séverine Brochard, 
Travel Retail Sales Repre-
sentative.
The latest Parisienne 

‘grocery’ offerings being 
shown off by Fauchon this 
week include new boxes 
of semi-fresh financier 
cakes and special festive 
tea blends and preserves. 
Items like these in their 
jewel-coloured cosmetics-
style packaging join fois 
gras, biscuits and choco-
lates to form the backbone 
of the travel retail Gift 
Shop concept.
Another travel retail 
concept is the Fauchon 
Restaurant with items 
freshly prepared in-store 
– the first at Paris Charles 
de Gaulle Airport having 
opened recently. “This 
‘fresh’ concept is definitely 
a trend in travel retail. 

We want to offer the last 
minute experience – one 
last true moment of 
Paris before boarding the 
plane,” added Brochard.

Riviera Village 
RD7

WATCH 
OUT
Wenger has been attracting 
new business and getting 
attention from some “very, 
very important contacts”, 
giving trusted visitors a 
sneak peek into a major 
new strategy for its watch 
line, to be made public 
next year. “We have had 
a chance to attract very 
serious clients who are 
really surprised by our new 
direction,” said Arianna 
Pozza, Wenger Watch 
General Director.
Whilst Wenger is tight-
lipped for now, we can 
expect the new line to 
have broad appeal, with 
something for open-minded 

women and men who 
demand flexibility, style and 
freedom. The range will 
be “optimal for duty free 
impulse purchase”, and 
offer Swiss made, guaran-
teed products at a “very 
reasonable” price.
“Traveller trends have 
changed, and pocket values 
have been decreasing. 
For Wenger right now that 
is a really positive thing” 
commented Pozza. 
Wenger has been in 

business for 125 years, 
diversifying into watches 
from its base in Basel in 
2007. Now it hopes to seize 
the duty free market by 
creating attractive, high 
quality products that will 
deliver “impulse, fast, high 
frequency” sales. “We are 
evolving in a way you would 
never expect. This is sure 
going be a fun year.”

Bay Village Bay 
17B

SCHÄFER 
SPEAKS OUT 
Schäfer Travel Retail is 
riding high just four 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.
“We always focus on 
adding innovation and 
exclusivity in order to 
separate from the retail 
market and add value,” 
explained Asia Pacific/
Middle East Sales Direc-
tor Jessica Hanemann. 
“This is the sort of item 
that every frequent travel-
ling 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. “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.”

Mediterranean 
Village P12

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 Managing Director 
Andreas Fehr at a break-
fast briefing yesterday.

“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 
Delighting Customers 
programme, launched in 
2011, has already deliv-
ered $900m growth – not 
yet having reached the 

initial $3bn target that 
Fehr said is still a “realis-
tic vision”. Visible place-
ment initiatives drove 79% 
footfall increases, whilst 
an engaging environment 
project at Barcelona 
Airport doubled confec-
tionery spend per head.

Riviera Village 
RG5
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LUXURY TOBACCO IS BACK

Visit us at TFWA World Exhibition & Conference at STAND S 14 Marine Village

www.kingstobacco.com

Smoking kills





JOIN US AT OUR STAND M35
PT SWITZERLAND / FORTUNE CONCEPT

 MEMBERS OF ILG | WWW.PT-SWITZERLAND.COM
BUDAPEST AIRPORT’S 
TRINITY PROMOTION 
SUCCESS

Budapest Airport was 
shortlisted in two catego-
ries at last night’s Frontier 
Awards – the Oscars of 
the travel retail industry. 
The nominations were for 
Marketing Campaign of the 
Year by a Retailer/Airport 
for its Valentine’s Day 
promotion, and Partner-
ship Initiative of the Year 
for its Trinity promotion 
held in July in conjunction 
with Heinemann Duty 
Free and Zwack Unicum, 
the popular 220-year-old 
Hungarian herbal liqueur.
“The ideas behind the 
concepts of the two 
shortlisted activities were 
based on a totally new 
approach to promotions, 
and the implementations 
were successful way above 
our expectations, thanks 
to our creative agencies,” 
explained Andrea Trenc-
sén, Head of Marketing 

and Innovation, Budapest 
Airport.
Budapest Airport prepares 
a special promotion for 
Valentine’s Day each year, 
and this year created a 
truly unique experience 
over three days. It used the 
time passengers spend 
in the departure lounge 
after bidding farewell to 
their loved ones to conjure 
a special and personal 
surprise. Airport hostesses 
recorded special videos 
with the family members 
and friends of departing 
travellers. They then 
located the passengers at 
their boarding gates and 
played them their message 
on a heart-shaped tablet.
“The effect and the joy 
turned the last moments 
before departure into an 
unforgettable, truly touch-
ing experience for passen-
gers as they viewed the 

messages from their loved 
ones, and also received a 
gift,” Zoltán Keresztessy, 
Commercial Marketing 
Manager, Budapest 
Airport, said.
Zwack Unicum was the 
first brand to participate 
in a Trinity promotion 
with Heinemann Duty 
Free and Budapest 
Airport. While launch-
ing a new product in 
the Hungarian market 
– Unicum Plum – they 
seized the opportunity to 
introduce the new flavour 
to travellers as well.
A unique 3.5m tall Unicum 
bottle was installed in the 
SkyCourt departure hall 
at Terminal 2, with a mini 
brand museum inside and 
a tasting stage in front of 
the bottle. Passengers 
could taste the three 
different Unicum varie-
ties, including the new 
Unicum Plum. Scent 
marketing was also used, 
with a Unicum aroma 
supporting the promotion. 
The popularity of the 
promotion saw over 8,200 
bottles sold, with sales 
increasing by an impres-
sive 340%.

At last night’s Frontier Awards: Budapest 
Airport’s Patrick Bohl, Head of Retail and 
Advertising; Andrea Trencsén, Head of Marketing 
and Innovation; and Zoltán Keresztessy, 
Commercial Marketing Manager.

Zwack Unicum was the 
first brand to participate 
in a Trinity promotion with 
Heinemann Duty Free and 
Budapest Airport.
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THE FINE 
WEATHER 
BRINGS 
OUT THE 
BEST OF 
CANNES:

Sandra and Anton the Scottie dog take in the Riviera air outside the Palais 
des Festivals. The pair are ambassadors of iconic British brand Radley, 
which is exhibiting for the first time at TFWA World Exhibition & Conference 
in this, its 30th anniversary year.

Habanos has over 700 
individual cigar sizes 
and brand combinations. 
But although the iconic 
Cuban cigar maker 
has such an extensive 
portfolio, it’s continuing 
to seek new ways to 
connect with consumers.
On show for the first 
time this week is the 
Travel Humidor set 
for Romeo y Julieta 
Churchills. Although the 
final duty free price is 
not announced yet, the 
intention is for the red 
case handle pack to be 
at a price almost equiva-
lent to the price of the 
cigars alone.
Carlos Ferrán is Interna-
tional Market Supervisor 
for all Habanos brands, 
facilitating global 
markets, following 
consumer trends and 

TRAVEL 
HUMIDOR

controlling develop-
ments. “Travel retail is a 
very captive market and 
it’s changing, so we are 
careful to always provide 
the necessary tools to 
for the purchase,” said 
Ferrán. “Now people 
smoke less but they 
smoke better and it’s 
getting more expensive. 
We have to follow these 
trends.”
“With the Travel Humidor 
you pay for the cigars 
and you get the reusable 
humidor, so it’s an added 
benefit,” added Ferrán.

Bay Village 
Bay 23

NEW SLEEKER 
GROUSE

Edrington Group has 
given Famous Grouse a 
premium makeover, due 
to go into stores from 
May 2015. The new look 
has purple notes taking 
their cue from Scottish 
heather, a new sleek 
neck and bottle shape, 
more premium enclo-
sure and metallised 
paper label.
Mariska van Beukering, 
Marketing Manager, 
Maxxium, said: 

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. 

LUXURY WHISKY STAGE TWO

“Products in general 
are premiumising and 
we recognised this 
for Grouse a year and 
a half ago when the 
project started. The new 
purple colouring has 
already been introduced 
successfully into travel 
retail points of sale 
this year. Now with the 
introduction of the bottle 
it all comes together.”
The redesign is part 
of other changes for 

the brand coming in 
the future, including 
The Black Grouse, the 
smoky expression.
Maxxium is also focusing 
on line extensions for the 
iconic Laphroaig single 
malt through the Peated 
Malts of Distinction 

toolkit for retailers. Next 
January will see a new 
Laphroaig 32 year old 
launched to support the 
200 years of Laphroig 
celebrations.

Mediterranean 
Village N7

It revealed some results 
in a press briefing last 
night 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, 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 Direc-
tor, 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.”

Bay Village 
Bay 21

Finnish luxury fox fur 
brand Rosafox shared new 
designs and fresh hopes 
for the future at this year’s 
TFWA World Conference & 
Exhibition. Using the finest 
materials, including 100% 
organza silk, the brand 
is mainly focusing on its 

WILDLY 
SUCCESSFUL

Russian customer base, 
and is trying to expand 
into Chinese domestic 
airports with its products, 
as well as looking to grow 
in South America and 
Argentina.
“For us, Russia saw the 
most growth, China has 

been going 
well, and 
our Chinese 
operators 
are looking 
forward to 
having a luxury 
European 
product,” 
Sari Vainio, 
International Sales 
Executive said. “We are 
always maintaining our 
classical collection, so 
the customer can invest 
in a piece and wear it for 

several years because it 
has amazing quality.”

Green Village 
J65
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SIMPLICITY SELLS

Travel Blue has doubled 
its footprint at this year’s 
TFWA World Exhibition 
& Conference with the 
addition of a new stand, 
which has been created 
to promote new products 
and new display units. 
“Our traditional range 
has been expanded to 
incorporate our new 

Tech by Travel Blue 
products, which include 
headphones and power 
banks for charging 
smart phones,” said 
Jonathan Smith, Direc-
tor of Travel Retail. 
The stand also features 
new minimalist display 
units, which use flags, 
graphics and familiar 

symbols to signpost 
customers to the travel 
accessories they are 
looking for.  
“It’s about keeping it 
simple,” said Smith. “If 
you don’t then you could 
lose the sale forever.”

Red Village 
M21/24

CARRY ON CARBON
Tumi arrived in Cannes 
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 here in Cannes. 
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 President 
Tumi EMEA. “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 depar-
ture from its functional 
products.
“We are a fashion-
able brand, not a fashion 
brand,” said Gysin. “We 
are about technical 
innovation, durability and 
practicality.”

Riviera Village 
RG14
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Chloe Sandland, Trade 
Marketing Manager, 
Buckley Jewellery, was 
bright and optimistic about 
future plans for the British 
jewellery brand at TFWA 
World Exhibition & Confer-
ence. Areas the company is 
looking to expand into are 
Asia and South America, 
with Chloe believing that 
the brand’s appeal lies in 
the stories it tells. 
“We are focusing on 
communicating a story 
behind the development, 
for example our I Love You 
bracelet spells out the 
message in Morse code, 
which is translated in the 
stones,” Sandland said. 
In terms of new products, 
Buckley Jewellery 
unveiled its adorable new 
crystal-encrusted teddy 
bear pendants. Following 

STONE STORIES

excellent feedback, it is 
now thinking of rolling 
the product out into more 
designs, such as pandas. 
Looking ahead, Sandland 
said: “We want to continue 
to grow distribution. 
Our target is to double 

the business in the next 
two years across retail 
and travel retail, as we 
have already seen huge 
successes and want to 
carry that on.”

Red Village H4

Customisation and 
embracing the potential 
of customer-focused 
technology are the key 
focus for L’Oréal Luxe 
Travel Retail at TFWA 
World Exhibition & 
Conference. Keeping a 
close eye on the pattern 
of customer journeys, 
from tracking their 
flight booking process 
online to their arrival at 
an airport, L’Oréal Luxe 
Travel Retail targets its 
advertising effectively to 
ensure brand messages 
hit the customer an 
average of five times 
before they fly. 
“It’s no longer one size 

FACING TECHNOLOGY
fits all, we need to be 
more targeted and 
be more customer-
centric,” Vincent Boinay, 
Managing Director, 
L’Oréal Travel Retail, 
said. “We need to be the 
leader, with the brands 
at L’Oréal we have the 
possibility to answer all 
the beauty needs of all 
customers in the world.”
The group also 
announced the exciting 
launch of dermatology-
focused skincare range 
Vichy and Kérastase 
hair care. Both brands 
will have an in-store 
professional who can 
assess the needs of a 

customer’s skin or scalp 
using an electronic 
device that provides 
instant analysis to 
recommend specific 
products for their condi-
tions. 

Riviera Village 
RH5

Swiss beauty brand 
Mavala International has 
unveiled a glossy new 
product at this year’s 
TFWA World Exhibition 
& Conference. The brand 
is launching its new Top 
Coat Gel Finish – the top 
coat is designed to go 
over nail polish to create 
a glossy dome effect, 
imitating the appearance 

POLISHED 
PERFORMANCE

of false nails. 
Mavala International’s 
Caroline Freiburghaus 
said the brand is aiming 
to continue its global 
success, as well as 
continually adding new 
products to its line: “We 
are already distributed in 
110 countries worldwide, 
but want to expand 
more in the Middle East 

and Africa, and onto 
more airlines. Europe, 
France, Italy and Spain 
still remain our best 
markets.”
Mavala International’s 
customer base remains 
very loyal – its best 
selling product is Mavala 
Scientifique, which was 
first released in 1959, 
and acts to harden the 
nail by penetrating 
through three surfaces 
and bonding them 
together to create super 
strong nails.
 
Riviera Village 
RG16

Carolien Vanherck, 
Sales and Export 
Manager, Starbrook 
Airlines, spoke of how 
fantastically the brand 
is doing globally, and 
what’s new for the 
chocolatier at this 
year’s TFWA World 
Exhibition & Confer-
ence. “Our main goal 
is to meet some new 
inflight distributors, 
improve our visibility 

FLIGHT OF 
FANCY

and expand worldwide,” 
she said. “We are 
currently present in 126 
airports so are focusing 
on building on existing 
relationships too.”
Starbrook Airlines 
launched its new praline 
box with a hand painted 
watercolour design in 
Cannes, which will be 
launched at the end of 
November as a travel 
retail exclusive. 

The chocolate company 
also unveiled a luxuri-
ous book capturing 
artist Jaak De Koninck’s 
illustrations for the 
packaging over the 
years, starting from his 
work with the brand in 
1983. The glossy book 
shows his creative 
process using oils and 
watercolours to capture 
‘Starbrook Airlines’. 
Top selling products 
continue to be the milk 
and dark truffles and 
giant 400g milk  
hazelnut bars. 

Mediterranean 
Village N19
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L’ART DU CHAMPAGNE SINCE 1836.

GUYLIAN’S 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 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 horse-
inspired chocolates are at 
the heart of the offering, 

but an onus has been 
placed on developing new 
flavours. For instance, 
this week Candries 
and his colleagues are 
presenting attractive, 
16-piece boxes of the 
Guylain Sea Horse 
in flavours including 

caramel, crunchy biscuit, 
milk truffle and vanilla. 
Candries revealed that 
feedback so far has 
been “overwhelmingly 
positive”.

Mediterranean 
Village P13

GENUINE GERMAN 
QUALITY

Ranging from the latest 
Porsche Design smart-
phone from Blackberry 
to the Porsche Design 
Roadster 3.0 luggage 
series, a range of new, 
diverse products have 
been grabbing the atten-
tion of visitors this week 
in Cannes. “The smart-
phone in particular has 
received a lot of attention 
and we’ve even had 
people saying they would 
like to buy one for their 

own personal use when 
we have shown them 
the product!” explained 
Sandy-Marc Bauer, Key 
Account Manager Travel 
Retail & B2B, Porsche 
Design Group. 
Meetings haven’t only 
centred on the new 
smartphone though, 
and Bauer noted that a 
number of existing and 
potential new partners 
have shown an inter-
est in the full range of 

products, which also 
extends to sunglasses, 
small leather goods, 
leather handbags and 
a fragrance. Porsche 
Design has also recently 
launched its own Porsche 
Design Timepieces label, 
and Bauer revealed that 
the first watches will  
be in stores in the next 
few days.

Riviera Village 
RE17

NIVEA’S NEW HERO

As Nivea continues to make 
notable inroads in the travel 
retail sector in Europe 
and the Middle East, the 
company is presenting what 
has been described as its 
latest “hero product” here in 
Cannes. That product is the 
Q10 Plus Anti-wrinkle Serum 
Pearls, which uses a first-
of-its-kind technology that 

keeps the serum completely 
fresh until the moment it is 
dispensed from the bottle. 
It will be launched in travel 
retail in January 2015.
“Nivea is a brand that 
everyone knows well and 
now people are realis-
ing that we’re offering 
something special to travel 
retail too,” Sigmar Werz, 

Corporate Director, Global 
Business Unit, Nivea Travel 
Retail, told the Daily. “We’ve 
really put our foot on the 
accelerator in the last couple 
of years, and it’s great that 
we are receiving such good 
feedback.”

Riviera Village 
RE13
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Nestlé International Travel 
Retail (ITR) yesterday hosted 
a special event with King 
Power International Group 
to mark 25 years of success-
ful partnership between the 
two companies.
“This has been a longstand-
ing and very powerful 
marriage, and we’re here 
today to celebrate,” said 
Devrim Cöbek, General 
Manager, Nestlé ITR. “Today 

PERFECT 
PARTNERSHIP

we say ‘thank you’ to King 
Power, and that comes from 
our hearts.”
King Power International’s 
Senior Executive Vice Presi-
dent Susan Whelan also 
praised the strong unity 
between the two, and said 
the company is now looking 
forward to working with 
Nestlé ITR in the years ahead.
Having described Nestlé 

The Karelia Tobacco Company 
Inc. has joined the celebration 
of the TFWA’s 30th anniver-
sary in Cannes in its own very 
special way. The company is 
exhibiting its brands at its 
stunning new stand in the  
Bay Village.
Karelia offers a diverse and 
dynamic portfolio covering 
several tobacco categories 
that are the highlight of its 
presence at the show. On 
display is a wide array of 
its unique and stylish brand 
families, including:  
George Karelias and Sons, 
Karelia Slims, Omé, Karelia 
Family, Karelia Royal, and 
American Legend.
Buyers also have an oppor-
tunity to become acquainted 
with the company’s 
high-quality customised 
merchandising units, as well 
as the company’s travel retail 
exclusive multi-box package 
formats of 400s, 600s and 
1000s. Both have proven 
successful in supporting 
brand sales and building 
image in the channel. The 

KARELIA BRINGS ITS 
BRANDS TO LIFE IN 
CANNES

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.”

Golden Village G03

merchandising units are 
customised according to 
space requirements.
In the superslims category, 
Omé has enjoyed momentous 
sales development. Omé 
is currently one of the 
fastest growing brands in 
France, and is sold in over 
40 domestic and duty free/

travel retail markets around 
the world, including Europe, 
the Far East, the Middle East 
and Persian Gulf.
The upscale luxury brand 
George Karelias and Sons 
is well-known for its exqui-
sitely embossed shoulder 
boxes and superb Virginia 
blend. Recently, the brand 
family extended its assort-
ment through the launch 
of a Roll Your Own version 
along with its very own 
Rolling Papers. In addition, 
two Soft Pack versions were 
introduced: George Karelias 
and Sons Soft and Blue Soft. 
George Karelias and Sons 
Excellence is described 
as the ultimate smoking 
experience.
Karelia Slims is one of 
the company’s top export 
brands, sold in almost 60 
markets around the world. 
Presented in lively and 
elegantly colorful packs,  
the brand is available in  

four versions and is sold 
at many leading interna-
tional duty free outlets. 
Limited Edition packs with 
exceptional slims designs 
were launched in various 
countries with great 
success.
Karelia Family has a fine 
blend of the world’s best 
Virginia tobaccos. The 
packaging features a round-
corner pack format.
American Legend is an 
American blend cigarette 
offering a classic all-Ameri-
can taste, available in king 
size (regular, light and 
menthol) and two soft  
pack versions (regular  
and menthol).
Karelia Royal has the  
finest Virginia blend taste 
and uncompromising quality.  
The brand is available in  
two versions: full flavour  
and lights.

Bay Village Bay 6
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