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WELCOME MESSAGE

INTRODUCTION

SELECTING FOR A
SUCCESSFUL BALANCE
This year is the 20th
edition of TFWA Asia
Pacific Exhibition &
Conference and, with
Singapore home to all
but two of them, the
show has grown and
developed every year.
This is the right time to
congratulate Singapore
on its 50th anniversary
and we wish to thank all
our local partners for
their continuous support,
which makes staging an
event in this city-state
and island country an
enjoyable and troublefree experience.
One of the most important
elements in keeping
TFWA Asia Pacific
Exhibition & Conference
fresh and interesting is
ensuring that each event
introduces new brands –
perhaps new categories
– to the exhibitor mix.
That may seem an easy
task, given the growing
interest in the region, and
thus the event; in fact, it
is a detailed and timely
process.
We try to reflect the
market share of product
categories within the

industry, while, at
the same time, giving
credence to those sectors
and brands which are
showing above average
growth and which look to
have real potential within
our business. As TFWA
Asia Pacific Exhibition &
Conference grows in size,
so we are able to increase
the number of new exhibitors and offer space to
those that have displayed
in the past and now wish
to return. This week has
seen 73 new or returning
brand companies make
an appearance here, and
it is very much hoped
that the event has proved
worthwhile.
So who have we opened
the doors to in 2015? To
highlight the breadth
of product types on
display this week, we can
mention a selection of
the companies. The three
core sectors of fragrances
& cosmetics, liquor and
tobacco see entrants
including Perfumer’s
Workshop, Moroccanoil,
and Nivea; Beam Suntory,
Crystal Head Vodka,
Rossi d’Asiago Distillers
for wine & spirits, and

KT&G for tobacco. The
new liquor entrants, in
particular, reflect the
desire for innovative
premium and luxury
brands in the Asia Pacific
region.
In fashion/leathergoods
we welcome brands
including Roberto Cavalli
Group, Cruciani, Diesel,
and Orciani, while the
watches & jewellery
segment introduces a
number of new entrants
including distributor
SKYlink. The confectionery
category is strengthened
with Favarger, Abtey
Chocolaterie, and Leonidas, while electronics/
gifts buyers will have
been pleased to see their
category further enhanced
with companies such as
Cabeau, Akita Electronics
and Photofast Global.
As you can see, we have
a very mixed yet very
appropriate line-up of
new exhibitors here this
week and if you have
not yet stopped by their
stands, then I urge you to
do so today.
The success of each
TFWA event – and there is
every indication that this

week has been another
record breaker – of
course contributes to
the financial stability of
the Association. 2014
was a very good year
and ensures a strong
and secure footing from
which TFWA can operate.
Financial success also
enables us to donate to
more charities through
TFWA Care.
2015 sees TFWA Care
supporting 16 good
causes; projects which
primarily support women
and children, creating
means by which they
may help themselves.
This year sees €494,000
donated by TFWA Care to
these various projects,
which includes four new
additions for 2015: Nicco
Fans Club, nominated
by Salvatore Ferragamo;
Open Arms International,
nominated by William
Grant & Sons; Self Help
Community Cambodia,
nominated by Coty; and
Nuria Garcia Foundation,
nominated by Air-Val.
Also supported by TFWA
this year are Aide et
Action, Arthritis Fondation Courtin, Cosmetic

TFWA ON

TFWA LINKEDIN
GROUP

celebrating an anniversary this year – its 10th.
Created through a TFWA
initiative, APTRA has
grown steadily over the
years.
TFWA exists to serve its
members – which now
number more than 500
– and offers many advantages, not least access
to vital research and a
regular newsletter to
keep members up-to-date
with the latest Association and wider industry
news and relevant
issues. So if you are
not already a member,
then we would urge
you to apply by contacting Sabine Parmentier
(s.parmentier@tfwa.com).

Alessandra
Visconti
Vice-President
Corporate, TFWA

Frédéric
Garcia-Pelayo
Vice-President
Finance, TFWA

Tweet us on @TFWAnews and share your photos and
experiences of this 20th edition of TFWA Asia Pacific
Exhibition & Conference.

TFWA PRODUCT
SHOWCASE
WiFi SERVICE

Executive Women, Enfants
du Mékong, Fondation
Motrice, Helen Keller
International, Lotus
Flower Trust, Lovedale
Foundation, Naankuse,
Nosy Komba Solidarité,
Rett Syndrome Research
Trust, and Toutes à l’école.
All TFWA Care projects
are nominated by TFWA
members and recommendations are always
welcome.
The importance of industry or trade associations
was highlighted earlier
in the week, including
during the TFWA Asia
Pacific Conference. This
includes APTRA (Asia
Pacific Travel Retail
Association) which is also

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

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

ID: TFWA_APE&C Password: TFWA2015

TFWA’s LinkedIn Group is an ideal place to go for the latest news on
TFWA Asia Pacific Exhibition & Conference. Join the TFWA Group and be
updated on TFWA activities all year long.
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Scan this
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the TFWA
Product
Showcase
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SINGAPORE SWING PARTY

There was a taste of Tinseltown last night at the spectacular Singapore Swing Party at Universal
Studios, Sentosa Island. Guests enjoyed music, food, rollercoaster rides, and old Hollywood glamour.
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EAST MEETS WEST

At the heart of Furla’s
FW15 Collection of
stunning handbags and
accessories for women,
the travel retail exclusive
Piper Medium Dome is
the modern and modish
homage to the brand’s
ever-popular Piper Bag.

Long gone are the days when travel retail customers in Asia had to be treated
vastly differently to those in Europe or the US. The global travelling demographic
now is that of one multicultural consumer, with a love of brands, quality and
branded quality. Report by Lorna Strickland-Cook.
The differences may be
subtle when it comes to
retailing in Asia. So it
doesn’t mean one-size-fitsall when it comes to global
travel retail. Wherever they
may be situated, or travelling to and from, the travelling consumer loves a good
mix of price points, as long
as the quality is identifiable.
One supplier that understands
how to work the Asian travel
retail market is Furla (Basement
2 J22), which believes that, in
general, Asians are willing to
spend big bucks on fashion and
accessories. “As Asian markets,
particularly China, open up with
rising middle classes and a new
generation that can afford to
travel, and afford to purchase,
the demand for Western
premium and luxury brands
continues to be high,” explained
Gerry Munday, Global Travel
Retail Director, Furla. “Western
brands are associated with affluence, success, and a lifestyle that

Radley’s Keats Grove
range is named after
John Keats, the beloved
English romantic poet,
and the London road he
lived on. The bags feature
a nostalgic envelope
pocket, inspired by the
hundreds of love letters
he penned to his wife
throughout his life.

Asian consumers aspire to. With
their increased purchasing power,
spending on Western brands is
an important way to show their
friends, colleagues and family that
they are on a successful path. In
the West, consumers are brought
up with brands – yes, many of
us still aspire to the image that
certain brands create, and many
of us aspire to owning designer
products. It’s all about spending
power!”
Munday believes it’s also important to note that within China,
premium and luxury goods are
priced very highly compared
to other domestic markets.
“Consequently, the savings that
consumers enjoy when they
travel can be 50% or more. Thus,
they are more likely to spend
‘big bucks’ because, to them,
they are still getting a very good
deal,” she added.
Brands should not look at their
consumers in terms of East and
West. Furla’s business model is
deeply rooted in international
policies, not only in terms

6 – TFWA DAILY

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE THURSDAY 14 MAY 2015

of pricing, but also in terms
of commercial networking.
Entirely customer-oriented and
focused on the transition “from
market to customer”, Munday
believes Furla’s approach goes
beyond the traditional division
of geographical markets and
distribution by directly targeting the final client – a nomadic
citizen of the world, cosmopolitan traveller who transversally
steps from one continent to the
other by tapping into the most
important capitals and hubs of
the global fashion map. “The
‘customer in Milan’ or ‘the
customer in Shanghai’ are aged
concepts, having been replaced
by the categories of the globeshoppers,” Munday commented.
“They don’t look for show-off
products or logo celebrations,
but rather go for what is authentic and essential, paying attention to great contents, heritage
and tradition.”
McG Consulting Managing Director Richard McGratty represents
exhibiting brands, including
Barbara Rihl (Basement 2 C12)
and Butterfly Twists (Basement 2
D8), and explained that currently
“Asia has much more interest
in accessories and an openness

to newer tastes in all categories
from bags to shoes”. Brands that
cannot necessarily be bought in
every department store give an
element of “newness” which,
coupled with “imaginative visual
merchandising in travel retail,
gives them an edge over many
established brands”.
Asians may not necessarily find
themselves spending a bigger
sum per item, but are more
open to purchasing more often.
McGratty puts this down to a
higher awareness of available
fashion, both domestically and
in travel retail, especially from
European designers.
Social media has been contributing to this for quite some time,



and brands canvassed for this
article agreed that consumers
are savvy. While time spent at
the airport is limited, many have
time to check the internet on
their phones to ensure they are
getting the best deal. Many come
to the airport pre-prepared to
part with money in exchange
for something they’ve seen
promoted or mentioned on social
media and in fashion magazines.

GET SOCIAL
Tintamar (Basement 2 L11)
believes social media has
its part to play in convincing
customers to buy or not to
buy. Area Manager Asia Pacific
Victoria Royer said: “Social media

Luggage specialist Ciak
Roncato is presenting its
latest products at TFWA
Asia Pacific Exhibition &
Conference.
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AUTUMN COLOURS AND
CUTE ANIMAL MOTIFS
F E AT U R E S T R O N G LY I N T H E
NEW COLLECTION FOR
FA L L / W I N T E R 2 0 1 5 - 1 6 B Y
FRENCH ACCESSORIES
B R A N D T I N TA M A R , W H I C H
IS BEING SHOWCASED
AT T F WA A S I A PA C I F I C
EXHIBITION & CONFERENCE.
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plays a big part in the purchase decisions
of consumers – both young and middle
aged. People are not trying to be identical
though, they are checking they are making
good independent decisions. If their
contemporaries talk about a brand, they
will research and review before buying.”
Rohanne Campbell, Travel Retail Sales
Manager, Radley (Level 1 T11) agreed:
“Developments in web, mobile and social
commerce are key trends within both Asian
and Western travel retail, with increasingly more considered and pre-planned
purchases being made. We have done a
lot of work on our websites to make them
mobile-responsive so that the customer can
research products from anywhere.”
“This is ideal within the travel retail environment, where the consumer can compare
and research products online and then
buy with a duty free saving at the terminal.
Consumer segmentation is also becoming
more complex and we use destination
targeting data to tap into this,” Campbell
continued. “The Asian consumer is very
savvy when it comes to product quality and
price. There is fierce competition in Asia,
with international brands competing with
each other and with many local brands.”
Elisabetta Lorenzon, Export Adviser at
luggage specialist Ciak Roncato (Basement
2 H5), explained that Asians were once
linked mainly to spending on local
fashion and dedicated to the consumption of domestic products, “but with the
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Giles Marks, Travel Retail
Director, Maui Jim: “Purchase
motivations are, I believe, common
to East and West – protection from
harmful glare, whether it’s from
sun, sea or general use, without
loss of clarity; more pleasurable
participation in active outdoor
pursuits, with sunglasses that
maximise vision and stay put; and
a cool and chic image.”

Red Bull Racing Eyewear’s HighTech Collection offers the highest
technical precision combined with
both a timeless and trendy design.

establishment of foreign designers in
Asia, now they are more careful when
it comes to fashion trends, as well as
Westerners, and probably more willing to
spend more money on fashion”.
Sunglass supplier Maui Jim (Basement 2
K9) agrees in part, but thinks it goes deeper
when it comes to fashion in Asia. “A few
years ago, the international fashion houses
ruled the roost and consumers in Asia
were motivated by aspirational purchases

– they wanted ‘big label’ everything, or if
they couldn’t afford the thousand dollar
big label bag they purchased sunglasses
instead as a visible flash of brand loyalty,”
Giles Marks, Travel Retail Director, Maui
Jim, commented. “Inbound tourists, too,
were delighted to find cheap copies of big
label goods. Now the trend is more towards
real quality in lenses, protection of the eye,
superb performance and also towards
differentiation from the mainstream.

“Purchase motivations are, I believe,
common to East and West – protection from
harmful glare, whether it’s from sun, sea
or general use, without loss of clarity; more
pleasurable participation in active outdoor
pursuits, with sunglasses that maximise
vision and stay put; and a cool and chic
image. Where we do see a difference is in
the choice of styles, as some have a wider
fit than others and will better suit different
face shapes.”

Following the success of its 100% cashmere scarves introduced last year, Morgan &
Oates returns to TFWA Asia Pacific Exhibition & Conference with an exciting new range of
unisex, lightweight, summer cashmere blends. The range offers only natural materials in
a mixture of gentle checks, stripes and classic colours.
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Desigual is
characterised
by its different,
optimistic and
colourful designs,
many of which it
is presenting at
TFWA Asia Pacific
Exhibition &
Conference.

Essilor International is showcasing Bolon
– a Chinese eyewear brand that is a recent
entry into travel retail.

Tintamar’s Royer added that, whereas in
the West consumers have been constrained
for some time by economic uncertainties
and exchange rates, “which are only now
beginning to dissipate, in Asia with a few
exceptions, buying power has been fairly
consistent”.
Big economies like China have a rapidly
expanding middle class, which initially
looked to Europe for trends, but now is
developing its own eclectic tastes. “Many
consumers in Asia seem to be motivated not
so much by cheapness, but by good value,”
Royer said. “They will pay the high price if
the item is really extraordinary, but they no
longer want to blend in or adopt exclusively
European styles. They want to be distinctive
in their own culture.”
Karl Stoiber, Head of Global Travel Retail,

Red Bull Racing Eyewear (Basement 2
H10) said that, in recent years, “high quality
products have become more and more
important. Customers, especially those from
Asia, appreciate the finest materials, perfect
workmanship and long-lasting products,
which are fashionable at the same time.”
Morgan & Oates (Basement 2 J33) Sales
Director Kevin Galbraith explained that
finding the right product to suit the market
in the region is a major challenge.
“The colours and patterns that the Asia
consumer wants often vary from the
Western designs that we create, so we
are constantly trying to meet the needs
of the consumer and produce items that
suit,” he said.
It’s a mix of East meets West. Essilor International (Level 1 S8) is showcasing Bolon – a

FASHION AND ACCESSORIES FEATURE

Chinese eyewear brand that is a
recent entry into travel retail. Vice
President Duty Free & Special
Distribution Francesco Leccisi
said that Asians have different
criteria and a lot of insight when
it comes to purchasing behaviour.
They are selective about what
they buy, with less impulse buying
and more structured purchasing.
“They prefer conservative colours
– browns and blacks. They know
where to buy and how to buy at the
best price,” Leccisi commented.
It’s a challenge that presents
itself more and more often, with
consumers being highly knowledgeable in comparing prices
ahead of travelling.

TOO MUCH LUXURY?
While many of the challenges in
Asia are no different from any
other region, price-conscious
passengers can also be a problem.
Is there such a thing as too much
luxury in the airport environment?
It would seem so.
Furla’s Munday believes that the
main mistakes airport authorities/
retailers make when planning
the fashion space – whether
it’s a generic store or individual
branded boutiques – are not
thinking in terms of the fashion
segmentation and grouping brands

Paul & Shark’s Spring Summer
2015 Collection features the Luxury
Collection – with high-quality
materials and hand-made tailoring.

inappropriately, and not taking into
account the passenger profile of
the airport/terminal. “What is the
point of having fabulous luxury
brand boutiques, which may look
stunning, if the vast majority
of travellers are mass market
passengers?” Munday asked. “Why
have Gucci or Burberry, if Zara
or Mango are a better fit for the
customer? This is less of a problem
in Asia, but I do think there is a
tendency sometimes for airport
retail to be too luxury-focused – for
the benefit of the Chinese – with
insufficient premium offers.”
Desigual (Basement 2 E14) is
another international brand that
thinks shop layout can often be a
problem. “Managing this category
is extremely complex – this is
not just specific to Asia,” Marco
Gadola, Travel Retail Manager
Worldwide, Desigual, commented.
“You have many different garments
in a shop, but then consider you
may have a handful of different
colour options, and then perhaps
six or seven sizes. The operating environment is, therefore,
extremely complex, before you even
consider the additional complexity of trying to manage this in an
airport environment.”
Gadola added that category
management is key to the future
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growth of fashion in travel retail.
“It’s vital that retailers deliver
category management solutions
that address the complexity
inherent to our business,” he said.
“IT systems, and the availability of
data to provide real-time insight
into inventory levels, are hugely
important, and the onus is really on
brands to help retailers with it. In
return for this investment, retailers
need to treat the category as a
priority, and give it the space and
attention it deserves.”
Furla’s Munday continued the
discussion of how retailers and
airports can help more. She
believes it can be a real problem
for the brand and the retailer if
they enter a three or five-year
agreement within a specific
airport terminal, based on a
passenger profile, only to find that
airline routings and the passenger
profile change.
When you add that to the challenge
of concession fees and minimum
guarantees, and the pressure they
ultimately put on retailers and
brands, it can lead to a stressful situation for some. “Brand
investment for a mono-brand
store, depending upon the size,
can be anything from $250,000800,000, and most brands will
amortise over three years, and
the retailer normally takes care of
the Minimum Annual Guarantee
(MAG),” Munday explained. “Three
years is just not enough for the
brand and the retailer to recoup
this huge investment. It is just not
about recouping the outlay, as it
is in year four and five, when the
profit is made.”
She added that during a concession period anything can happen
– government legislation may
be brought into force, or flights
are moved from one terminal to
another. “Or some other external
factor seriously influences
passenger travel patterns – all of
which has a clear impact on sales.
Too often it is the supplier/brand
that suffers the consequence of
this, and this seriously needs to
change,” Munday said.
Economic challenges can also play
their part, as Siddharth Kumar,
Director, Pashma (Basement 2 G2),
explained: “We have seen certain
new trends emerging. One is the

Learn more about the fashion and accessories innovations being
presented at TFWA Asia Pacific Exhibition & Conference by visiting
the TFWA Product Showcase (www.tfwaproductshowcase.com).

Scan this code to visit the TFWA Product Showcase
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Siddharth Kumar,
Director, Pashma:
“More customers
from countries like
Vietnam and Thailand
are spending very
well, and Indonesia
would also come
under that category.”

decline in spend by Japanese
passengers, mainly due to the
economic downturn over there, as
well as the erosion of the value of
the Yen. In other, more non-traditional markets, more customers
from countries like Vietnam and
Thailand are spending very well,
and Indonesia would also come
under that category. These are not
the customers for luxury goods,
but we have seen in the region a lot
of these people buying, and buying
very well. That is a very encouraging trend for the future.”
Kumar believes that, in the airport
retail environment, retailers have
to differentiate themselves. “That is
the key! Because otherwise there
is a certain sameness in all airport
environments.” Kumar praised
Singapore Changi Airport, which
is running a programme, including Pashma, to commemorate
50 years of Singapore. “It is this
kind of thing that adds a point of a
difference,” Kumar stated.
Paul & Shark (Basement 2 D11) is
adding to the positivity of retailing
in the region. Catherine Bonelli,
Worldwide Travel Retail Director,
Paul & Shark, said that, early on,
the brand identified the immense
potential offered by China. “Back in
2000 we saw that a great business
dynamism was being born in the

country, with masses of potential
there to grab,” she commented.
“Luxury brands like Cartier,
Ferragamo, and Zegna, were starting to operate. For Paul & Shark,
we understood that in order to
succeed in China we had to create
brand awareness in a new and
unexplored market.
“China remains a country offering great potential for brands
such as Paul & Shark, but we
must be constantly looking at
how the market is changing and
the demands of consumers.
Government anti-corruption
measures and some financial
instability have had an impact
on sales, and we expect that to
continue for at least another
year or two. But we still see
excellent markets for men’s
fashion, while the emerging
second and third tier cities
provide us with new challenges
in terms of our next locations.”
For many brands, this means
the need to continue looking at
strategy and approach to the
region, and continually adapting
as necessary. Both local and
travel retail markets in Asia pose
challenges, but with customers
continuing to spend, suppliers
agree that the outcome is worth
the challenge.
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explained that TFWA
Asia Pacific Exhibition
& Conference has been
a success, with huge
interest in the brand,
especially from South
Korea. Fervor Montréal,
of course, has used the
show as an opportunity

SCOTCH ABOVE
THE REST

Basement 2 K02

The Asia Pacific region has
been a particularly strong
area of growth for MacDuff
International.
John Scott, Export Sales
Director, MacDuff International, commented that
the company has enjoyed
notable success in border
stores throughout Asia
Pacific, capitalising on the
purchasing potential of
the passenger flow. “The
Thai/Laos and Cambodia/
Thai borders are working
well for us. We go through
a regional distributor to
target the local border in
travel retail,” he said.
Scott added that Singapore
is a relatively untapped
market for MacDuff
International. “This is the
first time we have had lots
of products in Singapore,
our Grand Macnish 6 Cask
Edition has just launched
for Asia, which is why we
have put it in the TFWA Asia
Pacific Bar,” he said.
MacDuff International is
also showcasing the Grand
Macnish Black Edition here
at the show.

the same rare Welsh gold as used by
British Royalty for over 100 years.
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Photographed at Highclere Castle, location of Downton Abbey.

DESI

Basement 2 L202

Every piece of Clogau jewellery contains

UK

Fervor Montréal is a
Canadian jewellery
brand that is created
entirely by one designer,
and it is going from
strength-to-strength in
travel retail.
Stephen Austin, Sales
and Marketing Manager,

to launch new lines.
“We have launched
new silver lines with
Swarovski bangles, which
have all been positively
received by airlines.
They include a giftbox
of three items,” Austin
commented. “We are
already stocked onboard
airlines including Qantas
and China Airlines, and
would like to secure more
travel retail listings.”

E

SPARKLING
SUCCESS

DESIGNED IN THE UK

EXHIBITION NEWS

QUICK THINKING
The global hazelnut
shortage has inspired
Guylian to develop a
new line of travel retail
products, which it is
launching here in Singapore. The confectioner
reacted fast to develop
these new lines and its
quick thinking seems to
be paying off at TFWA

Asia Pacific Exhibition &
Conference.
“There has been a
hazelnut shortage and
the prices have gone
up, so what we have
done is come up with
products that have
alternative fillings,”
explained Steven
Candries, Director
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Export & Travel Retail,
Guylian.
The new lines have
been developed with
specific markets in
mind. Its Green Tea
Filled Seahorse Chocolates, for example,
were created with Asia
in mind. “The reaction
from Asian buyers here
has been very positive,”
said Candries.

Basement 2
H26

NEW KIDS ON
THE BLOCK
Exhibiting for the first
time at TFWA Asia Pacific
Exhibition & Conference,
Blue Storks Travel Retail
promises to inject some
youthful swagger into the
industry. “Hold onto your
seatbelts,” said Arnaud

TREAT
YOURSELF
The confectionery sector
has been underestimating
the importance of selfconsumption, according to
Mars International Travel
Retail. “One of the key
things we are discussing here is that selfconsumption is important
and has been underestimated in the past,” said
Olivier Rondeau,
Logistics
Director, Mars
International
Travel Retail. “It
has possibly been
overlooked in
favour of gifting.”
With that in mind,
the confectionery
giant is showcasing its snacking
items here at
TFWA Asia Pacific
Exhibition &
Conference, and
is using the event
as a platform to
gain a greater
foothold in the
travel retail

market in the region. “It
is not always the easiest
part of the world to work
in, because there is a lot
of legislation,” Rondeau
commented. “But once you
get through that, there are
a lot of opportunities here.”

Basement 2
N29

Fauvarque, Managing
Partner. “We’re a new
company with booming
brands.”
The company has come
to Singapore with a
range of innovative
design products, which

ROYAL APPROVAL
Exhibiting for the first
time at TFWA Asia Pacific
Exhibition & Conference,
Zeon arrived in Singapore
with a range of products
endorsed by none other
than the Queen of the
United Kingdom.
The debutant is showcasing a classy range of

Barbour watches at the
show, which come with
royal approval. “There are
only two British companies
that have three Royal
Warrants of Appointment
– one is Land Rover and
the other is Barbour,” said
Kevin Evans, International
Sales Manager, Zeon. “It

BUZZ
ABOUT
HONEY

Asia,” said Liz Kolovos,
Sales Director, BeeBio.
Honey made from bees
feasting on the Manuka
bush originates
only in New
Zealand and
has proven
antibacterial
properties. It is
used in dressings in UK and
US hospitals,
and is thought
to improve skin
ailments and
cardiovascular
health.
“In the next
12-18 months,
lab results will
blow the world

BeeBio’s Asian prospects
are sweet to the idea of
beauty and health offerings based on “miracle
product,” Manuka honey.
“We’re delighted there
is a good awareness of
Manuka in Asia already,
it’s a very receptive
audience. By next year
we should be on 10-plus
premier airlines, and in
duty free stores across
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are already proving a
success in travel retail.
Its flagship brand is a
Swedish company called
Ögon, which designs
contemporary aluminium
wallets for modern
travellers. “We’ve had a
300% increase in travel
retail sales with the
products compared to
this time last year,” said
Frederik Wastelinck,
Managing Partner. “We
believe there is a real gap

is a British brand with a
fashion heritage.”
In addition to the Barbour
line, Zeon is showcasing
watches licensed by the
iconic British fashion
designer Vivienne
Westwood, plus a range
of affordable yet luxurious timepieces from the
American brand Ingersoll.
It also has its sights set
on the budget end of the
market, with a line of

away. It is a miracle of
nature, a rare commodity
that cannot be replicated,” said Frank Lum,

in the market for their
products.”
Blue Storks is also
showcasing Just Over
The Top (JOTT) down
jackets, which sell in
high volumes in limited
space, thanks to specially
designed sales units. “We
are selling concepts as
well as products,” said
Fauvarque.

Basement 2
A01

svelte, designer watches
from Braun. “It’s good to
be here,” said Evans.

Basement 2
A13
Wellington Global General
Manager.
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CUSTOMISED
MERCHANDISING
Karelia Tobacco Company
is exhibiting on a fabulous
new, bigger stand this
year, close to the new
main entrance of the
show. The stand features
eye-catching displays
for the Omé super slims
lipstick formats, and the
Karelia Slims line.

There is also a stunning
new merchandising
display, which holds all of
the Karelia brand families,
including George Karelias
and Sons, Karelia Family,
Karelia Royal, American
Legend, and Wellington.
Joanna Kamarinopoulos,
Public Relations Manager,

Karelia Tobacco Company,
explained that the display
can be customised to the
requirements of individual
travel retailers. Indeed,
several have been installed
in travel retail outlets
worldwide.
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Silver Base International
Development Co. Ltd is
showcasing its famous
Chinese brands, including the spirits Wuliangye
and Kweichow Moutai,
and the premium
Chinese cigarettes
Liqun.
“This has been a very
good event for us. We
have made lots of good
connections, and had
the opportunity to do
business,” commented
Ken Xian, Director of

25 YEARS

Gerzon Duty Free is
showcasing a new Disney
Frozen watch – the second
in its Disney inflight selection. The watch features
the character Elsa on the

dial, has a glittery leather
strap and an alloy case.
It is packed in a Frozen
tin, which is exclusive for
inflight sales.
Other ranges include

SWISS
SENSATIONS

the Vivaldi jewellery
brand – a highlight being
the new rose gold watch
set, which comes with a
pendant and earrings.
Meanwhile, Mariëtte
Zonjee, Manager Duty
Free, is marking 25
years with Gerzon Duty
Free – 10 of which she
has spent in travel retail.
“This is my 10th TFWA

Lateltin is presenting its
typically Swiss premium
liquor products, and
has relaunched several
products in its existing
range. CRESTA Swiss
Chocolate Liqueuer has
a new gift pack with a
shinier tin box. Gold
Schnee – the Swiss liqueur
with gold flakes – has new
travel retail packaging and
is available in mandarin
and cinnamon flavours.
Sandro Vetterli, CEO
Lateltin, explained that
CHrütli Schwur builds on
category growth for herbal
liqueurs. The product has
a new label emphasising

Asia Pacific Exhibition &
Conference, and every
year is a highlight,” she
commented. “There
is always something
happening in travel retail
and that makes it fun. It is
always nice to meet with
our customers at these
events.”

Basement 2 G18
its Swissness. Lateltin is
also showing ProVokant
Swiss Vodka.
“Asia Pacific is a key
focus for us in travel
retail. We are really
growing in the region
step by step,” Vetterli
commented. “We have
had great feedback on
our products here at
the show. Swissness
represents excellent
quality and that is very
important in Asia. We
have taken good steps in
the region as a result of
exhibiting here.”
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CHINESE SPIRITS
Wine and Spirit Department, Silver Base International Development
Co. Ltd. “Travel retail is
an important part of our
business.”
In terms of its travel
retail presence, the
company is currently
very much focused on
the Asian market. It has

HAVE A
BREAK
Nestlé International
Travel Retail (NITR) is
highlighting a new range
of exclusive KIT KAT
products, including the
KIT KAT Travel Break
Sharing Bags. Alan
Brennan, Global Head of
Sales, NITR, explained
that KIT KAT is the star
performer in Asia Pacific.
“We’re growing and delivering growth-on-growth,”
he commented.
“Our goal here
at the show
is to connect
with our key
partners in
the region.
This event is a
good platform
for that, and
it gets better
every year.
The reception
has been very
positive, and
we have had
constructive
discussions.
Asia Pacific is a
very important
region for NITR

enjoyed success with
travel retail exclusive
products – notably for
the Kweichow Moutai
brand. Xian added
that the main target
market for its spirits
and tobacco products is
Chinese travellers.

Basement 2 B36
– we see it as one of the
key drivers.”NITR is also
showcasing the new 162g
KIT KAT Mini CHUNKY
Snack Bag, specifically
developed to increase
sales at the Cash Till
Point – an important
element of NITR’s Perfect
Store Vision.
NESTLÉ SWISS – NITR’s
travel retail exclusive
brand – also has a strong
focus for 2015, with new
products including 300g
bars, sharing bags, and
beautiful gift boxes.
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APTRA INSIGHTS
SEMINAR
The APTRA Insights
Seminar took place
yesterday, providing
some thought-provoking
discussions on understanding the duty free &
travel retail commercial
environment in the
region, as well as its
notable potential.
Speakers included
APTRA Vice-President
Tony Detter; Peter
Mohn, CEO m1nd-set;
Anson Bailey, Principal,
Business Development
at KPMG; and Smriti
Kataria, Director,
Marketing & Research,
AdNear.
Mohn delivered an
enlightening summary
of key findings of recent
studies commissioned

Smriti Kataria, Director, Marketing & Research, AdNear,
provided insights on solutions to target consumers with
relevant location-specific messages on mobiles.

by APTRA into the
purchasing behaviour
and motivations of
Chinese travelling
consumers.
This theme was developed further by Bailey.
Kataria then explored
methods of reaching

CHOCOLATES
WITH BOTTLE
Alluring miniature
bottles in enticing,
vibrant colours have
captured the attention of the Asia Pacific
region’s airports, in
what has been a very
promising week so far
for Danish chocolatier
Anthon Berg.
The original inventor of
liqueur-filled chocolate
bottles is eminent within

the industry for its
memorable and mouthwatering Chocolate
Liqueurs and Chocolate
Cocktails, but this
year in Singapore it is
the recently launched
third collection that
is whetting appetites.
Anthon Berg’s Chocolate
Coffee Liqueurs are a
coffee connoisseur’s
voyage of the world,
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Asia’s travelling
consumers.

Level 1 R11

and blend delectable
liqueurs with quality
coffee from Mexico – with
tequila, Cuba – with rum,
Ireland – with whiskey,
and France – with
orange liqueur. “Our
liqueur-filled chocolate
bottles are our most
successful range,” said
Travel Retail Director
Peter Dige. “In the Asia
Pacific region there is
a significant market for
chocolate with alcohol,
and I’m pleased to say
that that interest is only
growing for us.”
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SHE’S ELECTRIC
In the travel retail industry, targeting electrical
products towards a
female audience is
fraught with challenges;
with women on average
entering electronics
stores in airports less
frequently than men, the
market has historically
been a missed pool of
potential. But Braun’s

vision is to change
the way airports look
at electrical items for
women, by leveraging its
intelligent beauty devices
in the cosmetics category.
“We are trying to
convince operators
that they are missing
an opportunity if they
list maybe 25-30 different fragrances, but no

electrical items,” Klaus
Mellin, Agent Duty
Free Sales, Worldwide,
explained. “Their present
focus is on the percentage margin, but our
view is that they should
not look so much at
percentages but the real,
significant monetary
value in having a small
display of different

products and devices.”
Braun’s appeal to operators and its innovative
array of beauty devices
for women have proved
successful, and in
July Gebr. Heinemann
will trial 10 products
from the Braun Face,
Silk–épil and Satin Hair
ranges in speciallydesigned gondolas in
the cosmetics stores of
Oslo, Copenhagen and
Istanbul airports.
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THE CUSTOMER
IS BEAUTIFUL

ASIA IN
THE
BAG
Italian luxury accessories
designer Furla is experiencing growth all across its
global business, and by the
end of this year will have
190 locations confirmed
worldwide. Asia is a strong

market for Furla, and the
brand is seeing extraordinary growth take place
across the region – particularly in China where in
2014 its domestic business
grew by 70% year-on-year,
with another 50% increase
expected this
year.
As the brand
continues
to develop
in domestic
markets
within the

From the rejuvenating
effects of its innovatory
skincare products to
the development of the
scientifically proven
formulas behind them, it

is indisputable that the
happiness of his customers is at the centre of
Christian Breton’s world.
“We are very concerned
with the needs of our

Asia Pacific region, its
position in travel retail is
further strengthened, but,
explained Gerry Munday,
Global Travel Retail Director,
while Furla’s expansion in
the channel has been rapid,
its approach to its business

there is built on strategy and
selection: “The key for travel
retail is to ensure that we
open only in locations where
the space and positioning
enable us to reflect the DNA
of the brand.”
Furla is showcasing its
playful collections of bold
and beautiful bags, including
the travel retail exclusive
Piper Medium Dome, to
which it has already had a
fantastic response.
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SOMETHING
TO CHEW ON
Perfetti van Melle Global
Travel Retail is showing
off novelties to retailers
that include Minnie Mouse
Chupa Chups sets, and
chewing gum products,
including its first package
set of cute mini Mentos
bottles for gifting.
“Asian travellers are quite
keen on toy-related items
and sugar confectionery.

While many of our lines
are angled at children,
they are also attractive to
young adults,” said Susan
de Vree, Manager Global
Travel Retail, Perfetti van
Melle.
The brand is discussing
with retailers its market
research on optimal
placement of its chewing
gum products. “Previously,

retailers were not capturing that moment of the last
impulse buy. It is good that
everyone is realising the

consumer need,” de Vree
added.
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customers – we do not
simply make cosmetics, we seek to provide
answers to all of their
questions,” the pioneering CEO of Christian
Breton cosmetics said.
Breton is in Singapore
to extoll the travel
retail potential of his
hero creation Liftox – a
product perfect for the
traveller, and so effective that it is depended

on by Air France
stewardesses to correct
inflammation of the eye
contour caused by cabin
pressurisation on long
flights. “We are looking
for partners, but, as a
company so close to our
customers,” he said,
“they must share our
motivations, ambitions
and philosophy.”
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CATEGORY
CAPTAIN
William Grant & Sons
is seeking to take a
leadership position within
global travel retail as
the ‘category captain’ for
single malts. “We see a
real opportunity to become
the go-to supplier in terms
of offering the most impartial and considered advice
that can help to grow the
entire whisky category, and
generate positive returns
for our partners,” Justin
Weston, Managing Director GTR,
commented.
Here at the show,
William Grant & Sons
is focusing on its
single malt selection.
Brian Kinsman,
Master Blender,
highlighted the
importance of travel
retail exclusive
products, such as
the Glenfiddich 25
Year Old, which is
being showcased at
the William Grant &

Sons stand. “Asia Pacific
is a very important region
for us, and we are growing
with our premium products
in this market,” he said.
Alongside giftable
exclusive products,
Weston emphasised
the importance of retail
theatre – activations with
Hendrick’s, for example,
have been very successful.
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PURE
AIR

Schäfer Travel Retail
is highlighting a broad
range of products at
the show. One of the
highlights is the AirTamer
– a personal air purifier,
which protects against

In its sixth consecutive
showing at TFWA Asia
Pacific Exhibition &
Conference, Buckley
London has its sights
set on becoming a truly
global jewellery brand.
“Business continues
to boom for us. We’ve
opened 10 new doors
in places like Australia,
The Philippines and the
Maldives,” said Neil
Thompson, Sales &
Marketing Director.
Currently in business with

harmful pollutants. There
is a version that lasts for
12 hours continuously,
and another rechargeable
version.
Joachim Schäfer, Managing Director, Schäfer
Travel Retail, explained
that the product is perfect
for use inflight. He added
that the AirTamer is
selling extremely well on
several Asian carriers,

including Dragonair,
China Airlines, Singapore
Airlines, Scoot, Hong
Kong Airlines, and HK
Express. “The AirTamer
is very appropriate to
the Asian market, and
we have had a perfect
response here at the
show,” Schäfer added.
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GLOBAL
GLINT
more than 140 airlines,
Buckley London intends
to continue providing
innovative products with
gifting potential that will
allow it to double in size by
next year. “It is all about
innovation – new products
with broad appeal,”

Thompson commented.
Buckley London’s bold
growth plans are supported
by new hires, including new
sales, marketing and travel
retail managers – all within
the last year.
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CLEAR
CONCEPT
FOR GROWTH
A refreshed visual
identity for Valrhona
is filling Jean-Michel
Bostroem, Marketing
Travel Retail, with
confidence. The new
concept for the brand’s
boxed fine chocolates
is intended to allow

universal clarity on
content. “We expect
no less than a 40-50%
increase in purchases
from this one move. We
are very well-known in
France, but probably in
Asia not so much yet,
so it’s important. When
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CM

I worked in cosmetics
it was the same story, MY
CY
every time I focused
on explaining what is CMY
inside the packaging I
K
increased my sales,”
said Bostroem. Good
things also come in
exciting packages for the
Limited Edition Christmas Collection 2015,
designed with Christian
Lacroix in reds, fuchsias
and golds that can work
just as well for gifting at
Chinese New Year.
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10 years
dedicated to caring for
your business (2005 - 2015)
You have the passion for excellence
in duty free and travel retail.
We have the means to help you
sustain this in the long-term
- connectivity, research, advocacy
and training.
APTRA would like to thank our
members for their loyal support over
the past decade.

EXHIBITION NEWS

PROOF IN THE
PUDDING
Butlers is inviting visitors
to share something sweet,
as it reveals The Dessert
Menu – a somewhat
different direction for the

Irish chocolate merchant.
“You have to get the buyer
to taste the product and
really get onboard – the
response has been really

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE THURSDAY 14 MAY 2015

good. Everyone we’ve
spoken to has added it,”
said Karl Marnane, Sales
Director.
Composed of nine different mini desserts encased
in Butlers chocolate,
from panna cotta to sticky
toffee pudding, the 260g
assortment in a handsome
turquoise box, with subtle

high-shine accents, is a
travel retail exclusive.
The next focus will be on
a big push to launch the
products across Butlers’
12 destination countries
and having shoppers
try the new treats
themselves.
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CRYSTAL CRAZE
Traffic through the
Crystal Head Vodka stand
has been “solid” on
the brand’s debut, with
passing buyers stopped
in their tracks by the

Marcolin has been
showing new Asianoptimised labels in its
portfolio, such as the
most-recent addition
Ermenegildo Zegna.
“Asia Pacific is one of
the strongest markets
for travel retail – things
go more quickly here
and are more reactive
than any other region,”
said Chiara Polverini,
Duty Free & Travel Retail
Manager. Marcolin is
committed to the high
standards and demands
of Asian travel retail.
“They encourage all
producers to produce the
best. It is a real pleasure
to put products in when
you know the quality of
the store is high,” added
Polverini. With eyewear
one of the quickest
growing categories,

ASIA IN
THE FRAME

Marcolin is looking to
inform retailers that
the sector’s request for
increased real estate

representation makes
sense for them also.

Level 1 S15

distinctive bottle modelled
on an anatomical skull.
“People have been seeking
us out. We have made new
travel retail contacts,”
said Brian Meret, Vice

President Caribbean,
Latin America & Global
Travel Retail. Asia is an
area of expansion for the
brand. With Crystal Head
Vodka now rooted in 44
countries, it is being seen
as a demand product in the
region, not just because
of the iconic trendy shape
representing life, purity

and freedom, but also as a
result of its bulging trophy
cabinet. “Asian markets
are really seeing us – it
looks likely that the same
phenomenon seen in
Europe and the Americas
could activate again,”
Meret said.
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FLAIR ON THE FAIRWAYS
Nine out of 10 visitors to
the Recife stand have been
first-timers discovering
the label that provides a
joyful piece of Paris for
the educated, flamboyant traveller. “They were
looking for new, exclusive,
refreshing products to
appeal to the traveller
who has everything,” said
owner Stephan Arnal.
Niche brands like Recife
offer something joyful
and unexpected, with
Arnal explaining that
positive, new encounters
with brands are more
likely to become impulse
purchases. Recife is hoping
operators will accept

their part to play through
efficient POS material that
“exhales the spirit of the
brand”, allowing customers to be part of its story.
“A niche brand doesn’t
control, but interacts with
the customer. Educated

consumers want to be
able to talk about them.
Everyone can show off with
brand – showing off with
knowledge is different,”
added Arnal.
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BRICK BY BRICK
A key priority for LEGO at
TFWA Asia Pacific Exhibition
& Conference is to express
to travel retailers the wealth
of opportunity that the toy
category holds, and build
the presence of the sector
within the channel. “We
think it’s very important that
operators acknowledge the
category and its potential
for growth, and that they
see our products as the
valuable add-ons that they
are,” Travel Retail Manager
Annette Rosendahl said.
“To a travelling consumer
an airport might sell,

say, one male
fragrance and
one female
fragrance, but
children are an
important third
purchasing factor
that hold a lot of
opportunity.”
Though the
category remains underrepresented, growth is
taking place, with Gebr.
Heinemann being a
major operator that has
embraced LEGO’s market
potential. For airport retail,
LEGO develops customised

capsule collections of the
ranges that sell best in
the domestic market and
hold nostalgic value for the
gift-giver, including Duplo,
LEGO Friends, LEGO City
and LEGO Creator.
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GOLDEN OPPORTUNITY
Clogau, the creator of
unique jewellery made
with rare Welsh gold, has
captured the hearts and
imaginations of passengers onboard airlines
across the Asia Pacific
region, and its success in
inflight retail has enhanced

the brand’s visibility, and
opened important doors
for the family business.
Its prestigious connections
to the British Royal Family,
its unique heritage and
the Welsh gold from which
it makes its creations
mean Clogau jewellery fits

perfectly with the tastes
of the Asian consumer,
and Aran Turner, International Customer Service
Manager, explained that
the brand is now looking at
the wider regional picture.
“Seven years ago Clogau
had comparatively very

EXHIBITION NEWS

This year may only be its
second at TFWA Asia Pacific
Exhibition & Conference, but
2015 marks a momentous
170 years of Lindt – the Swiss
chocolatier with a heritage
as rich as the irresistible,
universally adored meltingcentre chocolates of which it
is the original creator.
“2014 was an exceptionally
good year for us, in which
we grew very well,” Miriam
Richter, Marketing Manager
Duty Free, Lindt & Sprüngli,
said. “Research shows we
are one of the fastest growing
brands in confectionery.”
As the chocolatier’s global
dominance of the confectionery sector continues, its
focus within the Asia Pacific

little presence outside the
UK,” Turner said. “Our
focus initially was on our
airline business, and
with that now thriving
we want to seize every
opportunity – moving into
airports, pop-ups and our
own standalone stores.
We are seeing business
expand rapidly in Asia,
particularly in Japan,
Australia and China,
where we will open our

THE IRRESISTIBLE
ALL-ROUNDER

region is on increasing its
presence in larger international gateways such as
Hong Kong, Singapore and

fourth store in Nanning in
the coming months.”

WIN A KIPLING BAG!
There was a palpable buzz
about the Kipling stand
at 17:00 yesterday, as
eager entrants gathered
to see whether theirs
would be one of the
winning business cards
pulled from an impressive
number vying to win one
of 10 gorgeous Kipling

bags. The victors walked
away with the new Kipling
Shopper S shoulder bag – a
stunning, versatile handbag
in a striking navy and white
stripe. “This bag is just
perfect for the traveller,”
Olivier Bioul, Travel Retail
Manager, Kipling Travel
Retail Asia Pacific, said. “Its

nautical, marine striped
design is classic but fun, and
you can wear it with anything
– whether you’re on the
beach, heading out for the
night, or on your travels.”
There will be 10 more
opportunities to take home
the Shopper S tomorrow,
when the draw will take

Kuala Lumpur – where the
premium brand thrives in
prestigious retail locations.
Lindt’s hero product in
the Asia Pacific market
is its delectable, smooth
melting LINDOR chocolate
balls, and it will launch the
Limited Edition LINDOR
Summer/Autumn Tube of six
LINDOR flavours selected
for the season – including
new recipes, Coconut and
Strawberry Cream.
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Basement 2 C2
place on the Kipling stand at
the earlier time of 14:00. Be
sure to enter your business
card before then to be in
with a chance of winning.
And if your card isn’t drawn,
don’t worry – the Shopper S,
and other marine-inspired
designs, are already available in Kipling locations
across the world.

Basement 2
M20
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SINATRA CENTURY
Jack Daniel’s Master Distiller Jeff Arnett
is visiting TFWA Asia Pacific Exhibition
& Conference for the first time this year,
introducing a very special new whiskey.
“We are launching our Jack Daniel’s
Sinatra Century here in Singapore, which
celebrates Frank Sinatra’s life,” he said.
“On 12 December he would have been
100, so we are releasing this special
edition of 100 barrels at 100 proof.”
The bottle is being launched as a
travel retail exclusive, with only 20,000
produced. “Asia Pacific will be getting an
allocation, as the region has the traffic
and the financial spend,” Arnett added.
Brown-Forman’s overall focus here
at the show is on its North American
whiskey portfolio, which, in addition
to the Jack Daniel’s family, includes
Woodford Reserve and Old Forester.
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Not many watch brands
can boast that they
are the most followed
on social media photo
sharing platform Instagram. At almost one
million followers, the
Swedish watch brand
Daniel Wellington is
hoping its social media
success will help boost
its expansion into Asia
Pacific travel retail.
“We have never paid for
adverts, because our
followers post over 200
images a day on Instagram,” Martina Engwall,
Key Account Manager
Travel Retail, Daniel
Wellington, commented.
However, the brand is
aware it needs to adopt a
slightly different approach
to succeed in travel retail,
and needs to expand on

EXCLUSIVE
CIGARETTES
King’s Tobacco International is introducing two
new flavours in its Falcon
cigarettes portfolio. These
new flavours have been

especially developed for the
Asia Pacific region.
“We are trying to develop
our Asia presence further
in general – the Asia

Rajiv Mehra, Regional Sales
and Marketing Director,
Fortune Concept, feels that
being based in Hong Kong
places the company in an
excellent position to ensure
all travel retail locations in
the region are performing
at their top potential.
“Fortune Concept dedicates
a lot of time to ensuring our
instore travel retail collections are presented well,
and promotional incentives
are working across our
brand portfolio in Asia,” he
explained.
Identifying the most
promising regions for
development in Asia Pacific
as Indonesia and China,
Fortune Concept specialises in creating platforms
for brands that are in the
mid-market range, and the
mid-premium category.
“We have just signed Titan
watches, and the Slazenger
sportswear brand. We
also have Aigner, Escada,
Police, Superdry, and
Kenzo,” Mehra added.

CLOSE TO HOME
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TIME TO GROW

its global success with
distributors.
“We are starting with
Malaysia airports, and
Indonesia,” Engwall added.
“Domestically, we have a
distributor in every country
in Asia – the next step is

being in travel retail. We
have had a lot of good
meetings already. We
met with Heinemann Asia
Pacific last year, which we
are following up here.”

Pacific region is great for
us,” Milen Shterev, Head
of Marketing Department, King’s Tobacco,
commented.
Falcon is a premium
brand for King’s Tobacco,
and is being presented
for the first time here at
TFWA Asia Pacific Exhibition & Conference. The
two new SKUs, developed

specifically for Asia Pacific
travel retail, are the
fresh mint Falcon Polair,
and Deuce, which has a
capsule in its filter. Both
come in an exclusive pack
of five. The four other
SKUs in the Falcon range
are: Rubis, Ambre, Bleu,
and Blanc.

sellers of brands such as
Apple, Samsung and Sony,
Tucano is now turning its
focus to its presence in
travel retail. Leading the
charge is the innovatory

Compatto range of light,
foldable bags – slim and
streamlined and ideal for
sale inflight.
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HI-TECH
BAGS
Innovative Italian designer
Tucano this year celebrates
30 years of business, and
over the past three decades
has seen consumers the
world over captivated by its
novel collections of bags
and accessories for
digital devices.
Ideal for the travelling
consumer, Tucano bags
combine creativity, invention and classic Italian
design, and are especially
crafted for the optimal
transportation of computers, tablets and mobile
phones.
General Manager Giovanni
Gallina explained that,
in the wake of ongoing
success in local markets
where the brand is distributed in major electronics
stores and supported by
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HAVING FUN
WITH RUM



Though typically associated with a
very different kind of liquor, Tequila
Corralejo has launched a Mexican
rum here in Singapore. El Ron
Prohibido, meaning ‘The Prohibited
Rum’ is a reference to a time when
Mexican rum was banished from
Spain between 1700 and 1796.
“It’s an extension of our line,”
said Raffaele Berardi, CEO. “The
demand for tequila is growing – and
we still have our tequila line – but
we have also identified a demand
for premium rums and gins.”
With that in mind, Tequila Corralejo
has also launched its premium
Rives Special Gin, plus a tonic water
for mixing with its tequila. “We call
it a teq-tonic,” said Berardi, inviting
delegates to visit the stand for a
drink. “It helps after a long day.”

EXHIBITION NEWS

TEMPTING JEWELLERY
Hanse Distribution has recorded
excellent inflight sales figures in the
last 12 months, according to Anna
Berezhnaya, Sales Director. Hanse
Distribution hopes to gain a greater
foothold in the Asian market with
Temptation, a brand new line of
women’s watches and jewellery, which
is it showcasing in Singapore.
“Because this is our in-house brand,
Temptation gives us enormous flexibility to change price points, designs
and styles,” added Berezhnaya.
“Because we are a small company
we can move fast and that’s our big
advantage.”
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LEADING
THE PACK
Mondelez World Travel
Retail is a category leader in
travel retail, whose portfolio
boasts the best-selling
product in confectionery, but
according to Anna Szentivanyi, Manager Customer
Marketing, the hard work
has only just begun. “The
only way to move forward

HAPPY
HOUR
“There are no spittoons,
so knock it back.” So said
Barry Geoghegan, Managing Director of Barry
Global Innovation,
as he welcomed
delegates to a wine
tasting session last
night, held on the
Freixenet stand.
A collaboration
between Freixenet,
Diverse Flavours
and Geoghegan, the
soirée showcased
wines from
various family-run
vineyards and
shared stories
about the wineries. “We’re all
friends and we are

fortunate enough not
to have any competing
wines, so we thought it
would be nice to have a
tasting at the end of the
day and present some of
our wines,” said Philippe
Jamme, Global Duty Free
& Travel Retail Manager,
Freixenet.

is to grow the category as a
whole,” she said.
With that in mind, Mondelez
WTR has conducted interviews with some 100,000
travellers to gain a greater
insight into consumer
behaviour. “This kind of
insight is only good for the
market if retailers react

For those who missed out
on the tastings, there’s
always next year. “We
would like to make this
a regular event,” added
Anthony Budd, Managing
Director, Diverse Flavours.

Basement 2
B34

BREAKING THE
MOULD
Gourmet chocolatier
Neuhaus is having a
busy show, thriving in
the midst of a changing
market. It has been
showing visitors its
novelties for travel
retail, including the
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top-end Neuhaus History
Collection and Impulse
sets. The latter concept
consists of pillarshaped boxes of six icon
chocolates, expressly
designed to meet the
impulses of shoppers

to it,” Szentivanyi added.
“There are still significant
missed opportunities.”
The company’s Delighting
Travelers programme aims
to change that through
education – and it appears
to be working. “The trend
is that confectionery is
one of the fastest growing
categories,” said Szentivanyi, giving an update on
the Delighting Travelers
initiative. “We want to take it
to another level.”

Basement 2 J26
at the check-out, while
retaining the top-end
values and styling of the
main lines.
“We want to grow the
premium category by not
just going following the
others, but going our own
way and adding value,”
said Philip Geeraert,
International Sales
Director Worldwide.
It will also be looking for
new locations in airports
ready for its premium
segment offerings, as
dozens of new airports
prepare to open across
Asia in the coming
years, including Beijing
Daxing. “We want to be
in the best places, in
new locations if they are
ready for the premium
segment,” added
Geeraert.

Basement 2 G26

EXHIBITION NEWS

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE THURSDAY 14 MAY 2015

PRESENTATION IS KEY
Some say presentation is key, which is
a saying Lambretta has kept in mind at
this year’s TFWA Asia Pacific Exhibition &
Conference. Lambretta is showcasing its
new freestanding furniture concept, which
will be placed in travel retail stores.
The concept allows a wide range of
products from the company’s collections
to be displayed, and enables travellers to
self-select. “It can stock over 500 watches
and has additional storage space, so there

is less need for replenishment,” explained
Rosella Golluscio, Sales Director Travel
Retail, Capella Industries.
Elaborating on the company’s goals for
the Asia Pacific region, she added: “We
are already present in Hong Kong, Korea
and Malaysia in the local markets, and
would like to expand into duty free in
those locations too.”

TAX FREE WORLD
ASSOCIATION
23-25, rue de Berri
75008 Paris France
Tel : +33 1 40 74 09 86
Fax : +33 1 40 74 09 85

Alain Maingreaud
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MANAGING DIRECTOR
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BOATS,
PLANESAND
TRAINS
At the show this week is Christine Martin,
founder of ISPY and the Travel Retail
Tradeshow, which runs on 10-11 September at the Gatwick Hilton Hotel, London,
for a second year. Over 30 exhibitors,
including Mars, Mavala, Hanse Distribution, Alexander Bottega, Aeon Jewellery,
Morgan & Oates, Travel Retail Solutions,
Ratcliffe & Brown, and Britvic, will meet
inflight concessionaires and distributors
such as Tourvest, Heinemann, DFASS, ISG,
Inflight Services, and Duty Fly Solutions.
Half of last year’s exhibitors have already
re-booked their stands.
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Ross Falconer
“This is a niche, quality show. The objective this year is to spread our reach to
rail and marine concessionaires, and
build the loyalty and attendance of buyers
before we grow the exhibitor numbers.

All parties will have quality time to build
trust and increase their inflight business,”
Martin said.
Further details from TRT Training Ltd:
Christine@trtuk.com, +44 1483 497603.
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STUNNING JEWELLERY

ASSISTANT EDITORS

Richard Jende
Created in Taiwan, Sun Jewelry remains
the number one jade jewellery brand in
travel retail, with the green stone symbolising wealth and happiness. The jewellery
brand has just opened its first travel retail
outlet in Asia, at the duty free shopping
mall in Haitang Bay in Sanya, China.
Sun Jewelry is launching its Elizabeth range

at this year’s TFWA Asia Pacific Exhibition
& Conference, aimed at the older female
customer. Products include necklaces that
depict the face of the Mona Lisa, and feature
a multi-function chain that can be wrapped
around ankle, waist, and wrist.
Sun Jewelry is also presenting a range that
features jade hearts set in silver and gold.
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X-RAY
VISION
Partnering with some of the best photographers in the world is a guaranteed way
to make your brand look super stylish.
Edrington decided to break the whisky
mould for its Macallan brand, working
with renowned photographers from
Nick Veasey, who specialises in creating

images from X-ray, to fashion and royal
photographers Mario Testino and Annie
Leibovitz, to create limited edition
packaging that showcases their work for
travel retail.
The Masters in Photography range is
being showcased here at TFWA Asia
Pacific Exhibition & Conference, and
is exclusive to the region. It has been
available since January to coincide with
passengers travelling during Chinese
New Year.
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