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

KEEPING A 
COMPETITIVE EDGE

Welcome to TFWA Asia 
Pacific Conference!

This morning’s proceedings 
follow hot on the heels of our 
second TFWA China’s Century 
Conference in Shanghai two 
months ago, where over two 
compelling days the 388 
delegates attending were 
treated to valuable insights and 
debate on this fast-growing 
‘hot-bed’ within Asia. 
China will feature again this 
morning – as it is bound 
to – as we learn how to ‘stay 
a step ahead’ in a region that 
is becoming increasingly 
challenging and competitive. 
If the travel retail industry 
in Asia Pacific is to remain a 

key growth driver within the 
global business, against the 
ever-increasing threat (or 
some might say opportunity) of 
e-commerce and other sales 
channels, then we must stay 
ahead of the game.
As TFWA President Erik Juul-
Mortensen said in Shanghai: 
TFWA believes in China. The 
same can be said of Asia 
Pacific as a whole, especially 
as we embark on the 20th 
TFWA Asia Pacific Exhibition & 
Conference. This year’s confer-
ence will give delegates a broad 
perspective on the development 
of, and opportunities within, 
the region. After Erik’s state of 
the industry address present-
ing essential data, we will 

hear from Jaya Singh, APTRA 
President, on the work of the 
regional association, followed 
by keynote addresses by two of 
Asia Pacific’s most respected 
business leaders: Liew Mun 
Leong, Chairman of the Board 
of Directors at Changi Airport 
Group and Founding CEO of 
CapitaLand Group; and Andrew 
Wu, LVMH Group President, 
Greater China. Both are well 
placed to discuss how to 
stay ahead of the game in Asia 
Pacific. And how can we be best 
prepared, not just for now but 
the future, in this rapidly chang-
ing world? Our closing keynote 
speaker, economics expert 
Stéphane Garelli, will explain how 
companies can win in an ever 

more competitive environment, 
and how they can implement 
business models which are more 
resilient, simpler and better 
adapted to local markets.
In-between, before and after 
lunch, delegates have a choice 
of four industry workshops that 
between them cover key elements 
of the business, both regionally 
and globally. They are: Enhancing 
the Customer Experience; Cruise 
Control; Asia’s Rising Stars; and 
Competing in E-commerce. All 
bring together experts in their 
field for a mix of presentation, 
discussion and debate, where 
audience participation is most 
definitely the name of the game. 
You’ll find more details on 
speakers and the programme in 
this issue of the TFWA Daily.
There’s plenty of time for 
networking with morning and 
afternoon coffee breaks – 
thanks to our sponsors – plus 
the Business Networking 
Lunch, which is open to all. 
Please note that the TFWA 

Industry Association Working 
Lunch is by invitation only.
It only remains for me to say 
that I hope you all enjoy and 
benefit from today’s confer-
ence, which we trust will be 
informative, enjoyable and a 
great opportunity to network. 
After the event, most of us will 
be heading to the TFWA Asia 
Pacific Bar on Level 4 for a 
well-earned drink or two. I look 
forward to seeing you there and 
hearing your thoughts on today.

Thom Rankin
Vice-President 
Conferences & 
Research, TFWA

WiTR MEETING 
TODAY, 17:00
Please note that the 
WiTR (Women in Travel 
Retail) meeting takes 
place today at 17:00 in 
the TFWA Asia Pacific 
Bar, which is located 
on Level 4 of the 
Marina Bay Sands Expo 
& Convention Center. 

It will be a networking 
session, this year without 
charity fundraising. All 
Women in Travel Retail 
are invited to attend, and 
meet old friends and make 
new ones.
Money raised during TFWA 

World Exhibition &  
Conference in Cannes in 
October 2014 was donated 
to ‘All As One’, a charity 
operating in Sierra Leone.
WiTR’s charity for 2015 will 
be The Lotus Flower Trust, 
which provides access to 
a home and education for 
disadvantaged young people 
in remote areas of India. 
More details to come soon.
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TFWA LINKEDIN 
GROUP
TFWA’s LinkedIn Group is an ideal place to go for the latest news on TFWA 
Asia Pacific Exhibition & Conference. Join the TFWA Group.

TFWA ON
We are pleased to announce that TFWA is now on Twitter. Follow 
us on @TFWAnews for updates on our events and services.

• Two exhibition levels: Basement 2 and Level 1
• Registration desks and ONE2ONE Lounge: Level 1
• Press Centre: Basement 2
• Conference/Workshops & TFWA offices: Level 3
• TFWA Asia Pacific Bar: Level 4

REMINDER OF LOCATIONS 
WITHIN THE MARINA BAY 
SANDS EXPO & 
CONVENTION CENTER:

SUPPORTED BY:

WiFi SERVICE
TFWA is pleased to provide free WiFi access  
within the exhibition halls from Tuesday.

ID: TFWA_APE&C   Password: TFWA2015

WEB APP
Download the web app for smartphones and tablets to keep all 
information on TFWA Asia Pacific Exhibition & Conference close to 
hand. The web app is accessible on any mobile OS via your browser. 
Go to app.tfwa.com/APEC

TFWA PRODUCT 
SHOWCASE
There is a breathtaking array of innovations across 
all product categories being introduced at TFWA 
Asia Pacific Exhibition & Conference. Many of these 
can be previewed at the TFWA Product Showcase 
– a dedicated online service, where exhibitors are 
presenting their latest brand highlights. Visitors can 
search for products by brand, company or product 
sector. Go to www.tfwaproductshowcase.com

Scan this 
code to visit 
the TFWA 
Product 
Showcase 

PRESS CENTRE: 
BASEMENT 2

Visit the Press Centre, which this year has a new layout and a new 
location: Basement 2. It provides a comfortable area for all registered 
journalists to unwind, conduct interviews, and source information 
relating to TFWA Asia Pacific Exhibition & Conference.
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SWINGING 
IN THE RAIN

Rain halted play at yester-
day’s Golf Tournament, but 
it was getting stormy on 
the fairways long before 
the black clouds rolled in. 
“He hit me with a ball on 
the first hole,” said Julian 
Mullins, Vice President 
Travel Retail for Pandora, 
pointing his swollen finger 
at teammate Patrick Dorais, 
Sales Director, Al nassma.

Unfortunately for Mullins, 
sympathy was in short supply. 
“He’s going to have to wear 
a sling – a Singapore Sling,” 
laughed Dorais.
Elsewhere on the greens, others 
were faring better. “Life is not so 
difficult when it’s like this,” said 
Stephan Arnal, CEO of Récife 
Paris, admiring the views from 
Sentosa Golf Club. “This is the 
first time I have played here – it 
is a nice course.”
A storm rolled in mid-morning, 
halting play for an hour, but not 
everyone was disappointed to 
see the rain. “I started playing 

well when it rained because 
that’s what I’m used to, being 
from Scotland,” said Mike 
Pellegrotti, International Tax 
Free Sales, CRM Accessories.
The greens sped up after the 
downpour and it was Luke 
Maga, General Manager Asia 
Pacific Travel Retail, Distell, 
who best dealt with the change-
able conditions. He won the 
tournament, going around in 
an impressive 77 strokes – five 
over par.
Debutant Frankie Siow of 
Oceanus Group Limited, finished 
as runner-up – he may be a 
player to watch out for in the 
future – and prizes were also 
awarded to Nazir Ahmad of HJ 

Ismail Group, Juha Ovaska of 
Fazer Confectionery, and Simon 
Hirst of Raffles Hotel. They won 
the Nearest to the Pin, Nearest 
to the Water, and Longest Drive 
competitions respectively.
The tournament sponsor Inter-
parfums announced a new prize 
for this year’s tournament. “We 
have decided to do a new prize… 
for the worst score,” said Renaud 
Boisson, Managing Director, 
Interparfums Singapore. That 
dubious distinction went to Grant 
Fleming of LS travel retail, who 
went around Tanjong Course 
in 142 strokes. “I can’t believe 
that I’m not the worst player,” 
said Dorais, leaving the awards. 
Neither could his teammates.

IN PARTNERSHIP WITH:

Winner: Luke 
Maga, General 
Manager Asia 
Pacific Travel 
Retail, Distell; 
and Renaud 
Boisson, 
Managing 
Director, 
Interparfums 
Singapore.

Norifumi Kusunoki, Vice 
President, Blanc de 
Blancs; Alan Brennan, 
Global Head of Sales, 
Nestlé International 
Travel Retail; Giles 
Marks, Director Duty 
Free Sales, Maui Jim; 
and Randy Dufour, Global 
Director, Constellation 
Brands.

Vikram Arora, CEO 
Everwell Trading; 
Peter Dige, Travel 
Retail Director, Toms 
Confectionery; Stephan 
Arnal, CEO Récife Paris; 
and Francois Imbert, 
Purchasing Manager, 
Diplomatic Supply 
Service.

Renaud Boisson, 
Managing Director, 
Interparfums Singapore; 
Emmanuel de Place, 
COO Lagardere Services; 
Peter Sant, Managing 
Director, Rémy Cointreau 
GTR; and Xavier 
Desaulles, MD South 
East Asia and Middle 
East, Rémy Cointreau.

Juha Ovaska, Head of 
International Sales, 
Fazer Confectionery; 
Subash Adwani, 
Chairman, Parfraindo 
Utama; Luke Maga, 
General Manager Asia 
Pacific Travel Retail, 
Distell; and Marius 
Fouche, Managing 
Director Travel Retail, 
Distell.

Miki Aho, Director, 
Fazer; Andrew Webster, 
Director, Premier 
Portfolio; Chandru 
Manghnani, Director of 
Marketing, Headlines 
Marketing Group; 
and Grant Fleming, 
Operations Marketing 
Director, Asia Pacific, LS 
travel retail.

David Butler, Inflight 
Retail Director, Pandora; 
Julian Mullins, VP Travel 
Retail, Pandora; Patrick 
Dorais, Sales Director, 
Al nassma; and Erik 
Thomsen, Commercial 
Director, Hans Just.
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SKY CHI
As the sun climbed another 
beautiful Singaporean sky 
yesterday morning, some 
lucky delegates made their 
way to the SkyPark at the 
Marina Bay Sands Hotel to 
receive exclusive coaching in 
Tai Chi, courtesy of Pandora.

Stepping out onto the wooden 
terrace of the SkyPark, guests 
were treated to its unique 
360° views across the city and 
harbour – a stunning setting 
to try the relaxing movements 
before the bustle of TFWA Asia 
Pacific Exhibition & Conference 
begins in earnest.
For Mariae Caballero, Interna-
tional Sales Manager at iconic 
skincare brand Erno Laszlo, 
which is hoping to expand in 
travel retail, it was a welcome 
start. “I was very intrigued by 
this event and signed up for 
a chance to exercise. It was 
wonderful – a moment to be 
chilled and calm before we start 
the whole week. Up here it is 
unforgettable,” she said.

Tai Chi master Tan Xinpong 
Jessen, who has been practicing 
the martial art for seven years, 
demonstrated the fluid sequence 
of poses and patiently coached 
the delegates in posture and 
breathing technique.
Rustica Tizon, Head of Inflight 
Sales at Philippine Airlines, has 
been coming to TFWA events 
for 10 years now, and enjoyed 
the new experience and the 
networking opportunity. “Today 
I was determined to see if I 
could do Tai Chi – and I can! 
I have swapped emails with 
the instructor so I can find out 
more,” said Tizon.
A martial art, Tai Chi represents 
mastery of the flows of chi – 
life force – through the body. 
Benefits to health include relax-
ing and strengthening of the 
body and clearing of the mind.

Instructor Jessen explained 
the meaning behind each Tai 
Chi pose, demonstrating with 
assistant Timothy Chan how 
moves such as ‘parting the 
horse’s mane’ originated as 
defensive techniques to counter 
and disarm a foe.
“People did really good for 
everyone’s first time. In a 
fast-paced society you need 
something to release stress and 

KINDLY SPONSORED BY:

Tai Chi instructor Tan Xinpong Jessen 
leads attendees through a sequence 
of graceful positions.

bring you back down to earth 
to a calm state, which makes 
you more and more productive,” 
explained Jessen.
Maria Højgaard of sponsor 
Pandora invited guests to 
choose a charm from the 
Essence Collection to take 
home on a complementary 
sterling silver bracelet – a fitting 
memento of the experience and 
values of Tai Chi.

“I hope this morning has relaxed 
and prepared you for the week 
ahead. We have chosen four 
charms to suit this occasion – 
Spirituality, Wellness, Positivity 
and Strength. Choose what you 
have to give and what you would 
like to bring to the show. I hope 
it stays with you,” said Højgaard, 
as she thanked the attendees  
at the conclusion of this imagi-
native TFWA event.

Singaporean instructor Tan Xinpong 
Jessen has studied the art of Tai Chi 
for seven years.

Rachel Chow, Visual Merchandiser and Trainer; Maria Højgaard, Marketing Director Group Export & Travel Retail; Maibritt Nielsen, Vice 
President, Visual Merchandise Store Design & Planning; and Marianne Jensen, International Account Manager, all Pandora.

Attendees were each gifted a sterling silver Pandora bracelet, 
choosing between four Essence Collection charms to adorn it with.

Pandora’s Marketing Director Group Export & Travel Retail Maria 
Højgaard helps Rustica Tizon, Head of Inflight Sales, Philippine 
Airlines, select a gift from the Pandora Essence Collection.
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WELCOMING COCKTAIL
Last night’s Welcoming Cocktail took place at the iconic Raffles Hotel. Umbrellas were the theme this year, 
representing coming together in celebration of this special 20th edition of TFWA Asia Pacific Exhibition & 

Conference. Guests enjoyed three areas, each with a different umbrella theme and choice of delicious food. 
They also had the opportunity to take away their own individual hand-painted umbrella.
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01 Jeremy Tan, Travel Retail Sales Manager – Asia Pacific, Maui Jim Sunglasses; 
Giles Marks, Director, Global Travel Retail, Maui Jim Sunglasses; Max 
Heinemann, CEO, Heinemann Asia Pacific; Amy Coghlan, Global Business 
Development Manager, China International Duty Free Limited; Steffen Brandt, 
CEO, Heinemann Americas; and Catherine Bonelli, Worldwide Travel Retail 
Director, Paul & Shark.

02 Carla Guiducci, Vice-President Marketing, TFWA, and Emanuele Mazziotta, 
Travel Retail Director, Coccinelle.

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

04 Sarah Branquinho, Business Relations & External Affairs Director, World Duty 
Free Group; and Erik Juul-Mortensen, President, TFWA.

05 Rajiv Malhotra, Senior Business Development Manager, Asia Pacific; Evelina 
Lee, Regional Customer Marketing Supervisor, Middle East & Asia Pacific; Kelly 
To, Business Development Manager – North Asia; and Jaya Singh, Region Director, 
Middle East & Asia Pacific, all Mondelez International.
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06 Valerie Krumenacker, Forecast Manager; Annette 
Rosendahl, Travel Retail Manager; and Birgit 
Trandbohus, Assistant Sales Manager, all Lego System 
A/S; with Soren Terndrup Hansen, Managing Director, 
Storck Travel Retail.

07 Peter Sant, Managing Director, Rémy Cointreau 
Global Travel Retail; Valérie Chapoulaud-Floquet, 
Global CEO, Rémy Cointreau; and Sunil Tuli, Managing 
Director, King Power Group (Duty Free & Travel Retail) 
Hong Kong.

08 Géraldine Archambault, CEO, International Beauty 
Link; and Alain Maingreaud, Managing Director, TFWA.

09 Patrick Bouchard, Vice-President Commercial, 
TFWA; Nadia Skouri, Owner, Buying the Sky; Cécile 
Lamotte, Marketing Director, TFWA; and Frédéric 
Garcia-Pelayo, Vice-President Finance, TFWA.

10 Jayne Cooper, Event Manager, Essential 
Communications; Gerry Munday, Global Travel 
Retail Director; Maria Giulia Agnoli, Travel Retail 
Manager Major Accounts; Ivy Ho, Travel Retail 
Manager Asia Pacific; and Véronique Canonne, 
Global General Manager Travel Retail, all Furla; with 
Kate Teagle, Public Relations Consultant, Appleton 
Communications.

11 Rieta Peereboom, Account Manager, Gerzon Duty 
Free; Thom Rankin, Vice-President Conferences & 
Research, TFWA; and Mariëtte Zonjee, Manager Duty 
Free, Gerzon Duty Free.
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09:00-11:00, Morning Plenary:  
Staying a step ahead
Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

The Asia Pacific region has consolidated 
its leadership status within the duty free 
& travel retail industry in recent years, 
thanks to economic growth in key markets, 
ambitious improvements to infrastructure 
and a continued appetite for travel among 
Asia’s citizens. Most forecasts suggest that 
further steady growth is likely.
However, the retail environment in Asia 
Pacific is increasingly challenging, and 
competitive. Consumers have any number 
of opportunities to spend their dollars, 
and levels of penetration and conversion 
in duty free & travel retail leave consider-
able room for improvement. Sales in some 
markets, such as China, have slowed. If 
the industry in Asia Pacific is to remain 
the growth driver of the global business, it 
will need to adapt and to seize the oppor-
tunities that exist.
This year’s TFWA Asia Pacific Conference 
will look at how the regional industry can 
remain competitive and relevant to new 
generations of consumers. The Morning 
Plenary session will set the duty free & 
travel retail sector within a broad context 
thanks to contributions from high-level 
speakers from within and beyond the 
industry. A series of themed workshops 
will then explore key issues in depth.
The Morning Plenary will also 
feature exclusive filmed interviews with 
travellers at Singapore Changi Airport.

ERIK JUUL-MORTENSEN,  
PRESIDENT, TFWA
In his state of the industry address, TFWA 
President Erik Juul-Mortensen will 
present the latest data on travel retail 
performance in Asia Pacific, and look 
at the role brands and brand owners 
can play in helping the region fulfil its 
potential.

WORKSHOP A: ENHANCING THE 
CUSTOMER EXPERIENCE
Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

Through filmed interviews shown during 
the Morning Plenary session, delegates 
will hear direct from travellers about their 
perceptions of the current retail offer at 
airports. In this workshop, participants 
will discuss how airports, retailers and 
brands can ensure those perceptions are 
positive.
This session will explore ways to create a 
real point of differentiation in duty free & 
travel retail; to use new communication 
tools to engage travellers more effec-
tively; and to ensure in-store promotion 
and presentation matches the best of the 
high street.

Confirmed speakers include:
JACK MACGOWAN, CHIEF EXECUTIVE 
OFFICER, AER RIANTA INTERNATIONAL
NICOLE FOO, ASSISTANT VICE 
PRESIDENT, ADVERTISING & 
PROMOTIONS, AIRSIDE CONCESSIONS, 
CHANGI AIRPORT GROUP
ALAN BRENNAN, GLOBAL HEAD OF 
SALES, NESTLÉ INTERNATIONAL TRAVEL 
RETAIL

Workshop A moderator: John Sutcliffe

CONFERENCE & 
WORKSHOPS
The theme of today’s TFWA Asia Pacific Conference is 
‘Staying a step ahead’. The distinguished speaker line-up 
will deliver progressive perspectives on how the industry in 
this dynamic region can remain competitive and relevant to 
new generations of consumers. Four industry workshops 
will explore key aspects of the business in-depth.

JAYA SINGH, PRESIDENT, ASIA PACIFIC 
TRAVEL RETAIL ASSOCIATION
As APTRA continues to build its advocacy, 
research and training platform for the 
regional industry to develop, the associa-
tion’s President Jaya Singh will give 
his perspective on opportunities in the 
region – from growth both in numbers 
and purchasing power of the Chinese 
consumer, to the potential of online and 
multi-channel marketing.
 
Keynote addresses will be provided by two 
of Asia Pacific’s most respected business 
leaders: LIEW MUN LEONG, FOUNDING 
PRESIDENT AND CEO OF CAPITALAND 
GROUP, AND CHAIRMAN OF THE BOARD 
OF DIRECTORS AT CHANGI AIRPORT 
GROUP, and ANDREW WU, LVMH GROUP 
PRESIDENT, GREATER CHINA.

Liew Mun Leong has over 40 years of 
experience in construction and commer-
cial real estate, and has been instru-
mental in the development of Singapore 
Changi Airport – widely recognised as 
one of the best airports in the world. He 
is well placed to discuss the rise of Asia, 
and the challenges facing the region as it 
strives to retain its growth momentum.
 
Andrew Wu, meanwhile, has wide experi-
ence in the luxury goods business in 
Asia. As Managing Director of Parfums 
Christian Dior in China, he oversaw the 
successful establishment of the brand’s 
network in the country in the 1990s. After 
several years with Sony Entertainment 
Group, Wu rejoined LVMH as its group 
head in China, responsible for its rapid 
growth in Asia’s biggest marketplace.

The opening session will be moderated by 
John Rimmer, Conference, Research and 
Corporate Affairs Director, Tax Free World 
Association.

11:00-11:30
BUSINESS NETWORKING WITH COFFEE

WORKSHOP B: CRUISE CONTROL: 
EXPLORING ONE OF ASIA’S 
FASTEST-GROWING TRAVEL RETAIL 
SECTORS
Begonia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

According to the recent State of the Cruise 
Industry report by the Cruise Lines Inter-
national Association, cruise line operators 
are to increase their Asian capacity by 
20% in 2015. The industry is growing 
rapidly in this region, driven by increasing 
interest among Chinese tourists and by 
big investment in infrastructure by desti-
nations such as Hong Kong and Singapore 
– which has stated its intention to become 
‘the Caribbean of the East’.
The Cruise Control workshop will look in 
detail at this market, its current progress 
and potential, with insights on the 
opportunities for operators and brands 
both within the new generation of cruise 
terminals and onboard the vessels.

Confirmed speakers include:
TREVOR MOORE, MANAGING DIRECTOR, 
KAI TAK CRUISE PLAZA
DAVID GOUBERT, SENIOR VICE 
PRESIDENT, LUXURY CRUISE RETAIL 
& ASIA OFFICE, STARBOARD CRUISE 
SERVICES
DAVID GOH, SECRETARY GENERAL, 
CRUISE LINES INTERNATIONAL 
ASSOCIATION (CLIA) ASIA

Workshop B moderator: Dermot Davitt, 
Travel Retail Publisher, Editor and 
Commentator

13:00-14:15
BUSINESS NETWORKING LUNCH
Heliconia Ballroom, Level 3, Marina Bay 
Sands Expo & Convention Center

MONDAY 11 MAY 2015 11:30-13:00 MORNING WORKSHOPS
Please note: Workshops A & B run simultaneously

2015 CONFERENCE &  
WORKSHOPS SPONSORS

Diamond:

Platinum:

Conference coffee break & portfolio:
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Begonia Meeting Room, Level 3, Marina 
Bay Sands Expo & Convention Center
 
BY INVITATION ONLY

This working lunch will provide industry 
stakeholders with an opportunity to 
discuss regulatory and other issues 
facing the industry in Asia Pacific and 
beyond. Senior representatives from 
industry associations will give an update 
on progress and on the likely next steps 
regarding various challenges to the 
regional and global business.

SARAH BRANQUINHO, PRESIDENT ETRC 
AND BUSINESS RELATIONS & EXTERNAL 
AFFAIRS DIRECTOR, WORLD DUTY FREE 
GROUP

Moderator: Michael Barrett, Executive 
Officer, Asia Pacific Travel Retail 
Association

14:15-15:45 AFTERNOON WORKSHOPS
Please note: Workshops C & D run simultaneously

13:00-14:15 
TFWA INDUSTRY 
ASSOCIATION 
WORKING LUNCH

16:15-17:00 
CLOSING PLENARY 
SESSION: 
COMPETITIVENESS IN 
A NEW WORLD

15:45-16:15
BUSINESS NETWORKING WITH COFFEE

Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

The world economy is entering a new 
era of fragility, characterised by weaker 
growth, financial, monetary and price 
instability. Although still global, it is 
increasingly de-synchronised and 
fragmented.
Our closing keynote speaker, 
STÉPHANE GARELLI, will explain how 
companies can win in this new world, 
and how they can implement business 
models that are more resilient, simpler 
and better adapted to local markets.
Garelli is a world authority on competi-
tiveness, having pioneered this new field 
of economics. He is a professor at the 
International Institute for Management 
Development and at the University of 
Lausanne, and the founder of the World 
Competitiveness Center. Formerly a 
Managing Director of the World Economic 
Forum and of the Davos Annual Meetings, 
he publishes the IMD World Competitive-
ness Yearbook – the most comprehensive 
and reputed study in the field of the 
competitiveness of nations.

WORKSHOP C: ASIA’S RISING STARS
Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

This workshop will focus on some of the 
markets that are generating most
excitement in the Asia Pacific industry 
today. From Cambodia to Hainan
via Indonesia, retailers and brands are 
recognising the potential that exists
beyond the established hubs and making 
significant investments in stores
both at the airport and downtown.
Underpinned by research currently being 
conducted by the Asia Pacific
Travel Retail Association, the Asia’s 
rising stars session will explore growth
markets in the ASEAN region and in 
south and east Asia, and look at how
they are changing the travel retail 
landscape.

Confirmed speakers include:
SANG J. AHN, VICE PRESIDENT 
– COMMERCIAL, BANGALORE 
INTERNATIONAL AIRPORT LIMITED
YONG SUN, DEPUTY GENERAL MANAGER, 
HAIKOU MEILAN AIRPORT DUTY FREE 
SHOP
PETER MOHN, FOUNDER AND CEO, 
M1ND-SET GLOBAL MARKETING 
INTELLIGENCE & SOLUTIONS

Workshop C moderator: Kapila Gohel, 
Editor, Duty-Free News International

WORKSHOP D: COMPETING IN 
E-COMMERCE
Begonia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

For many consumers in Asia Pacific, 
purchasing online is no longer the 
exception but the rule. And even ‘bricks-
and-mortar’ purchases – including at 
duty free & travel retail stores – are often 
researched thoroughly online. Competi-
tion from online retailers has been 
described as the most serious threat to 
our industry.  
This workshop will look at how to turn 
that threat into an opportunity, exploring 
how the duty free & travel retail industry 
can harness e-commerce and digital 
marketing to compete more effectively 
with other retail channels. The session 
will also offer an exclusive preview of a 
new study conducted by Counter Intel-
ligence Retail entitled The Digital Age, 
offering insight into travelling shoppers’ 
experiences and engagement with 
digital media.

Confirmed speakers include:
IVO FAVOTTO, GENERAL MANAGER, LS 
TRAVEL RETAIL PACIFIC
OLIVER SEGOVIA, FOUNDER AND CHIEF 
EXECUTIVE OFFICER, AVA ONLINE 
GROUP
GARRY STASIULEVICUIS, FOUNDER 
AND MANAGING DIRECTOR, COUNTER 
INTELLIGENCE RETAIL

Workshop D moderator: Charlotte Turner, 
Managing Editor, The Travel Retail Business

ERIK JUUL-
MORTENSEN
President, TFWA

LIEW MUN LEONG
Founding President and CEO of CapitaLand Group, 
and Chairman of the Board of Directors at Changi 
Airport Group

PROFESSOR STÉPHANE GARELLI of the 
IMD Business School and the University of Lausanne

ANDREW WU
LVMH Group President, Greater China

JAYA SINGH
President, Asia 
Pacific Travel 
Retail Association
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This morning’s distin-
guished speaker line-up 
includes a keynote 
address from one of 
Asia Pacific’s most 
respected business 
leaders, Andrew Wu, 
LVMH Group President, 
Greater China. He gave 
Ross Falconer a preview 
of his thoughts.

The Morning Plenary session 
today will set the duty free & 
travel retail sector within a 
broad context. Delegates will 
hear from a high-profile range 
of speakers, including Andrew 
Wu, LVMH Group President, 
Greater China. He has wide 
experience in the luxury goods 
business in Asia. As Managing 
Director of Parfums Christian 
Dior in China, he oversaw 
the successful establish-
ment of the brand’s network 
in the country in the 1990s. 
After several years with Sony 
Entertainment Group, Wu 
rejoined LVMH as its group 
head in China, responsible 
for its rapid growth in Asia’s 
biggest marketplace.
The theme of his address 
to the TFWA Asia Pacific 

KEEPING UP 
WITH CHINA’S 
CONSUMERS

Andrew Wu, LVMH Group 
President, Greater China: 
“As more and more Asians 
travel, especially the 
Mainland Chinese, travel 
retail and luxury brands 
are a great fit together.”

Conference is ‘Keeping up 
with China’s consumers’. “I 
will be sharing some insights, 
no forced conclusions,” Wu 
commented. “Luxury goods 
have been, and will continue 
to be, a major attraction 
for Asian consumers in 
particular. As more and more 
Asians travel, especially the 
Mainland Chinese, travel 
retail and luxury brands are 
a great fit together. However, 
with the world in constant 
change, the opportunity is for 
everyone involved in luxury 
goods to stay up-to-date and 
relevant for our ever-changing 
consumers.”
Despite the slowdown in the 
economic or GDP growth 
rate, the China market has 
entered a new phase, both 
with the rich getting more 
sophisticated and with the 
true emergence of an unprec-
edented middle class, posing 
an extraordinary opportunity 
for consumption development. 
“The potential for travel retail 
within China is only limited 
by our imagination and by 
how market forces could be 
allowed to properly play,”  
Wu concluded.

This afternoon’s 
Workshop C: Asia’s 
rising stars will focus 
on some of the markets 
that are generating 
most excitement in the 
Asia Pacific industry. 
Peter Mohn, Founder 
and CEO, m1nd-set 
Global Marketing Intel-
ligence & Solutions, 
will present highlights 
from an exclusive 
survey conducted on 
behalf of the Asia 
Pacific Travel Retail 
Association (APTRA). He 
shared some insights 
with Ross Falconer.

Workshop C: Asia’s rising 
stars will explore growth 
markets in the ASEAN region 
and beyond, and look at how 
they are changing the travel 
retail landscape. m1nd-set 
has conducted an exclusive 
survey on behalf of the Asia 
Pacific Travel Retail Associa-
tion (APTRA), and Peter Mohn, 
Founder and CEO, m1nd-set 
Global Marketing Intelligence 
& Solutions, will present 
highlights of the research 
during the workshop.
“We will look into the reasons why 

ASIA’S RISING STARS

Peter Mohn, Founder and 
CEO, m1nd-set Global 
Marketing Intelligence & 
Solutions, is participat-
ing in this afternoon’s 
Workshop C: Asia’s rising 
stars. “As income levels 
rise, Asia Pacific is set 
to become the largest 
air travel market in the 
world,” he commented. “In 
less than 20 years, approx-
imately half of global 
traffic will be to, from, or 
within the region.”

travellers visit Cambodia, their 
profiles, and of course show their 
attitudes and behaviour regarding 
travel retail,” he explained. “I will 
show key insights, like the favourite 
categories of duty free shoppers, 
the conversion rates within the 
categories, amount spent, etc, but 
also deeper insights to understand 
why they buy and their usage of 
various technologies.”
Mohn will also present what 
has to be done to convert more 
non-shoppers and non-buyers into 
buyers, the actual price perception, 
and the importance of the shops 
having a local identity. “It will be 
a very interesting workshop for 
all those who want to get a deep 
understanding of the travel retail 
channel in the growing Cambodian 
market,” he added.
m1nd-set sees exciting growth 
potential in various countries in 
South and South East Asia. The 
structure of the Asia Pacific travel 
industry is changing as airline 
regulations liberalise and carriers 
expand beyond national boundaries. 
“Cross-border agreements and 
direct investment in foreign airlines 
allow established airlines access 
to new markets, and promote 
expanded air service to small 
markets,” Mohn commented.
This consequently opens up new 

opportunities for travellers in the 
Asia Pacific region. The growth 
of air travel, as low-cost carri-
ers reduce fares and open new 
markets, testifies to the effects of 

liberalisation. “Further improved 
affordability and accessibility will 
increase demand for air travel in 
established markets and meet 
the emerging travel needs of the 

growing middle class,” Mohn said. 
“Overall, Asia Pacific will clearly 
play the most important role for 
growth for the travel retail industry 
in the next decade.”
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TFWA ASIA 
PACIFIC 
BAR

The TFWA Asia Pacific Bar is firmly established as the 
ideal onsite networking venue, and is the perfect place 
to unwind with friends and colleagues after a busy day 
of business. The large terrace affords a spectacular view 
overlooking Marina Bay – a sight not to be missed.

Drinks served at the TFWA Asia Pacific Bar are courtesy 
of the exhibiting suppliers.

Monday 11 May to Thursday 14 May 
 
Breakfast from Tuesday to Thursday, 08:00-09:30 
Drinks from Monday to Wednesday, 18:00-19:30 (except 
Monday, open from 17:00) 
 
Level 4, Marina Bay Sands Expo & Convention Center

KINDLY SPONSORED BY:

Tuesday 12 May, 19:30 
Pan Pacific Hotel

The Pan Pacific Hotel’s beautiful poolside 
area, with its underwater acoustics, provides a 
harmonious setting for this year’s Chill-Out Party. 
Those wishing to get playful can enjoy traditional 
games like toss-the-ring, sharp-shooting and can 
pyramids. Those wishing to relax can do so by 
the pool. It promises to be a fun-filled and chilled 
evening, amidst the week’s hectic schedule.

Entrance by invitation only (part of the Full 
Delegate package)
Dress code: Casual
Shuttle service available from all major hotels

AFTER 
HOURS
The popular social 
programme at TFWA 
Asia Pacific Exhibition 
& Conference provides 
unrivalled opportunities to 
network and relax outside 
business hours. These 
memorable events are the 
perfect complement to a 
busy week in the exhibition.

Wednesday 13 May, 20:00 
Universal Studios, Sentosa Island

A taste of Hollywood awaits guests at this year’s Singapore Swing Party. Always a highlight 
of the week, this year promises something truly special. Rather than 20th Century Fox, 
think 20th anniversary as TFWA celebrates this landmark for its Asia Pacific event with 
some movie magic. All will be revealed on the night, but expect exclusive access to several 
of the park’s rides in the company of Frankenstein, Charlie Chaplin and friends.

Entrance by invitation only (part of the Full Delegate package)
Dress code: Casual (comfortable shoes advised)
Shuttle service available from all major hotels
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Winners to be Announced
Celebrate with us as we recognise and reward 
outstanding achievement in travel-retail in the 

Asia/Pacific region

Tuesday 12 May 2015
Marina Bay Sands Convention Centre

Begonia Ballroom Level 3

18.00: Drinks reception
18.30: Awards ceremony
19.15: Ceremony closes
Dress code: Business attire

THIS EVENT IS

TO ATTEND

Sponsored by

All exhibitors and show attendees invited

ONE2ONE 
AIRPORTS

AUSTRALIA
• Australia Pacific 

Airports Corporation 
Limited

• Sydney Airport 
Corporation Ltd

AUSTRIA
• AP-Vienna

BRAZIL
• Aeroporto Rio de 

Janeiro Galeao S/A

CAMBODIA
• Cambodia Airports

CHINA
• Beijing Capital Airport 

Commercial & Trading 
Co Ltd

• Chengdu Shuangliu 
International Airport 
Passenger Service Co

The ONE2ONE pre-scheduled meeting service enhances the networking opportunities at TFWA Asia Pacific 
Exhibition & Conference, facilitating direct contact between airports, airlines, retailers, and suppliers.  
A broad range of the region’s most dynamic airports and airlines are participating this year. The ONE2ONE 
Lounge is located on Level 1 of the Marina Bay Sands Expo & Convention Center.

• Chongqing Airport 
Group Co Ltd

• Erdos Airport Trading 
Co Ltd

• Guangzhou Baiyun 
International Airport 
Co Ltd

• Hangzhou Xiaoshan 
International Airport 
Co Ltd

• Hubei Airport Group 
Co Ltd

• Liaoning Airport 
Management Group Co

• Shanghai Hongqiao 
International Airport

• Shenzhen Airport Co Ltd
• Xi’an Xianyang 

International Airport 
Co Ltd

FRANCE
• Aéroports de la Côte 

d’Azur

INDIA
• Bangalore International 

Airport Limited

• Delhi International 
Airport Pvt Ltd

• GMR Group
• GMR Hyderabad 

International Airport 
Limited

INDONESIA
• PT Angkasa Pura I 

(Persero)

JAPAN
• Fukuoka Airport 

Building Co Ltd
• Japan Airport Terminal 

Co Ltd
• Narita International 

Airport Corporation
• Tokyo International Air 

Terminal Corporation 
(TIAT)

KOREA
• Incheon International 

Airport Corporation
• Korea Airports 

Corporation (KAC)

Tiger Airways Pte Ltd, 
operating as Tigerair, 
is a low-cost carrier 
headquartered in 
Singapore and with its 
main base at Changi 
Airport. With a fleet of 
A320-family aircraft, 
it operates flights to 
38 destinations across 
Asia Pacific, including 
Singapore, Australia, 
Bangladesh, China, 
India, Indonesia, Malay-
sia, Maldives, Myanmar, 
Philippines, Taiwan, 
Thailand, and Vietnam.

ONE�ONE MEETING SERVICE

ONE2ONE WITH: 
TIGER AIRWAYS

Iryati Abu Bakar, Head of 
Inflight Services, Tigerair: 
“We involve our cabin crew in 
promotions and reward them 
with the inflight products. 
Having experienced the 
product themselves, they 
would be able to sell better.”

Iryati Abu Bakar, Head 
of Inflight Services, 
Tigerair, explained that 
the carrier offers a “buy 
onboard experience for 
food & beverage, duty 
free items, and gifts”. 
“We also offer pre-order 
opportunities to better 
manage inventories and 
supplies. This is done 
through our booking 
engine and website,” 
she added.
In terms of expanding 
its retail offer, Tigerair 
would like to explore 
further pre-order oppor-
tunities through its 
cabin crew and inflight 
magazine. Tigershop 
Online allows travellers 

to pre-order items for 
collection on their next 
flight – all items in 
the Tigerair shopping 
catalogue are available 
for pre-order.
The airline certainly 
has a proactive strategy 
to maximise onboard 
retail revenues. “We 
motivate our cabin crew 
by incentivising them 
in various ways,” Abu 
Bakar commented. 
“We involve our cabin 
crew in promotions and 
reward them with the 
inflight products. Having 
experienced the product 
themselves, they would 
be able to sell better.”
“Our objectives at the 
ONE2ONE meetings are 
to explore and identify 
new products that will 
capture our target 
market better, and to 
establish new relation-
ships with suppliers 
for inflight retail,” Abu 
Bakar concluded.

MALAYSIA
• Malaysia Airports 

Group (MAHB)

MALDIVES
• Maldives Airport Co Ltd

MYANMAR
• Asia World Company 

Limited (Yangon 
Airport)

SINGAPORE
• Changi Airport Group 

(Singapore) Pte Ltd

• 
ONE2ONE 
AIRLINES

CHINA
• Guangzhou China 

Southern Airlines 
Company Ltd

FINLAND
• Finnair Travel Retail Ltd

HONG KONG
• Cathay Pacific Airways 

Limited
• Hong Kong Airlines Limited
• Hong Kong Dragon 

Airlines Ltd

INDIA
• Jet Airways

INDONESIA
• PT Indonesia AirAsia

JAPAN
• All Nippon Airways 

Trading Co Ltd (ANA)
• Japan Airlines Co Ltd

KOREA
• Asiana Airlines
• Jeju Air

MALAYSIA
• AirAsia Bhd

MYANMAR
• Myanmar Airways 

International Co Ltd

PHILIPPINES
• Cebu Pacific Air
• Philippine Airlines

SINGAPORE
• Jetstar Asia Airways 

Pte Ltd
• Scoot Pte Ltd
• SilkAir
• Singapore Airlines
• Tiger Airways Pte Ltd

TAIWAN
• China Airlines Ltd
• EVA Airways 

Corporation
• Mandarin Airlines
• Tigerair Taiwan
• TransAsia Airways

THAILAND
• Bangkok Airways Co Ltd

UNITED ARAB 
EMIRATES
• Emirates Airline
• Etihad Airways

ONE2ONE MEETING SERVICE TFWA ASIA PACIFIC EXHIBITION & CONFERENCE MONDAY 11 MAY 2015
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In defiance of the ebbs and 
flows of our fast-evolving 
industry, the position of 
fragrances within travel 
retail remains enduringly 
prominent. The fragrances 
and cosmetics category 
consistently makes up 
20-30% of duty free sales 
worldwide, and its brands’ 
ever-pioneering approach 
to product promotion puts 
it in an important position 
as a heeded champion of 
innovation. 

The travel retail channel 
is of similar importance to 
the fragrances sector – the 
uniquely opportunistic 
shopping habits of airport 
retail consumers providing 
ample occasion for brands 
to capture a coveted market 
base. Unlike other categories, 
for which travel retail repre-
sents just a small part of a 
sprawling overall market, in 
fragrances the channel is a 
sizeable contributor to entire 
performance, and is, described 
Adriana Viejo, General Manager 
Travel Retail, Puig Asia Pacific, 
one of the largest areas 
of businesses for prestige 
fragrances, representing 
around 25% of the total global 
market. It is for this reason 
that travel retail is viewed as a 
strategic core in the business 
of Puig (Basement 2 K11) and 
scores of other fragrance 
firms – something reflected 
in the significance accorded 
to investment, marketing, and 
the development of products 
exclusive to the channel.
New phenomena in air travel, 
Steeve Hagege, General 
Manager – Giorgio Armani, 
Shu Uemura and Designer 

Fragrances for L’Oréal, 
explained, are also impact-
ing upon the travel retail 
market, and uncovering fresh 
pools of potential for brands 
to reach an as yet untapped 
source of consumers. Take the 
democratisation of travelling, 
which is seeing the emerging 
middle classes of countries 
the world over become more 
mobile, eager to travel outside 
their home countries. “This 
new influx of travellers is 
transforming the travel retail 
market, which is now evolv-
ing from a business model 
focused exclusively on the 
luxury segment towards a 
more diversified range that can 
meet the needs of customers 
of different levels in terms of 
purchasing power,” Hagege 
said. For L’Oréal Luxe Travel 
Retail Asia Pacific (Basement 2 
D19 and HS04), travel retail is 
considered a “sixth continent” 
on which all of the group’s 
major brands, from Luxury in 
Lancôme, Yves Saint Laurent, 
Armani, Kiehl’s and Urban 
Decay to Mass-Market – L’Oréal 
Paris and Essie – and beyond, 
are given the opportunity to 

01 02

01 “To respond to the aspirations 
of travel customers, L’Oréal 
has developed a personalised 
approach by adapting to 
languages, cultures and beauty 
rituals,” explained Steeve 
Hagege, General Manager – 
Giorgio Armani, Shu Uemura and 
Designer Fragrances for L’Oréal, 
“an immense potential that 
L’Oréal is ready to seize thanks to 
the richness of its brand portfolio. 
Fragrance is about excitement 
and beautiful, impactful display.”

02 “We believe newness is key 
for our portfolio of brands to 
keep our customers engaged 
with them,” Paola Pinto, Parlux 
Fragrances’ Marketing Director & 
Travel Retail, said. “Our strategy 
is to keep innovation on the pipe 
and pulse it according to each 
market’s needs.”

develop. “Travel retail plays a 
strategic role in showcasing 
our brands and in recruiting 
new consumers. L’Oréal is 
constantly adapting to the 
increasing diversity of travel-
lers across the world, and 
is ideally positioned to offer 
them the products they seek – 
whatever their beauty rituals 
or their purchasing power may 
be. As such, this channel can 
contribute to the winning over 
of one billion new consumers,” 
Hagege continued. “L’Oréal 
demonstrates its confidence 
in the huge potential of this 
channel and has high ambition 
for the future of travel retail.”

OPPORTUNITIES AND 
CHALLENGES
But in a channel so full of 
prospects there are seemingly 
countless contenders for 
captaincy of the market, and 
the promise of the auspicious 
travel retail trade is met by 
intense competition – not 
only between brands in the 
fragrances category but between 
the categories themselves, as 
different sectors tussle over 
the attention of the consumer, 

to secure the all-important 
impulse buy, to obtain retail 
space in over-occupied airport 
environments, and make 
theirs the product of choice 
for the passenger. It’s one of a 
number of challenges facing the 
fragrances business in today’s 
commercial climate. Puig’s Viejo 
also pinpointed the thorny issue 
of accessibility of data as an area 
of the industry in which further 
development could be advanta-
geous, and identified the need to 

build mutual trust within brand-
retailer partnerships to showcase 
the benefits that can be driven by 
more open sharing of informa-
tion, while Hagege explained that 
the market has faced formidable 
obstacles since the end of last 
year – namely in the reduction 
of fragrance space by retailers, 
which has driven a net loss of 
sales, and exchange rate fluctua-
tions that have negatively influ-
enced the decisions of travellers 
from nations traditionally heavy 

The new range of references by Mercedes-Benz Perfume, Mercedes-Benz VIP Club, 
is the first fragrance collection to be created by five Master Perfumers. 

TALKING SCENTS
For the fragrances sector the travel retail channel is as an environment of much 
opportunity – but also of challenges. Amy Hanna explores the ways that the 
category’s leading brands are pioneering product innovation and unprecedented 
promotions to communicate to retailers the true potential of scent.
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“THE OPPORTUNITY IN ASIA PACIFIC IS 
CLEARLY HUGE, BUT THE FRAGRANCE 
CATEGORY IS UNDER-REPRESENTED,” 
ADRIANA VIEJO, GENERAL MANAGER 
TRAVEL RETAIL, PUIG ASIA PACIFIC, SAID. 
ASIA PACIFIC WAS A FAST-GROWING 
TRAVEL RETAIL REGION FOR PUIG IN 
2014, AND AN UNRIVALLED YEAR IN 
TERMS OF NEW PRODUCT LAUNCHES – 
MANY, SUCH AS NINA RICCI’S LA 
TENTATION DE NINA, DEVELOPED WITH 
THE ASIAN CONSUMER IN MIND. 

in the use of perfumes. 
“I think a fragrance category 
weighing 20% of the business 
is an endangered species,” 
Hagege stated. “There is a 
mismanagement of the category 
that is leading to the destruc-
tion of easy revenue, and does 
not prepare well for the future 
evolution of the purchasing 
habits of travellers. We need 
more animation space, and more 
locations dedicated to fragrance 
in traffic, to reach C consumers 
and trigger impulse purchase.”
In recognition, fragrance compa-
nies are imploring airports and 
retailers alike to acknowledge 
the potential of the sector, and 
are actively driving the growth of 
the category in the Asia Pacific 

region and beyond, through 
unprecedented concepts in 
product and promotion. 

EASTERN PROMISE
“The opportunity in Asia Pacific 
is clearly huge, but the fragrance 
category is under-represented,” 
Viejo furthered, “and also Puig 
is currently under-represented 
in the travel retail channel, both 
versus our worldwide presence 
and our share in the domestic 
markets in the region.” Asia 
Pacific was a fast-growing travel 
retail region for Puig in 2014, and 
an unrivalled year in terms of 
new product launches – many, 
such as Nina Ricci’s La Tentation 
de Nina, developed with the Asian 
consumer in mind. 

Historically strong in Europe, the 
Americas and the Middle East, 
Puig has in recent times invested 
heavily in its Asia Pacific strategy, 
and has put intense weight on 
broaching previously unexploited 
potential in regions such as 
China – reaching Chinese travel 
retail through investment in the 
domestic market; Australia – an 
attractive market with a well-
established fragrance culture; 
India, where an increasing middle 
class has triggered swelling 
passenger numbers at its 
airports; and South Korea – the 
largest fragrance market in Asian 
travel retail.
“Fragrance needs a greater show 
of voice within the Asia Pacific 
travel retail environments,” Viejo 

“As a company that specialises in gifting, travel retail 
is hands-down our favoured channel over domestic, 
and our unique sets, created especially for the market, 
have proved to be very successful,” said Olivier 
Mariotti, Export Director, KOTO Parfums. “Last year 
was challenging – specifically in this region, with the 
concession changes – but rising to the challenge is 
something we all have to do.”

asserted. “We are a category 
which consumers need to be 
encouraged to explore and 
investigate and interact with our 
products. Puig is well-known in 
the industry for delivering high-
profile launches and interacting 
with consumers at the point of 
sale through retailtainment, and 
that is something that we are 
now successfully translating 
to some locations in the region 
such as Singapore and Thailand. 
However, travel retailers are 
still not as active in this area 
compared to Europe and the 
Middle East. It’s a huge opportu-
nity to boost growth, and I would 
call upon the travel retailers to 
look to some of Puig’s recent 
activities, such as the 212 VIP 
Club DJ activation at Barcelona 
Airport and the Paco Rabanne 
Factory at Istanbul, as best-in-
class retailtainment initiatives.”
The Asia Pacific market is the 
fuel powering the growth in global 
travel retail – the region’s indus-
try anticipated to exceed US$37.5 
billion by 2019 according to retail 
research agency Conlumino. 
Understanding the spending 
patterns and purchasing behav-
iours of its affluent consumer is 
elemental to success in the 
region, and KOTO Parfums 
(Basement 2 E22) has recognised 
the popularity of gifting in Asia 
Pacific as the key to the brand’s 
prosperity there. In product 
development, gifting potential 
is at the forefront of its design 
strategy and, alongside invention 
in product concepts, is pivotal to 
stimulating activity at the shelf.
“Innovation, creativity and 
specific product development to 
adapt to the need of one charac-
terised distribution channel is 
the way to go,” Olivier Mariotti, 
Export Director, KOTO Parfums, 

enthused. “The most original 
creations do not always gener-
ate the most business, but they 
make us better at doing our job 
– at listening to clients’ demands 
and at proposing innovations 
that are, if not retail milestones, 
at least strong exercises in 
cooperation with our retailers.” 
The Ange Lapin Music Box – a 
charming and inimitable Eau de 
Senteur gift set by Trousselier 
– characterises KOTO Parfums’ 
approach to the creation of 
sought after, highly giftable 
items of the sort never before 
seen in the segment.

INSPIRATION FROM THE 
CHILDREN’S SCENT SECTOR
Mariotti explained that the 
challenges facing the fragrances 
category must be confronted 
with originality and uniqueness, 
and that it is the unanticipated 
and new that will deliver the 
real and salient differentiation 
needed to stand out within 
the industry. “Being part of 
the kids/young adult market, 
KOTO Parfums does not entirely 
belong to the fragrance segment 
– we are kind of at a crossroads 
between fragrance and gifting. 
But,” he said, “overall I find the 
fragrance segment very dull – of 
course we see the products 
that we expect, but that’s the 
catch. A retailer in travel should 
propose an unexpected product, 
or a product that cannot be seen 
outside of travel retail, in order 
to propose a truly innovative 
shopping experience.”
He identified though that within 
the dynamic fragrances division 
the potential of brands in the 
children’s segment rarely 
receives the recognition it 
deserves, and pleads “as I have 
done for close to a decade, for 
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retailers to open their eyes to the 
opportunity that our segment 
has to offer – we create impulse 
purchase, we increase average 
spend, and we are ‘non-compet-
ing’ with the other big brands”.
Like Mariotti, Priscilla Beaulieu, 
VP Global Marketing & Sales 
Director, Kaloo, Clayeux & 
Kokeshi Parfums by Millennium 
Fragrances (Basement 2 L8), 
emphasises the importance of 
the children’s sector within the 
fragrance category, and stressed 
that facilitating its growth is a 
primary concern for the brand. 
“It is necessary for us to expand 
the visibility of the children’s 
category in duty free stores 
at airports, inflight, on cruise 
ships and in border shops,” she 
said. “Like in every market, the 
challenge is to win shelf-space 
to exhibit our products but 
it’s much more challenging 
because the competition is hard 
and the space is limited. Today, 
we want to develop distribu-
tion channels in the US and 
Canada, which are now under-
represented compared to Asia 
and the Middle East.
“The children’s category is 
added business for the travel 
retailer because it’s a new and 
booming segment thanks to 

“In a fast moving society 
we need to innovate, 
and that’s why within 
the travel market we’ve 
decided to emphasise 
miniatures,” Priscilla 
Beaulieu, VP Global 
Marketing & Sales 
Director, Kaloo, 
Clayeux & Kokeshi 
Parfums by Millennium 
Fragrances, stated. “We 
try to develop products 
exclusivity for retailers, 
because passengers 
are more willing to 
buy if they know they 
won’t find a product 
somewhere else.”

the evolution of mentality. In 
our society, children are more 
and more present, parents are 
spending more and more on 
their children, and for travellers 
a children’s gift is a perfect 
‘guilty’ gift. Therefore, there is 
big opportunity for our brands.”
Millennium Fragrances is 
currently in negotiation with a 
number of duty free groups for the 
further development of its travel 
retail business, and continues 
to capitalise on innovation in the 

creation of its products, focusing 
on its novelty miniatures which, 
Beaulieu explained, satisfy the 
discerning children’s fragrance 
consumer’s need for choice. 
“The fragrance category is a 
complex one because on one 
hand there are more and more 
competitors in this category, 
but on the other there are many 
ways for a brand to differentiate 
itself,” Beaulieu added. “This 
category will keep growing 
because demand keeps shifting, 

so the supply needs to satisfy the 
changes. This differentiation is 
an important part of the future – 
brands are confronted by a fast 
moving category so it’s by creating 
a real shopping experience that 
they will last.”

FACES TO A NAME
The differentiation that KOTO 
Parfums and Millennium 
Fragrances lobby for is central 
to the crusade of brands 
across the category for the 

further development of the 
fragrance sector. Pioneering 
products are at the heart of 
INCC Parfums’ (Basement 2 
J11) strategy for growth, as 
demonstrated by the group’s 
latest launch for Mercedes-
Benz Perfume – an exploration 
of the personality of fragrance 
created in exclusive coopera-
tion with the most talented 
Firmenich Master Perfumers.
“Our customers are today 
looking for upscale perfumes 
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and a diversified assortment with 
more olfactive opportunities, around 
a backbone which is fougère,” said 
Thibaud de Vaulchier, Vice President 
Sales, INCC Parfums. “Our market 
strategy is to legitimise Mercedes-Benz 
fragrances within the perfume industry 
through a number of olfactory opportu-
nities.”
The brand’s newest range of references, 
Mercedes-Benz VIP Club, is the first 
perfume collection to be created by 
five Master Perfumers – and is a line 
of five distinguished accords each with 
their own style and personality. Closely 
tailored to the needs of the Mercedes-
Benz consumer – “the businessman 
who owns a Mercedes-Benz car, who 
is much travelled, demanding and in 
a hurry, which is why it was important 
for us to develop special travel editions 
for him” – the collection is the latest in 
a succession of stand-out scents that 
have accelerated the reputation of the 
brand within travel retail and domestic 
markets, and seen the popularity of 
Mercedes-Benz Perfume redline.
Meanwhile, the strategy of Parlux 
Fragrances (Basement 2 F10) is 
to leverage the strength of the 
famous faces for which it produces 
signature scents for the success-
ful launch and promotion of its new 
products – appealing to existing fans 
through concepts that embrace the 

characteristics of world-renowned 
celebrities, and a carefully calculated 
approach to marketing that emphasises 
their stardom. This autumn, Parlux 
Fragrances will launch the newest 
scent that embodies the persona of 
international superstar Rihanna, in the 
midst of what is a very exciting year for 
the singer and actress. Also being intro-
duced this year is Kenneth Cole Blue 
– a new flanker to Kenneth Cole Black, 
which builds on the strength of the 
scent pillar with graphic variations and 
new olfactive distinctions that are very 
appealing to the Asian consumer – and 
being launched alongside it, Sean John 
3AM is “a luxurious scent designed for 
those who take chances and live without 
regrets”. 
“We believe newness is key for our 
portfolio of brands to keep our custom-
ers engaged with them,” Paola Pinto, 
Parlux Fragrances’ Marketing Director 
& Travel Retail, said. “Our strategy is to 
keep innovation on the pipe and pulse it 
according to each market’s needs.”

THE EMERGENCE OF NICHE 
The number of luxury shoppers in the 
Asia Pacific region is expected to rise 
to one billion over the next 10 years 
– the enormous potential of the market 
is drawing the interest of brands and 
retailers and, as the demand for luxury 
intensifies, seeing certain segments of 

“We have watched the growth of ‘niche’ fragrances in the US with interest – in 2013 this 
segment grew by 25% compared to 4% for all other prestige fragrance lines – and the 
trend continues at a growing rate,” said Perfumer’s Workshop International Founder 
Donald Bauchner. “The travel retail category has been slower to see this emerging 
trend but we now see that this is changing. This is a great opportunity for us.” 

the category flourish.
“Opportunities for brand growth are 
limited – but a ‘niche’ or ‘commercial 
niche’ brand is inherently just that,” 
said Perfumer’s Workshop International 
(Level 1 U11) Founder Donald Bauchner. 
“A consumer smells the difference, sees 
the difference, and recognises the differ-
ence in product performance. We have 
watched the growth of ‘niche’ fragrances 
in the US with interest – in 2013 this 
segment grew by 25% compared to 4% 
for all other prestige fragrance lines 
– and the trend continues at a growing 
rate,” explained Bauchner. “The travel 
retail category has been slower to see 
this emerging trend but we now see that 
this is changing, with some retailers 
clearly willing to invest in terms of both 
space and brand offer. This is a great 
opportunity for us.” 
The fragrance sector’s largest growth, 
Bauchner said, is and will continue to 
come from those ’niche’ and ‘commercial 
niche’ brands, which are continuing to 
show explosive growth in local retail 
– moving into travel retail and duty free. 

“The major trend we see in fragrance 
buying habits has mostly to do with 
those ‘niche’ or ‘commercial niche’ type 
of brands slowly gaining shelf space 
and promotional outposts in travel 
retail. Mostly of course from the major 
prestige houses coming into this arena 
with their own versions of ‘Oud’, for 
example.” Perfumer’s Workshop Inter-
national’s Amouroud collection contains 
a wide range of new and original niche 
fragrances, all with a strong, long-lasting 
character – Miel Sauvage, Dark Orchid, 
Midnight Rose, Oud du Jour, Silk Route, 
Agarwood Noir, Bois D’Orient, Santal des 
Indes, Oud After Dark, and Safran Rare – 
several of which are pure Oud-based.
Like every category in the maturing 
market, the fragrances segment is in a 
period of metamorphosis, adapting to the 
constant changes to travel retail brought 
about by social and economic develop-
ment across the globe. Now, it is the task 
of the industry to recognise the potential 
of this invaluable sector, as its brands 
work to grow not only their business, but 
the category as a whole.

Italian design, 
quality, creativity, 
innovation, colour.
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MORE THAN 
SKIN DEEP

“Erno Laszlo as a brand has always embraced skincare innovation to offer specialised and 
effective treatments that continue to attract consumers,” stated Charles Denton, Executive 
Chairman, Erno Laszlo. “As a boutique skincare brand we are more nimble, and can bring 
the most advanced products to market faster than any other brand. Our White Marble line 
was created to address the demand for brightening products in our Asian markets, but it has 
transcended to a top seller and editor favourite in the US and Europe as well.”

segment. These consumers 
are becoming increasingly 
sophisticated – they are looking 
for high end, quality products 
that deliver visible results, which 
Erno Laszlo offers,” Denton said. 
“As a result, we see a continuous 
trend and demand for hydration 
and skin brightening products, 
both of which are key skin 

From unexpected ingredients and scientifically proven medical formulas, to 
exclusive brand experiences and products tailored perfectly to the travelling 
consumer’s needs, the cosmetics and skincare category is awash with innovation 
and originality. Here, with the advice of the experts in travel retail, Amy Hanna 
explores the newest trends in the sector.

With an unparalleled array 
of innovatory brands, 
a propensity for rapid 
development and a uniquely 
diverse foundation of global 
customers, the travel 
retail channel is a market 
unmatched in its capacity to 
influence fashions across 
every product category 
– in airport retailing and 
beyond. Perhaps the most 
sought-after consumer 
base in the world, Asia 
Pacific is a region of trend-
setters, of stylish, savvy 
shoppers hungry for the 
unexpected and new, and 
in Asia Pacific duty free, 
where the two channels 
meet, lies a centre of inven-
tion and creativity that 
inspires markets around 
the world. 

For cosmetics companies 
and specialists in skincare, 
travel retail in Asia Pacific is 
a playground of experimental 
freedoms in which, inspired 
by the needs of the consumer, 
the potential for the creation of 
enterprising products and revolu-
tionary new trends is unequalled. 
“Travel retail is the land of 
opportunity for us, not only for 
sales, but also for building brand 
awareness across a vibrant 
consumer base that is passionate 
about skincare,” said Charles 
Denton, Executive Chairman of 
New York skincare specialist 
Erno Laszlo (Basement 2 D2). 
Erno Laszlo has been active in 
the travel retail segment since 
2012, and in the past year its 
sales have grown exponentially 
within the market – one of the 
reasons why in 2015 the brand 
is emphasising its efforts in the 
channel even further. Its travel 
retail exclusive sets, particularly 
Phelityl Pre-Cleansing Oil and 
the Sea Mud Deep Cleansing 
Bar set, are selling with unprec-
edented vigour in the channel, 
as is its most popular product 
in Asia, The Hydra-Therapy Skin 
Vitality Treatment – a unique 
hydrating mask that is the perfect 
rejuvenating treatment for before 
and after travel. “In comparison 
to our domestic business we have 
found that within travel retail our 
products are often gifted, so our 
offering in terms of presenta-
tion and packaging has become 
even more important,” Denton 
established.

THE LAND OF OPPORTUNITY
“No one can deny the power 
of the Chinese consumer, 
especially in the travel retail 

concerns in the Asia market.” 
In response to the needs of 
the Asian consumer, Erno 
Laszlo has expanded its Hydra-
Therapy Collection with two new 
products – a silky, fast absorbing 
serum that balances the skin, 
and a sleep mask with a unique 
memory gel texture that locks 
in hydration overnight – and is 

also launching the new White 
Marble Collection, a complete 
brightening ritual that refines 
and corrects hyperpigmentation 
for a lighter, more translucent 
complexion. Originally created to 
address the demand for bright-
ening products in Erno Laszlo’s 
Asian markets, the White Marble 
Collection has transcended 

these boundaries, becoming a 
top seller in the US and Europe 
as well.
Denton expressed that in travel 
retail it is not just trends in 
product development emerging 
from consumer demand, but 
that equally important is the 
experience that is delivered to 
the travelling consumer. 
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“This is such a great opportunity 
for us because as a luxury 
brand that delivers bespoke 
skincare we can definitely offer 
the consumer an engaging 
and unique experience into the 
brand,” he said. “In the future, 
we are looking to bring our 
New York flagship and home, 
The Institute, on the road. The 
Institute is an international 
destination for bespoke skincare 
treatments and we hope to offer 
travellers pre and post-flight 
treatments that incorporate our 
exclusive Erno Laszlo Super 
Serums, only offered at The 
Institute, and that high-touch 
experience they all want in their 
lives. Our goal is to ensure that 
the brand she experiences at our 
home in New York is the same in 
Shanghai, and that every touch 
point across our markets speaks 
to Erno Laszlo’s New York  
roots and 88-year heritage in 
custom skincare.”

ALL ABOUT THE 
EXPERIENCE
With the experience of the 
consumer at its heart, Rituals 
Home & Body Cosmetics 
(Level 1 U15) has developed an 
unprecedented approach akin 
to the creation of an entirely 
new product category, with its 
every collection standing alone 
as something truly original. The 
creator of beautiful and luxuri-
ous products that transform the 
everyday by enriching the little 
things in life with a hint of luxury 
has an inspiring philosophy 
– that happiness can be found in 
the smallest of things – and from 
indulgent body and face care 
and bath products to fragrant 
candles, pure cotton clothing, 
washing liquid and sensual teas, 
Rituals references exceed the 
ordinary, and together are part 
of the Rituals mindset – a way  
of living built on a unique 
product rationale.
More than merely functional, 
its natural plant, herb and 
mineral-based creations are 
an opportunity to turn a daily 
routine into a ritual – their ethos 
and authenticity recognised by 
customers all over the globe. 
Rituals’ far-reaching travel 
retail strategy sees it present 
not only in its stand-alone duty 
free stores – the first of which 
opened at London Heathrow 
Airport’s Terminal 4 in 2010 – in 
shop-in-shops within multi-
brand environments, and inflight 
sale, but also onboard airlines 
in First and Business Class 
washrooms and lounges, and in 
hotels, where its body care items 

Rituals products are made with extracts of plants, herbs and even precious minerals 
that are traditional parts of ancient oriental rituals for the wellbeing of the body and the 
ambience of the home. Each of the products has a powerful backstory that takes them 
beyond the realm of conventional cosmetics to truly enrich personal moments.

CEO Pierre Schweikert explained that RIVOLI formulas use the latest 
discoveries in skin biology. “Thanks to our bio-catalysis research 
laboratory,” he said, “RIVOLI has come up with ‘needle free’ solutions 
for boosting the skin’s synthesis of hyaluronic acid, collagen and elastin 
– real alternatives to needle plastic surgery procedures.”

to lay the foundations for new 
distribution channels in South 
East Asia. 
“Because every woman’s beauty 
is unique, RIVOLI knows that 
her skin is unique,” Schweikert 
said. “Years of research and 
an exceptional heritage in 
cosmetics has allowed RIVOLI to 
develop active ingredients and 
formulations smart enough to 
adapt to any type of skin. Aiming 
to control the effects of time in a 
unique way, RIVOLI has begun a 
new era – the era of ‘Intelligent 
Beauty’.” In Singapore RIVOLI is 
launching its travel retail-suited 
Le Voyage Discovery set of three 
essential products for a weekend 
away, as well as L’Eau de Jour 
Hydro-Active Anti-Aging Mist – 
RIVOLI’s needle-free alternative 
to injections to boost the produc-
tion of hyaluronic acid, collagen 
and elastin.
In its travel retail business, 
the focus of creator of made to 
measure skincare, Christian 
Breton (Basement 2 A18), is on 
its globetrotting consumer – 
frequent travellers who spend 
a lot of time flying. “That is 
the case with our number one 
worldwide Eye Priority range, 
which corrects the inflamma-
tion of the eye contour and the 
appearance of bags caused 
by cabin pressurisation on a 
plane during long flights. When 
it comes to the eye contour, 
consumers are facing real skin 
problems – wrinkles, tiredness, 

bags under the eyes, fine lines.” 
CEO Christian Breton said. “The 
rise of the consumer desire for 
efficiency is very important and 
it has to be taken into account. 
Even Air France hostesses  
use our products because they 
are very easy to carry and are  
so efficient.”
Travelling consumers are 
also increasingly looking for 
ways in which to save space, 

and maximise their time – a 
trend particularly relevant to 
the Asia Pacific region, where 
China has remained the largest 
outbound market since 2012. 
The total number of interna-
tional departures made from 
China is estimated by the World 
Tourism Organisation (UNWTO) 
to have increased by 11 million 
to 109 million in 2014, while 
tourist arrivals in Asia Pacific 

and perfumes, fragrance sticks 
and scented candles transform 
elements of the travelling 
experience into moments 
memorable and meaningful. 
“What we try and do is approach 
our business from the consumer 
perspective, and meet the needs 
of the travelling customer at 
every juncture of their journey, 
and that includes in their 
hotel or inflight,” explained 
Neil Ebbutt, Rituals’ Director, 
Wholesale.
Rituals will soon be opening 
a second stand-alone store 
complete with elegant travel spa 
at Amsterdam Airport Schiphol, 
and will launch a duty-paid store 
with Nuance Group at Zurich 
Airport. At the end of last year, 
meanwhile, the brand signed 
an agreement with World Duty 
Free Group, which will continue 
the expansion of Rituals’ multi-
brand business at airports 
worldwide. “The experiential 
opportunity, such as the in-store 
mini spas in some of our airport 
stand-alone stores,  
is one of the best ways to 
promote and bring to life our 
products’ point of difference,” 
Ebbutt enthused. 

CROSSING BORDERS
The travel retail market is 
increasingly being prioritised 
as a key area for growth in the 
strategies of major brands 
the world over, with more and 
more companies recognising 
the potential of the dynamic 
channel. A plethora of exciting 
brands, including Swiss skincare 
expert RIVOLI (Level 1 V14), are 
exhibiting for the first time at 
TFWA Asia Pacific Exhibition & 
Conference this year, with the 
objective of expanding their 
travel retail business in the 
Asia Pacific region. “TFWA Asia 
Pacific Exhibition & Conference 
will be RIVOLI’s first step into 
the travel retail industry, as well 
as into the Asian market,” CEO 
Pierre Schweikert explained, 
“and therefore the objective for 
RIVOLI this year will be to stand 
out from the crowd.”
Part of a family group estab-
lished in 1916 and specialised 
in bio-technology research 
and the production of active 
ingredients for the cosmetics 
industry, RIVOLI and its products 
benefit from the latest innova-
tions of the market – from active 
ingredients, packaging and 
production techniques, to new 
ways to reverse the signs of 
aging. Already well established 
in Germany, Italy, Russia and 
Spain, the brand is now striving 
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Christian Breton works closely with travel 
retailers, since they have a valued relationship 
with their customers and frequent travellers. 
“This is something very important for us 
since our products are dedicated to people 
who travel, including businesswomen,” CEO 
Christian Breton said. “Retailers provide 
questionnaires to travellers and send them 
back to us so that we can analyse the feedback 
and needs of customers. As a result, we 
elaborate new products, matched perfectly 
with their desires.”

“Consumers are more informed, demanding, health conscious and 
environmentally aware,” stated Liz Kolovos, Sales Director, BeeBio. “Savvy 
consumers are looking increasingly towards multi-functional natural, high 
quality, scientifically-validated boutique brands. Our focus has been to formulate 
with the highest quality natural ingredients creating authentic, scientifically 
supported products that genuinely work.”

experienced a rise of 5% to 263 
million. For this reason, travel 
retail-friendly products such as 
smaller-sized, cabin-suitable 
references and hybrid products 
that allow for enhanced conveni-
ence and ease of use have 
become increasingly popular 
with those on the go with limited 
time. Multifunctional products 
that perform to optimum effect 
are in high demand. Take 
the multifaceted Venomous 
Active Manuka Honey & Bee 
Venom Face Masque by BeeBio 
(Basement 2 N32). Bee venom 
within the Masque supports 
skin cell regeneration and the 
production of collagen and 
elastin, helping to lift, plump, 
tighten and firm, while active 
Manuka honey moisturises, 
hydrates, heals and soothes – 
ideal for those who spend a lot 
of time inflight who need an 
all-in-one skincare solution.
BeeBio’s Luxury Travel Pack, 
meanwhile, enables consum-
ers to bring their skin saving 
remedies with them when they 
are travelling. Incorporating the 
replenishing Masque, nutritional 
Royal Jelly Facial Crème and 
Eye Crème, the miniatures set 
allows the travelling consumer 
to take a little bit of luxury with 
them when they leave home, in 
a move away from the traditional 
components of day/night/eye 
cream in travel packs, and a step 
towards accessible indulgence 
while on the move.

UNPRECEDENTED  
INGREDIENTS
“Consumers are more informed, 
demanding, health conscious 
and environmentally aware,” 
stated Liz Kolovos, Sales Direc-
tor, BeeBio, who explained 
that customers are increas-
ingly seeking out natural and 
organic products, alternatives 
to chemicals, and non-invasive 
treatments. “Savvy consumers 
are looking towards multi-
functional natural, high quality, 
scientifically-validated boutique 

“Consumers are becoming increasingly 
concerned with where their cosmetics 
and skincare come from and how they 
are made,” said Richard Kennedy, 
Sales and Marketing Director, Scorpio 
Worldwide. “They want to know exactly 
what they are putting on their skin and 
want the ingredients to be as natural 
and pure as possible.”

brands,” she said. “Our focus 
has been to formulate with 
the highest quality natural 
ingredients creating authentic, 
scientifically supported products 
that genuinely work.”
BeeBio’s natural and organic 
products, offer exactly what 
consumers are looking for, 
with the medicinal honey and 
the other scientifically proven, 
highly bio-active ingredients 
that characterise the luxury 
skincare range breaking new 
ground in youth-enhancement 
skincare. “Manuka honey, which 
is only found in New Zealand, is 
gaining worldwide recognition 
for its unique healing properties 
and we have taken this to a new 
level, with validated science 
proving that medical grade 
Manuka honey has amazing skin 
cell regeneration properties, 
regenerating new skin cells by 
up to 80%,” explained BeeBio’s 
CEO Chris McElroy. “Also, with 
other unique natural bioactive 
ingredients such as bee  
venom we bring something 
completely new and natural 
to the ever expanding youth-
enhancing market.”
The use of prestigious, uncom-
mon active ingredients is a 
significant movement in modern 
skincare, and for its worldly 
customers who spend a lot 
of time in transit, Christian 
Breton has this year launched 
two new products that contain 
diamond powder – aimed at 
mature women who have deeper 
concerns about wrinkles and 
fine lines. “Like gold and caviar, 
diamond is actually very good for 
the skin and has many benefits,” 
Breton enthused. “These include 
many anti-ageing properties, 
reducing the appearance of fine 
lines and wrinkles and allow-
ing the product to be better 
absorbed into skin, boosting 
collagen production and giving 
the skin radiance and glow.”
BeeBio, meanwhile, is not only 
targeting those consumers 
already looking for natural, 

organic products but is striving 
to educate consumers on the 
benefits of using nature’s own 
remedies over chemical-based 
products. Its aim is to reach its 
market through exposure to 
the global travelling consumer, 
and the brand has embarked on 
this global journey with its first 
three listings onboard Singapore 
Airlines, Cathay Pacific and  
Hong Kong Air.

THE PROFESSIONALS 
Breton explained that medical 
ingredients and innovations 

taken from science are growing 
ever more popular with consum-
ers. “As a medical brand, 
Christian Breton invests a lot 
in research. Our products are 
tested under medical control and 
are recommended by famous 
scientists and doctors world-
wide,” he said. “It is important 
for customers to know that 
skincare products are effec-
tive and actually have positive 
effects on their skin. Nowadays, 
customers are looking for more 
than just cosmetics; they are 
looking for medical cosmetics.” 

Christian Breton’s brand ambas-
sadors are the eminent scien-
tists and doctors who prescribe 
its products and, he explained, 
many of its customers come to 
the brand with a “recipe” from 
their doctor to buy the products 
they recommended. “Customers’ 
needs are increasing rapidly 
and we need to be fast to react 
quickly to propose products 
adapted to their skin problems.” 
Richard Kennedy, Sales and 
Marketing Director, Scorpio 
Worldwide (Basement 2 D9), 
stressed further that consum-
ers are becoming increasingly 
concerned with where their 
cosmetics and skincare products 
come from, and how they are 
made. “They want to know 
exactly what they are putting on 
their skin and want the ingredi-
ents to be as natural and pure 
as possible,” he said. “Over the 
last couple of years, trends in 
fashion, skincare and cosmetics 
have all turned towards a route 
where only natural ingredients 
will do – animal testing is highly 
unpopular and has led to brands 
being boycotted.” For Scorpio 
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the art of tranquility

Tao is an ancient Chinese philosophy centred 

on achieving the perfect harmony between 

Yin and Yang. Focusing on nourishing your 

Yin energy, our Tao collection helps you to find 

inner peace and tranquility in your busy life.

Worldwide, reflecting 
current trends through 
its product portfolio is 
a strategic priority, and 
Crabtree & Evelyn, one 
of its foremost skincare 
brands, was producing 
natural skincare products 
well before the natural 
and wellness movement 
became popular. As one 
of the original brands to 
develop products made 
with fruit, flower and plant 
essences, it embodies the 
consumer need for natural, 
while Scorpio Worldwide’s 
The Balm brand also offers 
paraben and cruelty-free 
cosmetics that do not 
disappoint on quality. 
“There is definite growth 
in this category, especially 
around the higher-end 
skincare market, and 
there is also development 
around more ‘wellbeing’ 
products, for example, with 
aromatherapy being intro-
duced into the industry,” 
Kennedy furthered. “We 
are continually watching 
the growth areas of the 
category, and are looking 
at how we can expand into 
these areas of potential.”
As well as scientifically 
proven formulas, consum-
ers in travel retail are 
seeking professionalism 
beyond the products 
themselves. More than 
merely a creator of 
professional make-up, 

the maxim of French 
cosmetics specialist SLA 
Creation (Basement 2 
A16) is “sharing, learn-
ing and teaching”. The 
professional, natural and 
organic SLA Creation 
make-up range was 
created by master of 
make-up artistry Serge 
Louis Alvarez, when he 
identified a strong need 
in the market place for 
a premium product that 
would perform as all 
professionals desire it 
to. There came about the 
SLA philosophy to create 
a new look on beauty: “To 
be both glamorous and 
beautiful whilst respect-
ing your health and the 
environment.”
“Whether you are a 
passionate make-up artist 
or just willing to take care 
of your beauty, SLA Paris 
provides you with every-
thing you need for your 
make-up,” SLA Creation’s 
Ophélie Duc said. “An 
authentic, accessible and 
innovative brand for an 
unmatched result – our 
products are good quality 
and easy to use for your 
daily life.” The natural 
origin of its formulas, and 
the distinctive ‘micronisa-
tion’ of its professionally-
developed powders, mark 
SLA Creation out as a 
pillar of invention within 
the cosmetics category, 

and its determination 
to share professional 
know-how and to teach 
its consumers how to 
best apply make-up last 
year saw its progressive 
approach rewarded with 
the H. Pierantoni Prize 
for Innovation, for the 
creation of SLA CODE 
– tutorials accessible 
through QR codes for 
smartphones and tablets, 
located on the back of its 
products.
Duc divulged that 2015 is 
the “year of innovation” 
for the brand SLA PARIS, 
and is brimming with 
alluring new products, 
including the reinvention 
of two best selling, iconic 
product ranges, developed 
with new generation 
formulas borne out of 
the latest technological 
innovations. Its revolu-
tionary new mascara 
line is characterised by 
the coming together of 
efficient formulas and 
innovatory brushes, while 
the iconic complexion 
range, enriched with 
patented active ingredi-
ent ‘LUMINA-SKIN’ and 
Vitamin E, has been 
enhanced with new 
generation formulas. They 
are exciting, stand-out 
references amongst the 
spectacular array of new 
products on show  
in Singapore.

 The professional, natural 
and organic SLA Creation 
make-up range was 
created by master of make-
up artistry Serge Louis 
Alvarez, when he identified 
a strong need in the market 
place for a premium 
product that would perform 
as all professionals desire 
it to. There came about the 
SLA philosophy to create 
a new look on beauty: “To 
be both glamorous and 
beautiful whilst respecting 
your health and the 
environment.”

Learn more about the cosmetics innovations 
being presented at TFWA Asia Pacific  
Exhibition & Conference.

Scan this code to visit the TFWA  
Product Showcase 
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Visit us at Stand C10

NEW FACES
This year’s TFWA Asia Pacific Exhibition & Conference is the 
biggest yet, with a proliferation of major brands either exhibiting 
for the first time or returning after an absence. Here, we profile 
a selection of the new faces in Singapore. Further instalments 
of our focus on new and returning exhibitors will follow in 
subsequent issues of The Daily.

PAÑPURI 01
LEVEL 1 S12

FAVARGER 02
BASEMENT 2 D30

WHO ARE YOU?
Favarger has produced 
Swiss premium chocolates 
since 1826, including solid 
chocolates, chocolate 
specialities, seasonal 
products, and fresh 
chocolates for retail, travel 
retail, food service, and 
impulse markets. They 
are all natural, with only 
100% Swiss-made ingre-
dients. The chocolate is 
manufactured exclusively 
in Geneva, with processing 
from beans to bars.

WHO BUYS YOUR 
PRODUCTS?
We are targeting all the 
amateurs and connois-
seurs of fine chocolate, 
who are looking for 
natural products with a 
specific taste, since we 
manufacture our products 
from beans to bars with 
many different flavours. 
We would like to offer a 
piece of chocolate from 
Switzerland!

WHY EXHIBIT NOW?
It is the continuation of 
our strategy to expand 
both within travel retail 
and the Asian domestic 
market. We can see and 
feel a real interest in high-
end chocolate. We process 
chocolate from beans to 
bars with a unique taste 
and know-how.

WHAT ARE YOUR 
OBJECTIVES?
There are opportunities 
for products with a strong 
image, such as Favarger’s 
Swiss chocolate, among 
Chinese travellers, who 
are increasingly sophis-
ticated and interested 
in exclusive products 
rather than classic luxury 
brands. It, therefore, 
requires more invest-
ment to communicate the 
value and specificities 
of brands to travellers. 
This has led Favarger 
to invest in displays and 
product promotions during 
peak travel times, and to 

also develop travel retail 
exclusive offers to encour-
age impulse purchases.

WHAT IS YOUR USP?
We are launching a 
new long-life praline, 
with a 10-month shelf 
life, which is 100% 
natural and without any 
preservatives. This new 
line of signature pralines 
is based on a chocolate 
recipe that has been 
one of Switzerland’s 
most closely-guarded 
secrets since 1826. Our 
new range is positioned 
towards the high end of 
the chocolate praline 
market. It is affirma-
tion of our authentic 
know-how and innova-
tion, thanks to an 
incomparable design, a 
signature recipe, original, 
high-quality ingredients, 
a texture that is delight-
fully smooth and at the 
same time crispy, and an 
unmistakable flavour – all 
presented in a stylish box.

01

WHO ARE YOU?
Pañpuri is a modern-day 
lifestyle brand with an 
Eastern philosophy, offer-
ing high-quality skincare, 
personal care and home 
ambiance products, as 
well as services. Pañpuri 
products combine a wide 
range of traditional plants, 
roots and flowers that have 
been used in the East for 
centuries with a modern 
well-being approach.

WHO BUYS YOUR 
PRODUCTS?
Catering to travellers, 
tourists, and fans of 
nature-based products 
and conscious luxury, 
Pañpuri products are 
inspired by ancient 
Eastern natural remedies 
for the betterment of 
the body, mind and 
soul. Pañpuri has set 
forth to change the way 
we look at beauty and 
skincare, utilising only 
the finest natural and 
organic ingredients to 

create a luxurious range 
of products focused on 
Eastern botanicals with 
proven benefits. Pañpuri 
products contain hypoal-
lergenic, natural plant-
based ingredients, and 
are formulated without 
aluminium, mineral oils, 
paraben, phenoxyetha-
nol, phtalate, SLS, and 
silicone.

WHY EXHIBIT NOW?
Travel retail remains a 
significant part of our 
revenue, and with the 
ever-growing market and 
tourism in Thailand, it is 
high time for the brand to 
make an appearance at 
TFWA Asia Pacific Exhibi-
tion & Conference. Pañpuri 
products are currently 
in King Power Thailand, 
TMall China, and Lotte 
Duty Free in Korea. TFWA 
Asia Pacific Exhibition & 
Conference is one of the 
best platforms for the 
brand to expand and grow 
to other duty free markets.

WHAT ARE YOUR 
OBJECTIVES?
It is Pañpuri’s aim to 
meet the world’s best 
airport operators, duty 
free buyers, and industry 
experts at TFWA Asia 
Pacific Exhibition & 
Conference.

WHAT IS YOUR UNIQUE 
SELLING POINT (USP)?
Packaged in elegant 
multifaceted jars and 
bottles, and sophisticatedly 
boxed in packaging printed 
with soy ink on chlorine-
free paper, Pañpuri 
products are formulated 
without animal testing, 
with beeswax and honey 
being the only animal-
based ingredients used in 
its opulent ranges. Gentle 
for even the most sensitive 
skin, Pañpuri products only 
use 100% pure essential 
oils with no added 
perfumes or fragrances. 
Each signature scent is a 
unique, sophisticated blend 
of Eastern botanicals.
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PERFUMER’S WORKSHOP 04
LEVEL 1 U11

AEON JEWELLERY 03
BASEMENT 2 J34

WHO ARE YOU?
Established in 1995, Aeon 
is owned by JCI Jewellery 
Ltd – a family business 
with more than 30 years 
of experience in the 
wholesale supply of silver 
and gold to jewellery shops 
across the UK, Ireland and 
Europe. Supplying to over 
3,000 customers, we have 
extensive knowledge of 
the jewellery industry and 
always aim to supply high 
quality, on-trend products 
at extremely attractive 
price points, which inspire 
impulse purchase, particu-
larly inflight.

WHO BUYS YOUR 
PRODUCTS?
Suitable for anyone who 
wants to purchase jewellery 
that is both on-trend and 
extremely stylish – either for 
themself or as a gift. All of 
our products are available at 
price points that are suitable 
to all passengers, which 
makes our target audience 
quite broad.

WHY EXHIBIT NOW?
For our brand to really 
make a name for itself 
in travel retail, we have 
to expand into this 
ever-growing region. 
We have recently gained 
some business in Asia 
with China Airlines and 
TransAsia, so we felt 
that this was the perfect 
time for us to exhibit. We 
currently have listings 
onboard Cebu Pacific, 
Myanmar Airlines, Air 
Vanuatu, MIAT Air Mongo-
lia, Jetstar Japan, and Air 
Niugini. We also continue 
to see positive results 
from our work with King 
Power Traveler.

WHAT ARE YOUR 
OBJECTIVES?
We come to TFWA Asia 
Pacific Exhibition & 
Conference aiming to 
increase our presence 
in this region. 2014 saw 
Aeon become one of the 
main areas of JCI Jewel-
lery’s business, posting 

significant growth, so we 
are hoping that with the 
help of this exhibition, 
we will continue to see 
similar, if not better, 
results this year.

WHAT IS YOUR USP?
We always want to offer 
our customers flexibility, 
so we make sure we can 
offer exclusive products 
and designs with fast 
turnaround and delivery. 
We pride ourselves on 
our ‘can do’ attitude that 
allows us to work closely 
with our customers to 
offer the best ranges 
we can. We bring very 
on-trend products at 
impulse purchase prices, 
which makes all of our 
pieces extremely acces-
sible to passengers.

0302

WHO ARE YOU?
Founded in 1970, 
Perfumer’s Workshop, 
created by Donald Bauch-
ner and his wife Gun, has 
pioneered many aspects 
of the modern business 
of making fragrance. 
As the first company to 
introduce the custom-
blending fragrance concept 
in the luxury category, 
Perfumer’s Workshop has 
paved the way for today’s 
boutique brands and 
created several new niches 
and markets.

WHO BUYS YOUR 
PRODUCTS?
Our fragrances are 
targeted at those that want 
something new, innovative 
and different. Each of our 
fragrances is beautiful and 
unique – if one is not to 
one’s liking then another 
certainly will be. With 
such strong character 
and stunning packaging, 
our products appeal to 
those that want to own 

something elegant and 
classic. We are best known 
for our magical fragrance 
‘Tea Rose’, which has been 
a perennial favourite for 
over 40 years. It became 
an instant classic with a 
celebrity fan base.

WHY EXHIBIT NOW?
The increased interest and 
development of unique and 
niche fragrances within 
travel retail has inspired 
us to expand our focus on 
the category. Over the last 
couple of years we have 
watched with interest as the 
growth of niche fragrances 
has dramatically increased. 
With this growing trend 
comes the perfect time 
for us to establish a solid 
presence in travel retail, 
and what better way for us 
to do this than exhibiting at 
TFWA Asia Pacific Exhibi-
tion & Conference? There 
are such opportunities and 
possibilities for us in this 
region that we had to seize 
it with both hands.

WHAT ARE YOUR 
OBJECTIVES?
We come to Singapore with 
an exciting new collec-
tion – Amouroud – which 
offers a wide range of new 
and innovative fragrances, 
several of which are pure 
Oud-based. We aim to build 
visibility around this new 
collection, as well as some 
vital listings in the region. 
We see Singapore as being 
the start of a new and excit-
ing channel of distribution 
for all of our brands.

WHAT IS YOUR USP?
We produce fragrances that 
are beautiful, unique and 
innovative. Each of them 
performs so well on the skin, 
not only because they are 
rich and long-lasting, but 
also because of the attention 
we give each product to 
ensure we create a harmoni-
ous interplay between 
each and every ingredient. 
Eye-catching, engaging 
packaging also makes us 
stand out from the crowd.

04
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Fraternity Spirits is 
bringing the ‘wow factor’ 
to Singapore with its 
stunning new liquor 
presentation at TFWA 
Asia Pacific Exhibition & 
Conference. 
New Licor de Horas 
Chocolate is a rich and 
creamy chocolate liqueur 
presented in a 750ml 
Gold Bar-shaped bottle, 
complete with the 999/9 
gold standard symbol. “We 
are experiencing steady 
domestic growth in Asia 
for Tequila Corralejo, 
particularly 99,000 Horas,” 
added Fraternity Spirits 
CEO Raffaele Berardi. 
“That success is now 
being reflected in our duty 
free business and we are 
determined to maintain 
the momentum. That 
means constantly develop-
ing new and unique offers 
for the market; Licor de 
Horas Chocolate is most 
definitely going to be a 

GOLD STANDARD

Guylian is demonstrating 
its commitment to contin-
uous innovation at TFWA 
Asia Pacific Exhibition & 
Conference by showing 
off new permutations and 
collections of its iconic 
Seahorse chocolates. New 
fillings in the range are 
soft and surprising Green 
Tea, and Dark Praliné – a 
lusciously intense treat for 
true cocoa lovers.
The innovations are 
the latest in a line of 

award-winning flavours to 
emerge from the Guylian 
stable in the classic 
seahorse shape. The 
success of the four 2014 
flavours – Caramel, Milk 
Truffle, Crunchy Biscuit 
and Vanilla – is celebrated 
in Assorted Luxury 
Chocolate Tasting boxed 
offerings, available in 66g 
and 148g sizes.
The chocolatier has new 
convenience packaging 
identities for snacking and 

souvenir gifting on the go. 
Opulent limited edition 
assortments for Christ-
mas 2015 are also being 
showcased – many of 
which of naturally feature 
the Original Praliné Sea 
Shells that remain the 
number one Belgian boxed 
chocolate brand distrib-
uted in travel retail and 
duty free shops.

Basement 2 
H26

Travel Blue is back in 
Singapore this year with 
its fantastic range of over 
150 electrical and digital 
essential items for the 
traveller in tow.
The selection includes 
USB adaptors, speakers, 
earphones, Bluetooth 
headphones, laptop bags 
and more, and Travel 
Blue is especially looking 
forward to displaying 
the range of World To 
adaptors at TFWA Asia 
Pacific Exhibition & 

TRAVEL TREASURES 

Conference, which it 
believes are particularly 
suitable for Arrivals 
shops.
Director of Travel Retail 
Jonathan Smith said: 
“These World To adaptors 
are perfect for Arrivals 
outlets when passengers 
realise that their travel 
adaptor is not suitable for 
the country in question, 
or they want to buy an 
additional adaptor at a 
more reasonable price. 
Being earthed means 

they are very safe to 
use with earthed or 
non-earthed appliances 
by travellers from some 
150 countries.”
Travel Blue also has a 
diversified colour palette 
to show off for some 
existing popular ranges 
such as the Combina-
tion Strap, a heavy-duty 
luggage strap featuring 
a high-security combina-
tion lock.

Basement 2 G1

talking point at the show.”
Stand visitors will have 
daily opportunities 
between 15:00 and 
18:00 during the show 
to try a variety of tequila 
and gin-based Tropics 
cocktails. “We make a 
point of sampling various 

cocktails to visitors as we 
strongly believe that this 
is the best and easiest 
way to engage travellers 
in airports,” Berardi 
stated.

Basement 2 
B02

CHOCOLATE ICON
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Come visit us at Booth N32, Level B2

Beautiful

No fillers
No injections

No botox
Natural • Powerful • Proven

Puig is proud to present 
Prada Candy Kiss at TFWA 
Asia Pacific Exhibition & 
Conference – the bitesize 
collection of Prada Candy 
fragrances with a striking 
visual identity conceived by 
superstar illustrator-of-the-
moment Vahram Muratyan.
The collection features 
20ml miniature versions 
of existing Candy Eau de 

KISS KISS
Parfum, Candy L’Eau and 
Candy Florale fragrances 
created by nose Daniela 
Andrer, each good enough 
to eat. Be drawn into 
Muratyan’s ‘small is 
beautiful’ world through 
the pleasing colour block 
lip motif that bedecks 
the packaging of all three 
scents – a lip-smacking trio 
for the woman who knows 

how to make her mark!
Candy Kiss is a perfect 
pairing between Catalan 
brand owner Puig and 
Muratyan, who shot to 
international prominence 
in 2012 with his debut 
illustrated book Paris 
Versus New York, A Tally 
of Two Cities, and has 
since collaborated with 
fashion royalty like Dior 
and Hermès.

Basement 2 
K11

J. Cortès is undoubt-
edly among the most 
exclusive and important 
producers of cigars in 
Belgium and one of 
largest family businesses 
in the trade worldwide, 
and in 2016 J. Cortès 
celebrates its 90th 

CIGAR 
MILESTONE

anniversary – a signifi-
cant milestone that will 
prove to be unforgettable.  
J. Cortès produces 500 
million cigars annually, 
sold in over 80 countries 
worldwide. Flagship 
products are the 
premium brand products 

J. Cortès and Neos, both 
available in different 
variations. The brand has 
made a wholehearted 
commitment to duty free 
and border shops since 
2014, and has strong 
partnerships with many 
duty free operators.
Although J. Cortès has a 
strong reputation in the 
area of flavoured cigars, 
it is not the sole focus 
of the company. “More 
than half of the cigars 
we produce and sell have 

a traditional tobacco 
flavour,” Export Manager 
and Travel Retail Coordi-
nator Thomas Gryson 
explained, “but especially 
for the Asian and Pacific 
region we are demon-
strating our expertise in 
flavoured cigarillos with a 
new exclusive flight pack 
of 10 Neos cigarillos and 
an artful advertisement: 
The Flavor Collection!”

Basement 2 
J10
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Haribo World Travel 
Retail is back at TFWA 
Asia Pacific Exhibition & 
Conference, displaying 
the delightful treats that 
have won hearts of all 
ages around the world. 
Items in the hero spot 

JOY IN A TIN

at Singapore this year 
include endearing 250g 
tins filled with cute 
treat-sized packets of 
mouthwatering Goldbear 
Minis.
Both tins offer multipur-
pose functionality that 

extend their life beyond 
the savouring of the last 
sweet gummy. The Metal 
Suitcase is optimised for 
being proudly clasped 
by small hands toting 
treasures, and also 
includes three souvenir 
postcards featuring the 
Goldbear character. 
Candy Store’s slot 
allows it to be used as 
a pocket money box for 

storing savings as well 
as memories.
The bright colours and 
familiar characters on 
each ensure collectors 
and fans of memorabilia 
from the iconic German 
confectionery brand will 
also gladly appreciate 
the tins.

Basement 2 
C28

CRUISE BREWS

Heineken Global Duty 
Free says consumer trust 
in the Heineken brand is 
driving regional growth 
as it returns to the TFWA 
Asia Pacific Exhibition 
& Conference. The past 
year has seen strong 

growth in all sectors 
of the Dutch brewer’s 
expanding Asian duty 
free business. It will be 
focusing on three key 
sales drivers at the show: 
Heineken, the world’s 
most international beer 
brand sold in more than 
170 countries; Singa-
pore’s iconic Tiger beer; 
and Strongbow cider.
Targeted at Asia’s 
growing cruise ship 
sector, Heineken will 
also be showcasing 
its revolutionary new 
BrewLock system. The 
innovative technology has 
been launching across 
the cruise industry since 
September 2014, deliver-
ing significantly reduced 

logistical and handling 
complexity and new keg 
efficiencies.  
Global Duty Free 
Manager Sean McNaugh-
ten commented: “The 
growing middle class in 
countries like China and 
India look for trusted 
brands when they travel 
and Heineken is clearly 
benefitting from this 
trend. The cruise market 
in Asia is particularly 
interesting, as we’re 
committed to ensur-
ing the right category 
solutions are available 
at the right time in every 
travel retail situation.”  

Basement 2 
K36

First-time exhibitor Rossi 
D’Asiago Distillers is 
showcasing its international 
award-winning Antica 
Sambuca liqueurs at TFWA 
Asia Pacific Exhibition & 
Conference as it focuses 
on expanding distribution 
into the region. Antica has 
become the number one 
sambuca brand in the UK, 
and second in the world 
within the category.
Made solely from natural 
ingredients, Antica 
Sambuca Classic has a 
superior taste obtained 
by distilling an infusion of 
Anise Star fruits and other 
herbs in alcohol. 
With a modern bottle 
design, enriched with 
decoration that offers 

BEST SHOT
all-important shelf appeal, 
Antica projects itself as a 
high-end spirit brand. The 
line offers a wide range of 
flavours, including Liquo-
rice, Rasberry and Tropical, 
in a variety of bottle sizes.
Export Director Nicola Dal 
Toso said: “We are relatively 
new to travel retail and are 
currently listed at James 
Richardson Duty Free 
shops and with DDFS India. 
Following huge success in 
the UK domestic market 
we are certain the superior 
taste and quality of our 
products will help us match 
this success in the travel 
retail market.”

Basement 2 
G15

Essilor International is 
presenting BOLON at TFWA 
Asia Pacific Exhibition & 
Conference, and within 
the travel retail market is 
expecting great successes 
for the Chinese sunglasses 
brand, which is founded on 
three principles – “top-level 
design, high quality material 
and artist technology”. 
BOLON integrates extraor-
dinary design with extreme 
ingenuity, and its designs are 
abundant in style and charm 
– characterised by their 
refined personalities.
In 2014, BOLON was ranked 
ninth in the Top 100 Unlisted 
Potential Enterprises of 
Forbes China, and BOLON’s 
rapid success in the optical 
market of China has become 
a legend of the industry. The 
fashionable design, innova-
tive hi-tech materials and 
perfect colour combinations 
of BOLON’s products fully 

SHADES 
APART

reveal the unique person-
ality of the wearers.
This year, BOLON has 
recruited French actress 
Sophie Marceau as its 
brand ambassador, who 
will feature in advertising 
campaigns on TV, in print 
and instore. 
Johnny Huang, CEO 
of BOLON said of her 

appointment: “Sophie 
Marceau epitomises 
Parisian elegance for 
billions of consumers. She 
symbolises perfectly what 
BOLON stands for, both in 
China and the rest of Asia 
– a sophisticated, roman-
tic and artistic image.”

Level 1 S8

Estée Lauder Travel Retail 
is showcasing four of its top 
brands at this year’s TFWA 
Asia Pacific Exhibition & 
Conference; unveiling the 
coveted new products by Jo 
Malone, MAC Cosmetics, 
Tom Ford and Bobbi Brown. 
Following last year’s 
introduction of model and 
actress Kate Upton as 
face and spokesmodel for 
Bobbi Brown, the masterful 
make-up brand is introduc-
ing the new intensive Skin 
Serum Foundation SPF 40 
to travel retail, to coincide 
with its ‘Secret to Perfect 
Skin’ make-up lessons 
– a comprehensive menu 

BRAND NEW 
APPROACHES

of tutorials tailored to the 
needs of individual women, 
and available at Bobbi 
Brown counters worldwide.
Tom Ford, meanwhile, 
launches its new Summer 
2015 Soleil Collection, 
which features a luminous 
range of cream and powder 
eye colours in burnished 
metallics, as well as a 
divine eye and cheek 
compact, pearlised pink 
cream cheek colour, lip 
colours and bronzing body 
oil. MAC is revealing its 
new Wash & Dry cosmetics 
collection, packed full of 
bright, fresh hues, whilst 
Jo Malone is debuting 

Incense & Cedrat, the 
new addition to Cologne 
Intense – a scent collection 
characterised by its by rich 
and rare ingredients. The 
fragrance was created by 
Master Perfumer Marie 
Salamagne using the scent 
of Omani incense, the most 
precious in the world.

Level 1 HS03
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DARING DESIGN
Red Bull Racing Eyewear 
is back with its latest 
collection of cutting-
edge models at TFWA 
Asia Pacific Exhibition 
& Conference. In paral-
lel with advancements 
in high-performance 
materials and technolo-
gies in Formula 1 cars, the 
collection utilises innova-
tive materials to high 
precision detail in daring 
designs. The collection is 
inspired by the engines of 
the Red Bull Racing team 
cars that have won the 
championship four times, 
with the Formula 1 motto 
in mind: “The more 
innovative the material, 
the greater the success.”
“The new segments 

are customised for our 
clientele – sporty, stylish 
and technically cutting-
edge! We are very happy 
to announce that Atlantic 
Virgin takes off with our 
Red Bull Racing Eyewear 
Sports-Tech products!” 
said Karl Stoiber, Head of 
Global Travel Retail. Red 
Bull Racing Sunglasses 
are also available on 
a number of inflight 
programmes of interna-
tional airlines such as 
China Southern Airlines, 
Malaysian Airways, Air 
Asia and Sri Lankan 
Airlines, to name but a 
few.

Basement 2 
H10

Diverse Flavours is 
unveiling a brand new 
creation at TFWA Asia 
Pacific Exhibition & 
Conference – a red wine 

NATURAL ENERGY

blend that unifies every 
essential part of its 
Avondale brand’s unique 
philosophy. A “reflec-
tion of the unseen that 

binds all life”, the wine is 
Avondale’s Navitas – its 
name meaning ‘energy’ 
in Latin.
This first release of 
Navitas, finely crafted 
from nature’s bounty, 
hails from the 2008 
harvest vintage. A Rhone 
blend, it is led by Syrah 
and Mourvedre with a 
small portion of Grenache 
grapes from organically 
cultivated, 18-year-old 
vines. “Up to now, all our 
wines have expressed 
parts of the Avondale 
philosophy, which centres 
on completely natural 
winemaking processes 
and recognition of funda-
mental environmental 
forces – seen and unseen 
– that are at play in the 
vineyard and cellar,” 
explained Avondale 
proprietor and viticultur-
ist Johnathan Grieve. 
“In Navitas, we want to 
demonstrate this to the 

fullest. Our intention is to 
express everything in a 
single wine.”
For the making of Navitas 
2008, the grapes were 
hand-picked, and entire 
bunches were fermented 
completely naturally. The 
wine received no additives. 
“Gentle, natural heat that 
is generated from the 
fermentation, along with 
maturation for 18 months 
in 600-litre oak barrels, 
has resulted in elevated 
fruit expression, mineral-
ity, terroir expression and 
overall luminescence,” 
Grieve said.
Navitas 2008 is light 
and elegant, providing 
a multi-layered sensory 
experience that awakens 
with bright fruit clarity 
on the nose and palate, 
and lingers long after. 
Released in a limited 
quantity, the wine takes 
centre-stage in Avondale’s 
portfolio of seven extraor-
dinary wines approved by 
Mother Nature. 

Basement 2  
C34
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Welcome to 
Stand H30

CapELLa INDUSTRIES

LAMBRETTAWATCHES.COM

    Refined Italian

Retro
Modern fashion accessories with a retro 

twist, clearly inspired by the 60’s and the 

glorious days of the Lambretta scooters.

Tucano is exhibiting 
for the first time at 
TFWA Asia Pacific 
Exhibition & Confer-
ence. The Italian 
brand is showcasing 
its bags and acces-
sories for digital 
devices. The emphasis 
is on high quality, 
creativity, innovation, 
and colour selection, 
with its style inspired 
by fashion trends.
Tucano products are 
already very popular 
in Europe, and are 
becoming increasingly 
popular in Asia and 
US. They can currently 
be found, for example, 
in the Apple Premium 
Resellers network, 
in multimedia and 
music stores, in the 
stationery and office 
supplies sector, and in 
consumer electronics 
specialist stores.

BAGS OF 
STYLE

Since 1922, Valrhona has 
been producing excep-
tional products that 
make each mouthful a 
moment to be savoured. 
It plants, sources and 
selects rare cocoas from 
which it creates a unique 
palette of flavours in 
its chocolate factory, 
deep in the heart of 
the Rhone Valley in 
France. At TFWA Asia 
Pacific Exhibition & 
Conference, Valrhona is 
encouraging delegates 
to discover the taste of 
its exceptional choco-
late – and rediscover 
its iconic range of 
tasting squares, being 
presented at Singapore 
in elegant new packag-
ing, designed to reposi-
tion the range as a 
higher-end product with 
its top quality finishes. 
Intense gold on the 
packaging makes the 
product stand out on the 

HIP TO BE SQUARE

shelf, and emphasises 
the gourmet nature of its 
contents – unparalleled 
chocolates with unique 
tastes. A complete offer 
to fulfill every desire, 
the redesigned range is 
available in 32, 52 and 66 
square formats and six 

taste assortments, includ-
ing the celebrated Grand 
Cru Collection tasting 
squares – the perfect 
introduction to Valrhona’s 
palette of flavours.
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In recent years, Tucano 
has introduced dedicated 
collections into many 
airports, as well as 

department stores.

Basement 2 
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visit us at
Basement 2, J25

Pick the rose 
of goodness!

LOACKER, PURE GOODNESS! www.loacker.it

Marcolin SpA is showcas-
ing the hottest new refer-
ences by Diesel, Ermene-
gildo Zegna, Swarovski 
and Tom Ford Eyewear 
at TFWA Asia Pacific 
Exhibition & Confer-
ence. The Diesel Spring/
Summer 2015 collection 
reflects the modern 
and unconventional 
spirit of the brand, and 
features rounded unisex 
sunglasses with temples 
defined by a Diesel 
denim insert and frames 

SEEING IS BELIEVING New exhibitor Roncato is 
showcasing its innova-
tion luggage collections. 
The VINTAGE collection 
is made in Italy, it has 
a vintage taste, but is 
modern in its material and 
practicality. The pieces are 
made of resistant three-
dimensional laminate, 
combined with aluminium 
profiles. The angles, 
zipper and closures are 
chromed steel. All items 
feature the classic Vintage 
front belts, which have 
their own pure design and 
aesthetic character.
While high on nostalgia, 
the interior of the styles, 
in 100% pure cotton, 
offers modern comfort 
and functionality. The 
Beauty case features 
the classic mirror, as 
well as elastic bands 
for safe bottle stowage, 
and detachable inlays. 
The Pilot trolley and the 
Attaché case feature 
mobile phone and acces-
sory retainers, as well as 
a laptop compartment. 
The Travel trolley offers 
contemporary and 

VINTAGE 
INNOVATION

available in transparent 
grey, camouflage Havana, 
black, crystal and pink. 
This year’s show marks 
the first time Marcolin SpA 
is distributing Ermene-
gildo Zegna eyewear. 
Created with artisanal 
craftsman-like production, 
the ultra stylish new line 
features materials such 
as titanium, leather and 
wood. Smart, rounded 
frames are offset by 
transparent, coloured 
temples through which 

one can catch a glimpse 
of a chevron metal core 
that bears the brand’s logo 
– available in champagne, 
dark havana, grey and red.
Swarovski designs, 
meanwhile, feature 
precious, sparkling inserts 
on the frame, whereas 
Tom Ford this season 
focuses on a spectrum of 
silhouettes like the cat eye 
and aviator, merged with 
acetate and metal.

Level 1 S15

practical interiors.
The Trunks, meanwhile, 
maximise capacity. The 
styles are available in the 
classic colours of black 
and white.
Roncato is also present-
ing the TODO collection. 

The pieces are fully lined 
and feature a TSA-certi-
fied, fixed combination 
lock. Four ball bearing 
wheels provide optimum 
manoeuvrability.

Basement 2 C6
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Jean-Charles Brosseau is 
presenting Ombre Rubis – a 
truly original floral scent 
created in partnership with 
perfumer Thomas Fontaine.

PRECIOUS SCENT

A refreshingly independ-
ent newcomer to the 
market is challenging 
the premium cigarette 
segment status quo. 
FALCON is launching 
its delectable range in 
response to the demands 
of today’s consumers 
who are seeking tailored, 
artisanal experiences.
Hand-selected tobaccos, 
sourced from independent 
growers all over the world, 
are combined by highly 
experienced master-
blenders who have created 
a distinctly refined sensa-
tion of nutty cedar wood 
with top notes of dark 
fruits. Luxury tobaccos are 
enhanced by a bespoke 
Pure Stream filter to 
amplify the taste whilst 
reducing harshness. 
Being introduced to travel 
retail for the first time by 
King’s Tobacco, FALCON 
will be launched globally 
in four SKUs under special 
descriptors RUBIS, 
AMBRE, BLEU and BLANC 

LUXURY 
TOBACCO
IS BACK

Pure and alluring, the 
fragrance is a floral oriental 
and has a citrus bergamot 
start, blending with rhubarb 
and mimosa. The heart 

musks and cedar wood is 
delicately orientalised with 
Madagascan vanilla and 
styrax.
Ombre Rubis has a striking 
presentation – the deep red 
octagonal bottle features 
floral decoration, appearing 
as a giant jewel in its beautiful 
matt black box. The 100ml 

spray Eau de Parfum is priced 
at €110. Meanwhile, POS 
material includes a 100ml 
spray tester priced at €6; 
packs of 10 1.5ml samples 
priced at €3.35; and a 100ml 
dummy priced at €5.60.

Basement 2 
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takes off through a bouquet 
of virginal orange blossom, 
water jasmine and violet 
leaves. Finally, the sweet 
and smooth base of white 

Established in 1755 by 
an ambitious and daring 
woman, Marie Brizard, 
part of the Belvedere 
Group, creates high-
quality liqueurs benefit-
ting from 260 years of 
expertise. Marie Brizard’s 
master liqueur-blender 

LIQUEURS 
FROM NATURE

captures the best of 
nature’s fruit, plants 
and spices as spirits, 
infusions and juices – 
selecting from over 400 
ingredients to create 
smooth and complex 
liqueurs, symbols of 
French elegance and 

and, especially for TFWA 
Asia Pacific Exhibition & 
Conference and the travel 
retail customers in the 
region, two more products 
will be highlighted – the 
fresh mint POLAIR and 
DEUCE, which features a 
capsule in the filter. 
Traditional skills and 
intelligent design combine 
with the latest innovations 
to excite true tobacco 
connoisseurs – FALCON 
brings to them the spirit of 
independence.
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BREATHE EASY

This complex liqueur 
is the perfect union of 
sweet orange from Spain 
and a subtle infusion of 
vanilla from Madagascar, 
magnified by exotic Neroli 
essential oil.
Marie Brizard Apry 
Liqueur, meanwhile, is 
made from a gourmet 
infusion of fresh and dry 
apricots, Cognac and 
secret plants. Its unique 
recipe gives Marie Brizard 
Apry Liqueur a distinctive 
aromatic complexity that 

releases all the sweet-
ness and delicacy of 
apricot.
Marie Brizard will also 
highlight its iconic 
liqueur, Anisette. An 
extraordinarily fresh and 
fragrant liqueur made 
from a subtle combina-
tion of eleven plants and 
spices intensifies the 
power of Mediterranean 
green anise.
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New exhibitor RIVOLI 
is showcasing L’Eau de 
Jour – a hydro-active 
anti-aging mist. Years 
of research has allowed 
RIVOLI to develop active 
ingredients and formula-
tions smart enough to 
adapt to any type of skin.
L’Eau de Jour is 
described as a magical 
invisible anti-aging mist, 
which leaves a veil of 

MIST OF YOUTH

active ingredients to 
fight the skin’s aging 
process by boosting the 
synthesis of hyaluronic 
acid, collagen I, and III, 
and elastin.
This anti-ageing skincare 
is bottled in a spray that 
can be applied at any 
time of day, relieving 
any signs of tiredness 
and refreshing the skin. 
L’Eau de Jour is free of 

parabens and emulsi-
fiers, and is suitable for 
all skin types.
Application tips include 
spraying on top of your 
day cream or make-up 
every morning, and 
reapply during the day 
when the skin feels tight, 
tired, or in need of a 
boost.

Level 1 V14

from inhaling pollen, 
smoke, mould or dust 
mites.
The palm-sized gadget, 
which can be worn around 
the neck, emits a constant 
stream of healthy negative 
ions that force airborne 
pollutants away from your 
personal space giving 
you a zone of cleaner, 
healthier air. It is fully 
equipped with recharge-
able batteries which gives 
it up to 150 hours of easy 
breathing life to keep 
your airways clear on the 
longest of flights. 
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Schäfer Travel Retail is 
presenting the remark-
able AirTamer personal 
air purifier at TFWA 
Asia Pacific Exhibition 
& Conference. AirTamer 
aims to create a cleaner 
zone of healthy air around 
you while you travel in 
public places, or other 
places with poor air quality. 
Capitalising on the fact 
that 40% of buildings 
pose a health hazard due 
to indoor air pollution, 
AirTamer has a wealth of 
applications, from helping 
to purify air which can 
contain viruses, to combat-
ting the bad breathing 
potential that can result 

feminine subtlety in more 
than 90 varieties.
At TFWA Asia Pacific 
Exhibition & Conference, 
the Marie Brizard house 
is highlighting the fruit 
liqueurs that represent 
its core business and 260 
years of heritage and 
unique know-how. Marie 
Brizard Parfait Amour 
Liqueur is a rare and 
delicious blend based on 
oranges, created for the 
first time around 1767 
by Marie Brizard herself. 
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The BeThe1 mission 
is to build trust 
between candidates 
and employers to 
facilitate the deeply 
complex decision 
for both parties 
to embark on and 
succeed in a joint 
work venture.

Today, 15% of the 
recruitment missions 
conducted worldwide by 
BeThe1 are related to 
the travel retail industry, 
primarily focusing on 
commercial, marketing, 
training, merchandising, 
category management, 
buying, and general 
management.
Central to the BeThe1 
strategy is its humanistic 

THE IMPORTANCE OF 
QUALITY RECRUITMENT
BeThe1 is firmly established as a high quality international recruitment 
consulting firm for middle and senior management positions in 
fashion, beauty, luxury, wines and spirits, retail and travel retail.  
Olivier Hui-Bon-Hoa, BeThe1 – General Manager Asia (Hong Kong, 
Shanghai, Singapore), provided an update on its activities.

OLIVIER HUI-BON-HOA, BETHE1 
– GENERAL MANAGER ASIA 
(HONG KONG, SHANGHAI, 
SINGAPORE), EXPLAINED THAT 
A RETENTION RATE SURVEY 
CONDUCTED IN EARLY 2015 
ON ALL CANDIDATES PLACED 
IN ASIA – MAINLY CHINA, HONG 
KONG AND SINGAPORE – 
BETWEEN 2010 AND 2014 
“INDICATES A VERY HIGH 
RETENTION RATE OF 61% 
AFTER THREE YEARS”.

approach, and the figures 
certainly demonstrate 
that this is successful. 
For BeThe1, quality 
in recruitment is best 
measured by two criteria 
– the percentage fill rate 
(for 100 missions retained 
to BeThe1, how many 
positions are filled by a 
BeThe1 candidate), and 
the percentage retention 
rate of hired professionals 
in their new job.
Olivier Hui-Bon-Hoa, 
BeThe1 – General 
Manager Asia (Hong 
Kong, Shanghai, Singa-
pore), explained that a 
retention rate survey 
conducted in early 2015 
on all candidates placed 
in Asia – mainly China, 
Hong Kong and Singapore 

– between 2010 and 
2014 “indicates a very 
high retention rate of 
61% after three years”. 
After 12 months the 
retention rate was 88%, 
and after 24 months it 
was 78%. Meanwhile, 
the global fill rate has 
increased from 72% in 
2014 to 77% in 2015.
An important develop-
ment is that BeThe1 is 
now undertaking senior 
executive recruitment. 
Over the last 10 years, 
roles have typically 
varied from middle to 
senior management 
levels. Since 2014, 
BeThe1 has operated a 
major shift in the travel 
retail sector, when 
appointed to recruit for 

senior executive level 
positions.
“This is not a random 
shift, but the direct 
consequence of our 
constant quest to 
increase the quality of 
the recruitment service 
provided, and the 
recognition by compa-
nies of the growing 
level of expertise of our 
firm,” Hui-Bon-Hoa 
commented.
He also emphasised 
the growing importance 
of the human factor. 
“The ‘golden era’ of 
consumers queuing up 
to buy premium and 
luxury brands with a 
‘supermarket shopping 
list’ is over,” Hui-Bon-
Hoa said. “The human 

factor will become the 
way forward to make a 
significant and sustain-
able difference, besides 
just the brand name 
pulling power.”
A high quality recruit-
ment process is, 
therefore, vital. Hiring 
and retaining the right 
talent, with the right 
skill set, motivation, 
and working attitude, 
is the most effective 
way for companies to 
successfully build their 
human factor. “This 
can only be achieved if 
every single step of the 
recruitment process is 
aiming for quality and 
a humanistic approach 
is integrated to it,” 
Hui-Bon-Hoa added.
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