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WELCOME MESSAGE

INTRODUCTION

CREATING A COMMERCIAL SUCCESS
The success of this event
– as all those organised
by TFWA – is down to a
great deal of hard work by
many different people: The
permanent staff of TFWA,
the Board and various
groups within the Management Committee, our many
partners and, of course,
the exhibitors who put a
tremendous investment and
effort into their stands.
There are few exhibitions in
other businesses that can
compete on the sheer
elegance and sophistication of
TFWA events!
So it is always very pleasing
when it all comes together
perfectly and results in another

record-breaking event. This year
is no exception, with increased
floor space to over 9,000sqm,
more exhibitors than ever at 285,
and new and returning exhibitors
increasing to 73.
The Commercial Team is
charged with ensuring that the
exhibition space provides the
best working environment for
both exhibitors and visitors alike,
but we also rely on the brands
present to reflect the growth
and dynamism of the region
through their stands. Every
year we are more impressed
by the quality of stands; this
year Coty and L’Oréal have
shown their commitment to
the region by investing heavily
in their stand space. With
increased space and a highly

creative new look, their stands
are truly breathtaking.
The first proper day of the
exhibition always has a great
buzz – not surprising when
it follows such a fascinating
opening conference as we
enjoyed yesterday. I hope you
all enjoyed Sunday’s social
events; Raffles as always
was its stunning self, and
the morning leisure activities
proved highly popular.
The Commercial Team has
worked to ensure that the
exhibition hall is as userfriendly as possible, and
reflects the expectations of
the buyers and brands that
attend. As innovative as
ever, the exhibition hall has
five strategically placed

interactive floor plans to
help you navigate around the
exhibition – you are sure to
never miss an appointment!
Three catering bars are spread
around the exhibition hall,
giving you constant access
to refreshments, while the
TFWA Asia Pacific Bar is
again located on Level 4; its
outdoor terrace offering a
great opportunity to wind down
after a busy day, and before
the evening social functions
begin. You can also start
your business meetings in a
relaxing area, while enjoying a
hearty breakfast.
Don’t forget, tonight is
our Chill-Out Party, kindly
sponsored by Lacoste, Haribo,
and Tito’s Vodka, at the Pan

Pacific poolside – a great
evening to enjoy the warm
Singapore weather, while
having a glass or two with
friends and colleagues.
It just leaves me to say that I
wish you all a successful and
enjoyable week.

Patrick Bouchard
Vice-President
Commercial, TFWA

TFWA
PRODUCT
SHOWCASE

Scan this
code to visit
the 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

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.

‘DRIFTERS’ FOR TFWA
ADRIFT Bar, located in the Marina Bay Sands, is offering all TFWA Asia
Pacific Exhibition & Conference badge holders 2 for 1 on ‘Drifter’ cocktails
($23++ for the first cocktail, second cocktail complimentary). The Drifters
recipe is Beefeater Gin, yuzu, lemon and tonic, with muddled cucumber and
fresh basil. The offer is available from 17:00 to 19:00 each day until Thursday.

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
Tweet us on @TFWAnews and share your photos and experiences of Singapore and TFWA Asia Pacific Exhibition & Conference.

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

WiFi SERVICE

•
•
•
•
•

ID: TFWA_APE&C Password: TFWA2015

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

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
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TFWA is pleased to provide free WiFi access
within the exhibition halls.
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It was a packed auditorium
and a packed agenda during
yesterday’s TFWA Asia
Pacific Conference. A day
full of insight and analysis
began with the traditional
state of the industry
address from TFWA President Erik Juul-Mortensen.
In a detailed briefing, he
presented the latest data on
travel retail performance
in Asia Pacific, looking at
the role brands and brand
owners can play in helping
the region fulfil its potential.
“Our theme is ‘Staying a step
ahead’, which is a particularly
appropriate title for today’s times
in Asia Pacific,” Juul-Mortensen
began. “We are accustomed to the
region’s leadership role within our
industry, but maintaining growth
will be challenging. There are new
economic challenges, not just in
China, but across Asia Pacific,
and indeed the world. That is why
I say, we have arrived at a watershed point.”
In an enlightening address, he
went on to discuss what that
means for the travel retail industry, and how it can best respond
to the challenges ahead.
Juul-Mortensen articulated some
fascinating figures. According to
Generation, global travel retail
sales reached US$62.5 billion
in 2014 – a 4.3% year-on-year
increase. Airport shops continue
to dominate, and fragrances &
cosmetics remains the biggest
global category. Asia Pacific
accounts for a 37.6% share
of global sales – up 5.5%
year-on-year.
“Another useful analysis, giving
an insight into the industry in Asia
Pacific, is PATA’s visitor arrivals
report,” Juul-Mortensen added.
“Overnight visitors are fuel for our
industry – in 2014 there were 521

million overnight visitors in Asia
Pacific, and just over 50% of those
arrived in North East Asia. By
2018 total visitor numbers within
Asia Pacific will be a staggering
670 million. Airports Council
International’s analysis shows 5.8%
growth to 567.9 million arrivals and
departures in 2014.”
While this snapshot of Asia
Pacific appears positive, there
is a deceleration of growth very
much in line with a slowdown in
average GDP across the region.
So the “watershed point” JuulMortensen referred to has been
reached through factors including
slow economic growth, and political and social instability.
“Changing social attitudes in
China, and the resentment of
conspicuous consumption, have
led to plummeting sales of luxury
goods,” he commented. “I also
believe that changing shopper
behaviour is contributing to the
watershed point – a growing shift
to luxury experiences rather than
luxury goods. There is a shift
towards a more individualistic
approach – the Asia Pacific
consumer has firmly entered a
world of the original, bespoke
and one-off.”
There is, of course, also the
ever-growing challenge of how
to capitalise on the potential of
e-commerce. Potential customers
are adapting their way of shopping;
in China, for example, 25%-30%
of web visits are made via smartphones or tablets.
Juul-Mortensen also referred to
recent consolidation within travel
retail, which has huge implications
for the industry and its customers.
He described consolidation as
something that is not new, and not
to be feared. “Today, more retail
power is being concentrated in
fewer and fewer hands. With this
huge power comes responsibility.”
While meteoric economic growth
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STAYING A
STEP AHEAD
The sheer number of delegates in attendance at yesterday’s conference is
testament to the remarkable progress of the industry in the region, during
the 20 years of TFWA Asia Pacific Exhibition & Conference. While Asia
Pacific has retained and built on its status as the leading region by sales
in travel retail, it must remain relevant to a new generation of consumers.
The eloquent speaker line-up in the Morning Plenary session addressed
the central theme of ‘Staying a step ahead’.

TFWA President Erik
Juul-Mortensen:
“If we face our
challenges head on,
I’m confident we can
stay a step ahead.
We must be united in
our common purpose
of winning the
hearts and minds of
travellers.”

may be over for now, that is
not the same thing as a crisis.
Retail conditions will be more
challenging and competitive, but
challenging times do not have
to mean bad times. “Expanding
infrastructure and aviation activity

APTRA President Jaya
Singh: “Our research
finds that two-thirds
of travellers are not
purchasing at all in our
stores, as they are not
sure of the allowances.
That sounds like a great
communication opportunity
– telling passengers what
they can buy.”
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will help drive people towards our
stores, if not into them. But we
all have a part to play in getting
them through those doors. If we
face our challenges head on,
I’m confident we can stay a step
ahead. We must be united in our
common purpose of winning the
hearts and minds of travellers,”
Juul-Mortensen concluded.
Jaya Singh, President, Asia Pacific
Travel Retail Association (APTRA),
then outlined his perspective on
opportunities in the region.
APTRA continues to build its
advocacy, research and training platform for the regional
industry to develop. Now 10
years old, APTRA’s membership comprises 115 companies,
including airports, airlines, ferry
operators, distributors, and
brand owners. Its philosophy is
‘Prepare tomorrow, together’,
which it aims to do through its
programme of research.
“This region is synonymous with
hard work over the last decade.

Now it is a question of staying a
step ahead of the much vaunted
growth potential,” Singh
commented. “Our research
finds that two-thirds of travellers are not purchasing at all in
our stores, as they are not sure
of the allowances. That sounds
like a great communication
opportunity – telling passengers
what they can buy.”
He also highlighted APTRA
Responsible Retailing – a
training programme developed
to help retail staff in Asia
Pacific understand the principles of responsible retailing.
Singh’s final message was
clear: “Share the burden of
advocacy, strengthen your
arm in battle against unjust
legislation, and assist those
putting their first foot on the
ladder in Asia Pacific. Our
cornerstone is demonstrating
the integrity of our industry.
We are focused on moving
forward together.”
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KEEPING UP WITH
CHINA’S CONSUMERS
Yesterday’s Morning Plenary session featured engaging keynote addresses from two of Asia Pacific’s most
respected business leaders: Andrew Wu, LVMH Group President, Greater China, and Liew Mun Leong, founding
President and CEO of CapitaLand Group, and Chairman of the Board of Directors at Changi Airport Group.
Delegates heard two
unique perspectives on the
behaviour of Asian shoppers
yesterday morning. The
Chinese consumer is changing, and Andrew Wu, LVMH
Group President, Greater
China, provided a rare insight
into how the world around us
in Asia Pacific, and particularly China, is evolving and
must adapt to thrive.
He is a true expert on China’s
consumers, with wide experience
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.
“China is on everybody’s mind,”
Wu opened. “It is a country that
contributes hugely to what this
industry is interested in, and is all
about. But if China is a book, don’t
judge it by its cover. The content
has changed so much.”
It was a truly captivating briefing
that touched on five key areas
– transformation, consumption,
generation, population, and
distribution.
The speed of change in China
continues to be rapid. The development of private wealth creation
means that a wealth of US$700
million is required to be in the top
400 richest people in China.
Chinese consumers have come
from deprivation of material
possessions until the 1990s to a
love of luxury goods. Wu explained
that the open door policy since
1979 has raised self-confidence,
and stimulated a yearning for
international things. “Because of
its past, China has become one
of the most international-looking
places in the world,” he said. “We
are seeing an escalation of Chinese
aspirations.”

Andrew Wu, LVMH
Group President,
Greater China: “China
is on everybody’s
mind. It is a country
that contributes
hugely to what this
industry is interested
in, and is all about.
But if China is a book,
don’t judge it by its
cover. The content has
changed so much.”

Until comparatively recently, most
Chinese citizens were working for
the government; in 2015, over 90%
are in non-state employment. The
journey has been ongoing since
1979, but the results have really
become apparent in recent years.
Private consumption is growing
and conspicuous consumption by
government officials is declining.
Wu highlighted a general shift, with
material possessions a top priority
for many mainland Chinese. “In
China, high-end consumption has
everything to do with the open door
generation, which initiated the
consumption story in China over
the past 15 years,” he commented.
Meanwhile, in terms of population,
size really matters. 565 million
new urbanites have moved from
the country into China’s cities
since 1979. “The unprecedented
second-generation wealthy, and an
unprecedented emerging middle
class are the new tale of two
Chinas,” Wu explained.
He added that, with just 55 million
passports currently active in China,
this is really only the beginning.
“We are now seeing the Chinese
travelling for cultural reasons,
not just for shopping. We see
competition for destinations and a
change of destinations.”
Wu’s was a fascinating presentation, and it is clear that China
is changing very fast, with

diversification, normalisation
of consumption, and the young
generation driving change.

THE CHANGI AIRPORT
EXPERIENCE
This is a landmark year for Singapore, as it celebrates 50 years of
independent nationhood. Singapore has become synonymous
with economic growth, dynamism
and an entrepreneurial spirit. Liew
Mun Leong, founding President
and CEO of CapitaLand Group,
and Chairman of the Board of
Directors at Changi Airport Group,
epitomises that very well. He has
over 40 years of experience in
construction and commercial real
estate, and has been instrumental

Liew Mun Leong, founding
President and CEO of CapitaLand
Group, and Chairman of the
Board of Directors at Changi
Airport Group: “An airport is a
country’s gateway infrastructure,
and they are essential to
growth for developing and
non-developing economies. It’s
globalisation – bringing people
and economics together.”
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in the development of Singapore
Changi Airport, which has set new
standards in customer service.
Liew spoke about the ‘Changi
Airport Experience’, focusing on
the growth of both the airport and
of Singapore’s aviation industry,
Changi’s innovative airport retail,
and the next phases of its development – Terminals 4 and 5, and the
Jewel development.
“An airport is a country’s gateway
infrastructure, and they are
essential to growth for developing
and non-developing economies.
It’s globalisation – bringing
people and economics together,”
he commented.
Global aviation is expected to grow
from five billion passengers per

year today to 12 billion in the
next 20 years. “Asia Pacific
growth will exceed Europe and
the US combined, and Asia
Pacific will overtake Europe
to become world’s largest air
transport market,” Liew added.
By 2019, there will be 174
million outbound Chinese
tourists each year, who are
forecast to spend US$264
billion. The average Chinese
tourist’s spend in the US is
US$5,400 – outspending other
international tourists by 21%.
Changi Airport handles 54
million annual passengers.
Connectivity is key – it is Asia’s
most connected city, with 192
scheduled airlines and over
300 destinations.
Liew commented that “airports
today are lifestyle entertainment
centres”. Changi has 350 retail
and service outlets, 160
F&B outlets, and 76,000sqm of
retail space.
“Airports have to grow to meet
the phenomenal growth of the
industry. A new generation of
travellers is more demanding –
they want attractive shopping,
dining, entertainment, efficiency,
and ease of use. The service
level must be five stars. All
stakeholders, including airlines,
retail, and F&B must do well
– that is our ‘Changi Airport
Experience’,” Liew concluded.
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WORKSHOP A:
ENHANCING THE CUSTOMER EXPERIENCE
The travel retail
industry must move
from a transaction
mindset to an experience mindset if it is to
compete with domestic retailers, online
retailers, and the food
& beverage sector.
That was the conclusion from yesterday’s
Workshop A: Enhancing the customer
experience.
The panel discussed the
challenges of engaging with
and understanding modern
travellers. “Fundamentally,
it’s about understanding
travellers better and
approaching them in an
appropriate way, rather
than having a one-size-fitsall approach,” said Alan
Brennan, Global Head of
Sales, Nestlé International
Travel Retail. “I don’t think

In Workshop B: Cruise
control: Exploring
one of Asia’s fastestgrowing travel retail
sectors, moderator
Dermot Davitt asserted
that, within our industry, the cruise ship
market is a channel
that rarely receives the
recognition it deserves.
The sector has not been
historically prominent
in this part of the world,
but the emerging cruise
line business in Asia
Pacific is now beginning
to command attention.
David Goh, Secretary
General of Cruise Lines
International Association
(CLIA) Asia, disclosed that
cruise line operators are
expected to increase their
Asian capacity to 2.17 million
passengers in 2015 – a 20%
increase on 2013, while the
number of cruise ships will
climb to 52, embarking on
1,065 voyages – an 11% rise.
This growth is encouraging,
but speakers yesterday
concurred that it is a mere
drop in the ocean of potential that the region holds for

we are doing this enough.”
One airport that is engaging
with its customers effectively is Singapore Changi,
and delegates heard how
it has been doing this from
Nicole Foo, Assistant Vice
President, Advertising
& Promotions, Airside
Concessions, Changi
Airport Group. “Having real
time connections with our
customers has become
more important than ever
before,” explained Foo.
“And with technology,
we have become more
empowered to connect
with them.”
With that in mind, Changi
Airport has driven engagement with passengers
through social media
campaigns, airport events,
a new shopping concierge
service, and the installation of a so-called Social
Tree in Terminal 1, where

passengers can share and
post content to social media.
Changi has also established
an online shop and installed
instant feedback systems
throughout the airport,
allowing passengers to
rate their experiences at
the touch of a button. “We
gather about 1.8 million bits
of feedback per month,”
said Foo. “Improving the
passenger experience
should be the key imperative for airports.”
Though online engagement
has become increasingly
important, the travel retail
industry must strive harder
to offer competitive prices,
a personal service and
an experience that can
compete with the food &
beverage sector, which
eats into a large portion of
passenger dwell time in the
airport. “It sounds obvious,
but many airports just don’t

Nicole Foo, Assistant Vice President, Advertising & Promotions, Airside Concessions, Changi
Airport Group; Alan Brennan, Global Head of Sales, Nestlé International Travel Retail; Jack
MacGowan, Chief Executive Officer, Aer Rianta International; and moderator John Sutcliffe.

get it,” said moderator John
Sutcliffe. “As an industry,
maybe we’re shooting
ourselves in the foot.”
Jack MacGowan, Chief
Executive Officer, Aer
Rianta International,
concurred: “Enhancing
the customer experience
is critical to unlocking

WORKSHOP B:
CRUISE CONTROL:
EXPLORING ONE OF
ASIA’S FASTESTGROWING TRAVEL
RETAIL SECTORS
Research by Cruise
Lines International
Association Asia,
explained Secretary
General David Goh,
has found that the
promise of Asia Pacific
is seeing a cruise
capacity shift in favour
of the region, with the
more traditional cruise
markets of Alaska, the
Mediterranean and
South America losing
buoyancy in its wake.

the cruise line industry.
A surge in passengers saw
numbers grow to close to
1.4 million in 2014, and
while the game-changing
Chinese traveller accounts

for more than half of that
figure, the entire region
is swimming with opportunity as passengers opt
to explore more of Asia,
and the under-40s market

increases in mobility. “The
trick,” Goh explained, “is
that clever merchandising will help the overall
cruise experience.
Cruise operators are now
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spending with the 60% of
passengers who currently
don’t shop,” he said. “But
enhancing the customer
experience can’t be done by
the retailer alone.”
The panel closed the
workshop by calling on
airports, landlords, retailers, and regulators to work

together and help deliver
lower prices, better experiences and, ultimately, make
travel retail a more enticing proposition. “Happy
passengers spend up to
45% more than unhappy
ones,” said Foo. “We need
to make sure the entire
ecosystem works.”

looking towards making
the ship the destination.
Larger vessels are able
to retrofit the ship with
features such as surfing
and ice-skating – so the
destination is onboard the
ship itself, not just merely
at port calls.”
David Goubert, Senior Vice
President, Luxury Cruise
Retail & Asia Office,
Starboard Cruise Services,
described Asia Pacific as
a fast-growing business
for the world’s leading
onboard retailer, and
agreed that opportunity
lies in promoting the ship
as a global destination,
through a vision shared
between retailer and
cruise operator. “They
are becoming global
destinations of discovery,
global destinations for
entertainment, and global
destinations for memory.
And what we want for our
guests is not for them to
just buy a product, but
to create a memory that
they keep.” Goubert also
explained however, that
while it may be cascading with opportunity, the

primary challenge for the
cruise line business is for
available capacity to keep
up with growth.
As the Managing Director of Kai Tak Cruise
Plaza – Hong Kong’s
spectacular sea-side
retail complex, which
stands out unique in an
industry with little in the
way of ‘ground stores’,
Trevor Moore gave the
fascinating perspective of
the terminal store on the
direction of the business.
“We have a new segment
developing in this region,
so that obviously comes
with its challenges – but
also with opportunities,
because we can as an
industry,” Moore said,
“position ourselves in a
certain way to ensure that
the Asian market sees
retail in the terminal as
part of the experience
from day one. These
were the challenges that
were faced by airports 30
years ago. For me, the big
challenge for all of us is
can we become a
fully integrated part of
that product?”
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WORKSHOP C:
ASIA’S RISING
STARS
Cambodia, India and
China were the three
countries illustrated
during a workshop
discussion, which
shone a light on
Asia’s rising stars in
travel retail.
The speakers were:
Peter Mohn, Founder and
CEO, m1nd-set Global
Marketing Intelligence &
Solutions; Sang J. Ahn,
Vice President, Commercial, Bangalore International Airport Limited; and
Yong Sun, Deputy General
Manager, Haikou Meilan
Airport Duty Free Shop.
Common themes touched
upon were the uniqueness and authenticity
of products in travel
retail, the impact proactive salespeople have

on shoppers, and how
the authentic souvenir
continues to be the most
sought-after item.
With Cambodia currently
listed as the most popular
travel destination by
Trip Advisor, its top
visitors most frequently
come from Vietnam,
China and Laos. Mohn
identified shoppers in
Cambodian duty free as
two types – emotional
brand image shoppers,
or local touch seekers.
Touch seekers crave
authenticity, want local
products, and purchase
mainly for gifting. Brand
image shoppers are more
focused on international
brands and exclusivity.
“Overall I was surprised
at the importance of
souvenirs. People want

a local identity in shops.
People’s travel motivation is interest in culture,
and that’s why I think
Cambodia is different from
most countries,” Mohn
commented.
Ahn reinforced the point
that the travel retail
consumer is looking to buy
something that is culturally specific to the destination airport. He explained
that the most popular
products in Bangalore are
Indian clothing, and Indian
food, as the airport is the
first and last point of their
Indian journey.
While Indian and Cambodian
shoppers crave purchases
authentic to their respective
countries, Sun revealed
Hainan Duty Free shoppers
are still hankering after the
bigger brands.

WORKSHOP D:
COMPETING IN
E-COMMERCE
Grow and maintain a
customer database
to engage travellers
online and stand
the best chance of
e-commerce success,
attendees at yesterday’s Workshop
D: Competing in
e-commerce were told.
While volume and value
of online business grows
each year, many travel
retail businesses are not
yet fully grasping the
opportunities. Whether
on laptops or phones, in
the terminal or at home,
travellers can finally be
reached in a targeted and
affordable way beyond
the airport.
Asia is a beacon for the
world in this respect.
Lotte Duty Free is targeting a 30% increase in

online sales, while 8%
of Shilla’s total sales
are now online. Both
saw boosts following the
launches of Chineselanguage transactional
websites.
Interviews with travellers
at Changi Airport were a
clear reminder that all
the reasons consumers
give for shopping online –
convenience, price transparency, desire to see a
wide range of choices and
research quality – can all
apply to travel as much
as to domestic markets.
While some shoppers will
always prefer to ‘touch
and feel’, e-commerce
can drive engagement
and add value.
As moderator Charlotte
Turner, Managing Editor at
The Travel Retail Business,
said: “E-commerce doesn’t

have to cannibalise bricks
and mortar stores – there
can and should be synergies there.”
Garry Stasiulevicuis,
Founder and Managing
Director of Counter Intelligence Retail, granted an
exclusive peek at market
research data on the
modern traveller’s online
journey.
The statistics confirm
that regular travellers
are ‘plugged in’ from
the moment they begin
planning a trip: 80%
research online, of which
70% fulfil digitally; half
check-in online, with the
same proportion accessing
airport WiFi.
Bombarded with choices
and fragmented messages,
online travellers are
easily disengaged –
though receptiveness

Peter Mohn, Founder and CEO, m1nd-set Global Marketing Intelligence and Solutions:
“People want a local identity in shops. People’s travel motivation is interest in culture, and
that’s why I think Cambodia is different from most countries.”

Comparisons were drawn
between Hainan Duty
Free’s growth and China’s
luxury market consumption growth. Watches
are the most purchased
item by tourists at Haikou
Meilan Airport, with Tissot

to marketing increases
once booked and in
‘travel mode’. Stasiulevicuis explained that the
industry should focus
on using data insight
to target only relevant
marketing at consumers
in a smooth way. “In an
age where technology
should entice, educate
and add value there is
clearly progress to be
made. Shoppers and
retailers both dream of
a seamless experience,”
he said.
Having gleaned an insight
into the challenges and
opportunities of digitised
travel retail, workshop
attendees got a operator’s
perspective of how to
harness ‘the power of the
internet’ from Ivo Favotto,
General Manager at LS
travel retail Pacific.
The average transactional value on the
LS travel retail Pacific
website is twice that in
physical stores and its
weekly email marketing
campaigns achieve an
average conversion rate
of 5% (industry baseline
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being the most soughtafter brand. Estée Lauder
is the most popular
beauty brand. Sun also
echoed Mohn’s point about
targeted customer service,
hoping technology will
help identify customer’s

needs in 2015. “We hope
to install facial recognition devices, so when the
customer enters the store,
we can have a record of
how much he was spending – this is how tech can
help us,” he said.

AVA Online Group
founder Oliver
Segovia hammers
home the scale of
the e-commerce
boom – with $2.85
million dollars spent
per minute online.

2-3%). Favotto put these
successes down to
generation and management of a 160,000-strong
database that allows for
ongoing conversations
with customers whose
preferences and habits
are known: “The issue in
travel retail has always
been: How do you connect
with that small segment
of travellers? We only
want to talk to 1% of the
population at any one time;
now we have a way of
talking to them easily and
efficiently.”

Internet uptake has grown
quickest in Asia, with a
six-fold increase in the
Philippines alone in the
10 years to 2014. Oliver
Segovia, Founder and
CEO of AVA Online Group,
stressed the potential:
“Global e-commerce
sales have reached
$1.5 trillion per year.
There is still this fear
that e-commerce will
cannibalise stores – in
our experience they can
be transactions that
otherwise would not have
happened.”
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CLOSING PLENARY SESSION:
COMPETITIVENESS IN A NEW WORLD
Yesterday afternoon’s Closing Plenary session concluded the day’s proceedings in memorable style.
Professor Stéphane Garelli of the IMD Business School and the University of Lausanne, delivered a
thought-provoking paper entitled ‘The world is volatile, but not unpredictable’, in his own inimitable style.
The TFWA Asia Pacific
Conference concluded
with an energetic
address from Professor Stéphane Garelli
of the IMD Business
School and the University of Lausanne. It
was an undoubted
highlight of the day’s
programme, drawing
laughter and applause
in equal measure.
He delivered a paper
entitled ‘The world is
volatile, but not unpredictable’.
“There’s no doubt that
volatility is increasing
and what was true a few
months ago is shifting
drastically today,” he

commented. “If you look
at commodity prices,
currencies, interest rates,
and the performance of
both major and emerging
economies, all of this is
going to have an impact on
the travel retail business.”
Garelli’s address was
positively unpredictable
too. He is certainly an
engaging, witty presenter,
and spoke authoritatively
about the myriad aspects
of a world economy that
is entering a new era of
fragility, characterised
by weaker growth, and
financial, monetary and
price instability. Although
still global, it is increasingly de-synchronised and
fragmented.

Professor Stéphane Garelli of the IMD Business School and
the University of Lausanne summarised the key to success as
management – of efficiency, of change, and of complexity.

2015 CONFERENCE
& WORKSHOPS
SPONSORS
Diamond:

Platinum:

Conference coffee
break & portfolio:

Garelli explained how the
business environment is
changing, and what this
means for companies,
markets and people, as
well as how to react and
continue to be successful
in such a brave new world.
In a quick-fire presentation, he outlined figures on
economic growth around
the world, and discussed
slowing growth in emerging economies, and the
interruption of growth
in advanced economies.
“Growth has been interrupted by recessions.
After 2008, the world
is different, with soft
growth interrupted by
periods of stronger
growth,” said Garelli. “It’s
a bit like riding a donkey
– it goes slowly and you
don’t know why, then it
goes faster and you don’t
know why either, then it
slows down again!”
He touched on many
areas, some of which
included labour costs,
foreign currency reserves,
liquidity, private offshore
wealth, debt, corporate
borrowing, the new
currency landscape,
and changing consumer
behaviour. Touching on
the future of the middle

One of the most interesting
developments in recent years is
the increasing number of brands
that were previously local and
are becoming global. “I think
it is very important to identify
those companies and to define
partnerships or relationships
with them, as these are the new
players of the economy today,”
said Professor Stéphane Garelli
of the IMD Business School and
the University of Lausanne.

class in Asia Pacific, he
explained that, between
2009 and 2030, it will
evolve from 525 million to
over three billion.
Garelli highlighted the
rise of new companies
and brands from emerging economies. One of
the most interesting
developments in recent
years is the increasing number of brands
that were previously
local and are becoming
global. “I think it is very
important to identify those
companies and to define

partnerships or relationships with them, as these
are the new players of the
economy today,” he said.
“A lot of these companies,
especially in South East
Asia, are family-owned.”
Garelli summarised the
key to success as management – of efficiency, of
change, and of complexity.
He also emphasised the
importance of the right
mindset – a ‘why not
me?’ attitude – and of
imagination, energy and
commitment. “Competent
people are not necessarily

competitive people,”
Garelli commented.
“What’s the difference?
It’s the mindset. It’s not
what happens to you that
matters – it’s how you
react to it. There is a time
for innovation, but keep
in mind that excellence
in implementation is the
name of the game.”
Garelli left the audience
with an African proverb:
“If you think you are too
small to make a difference, then you have not
spent a night with
a mosquito!”

TFWA INDUSTRY ASSOCIATION
WORKING LUNCH
Yesterday’s TFWA Industry
Association Working Lunch
provided industry stakeholders
with an opportunity to discuss
regulatory and other issues facing
the industry in Asia Pacific and
beyond. Senior representatives
from industry associations gave
an update on progress and on
the likely next steps regarding
various challenges to the regional
and global business.
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TFWA ASIA PACIFIC BAR
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TFWA ASIA PACIFIC BAR
The ever-popular TFWA
Asia Pacific Bar opened
yesterday evening, and
was the perfect place to
unwind after the day’s
busy conference and
workshops agenda.
The TFWA Asia Pacific Bar
is firmly established as the
ideal onsite networking
venue. Located on Level 4 of
the Marina Bay Sands Expo
& Convention Center, it is
open today and tomorrow
between 18:00 and 19:30.
It is also open for breakfast
between 08:00 and 09:30
each day from this morning
until Thursday.
The fabulous outdoor
terrace boasts a spectacular view overlooking
Marina Bay – truly a sight
not to be missed.
Drinks served at the TFWA
Asia Pacific Bar are courtesy
of the exhibiting suppliers.

A CHARITY
CHALLENGE FOR THE
WOMEN OF WiTR
Women in Travel
Retail from all over
the world and every
corner of the industry gathered at the
vibrant TFWA Asia
Pacific Bar last night,
to catch up ahead of
the week’s business,
meet old friends and
new, and embrace
WiTR’s Charity
Challenge for 2015.
“Whether you have lots of
experience within travel
retail or are exhibiting for
the first time,” said Sarah
Branquinho, Business
Relations & External
Affairs Director, World
Duty Free Group, “it’s
a good melting pot of
people from all across
the industry, a wonderful
networking opportunity
and a fantastic place to
meet people – and it’s a

great opportunity to see
what we can do.” Over the
years WiTR has raised
an awe-inspiring amount
of money for an array of
wonderful international
causes, including Hong

Kong-based NGO A Drop
of Life and Sierra Leone
children’s charity All
As One, and yesterday
evening, in a heartfelt
message to the women of
the industry, Branquinho

outlined the latest
fundraising goal for
the enterprising WiTR
community.
This year, WiTR aspires
to raise €20,000 for Lotus
Flower Trust, which
will enable the trust for
children of the Indian
subcontinent to build
accommodation for
30 children living in
railway slums.
A personal project
of Branquinho’s, the
challenge was prompted
by the appalling living
conditions of children and
their families living next
to the busy railway line in
Guwahati, Assam. These
children live in homes of
cardboard and rags, with
no electricity, running
water, toilets, medical
support or education.
“Their story inspired TFWA
Care to work with Lotus
Flower Trust to build a
home for these children
in the countryside on the
outskirts of town, where
their parents are welcome
to visit, and they are
close to a school,” wrote

Julia Bouron, Managing Director, Inflight Media Marketing; Sarah
Branquinho, Business Relations & External Affairs Director, World Duty
Free Group; and Sandra Akkaoui, Sales Manager Global Duty Free, Skross,
yesterday came together with Women in Travel Retail from all across the
industry at the TFWA Asia Pacific Bar.

Branquinho who, with
husband and TFWA President Erik Juul-Mortensen,
visited the slum, and also
the home, in December
of last year. “There are
now 25 children in the
home, happy, and making
excellent progress at
school – but more space is
needed.”

The €20,000 raised by
WiTR will enable the
Trust to build two more
rooms and an extended
kitchen for the home
– simple things that
will give the chance of
a real and prosperous
future to 30 more of the
world’s most vulnerable
children.

For more information on Lotus Flower Trust, visit www.lotusflowertrust.org
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MAKING
THEIR DEBUT
As the exhibition opens this morning an outstanding array of brands
awaits delegates – including 73 new and returning exhibitors hoping
to make an impact on the travel retail industry. Here, the TFWA
Daily explores the exciting new faces exhibiting in Singapore for the
first time. Look out for further instalments of our focus on new and
returning exhibitors in subsequent issues of The Daily.

LEONIDAS 01

TRAVEL RETAIL EXPERTS 02

BASEMENT 2 B29

BASEMENT 2 P5

WHO ARE YOU?
Established in Belgium
in 1913, Leonidas is the
supplier of more than 100
varieties of handmade
Belgian chocolates of
the highest quality. All
ingredients used in their
creation are fresh – never
frozen – and the chocolate is made from 100%
pure cocoa butter. Best
known for its famous
ballotins of pralines,
Leonidas innovates
constantly, and creates
new presentations to suit
special gifting occasions
and market trends,
including several which
are exclusive to travel
retail.

WHO BUYS YOUR
PRODUCTS?
Leonidas’ premium
pralines are adored by
connoisseurs of fine
confectionery all over

the world. Designed to
appeal to those seeking a
gift for one of life’s many
special occasions – from
birthdays and reunions
to romantic dinners and
cosy nights in – Leonidas’
delicious pralines are
expertly packaged to
preserve freshness and
are beautifully presented.
The travel retail exclusive
Disney collection will
delight the young and
the young at heart, while
the seasonal collections
and limited editions for
international religious
festivals offer attractive
gift suggestions.

WHY EXHIBIT NOW?
Based in Europe,
Leonidas has had a
small but enthusiastic
international clientele
for three generations.
We are now poised to
develop our distribution

further in the new and
flourishing market of
Asia Pacific, which is
already demonstrating a
distinct penchant for fine
confectionery.

WHAT ARE YOUR
OBJECTIVES?
With an established
heritage dating back
over 100 years, an
excellent product assortment and the ability to
react swiftly, thanks to
the fact that we remain
a small family firm, our
enthusiastic team will
use TFWA Asia Pacific
Exhibition & Conference
to further expand its
presence in travel retail
within the region. Leonidas is hoping to raise
its profile and create
awareness, to meet
buyers and to present
its range relaunch to key
stakeholders.

WHAT IS YOUR UNIQUE
SELLING POINT (USP)?
Freshness and generosity – in affordable luxury.
Only ingredients of the
highest quality are used
in the making of Leonidas’
delicate and delicious
pralines, including real
Belgian chocolate made
from 100% cocoa butter,
fresh cream, hazelnuts
from Turkey, Morello
cherries from the Périgord, almonds from Italy,
and oranges from Valencia, to name but a few.

WHO ARE YOU?
Our company, Travel Retail
Experts, was formed in
2009. We are a worldwide
agency in travel retail for
accessories such as Lamy
Writing Instruments, and
children’s products like
our WWF Plush toys and
Disney, Barbie, Angry
Birds, Princess and
Spiderman perfumes.

WHO BUYS YOUR
PRODUCTS?
Our model consumer
is the traveller who is
looking for an attractive
gift for kids and/or young
adults. They are the
impulse buyer, and the
‘guilty-purchase’ buyer.

WHY EXHIBIT NOW?
Now is the time to present
our new line of WWF
Plush toys in Singapore.

WHAT ARE YOUR
OBJECTIVES?
To convince duty free
operators that it makes
sense to allocate a little
space on the shelves to
kids’ products, and also to
introduce new and innovative concepts for travel
retail.

WHAT IS YOUR USP?
The international organisation World Wide Fund
for Nature (WWF) is
lobbying for endangered
animals, and every
purchase of a Plush toy
also includes a contribution to WWF that helps to
safeguard these magnificent creatures and their
habitats. For Lamy Writing
Instruments, meanwhile,
we have developed gift
sets that are not available
in domestic markets.
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COGNAC DOBBÉ 03

ORCIANI 04

BASEMENT 2 J202

BASEMENT 2 P1

WHO ARE YOU?
The House of Cognac
DOBBÉ produces the
oldest and rare Cognacs
exclusively from the Cognac
DOBBÉ Reserve, which has
been family-run for eight
generations. The company
is the owner of a vineyard
in the Petite Champagne
Cognac area, as well as a
distillery and a large stock
of prestigious Cognac.

WHO BUYS YOUR
PRODUCTS?
We work all over the world
with mainly agents and
distributors. Our target
is both traditional and new
Cognac connoisseurs all
over the globe.

WHY EXHIBIT NOW?
We are a long-time TFWA
member, and have exhibited in Cannes at TFWA
World Exhibition & Conference for many years. We

have decided this year to
attend TFWA Asia Pacific
Exhibition & Conference
to promote our brand, and
find new distributors in the
burgeoning Asia Pacific
travel retail market.

WHAT ARE YOUR
OBJECTIVES?
Our main objective is to
meet new partners in
order to establish first
contact and explore
different collaboration
opportunities. This is
also a good opportunity
to meet all of our current
partners in one place. We
are presenting in Singapore the entire Cognac
DOBBÉ Premium range, as
well as other spirits and a
selection of red wines. In
addition, we are introducing
our new products dedicated
to the travel retail market.
Present in exclusivity in
Singapore this year is

Cognac DOBBÉ’s new
packaging offer, Cognac
DOBBÉ Cigar Tubes VS &
VSOP & XO.
Three different qualities of
Cognac are offered in the
same gift box to enable
the consumer to discover
the pleasure of our VS,
VSOP and XO Cognacs in
tasting. The ideal gift, its
unique presentation is
modern – its packaging
designed in accordance
with the sensitivities of
the Asian market. Cognac
DOBBÉ Cigar Tubes VS &
VSOP & XO was recently
launched in China Airlines
Sky Boutique.

WHAT IS YOUR USP?
Cognac DOBBÉ distributes
a large portfolio of premium
spirits, liqueurs and wines
worldwide, and creates a
positive and strong image,
in which tradition and
modernity are blended.

WHO ARE YOU?
In 1978, when he was 23
years old, Claudio Orciani
was desperately seeking
a belt suitable for a young
man his age, and decided
to make one from a piece
of leather he bought from a
cobbler. A friend who owned
a boutique loved the belt
so much that she encouraged him to make others,
and he decided to create
a belt that was completely
different from what was on
the market. Knowing no
suppliers and with no training in leatherwork, he made
a virtue out of necessity and
focused on creativity. Orciani
sought absolute minimalism by making a seamless
curved belt, and also
designed the first belt made
of elasticised leather. The
brand’s DNA was gradually formed – dynamism,
unconventionality, creativity,
superb raw materials, and

a passion for outstanding
artisan workmanship.

WHO BUYS YOUR
PRODUCTS?
We define our target
as high/medium-high,
both in social-economic
and cultural terms. The
ORCIANI man and woman
are attentive to fashion, but
they are not fashion-victims.
Whether they choose classic
or fashion, they love to be
themselves, choosing an
accessory with character
and taste.

markets that are new for
ORCIANI – the travel retail
and duty free markets.

WHAT ARE YOUR
OBJECTIVES?
TFWA Asia Pacific Exhibition
& Conference represents
a unique opportunity for us
to present NOBUCKLE to
the world, to illustrate the
potential of this innovative
belt to the right people, and
to establish contacts with
distributors interested in
becoming our partners in
conquering new markets.

WHY EXHIBIT NOW?

WHAT IS YOUR USP?

Today, after 35 years of
success, ORCIANI is ready
for new challenges and new
markets, while remaining
loyal to those values that
represent its foundation and
its future. We now think we
have a product – or, better,
a project – that allows us to
enter, explore and conquer

An exception to the rule that
is deep-cut in the world of
the traditional belt, ORCIANI
reinvents the design and
the use of the belt through
NOBUCKLE – an expression
of elegance over trends and
fashion. A “NO” that breaks
every barrier.

Visit us at Stand

C10
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SOCIAL PROGRAMME

EVENING EVENTS

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

Tonight, 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

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

TFWA ASIA PACIFIC BAR
Today until Thursday 14 May
Breakfast from today until Thursday, 08:00-09:30
Drinks today and tomorrow, 18:00-19:30
Level 4, Marina Bay Sands Expo & Convention Center

KINDLY SPONSORED BY:

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.

When words end,
my
begins.
The world’s first personalised chocolate by Frey.

Visit us at our stand: Basement 2, G9
15440_009_FREY_Singapore Edition_228x163mm.indd 1

15.04.15 11:21
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ONE�ONE MEETING SERVICE
TFWA’s ONE2ONE pre-scheduled meeting service helps facilitate the meetings that matter, connecting
airports, airlines, retailers, and suppliers. Over 300 meetings were arranged in 2014. The ONE2ONE Lounge
is located on Level 1 of the Marina Bay Sands Expo & Convention Center. Here, we profile one of this year’s
participating airports: Xi’an Xianyang International Airport, and one of the participating airlines: Jetstar Asia.

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

• 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

MALAYSIA

• Maldives Airport Co Ltd

• Cathay Pacific Airways
Limited
• Hong Kong Airlines Limited
• Hong Kong Dragon
Airlines Ltd

INDONESIA

MYANMAR

INDIA

• PT Angkasa Pura I
(Persero)

JAPAN

Wolfgang Weil, Deputy
General Manager Operations (Chief Operations
Officer) and Member of the
Board of Directors, Xi’an
Xianyang International
Airport Co Ltd, explained
that the best-selling
categories are fashion,
souvenirs, and local
specialities. “We opened
our new international
pier on 28 April this year.
It features China’s first

walkthrough duty free
shop,” he said. “We opened
a local ‘food alley’ in our
GTC, featuring a downtown
alley design and offering
local food delicacies that
our Shaanxi province is
famous for. We also opened
a typical downtown style
Muslim restaurant, catering
for Xi’an’s famous baozi
(steamed filled buns) and
mutton soup.”
“After our international
operations moved from
Terminal 2 to the new
international pier, we will
now redevelop our entire
Terminal 2 airside area,”
Weil added. “The intention
is to introduce a similar
world-class layout and
retail mix as we did with
the assistance of Londonbased The Design Solution
for our Terminal 3.”
Xi’an Xianyang International
Airport is permanently in

MALDIVES

• Asia World Company
Limited (Yangon
Airport)

HONG KONG

• Jet Airways

INDONESIA

• PT Indonesia AirAsia

• Fukuoka Airport
Building Co Ltd
• Japan Airport Terminal
Co Ltd
• Narita International
Airport Corporation
• Tokyo International Air
Terminal Corporation
(TIAT)

SINGAPORE

KOREA

• Guangzhou China
Southern Airlines
Company Ltd

MALAYSIA

FINLAND

MYANMAR

• Incheon International
Airport Corporation
• Korea Airports
Corporation (KAC)

ONE2ONE WITH:
XI’AN XIANYANG
INTERNATIONAL AIRPORT
Xi’an Xianyang International Airport operates
around 15,000sqm of
commercial space in
Terminal 2, Terminal 3,
and the Ground Transportation Center (GTC).
Around 10,000sqm
covers speciality retail,
and 5,000sqm is food &
beverage, with a strong
focus on authentic local
and regional food.

• Malaysia Airports
Group (MAHB)

Weil: “We opened our new
international pier on 28 April
this year. It features China’s first
walkthrough duty free shop.”

close contact with both its
retailers and the brands. It
has also introduced quite
a strong presence in the
crucial Chinese social
media, by explaining to
passengers the advantages
of airport shopping.
“Our main objective during
the ONE2ONE meetings
is to continue the dialogue
with those brands which
are interested in our
airport, but haven’t had a
chance to open an outlet
yet,” Weil concluded.

• Changi Airport Group
(Singapore) Pte Ltd
•

ONE2ONE
AIRLINES
CHINA

• Finnair Travel Retail Ltd

JAPAN

• All Nippon Airways
Trading Co Ltd (ANA)
• Japan Airlines Co Ltd

KOREA

• Asiana Airlines
• Jeju Air

• AirAsia Bhd

• 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 WITH:
JETSTAR ASIA
Jetstar Asia is part of
the Jetstar Group, a
low fares network of
airlines operating in
the leisure and valuebased markets.
From Singapore, Jetstar
Asia currently operates
more than 600 weekly
return flights to 22 destinations across 13 countries
and territories in the Asia
Pacific region. It operates
a fleet of 18 A320-200
aircraft, seat-configured for
180 passengers in a single
class on all short-haul

international routes.
The airline currently
carries a wide range
of products, including
cosmetics, fragrances,
travel essentials, watches,
liquor, and gifts. It also has
a line of airline-branded
travel products available
onboard.
“We are looking for new,
unique travel items that
will add to our current
line of products,” Stephan
Ribouleau, Ancillary
Manager – Cargo Manager,
Jetstar Asia, explained.
“We are also looking to

Jetstar Asia was named Best Low-Cost Carrier at the 2015 People’s
Choice awards, voted for by AsiaOne readers.
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extend the Jetstar-branded
items onboard. We have a
mix of high volume sales
items combined with
airline exclusives, airlinebranded products and
popular brand products
onboard our airlines to
cater to the value-based
traveller.”
Jetstar Asia also invests
in marketing and crosspromoting its products
on various in-house and
external platforms. To
support the promotions and
sales onboard, the airline’s
customer service teams are
provided with product and
in-house sales training.
“At the ONE2ONE
meetings, we are looking
to identify new trends in
onboard retail, as well as
build relationships with
new suppliers that will be
able to support and meet
the demands of the Asia
Pacific traveller,” Ribouleau added.

Repro Requirements
Client: Bombay Sapphire
Job name: BS_Magazine_UGT_TWF_Ad_228x331mm
Size: 228mm x 331mm
26 Gransden Avenue, London E8 3QA +44 (0)20 8533 8899
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LIQUOR FEATURE

THE SPIRITS
SHOWCASE
Jessica Mason spoke to a selection of drinks suppliers to identify
several drinks trends – from gastronomy to storytelling – that
are set to gain traction within the Asian marketplace.
The buoyant economy
across Asia, which
has led directly to a
flurry of jetsetters, is
fuelling demand for
premium spirits, either
as mementos, corporate
indulgences or high-end
gifts to take back to
loved ones.
“In terms of nationalities,
the Chinese, Singaporeans
and Taiwanese represent
a significant portion of

sales. Where we see future
opportunities is with some
of the nationalities with
emerging middle and
affluent classes. Thailand,
Vietnam and India are
markets where economic
growth is fuelling increased
travel, and with it opening
up new consumers for
premium and luxury brands
to target,” explained Ryan
Hill, Managing Director,
Edrington Asia Travel Retail
(Basement 2 H36).

TREND 1: VODKA IN
CHINA SPIKE
“A broad-based spirit
market research has
shown that vodka is one
of the fastest-growing
categories in Asia,” said
Martin Schneider, Head of
Export, Lateltin (Basement
2 J29). Lateltin is showcasing its triple distilled grain
vodka under its ProVokant
Pure brand at this year’s
TFWA Asia Pacific
Exhibition & Conference.

Crystal Head Vodka
(Basement 2 D28), the
ultra-premium vodka
created by Dan Aykroyd
and renowned artist John
Alexander, is also taking
advantage of the trend.
“The noticeable uplift
in vodka’s popularity in
China has contributed
to the growth of Crystal
Head,” Daniella Iljon,
Social Media Community
Manager, Globefill Inc,
commented.

From Crystal Head Vodka,
we see a newly designed
retail box, which exhibits an
open-faced window for easy
viewing of the bottle.
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LIQUOR FEATURE

TREND 2: WHISKY BLENDS
REPLACING AGED SINGLES
“There has been a decided
trend away from aged whiskies
because of stock limitations in
Scotland and this also pushes
us to think of creative ways to
add depth and flavour to our
whiskies,” said John Scott,
Export Sales Director, MacDuff
International (Basement 2 L202).
This knowledge of the sector
has served them well, admitted
Scott, noting that “Lauder’s
sales by retail value jumped
an incredible 70% in 2013, with
Lauder’s now globally ranked
number 10 by travel retail sales
value in the blended Scotch
category – helped not just by
Lauder’s, but also Islay Mist and
Grand Macnish”.
Lauder’s Ruby Cask Finish,
which was launched at TFWA
World Exhibition & Conference in Cannes last October,
is joined in Singapore by Islay
Mist Deluxe, which was recently
rebranded. MacDuff International
is also showing versions of Grand
Macnish, including Grand Macnish
Black Edition and Grand Macnish
6 Cask Edition – a blended malt
combining single malts from each
of the whisky producing regions of
Scotland.
Marta Molina Ballesteros, International Marketing Spokesperson,
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artisanal/differential gins” and
so the brand owner’s current gin
brand, The London No.1, is set
to capitalise on this trend in the
East. The company is showcasing the gin at TFWA Asia Pacific
Exhibition & Conference, as well
as introducing its one-litre bottle
format to take full advantage of
the uplift in interest within the
gin category.

UNDERSTANDING HOW TO
EXPAND IN ASIA

Gonzalez Byass (Basement 2
J02), commented: “As the welldocumented rise of whisky has
enveloped the world of drinking,
there has been a subtle but wellformed move towards non-agestatement brands coming out
and competing against the more
formal age statement whiskies
of old.”
According to Ballesteros, alongside this shift, there are also two
other trends – the increase in
demand for premium blended
whisky, and the ever-present
demand for sherry finished
products, which are seen as being
more accessible and popular with
a younger demographic. “For us
as Gonzalez Byass, we can hit all
these trends on the head with

02

01 The triple distilled grain
vodka ProVokant Pure, together
with the brand’s fruity vodkaliqueurs, will grab attention with
colourful displays in travel retail.
02 MacDuff International is
also showing versions of Grand
Macnish, including Grand
Macnish Black Edition and Grand
Macnish 6 Cask Edition – a
blended malt combining single
malts from each of the whisky
producing regions of Scotland.
03 Gonzalez Byass is introducing
Nomad Whisky and London No.1
Gin at this year’s TFWA Asia
Pacific Exhibition & Conference.

Nomad Outland Whisky,” she
added. “As a sherry company, we
have witnessed the rise and rise
in popularity of sherry matured
whisky. Through a joint process
between Antonio Flores (Master
Wine Maker for Gonzalez Byass),
and Richard Patterson (Master
Distiller for Whyte & Mackay), we
have created a unique blend of
26 malt whiskies and five grain
whiskies, which are distilled, aged,
and married in Scotland, and then
transported over 1,350 miles to
Jerez, to be rested in the heat and
humidity of the south of Spain in
rare, old Pedro Ximenez casks, so
that the whisky can capture more
of the unique sherry flavours and
body of Jerez.”
Meanwhile, Justin Weston,
Managing Director GTR,
explained that William Grant
& Sons (Basement 2 N19) is
showcasing its “single malt
selection at the show in Singapore, while preparing to unveil
some extremely exciting news
for our core blended Scotch
brand Grant’s.” The company
has recently employed its
first GTR Category Marketing
Manager Sarah Catton to help
drive things forwards.

TREND 3: ARTISAN GINS
Gonzalez Byass’ Ballesteros
also pointed out that the sector
is witnessing “a sharp incline in
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The travel retail scene in Asia
can be tricky to navigate in
terms of trends without popular
themes being identified early on.
There are plenty of opportunities
to take advantage of.
“We have noticed that some
Asian markets are becoming
mature very quickly and are
looking for very specialised
options when it comes to
high-end drinks,” said Aristide
Chevaillé, Spokesperson, BacheGabrielsen (Basement 2 A10).
As Iljon at Crystal Head Vodka
identified, the opportunities
are many and, as such, the
company has plans to expand in
Asia Pacific airports to support
its continued growth in the EU
and US.
The target for Bodegas Williams
& Humbert (Basement 2 A11)
also plans to expand in Asian

03

markets. “Although some of our
brands, such as Dry Sack, are
present in Hong Kong, Malaysia,
Singapore, Japan, and the
Philippines among other
countries, with well-established importers and distributors, the rest of the portfolio,
and the spirits in particular
(Gran Duque de Alba Brandy,
Dos Maderas Rum and Botanic
Gin) are yet to be expanded in
other Asian markets,” Daniel
Fernandez, Regional Sales
Manager, Bodegas Williams &
Humbert, said.
MacDuff International has
also recently achieved new
listings with Dubai and
Sharjah duty free for Grand
Macnish 6 Cask and Lauder’s
Finest. “We are also expanding our distribution at various
border shops across South
East Asia,” added Scott.
First-time exhibitor Rossi
D’Asiago Distillers (Basement
2 G15) is showcasing its
broad range of international
award-winning Antica
Sambuca based liqueurs. “At
the moment we are focusing
on expanding our distribution
into new markets,” Nicola
Dal Toso, Export Director,
commented. “The Asia Pacific
market is one that continues
to grow and has a wealth

AMERICAN WHISKE YS
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of opportunities for us. Asia is known
to be the perfect market for premium
products and that is exactly what the
Antica line is.” TFWA Asia Pacific Exhibition & Conference is the ideal place to
strengthen the position of the brand.
Meanwhile, to celebrate the introduction of the new look for Royal Salute 21
Years Old, Pernod Ricard Asia Travel
Retail (Basement 2 E36) has launched
its latest campaign, the ‘Ultimate
Whisky of Power & Grace’ to strengthen
the status of the whisky collection.

05

ALL EYES ON NEW LAUNCHES
So, what are we likely to see at TFWA
Asia Pacific Exhibition & Conference? In
terms of new launches, Brown-Forman
(Basement 2 M1+M2) is presenting Jack
Daniel’s Sinatra Century – a 100 proof
whiskey developed in association with
the Sinatra family and Frank Sinatra
Enterprises. It will be available exclusively
in travel retail in August and September,
before going into wider distribution. The
expression comes in a specially-designed
bottle and is enclosed in a luxury gift

box inspired by Sinatra’s signature style.
“Not surprisingly, current plans call for
numerous Jack Daniel’s Sinatra Century
events in travel retail facilities across
the globe,” Jeannine Wise, Marketing
Director, Brown-Forman Global Travel
Retail, explained. “We will also be placing
American Whiskey displays and conducting whiskey activations in key markets,
including several within the Asia Pacific
region. We have seen great success
working with our key retail partners to
bring these activities to life, and really
engage with consumers and give them
the best possible experience with our
brands.”
This year, Bache-Gabrielsen launches
new items on the side of its well-known
VSOP, XO, EXTRA and Hors d’age, and is
introducing its new Single Cask and Single
Estate Cognac.
For Ian Macleod Distillers (Basement 2
H33), the travel retail exclusive Smokehead ‘Rock Edition’ Islay malt makes
an appearance in Singapore, initially
available via DFS. “It will form part of a
range of Islay malts – Smokehead Extra
Rare, Smokehead ‘Rock Edition’ and
Smokehead Extra Black 18yo Islay malt,”
said Andy Lane, Travel Retail Director, Ian
Macleod Distillers.
According to Paula Baute, Chef de Projet
Marketing, Calvados Pere Magloire
(Basement 2 J1), Calvados Boulard
Auguste – an exceptional Calvados
awarded Gold at The 2015 San Francisco
World Spirits Competition, and Chairman’s Trophy at the Ultimate Spirit
Challenge in New York – will be available.
For William Grant & Sons, boosting
footfall through spirits sales in Asia
is a prospect that has been enhanced
by the timely arrival of its next retail
opening. “This is part of the reason we
are so excited to have now opened our
first-ever dedicated branded shop-inshops for Glenfiddich and Hendrick’s
with DFS at Changi, and look forward
to seeing the results that they can
produce,” said Weston.
Camus (Basement 2 J8) spokesperson Iris
de Bailliencourt points out that Camus

04 William Grant & Sons has been highly active
over the last 20 months in terms of releasing
new travel retail exclusive ranges for its key
brands, including Kininvie 17 Year Old.
05 Bodegas Williams & Humbert, which
produces a wide range of premium sherries,
is presenting its 12-year-old collection, and
very old (20 and 30 years) and rare sherry
collections. Meanwhile, its brandies available
in Singapore include the Gran Duque de Alba
range, and Alfonso range.
06 First-time exhibitor Rossi D’Asiago Distillers
is showcasing its broad range of international
award-winning Antica Sambuca based liqueurs.
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bottles, will also launch at TFWA Asia
Pacific Exhibition & Conference, so there
is plenty to see and taste.
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This year, Bache-Gabrielsen is showcasing its new Luxury Crystal Decanter made
by Daum, with its 60-year-old Grande
Champagne Cognac inside.
Bodegas Williams & Humbert, which
produces a wide range of premium
sherries, is presenting its 12-year-old
collection, and very old (20 and 30 years)
and rare sherry collections. Meanwhile,
its brandies available in Singapore include
the Gran Duque de Alba range, and
Alfonso range.
As well as the likes of MacDuff International’s Grand Macnish 6 Cask Edition,
which is available in a signature bottle
and comes in a brushed-metal effect
gift box, there are also several cognacs
capturing attention.
“In Singapore, we will be showing
our complete range of award winning
cognacs,” Olivier Hidier, Export Director,
Deau Cognac (Basement 2 A02). “Our core
offer includes Deau Collection VS, VSOP,
Napoleon, XO, Black and Louis Memory
– Cognac for a King. In addition, we offer
two Deau tasting boxes that are perfect for
travel retail, giving customers a chance to
try three or all six of the qualities.”
William Grant & Sons’ Weston explained
that the company has been “highly
active over the last 20 months” in terms
of releasing new travel retail exclusive
ranges for its key brands.
“The global rollout of the new Glenfiddich
Cask Collection started in April 2014,
to join The Balvenie Triple Cask range,

07 Meanwhile, to celebrate the introduction
of the new look for Royal Salute 21 Years
Old, Pernod Ricard Asia Travel Retail has
launched its latest campaign, the ‘Ultimate
Whisky of Power & Grace’ to strengthen the
status of the whisky collection.
08 Brown-Forman is introducing Southern
Comfort Blood Orange – the brand’s first
global travel retail exclusive flavour. It is
described as great for cocktails, or simply
enjoyed over ice.
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09 Ian Macleod Distillers is launching
the new Smokehead Rock Special
Edition – a rich and powerful malt.
10 Spirit France is unveiling a new
design for the Janneau Single
Distillery range. The range has been
redesigned in order to add premium
value and highlight the Janneau
brand name and the range name –
Single Distillery.
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and this has been supported by several
other travel exclusive products, including
Glenfiddich 25 Year Old, Kininvie 17 Year
Old, and The Girvan Patent Still 28 Year
Old, as well as several limited edition
and seasonal gift packs,” added Carrie
Morrison, Marketing Manager, Single
Malts & New Product Development. “This
trend will continue in 2015. With the recent
acquisition of Drambuie and the plans we
have to develop new GTR offerings for our
Tullamore DEW Irish Whiskey range,
as well as news to come concerning
Grant’s Blended Scotch, we fully intend
to play an active role in the channel for
many years to come.”
Bleeding Heart Rum (Basement 2
A4) is showcasing its latest limited
edition offering – the Don Papa 10
years aged. “Following on from our
launch in the Philippines domestic
market, we are proud to introduce
the brand to the duty free market,”
Stephen Carroll, Founder, Bleeding
Heart Rum Company, said.
Last summer, Bacardi Global Travel
Retail (Basement 2 D10) announced
the travel retail exclusive launch of
a new ultra-premium expression from
Grey Goose – named Grey Goose VX.
Created by Francois Thibault, Grey Goose
VX, where the ‘VX’ in the name stands for
‘vodka exceptionelle’, is an expression
crafted by a marriage of Grey Goose
vodka with drops of cognac created from
grapes drawn exclusively from the Grande
Champagne cru, regarded by many
connoisseurs as the very finest of the six
cru within the region.
In October, Bacardi Global Travel Retail
launched Craigellachie Speyside single
malt Scotch whisky, distilled by John
Dewar & Sons, in two aged editions – a
13 Year Old and a travel retail exclusive
19 Year Old. Then, in April, under
the Bombay Sapphire gin brand, the
company launched the Star of Bombay,
a new, super premium gin with two new
additional botanicals and a slow distillation method, to deliver a smooth and rich
flavour. Star of Bombay is being launched
in global travel retail, starting with
exclusive distribution with Heinemann
at Sydney Airport this month. It will then
roll out to other retailers and locations.
Bacardi has also unveiled Tang – its
latest spirit distilled entirely from
green tea leaves.

The Macallan is one of the world’s
most recognised single malt whisky
brands. It is particularly strong in
Asia and is the number one single
malt brand in Taiwan, the largest
market for Scotch in Asia. In travel
retail, The Edrington Group’s core
Macallan range is focused on four
lines in its travel retail exclusive
1824 collection – Select Oak, Whisky
Makers Edition, Estate Reserve, and
Oscuro.
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12

11 Camus Extra ‘Dark & Intense’ will be
available in 70cl bottles and is being introduced
at TFWA Asia Pacific Exhibition & Conference.
12 For the luxury market, Deau offers its new
Deau Cognac Privilège – a unique blend of
cognacs selected by the Master Blender and
slowly matured in ageing cellars.
13 Bleeding Heart Rum Company is showcasing
its latest offering – the Don Papa 10 years aged,
which is a limited edition product.

“There are several drinking and buying
trends which have influenced recent
releases. The first is the growing interest among connoisseurs in storytelling,
craftsmanship and heritage,” explained
Hill. “Each of the expressions relates to
and tells the story of a different aspect of
The Macallan’s story, from our knowledge
of and investment in the best possible
casks, through to the legacy of traditional
distillation methods.”
It looks to reflect this storytelling through
high-profile partnerships that act as a

springboard for limited edition releases
and collections. For example, The Macallan and Lalique have a longstanding
partnership, which has seen Edrington
combine ultra-rare expressions of The
Macallan with bespoke crystal decanters
from Lalique. It is unveiling its latest
collaboration with Lalique. “This new
series, exclusive to global travel retail
and available in limited quantities,
marries an exceptionally special whisky
with the artistic genius of René Lalique
to commemorate a time of glamour,

Premium
South African
Wines

style and grace in the world of travel. It
draws on the nostalgia and prestige of
the golden age of travel in the 1930s and
celebrates an era when René Lalique
arguably created some of his most iconic
creative work,” said Hill.

TREND 5: RESPECTING TRADITIONS
Why and how a drink is created, and how
well it sells as a consequence, are facts
that are intrinsically linked. Respecting
traditions of craftsmanship illustrates to
would-be consumers that the product is
premium and has a history and a method
that is protected. For instance, the House
of Dobbé (Basement 2 J202) produces
and markets its own rare cognacs, which
have been produced exclusively by the
family for eight generations. It strives for
excellence, while respecting ancestral
traditions and supported by its high-end
positioning. The family business is in
touch with its clients and with the latest
international trends, allowing it to meet
the expectations of all its consumers, plus
Cognac Dobbé is responsive, dynamic
and flexible. Its cognacs are exported

around the world and they use traditional
methods, but in terms of understanding
the marketplace are not stuck in the past.
“For several years now, the estate’s
vineyards have been managed with the
greatest care, in accordance with the
latest environmental and phytosanitary
standards, and with the greatest respect
for nature,” Virginie Dobbé, Marketing
Manager, Cognac Dobbé, explained.
“The best grapes are then selected to
be pressed. After a natural fermentation
phase, the wine is double-distilled on light
lees in two 25-hectolitre Charente stills.
This unique process, carried out with the
greatest respect for tradition, guarantees
the exceptional quality of our eaux-de-vie.”

TREND 6: STANDING OUT
FROM THE CROWD
MacDuff’s Scott pointed out that “there is
also, of course, the ever-increasing trend
to improve packaging” with both “new
printing and labelling techniques”, and all
manner of clever new forms of presentation to gain attention.
From Crystal Head Vodka we see a
newly-designed retail box, which exhibits
an open-faced window for easy viewing of
the bottle.
Whereas Schneider at Lateltin
commented that Cresta’s gift pack, which
was introduced last year, has received
an even shinier tin box with specially
engraved elements. “It underlines the
premium perception of the ‘Original Swiss

13

S U P P LY I N G D I V E R S I T Y

If you would like to taste and discover award-winning premium
South African wines and the iconic Taittinger Champagne,
please visit the Diverse Flavours Stand:
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Anthony Budd +27 71 255 7344 | anthonybudd@diverseflavours.com
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Chocolate Liqueur’,” Schneider said. Also
from Lateltin, the triple distilled grain
vodka ProVokant Pure, together with
the brand’s fruity vodka-liqueurs, also
grabs attention with colourful displays in
travel retail. Gold Schnee – the two Swiss
liqueurs with gold flakes from Lateltin,
which are mandarin and cinnamon
flavoured, use real gold flakes to help
with the positioning and perception of the
brand. “It gives them an extra touch of
luxury and underlines their high quality,”
Schneider added.
Fraternity Spirits (Basement 2 B02) has
a stunning new liquor presentation that
brings the ‘wow’ factor to Singapore. New
Licor de Horas Chocolate is a neutralspirit based, rich and creamy chocolate
liqueur presented in a 750ml gold bar
shaped bottle, complete with the 999/9
gold standard symbol.
Also adding a hint of luxury is the new
Chabot VSOP Gold, which is a seven-yearold Armagnac that “promises to ignite
every sense” and purports to showcase a
“supreme design” of its gift box to “further
strengthen its majestic identity”. Also from
Chabot is the brand’s “Chabot 38 Year
Old Armagnac, which has been delicately
elaborated and blended from fine vintages
secured in the oldest reserves of Chabot,”
said Daniel Hui, spokesperson for MG
Cellars (Basement 2 A20).
For the luxury market, Deau also offers
its new Deau Cognac Privilège – a unique
blend of cognacs selected by the Master
Blender and slowly matured in ageing
cellars; and Deau La Vie en Or, which
means “the life in gold” (or
simply, Deau LVO Cognac).
“Originally introduced as a
Christmas and New Year offering in 2012, Deau LVO is beautifully packaged in a luxurious
decanter layered with gold
leaf that was commissioned
by Parisian fine jeweller
Arthus Bertrand,” Hidier
explained. He added that
the importance of this is
down to the product being
“a blend of the finest, oldest
Grande Champagne eaux-devies that are housed deep in the

14 Fraternity Spirits is presenting Licor
de Horas Chocolate – a neutral-spirit
based, rich and creamy chocolate liqueur,
presented in a 750ml gold bar shaped bottle.
15 Bacardi Global Travel Retail has launched
the Star of Bombay – a new, super premium
gin with two new additional botanicals and a
slow distillation method, to deliver a smooth
and rich flavour.
16 MG Cellars is showcasing the new
Chabot VSOP Gold, which is a seven-yearold Armagnac that “promises to ignite
every sense” and purports to showcase a
“supreme design” of its gift box to “further
strengthen its majestic identity”.

cellars of the house of Deau”.
With objects’ value increasing over time,
Pernod Ricard Asia Travel Retail has
utilised the expertise of vintage, auction
and antique industry specialists to curate a
unique collection of rare artefacts, visible at
selected airports and online. The collection
includes the Royal Salute vintage bottle, as
well as a Jaeger-LeCoultre ‘Reverso’ watch
and a customised Mappin & Webb briefcase
– both from the 1950s. It fully captures and
illuminates the magic of whisky maturation,
and how time brings values. In addition to
the stand-out activities in Korea, Taiwan,
Hong Kong, and Singapore, the campaign
will roll-out through smaller sites across
Asia, showing how presentation, values and
themes within Asia Pacific are fundamental
to spirits success.
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WINE FEATURE

GRAPE
EXPECTATIONS
Wine merchants illustrate the importance of their family values, heritage
and philosophies, as well as the top line trends for 2015 and the shape
of the future across Asia Pacific. Report by Jessica Mason.
Established wine merchants
within global travel retail
uphold brand values related
to family heritage, or a
philosophy that underpins
each of their individual
values. When entering a
new marketplace, drawing
upon such values is
fundamental for consumers to buy into the brand
and consider it a select
purchase again and again.
Bottega (Basement 2 M9) is a
successful family company that
produces and distributes Italian
premium quality beverages
and food products to a global
market. It has its headquarters
in Bibano, Treviso (45km north
of Venice), but also manages a
winery in Valpolicella, and one
in Montalcino. Bottega manages
several different brands, among
which are Alexander and
Bottega. The most renowned
products are Bottega Gold (the
iconic Prosecco in the gilded
bottle), Bottega Limoncino
(the only grappa-based lemon
liqueur), various grappa under
the brand Alexander (especially
those bottled in hand-made
blown glass bottles), and Bottega
Nero (a creamy dark chocolate
liqueur). The product range also
includes other sparkling wines,
and great red wines such as
Amarone and Brunello. Across
its entire range, there is unity
between the premiumness
of the bottlings, as well as a
strong sense of this being a
family business that cares very
much about what it produces.
Similarly, Zonin 1821 (Basement
2 F12), which is the biggest
family-wine company in Italy,
has an extensive assortment

covering all price segments
with different brands. For Zonin,
its mission is to achieve “a
leadership role in the different international markets by
providing wine solutions directly
from the vineyard to the glass,
and by ensuring the highest
quality experience for all wine
enthusiasts in all customer
segments,” said Alessandra
Zambonin, International Press &
Communication Manager, Casa
Vinicola Zonin.
For Barton & Guestier
(Basement 2 J5), its heritage
is bound up in what was once
a family-owned company
with real values established
early on. “It was in 1725 that
the Irishman Thomas Barton
settled in Bordeaux to start his
company, which is today the
city’s oldest wine house still
in activity,” explained Marina
Julien, Spokesperson at Barton
& Guestier. “His grandson
Hugh teamed up with Frenchman Daniel Guestier, and in
1802 their partnership became
official. From the Chartrons
area in the centre of Bordeaux,
barrels and bottles were loaded
onboard ships that sailed via
the Garonne river to numerous
countries, starting with Ireland,
the UK, Holland and the US,
where Daniel Guestier opened
a trade office around 1800
in Baltimore. US president
Thomas Jefferson was among
the famous customers of the
company.”
To celebrate 290 years of
“character, knowledge and art
of living”, Barton & Guestier is
kicking off a year of anniversary celebrations with numerous events for consumers and
customers worldwide.

For Diverse Flavours
(Basement 2 C34), the emphasis for its Avondale wines has
always been on its fundamental
beliefs for how to make wine
with ecology and nature at its
heart. “Up to now, all our wines
have expressed parts of the
Avondale philosophy, which
centres on completely natural
winemaking processes and
recognition of fundamental
environmental forces – seen
and unseen – that are at play
in the vineyard and cellar,”
commented Johnathan Grieve,
Avondale proprietor and viticulturist. “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,
minerality, terroir expression,
and overall luminescence,”
Grieve explained.
The original and customdesigned packaging emphasises the high value of its
contents. “The hexagonal dark
cork lid and base reference
nature; the cork material also
relates directly to the tradition
of wine and wine making,”
added Laurie Wiid van Heerden
of Wiid Design.
The cork is 100% sustainable,
natural and biodegradable, and
the gold hexagonal components
are manufactured with absolute
precision and hand-fitted with
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BOTTEGA STARDUST – A
PROSECCO DOC OBTAINED
FROM GLERA GRAPES
GROWN IN THE
VALDOBBIADENE HILLS – IS
BEING SHOWCASED AT
TFWA ASIA PACIFIC
EXHIBITION & CONFERENCE.
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ZONIN’S PRESTIGE
1821 – ITS NEW
PROSECCO
DOCG – WAS
CREATED IN
RESPONSE TO
THE INCREASING
DEMAND FOR A
ZONIN BRANDED
DOCG PRODUCT.

brass and leather. “We’re
very proud of the result,” said
Grieve. “When we started this
project, we wanted the packaging to reflect the exclusiveness
of the wine, and at the same
time have an alternative use
or afterlife. Each container
that holds a bottle of Navitas
provides a linear fit with
another to create a ‘winecomb’ that delivers the best
presentation of our wines.”

TREND WATCH: FIZZ,
CHAMPAGNE AND
PROSECCO
The trend for buying premium
wine and champagne continues.
“If anything, I see consumers as
more engaging, more interested
in new experiences and new
products, hence I think we are
in a very good space,” Anthony
Budd, Managing Director,
Diverse Flavours, commented.
“We will work with all our customers on increasing visibility, and
promoting and generating pull
through of our products. We have
total confidence in our brands if
they are given a chance.”
The trend for bubbles can also
be seen from Zonin’s Prestige
1821 – its new prosecco DOCG,

which was created in response
to the increasing demand for a
Zonin branded DOCG product.
“Prestige 1821, with its fine and
persistent perlage, matches
Zonin’s high professional
winemaking expertise with an
excellent product from Valdobbiadene,” Zambonin said.
Over at Barton & Guestier,
sales of sparkling wine are
driven by prosecco and its new
B&G Nectarose 100% Muscato,
which is sweet and “matches
the tasting profile expected by
young consumers and is perfect
for aperitif and parties”, according to Julien.
From Bottega, another product
that backs the trend for fizz is
being showcased at TFWA Asia
Pacific Exhibition & Conference
– Bottega Stardust is a prosecco
DOC obtained from Glera grapes
grown in the Valdobbiadene hills.

TREND WATCH: RED WINES
TARGETING A YOUNGER
DEMOGRAPHIC
Also seen from Zonin will be
Castello d’Albola Oso Toscana
Igt, which is described as
being born to appeal to young
consumers, usually unfamiliar
with the complexity of red wines

WINE FEATURE

BARTON &
GUESTIER IS
SEEING SALES
OF SPARKLING
WINE DRIVEN
BY PROSECCO
AND ITS
NEW B&G
NECTAROSE
100% MUSCATO.

from Chianti Classico. Castello
d’Albola Oso Toscana Igt is
said to be “an accessible wine,
easy to understand”, but with
the expertise of Zonin’s awardwinning estate from the heart
of the Chianti Classico. For
added appeal, the packaging is
fresh and modern to appeal to a
younger demographic of travelling consumer.
Diverse Flavours’ Navitas, a red
wine from Avondale, similarly
captures this trend. This first
release of Navitas, finely crafted
from nature’s bounty, hails from
the 2008 harvest vintage. A
Rhône blend, it is led by Syrah
and Mourvedre with a small
portion of Grenache grapes
from organically cultivated,
18-year-old vines.

TREND WATCH: IN THE PINK
– ROSÉ WINE
Rosé (still and sparkling)
continues to be in high
demand in all markets. For
Barton & Guestier, one bottle
in four sold across the French
market is a rosé wine, while
in the US, it is the fastestgrowing category for the
wine merchant. Anticipating
similar interest in Asia, Barton
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& Guestier has decided to
increase its portfolio with
another Côtes de Provence
rosé, and is proposing two
options to its distributors: B&G
Passeport Côtes de Provence,
and its new La Villa Barton,
which is an estate bottled
Côtes de Provence dedicated
to on-trade and travel retail.
To capitalise on the trend,
Bottega is introducing the
magnum-sized bottle of
Bottega Rose Gold, which
completes its range – it is
now available in four sizes
(20cl, 75cl, 150cl, and 300cl).
Bottega Rose Gold is a Pinot
Noir sparkling wine, produced
with a selection of grapes
harvested in Oltrepò Pavese
(Lombardy, Northern Italy).
It has a light maceration to
give a brilliant peach colour
to the wine, while the second
fermentation occurs in steel
containers, according to the
Italian Charmat method,
and lasts 60-90 days. “The
wine has a fine and lasting
effervescence; the bouquet
is distinctly flowery, with the
scent of mixed berries, mainly
currants and wild strawberries; the taste is fresh, with

a good acidity, harmonious,
delicate and persistent,” said
Sandro Bottega, Founder,
Bottega SpA.

ONES TO WATCH
Launches to look out for at
TFWA Asia Pacific Exhibition &
Conference this year undoubtedly include the unveiling of
Zonin Prosecco DOCG Prestige
1821, and Castello d’Albola
Oso, as well as Barton &
Guestier’s new wines.
Taking centre stage will be the
sparkling prosecco Bottega
Stardust, which stands out
thanks to its attractive packaging, featuring the traditional
dark green glass entirely
covered by myriad tiny crystals.
From Diverse Flavours, which
launches with King Power in
Bangkok within a few months,
there will be a focus on Cederberg and Ernie Els – both of
which are expected to continue
their strong performance
across the region. Cederberg
is now listed for business class
pouring on four major airlines.
Budd explained that Diverse
Flavours launched Groot
Constantia, South Africa’s
oldest winery last year, and the
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DIVERSE FLAVOURS IS SHOWCASING
MYRIAD EXCITING NEW PRODUCTS,
INCLUDING A NEW THREE-PACK OF THE
ERNIE ELS PROPRIETORS RANGE –
CONSISTING OF THE PROPRIETOR’S
BLEND, PROPRIETOR’S SYRAH, AND
PROPRIETOR’S CABERNET SAUVIGNON.

brand has performed very well with new
listings opening up on a regular basis.
Napier and Avondale wines both have
huge potential to grow outside current
retail and airline pouring business too,
he added, highlighting that the company
“will continue to develop the demand
for South African premium wine
by increasing exposure, running promotions, and educating the consumer”.
This year, a key focus for Diverse
Flavours is on rolling out Taittinger
Champagne, and really getting more
exposure for the company’s other top
wines – Avondale, Cederberg, Deetlefs,
Ernie Els, Groot Constantia, Napier, and
Raats. “We will also showcase a new
three-pack of the Ernie Els Proprietors
Range – consisting of the Proprietor’s
Blend, Proprietor’s Syrah, and Proprietor’s Cabernet Sauvignon,” Budd added.
But what do the wine companies have
planned for the future? Where do they
see the potential within the Asian
marketplace? Zonin would like to widen
its distribution in travel retail and
onboard airlines, and is seeking to meet

VISIT US AT BASEMENT 2, STAND J35

new customers and potential airline
buyers at TFWA Asia Pacific Exhibition &
Conference.
For Bottega, its most important plan
for the future is to further develop its
Prosecco Bar project – a concept that
offers the atmosphere and ambience of
a typical Venetian Bacaro bar to an
international audience. While another
important task is the building of a
new winery in Valpolicella, largely
for the production of local wines
(Amarone, Ripasso, and Valpolicella).
Diverse Flavours will introduce a
new wall bay unit at Lotte Indonesia
stores to complement its gondolas
and to increase exposure of the Ernie
Els, Groot Constantia, and Napier
wines. Everything, in essence, is
getting upgraded and improved.
“Training and education programmes
for promoters and staff will continue
across the region, followed by the
aim to roll-out new product listings
and promotions throughout the year
across the Middle East and Asia,”
Budd explained.

Learn more about the wine & spirits 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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LIGHTING UP
THE CATEGORY
There remains huge potential for further growth in the key tobacco category, and exhibitors at
TFWA Asia Pacific Exhibition & Conference are embracing this with engaging activations and
new products to grab the attention of travelling consumers. Report by Ross Falconer.
Many of the progressive
tobacco brands exhibiting at TFWA Asia Pacific
Exhibition & Conference are continuing to
strengthen their positions
in this highly competitive
industry, with innovative
portfolios. There is a clear
focus on being creative
and inspiring within the
travel retail environment
through elements including
exclusive packaging and
high quality customised
merchandising units.
Karelia Tobacco Company
(Basement 2 M10) is doing
just that. “Wherever possible,
and provided that there is
available space, the success
of our formats is supported
by newly-designed exclusive
gondolas and wall units, which
have been placed at several
duty free outlets around the
world, including the Far East,”
Joanna Kamarinopoulos, Public
Relations Manager, Karelia
Tobacco Company, explained.
The company has a balanced
portfolio of successful brands
designed to meet all customer
tastes, whether it be the sophisticated Omé super slims lipstick
formats, the Karelia Slims
line, or the exceptional quality
tobaccos of George Karelias
and Sons for luxury segment
connoisseurs. “The Roll Your
Own category has grown rapidly
in recent years,” Kamarinopoulos added. “George Karelias
and Sons brings its tradition
and expertise to this sector with
its own premium blend of hand

rolling tobacco. This has been
followed by the new smoother
tasting variant George Karelias
and Sons Smoother Taste. Since
its introduction, the original
25g format has been extended
with the addition of 15g and
20g formats.” Also on display
will be Karelia Family, Karelia
Royal, American Legend, and
Wellington.
Buying habits continue to vary,
with different nationalities
having contrasting needs and
tastes. Buying habits for many
consumers in the Asia Pacific
region continue to be premiumdriven, with an emphasis on
high quality tobacco that travellers are happy to both smoke
themselves and gift to others.
“They are much more open to
trying new brands, and they
continually look for products that
are new, exclusive or limited
editions and, consequently,
will spend time browsing and
looking at the options available,” explained Jennifer Cords,
Corporate Affairs Manager
Global Travel Retail, Imperial
Tobacco (Basement 2 C38).
“Other nationalities tend to be
much more brand loyal. Savings
are much less of an issue for the
Asia Pacific customer – they want
high quality and are much more
open to buying an international
brand with heritage, for example,
Gauloises.”
JTI (Basement 2 B38) similarly
sees many opportunities for
growth in the future. “I believe
that our holistic approach puts us
in a strong position against our
competitors,” Simon Warburton,
WWDF General Manager, Asia,

Karelia has a balanced
portfolio of successful
brands designed to
meet all customer
tastes, whether it be
the sophisticated Omé
super slims lipstick
formats, the Karelia Slims
line, or the exceptional
quality tobaccos of
George Karelias and
Sons for luxury segment
connoisseurs.

This year sees Imperial
Tobacco focusing on the
launch of its new high profile
marketing campaign for
Davidoff cigarettes: For the
Hunters. Helping to bring a
‘real life’ feel to the campaign
at TFWA Asia Pacific
Exhibition & Conference,
Imperial Tobacco is featuring
a business meeting room
that will allow customers to
embody the new campaign.

JTI, commented. “We will carry
on investing heavily in our brands
and will continue to work closely
alongside our trade partners
to help them grow their overall
retail revenue, not simply drive
JTI tobacco revenues. The
smoking traveller is one of the
most valuable shoppers in travel
retail – they are known to be
high spenders across duty free
products and our aim is to help
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our retail partners maximise this
value.”
For new exhibitors, TFWA Asia
Pacific Exhibition & Conference is an unrivalled brand and
product showcase. Bulgartabac
(Basement 2 N34) is certainly
capitalising on this opportunity.
“Our aim is to present strong
positions in duty free markets,
providing smokers with alternative premium brands,” said

Milko Kiranov, Expert Business
Development, Bulgartabac. “For
2015, one of our main objectives, especially for the duty free
market, is for our products to
break through and our brands
to become easily-recognised, by
providing customers with desirable premium brands.”
This year, Bulgartabac has
successfully launched its
premium brand Exclusive by
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Victory. Kiranov explained that
it has a balanced taste and
advanced filtration system to
ensure the best smoking experience. “Our new brand offers
a stylish design and blends
of rich flavours,” he said. “It
is also available in different
formats, and with those carefully
balanced blends every moment
becomes special. We have
created this brand specifically
for modern, dynamic people who
are ready to climb to the next
level in their lives.”
King’s Tobacco International
(Basement 2 E37), meanwhile,
is presenting a refreshingly
independent newcomer, which
is said to challenge the premium
cigarette segment status quo.
The Falcon range is being
launched in response to today’s
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SIMON WARBURTON, WWDF GENERAL
MANAGER, ASIA, JTI: “WE WILL CARRY
ON INVESTING HEAVILY IN OUR
BRANDS AND WILL CONTINUE TO
WORK CLOSELY ALONGSIDE OUR
TRADE PARTNERS TO HELP THEM
GROW THEIR OVERALL RETAIL
REVENUE, NOT SIMPLY DRIVE JTI
TOBACCO REVENUES.”
demanding consumers, who are
seeking artisanal experiences.
Hand-selected tobaccos,
sourced from independent
growers around the world, are
combined by highly experienced

Thomas Gryson,
Export Manager
& Travel Retail
Coordinator, J. Cortès
Cigars: “Especially for
the Asia Pacific region,
we show our expertise
in flavoured cigarillos
with a new exclusive
flight pack for the
Neos cigarillos.”

master-blenders, who create a
distinctly refined sensation of
nutty cedar wood with top notes
of dark fruits. Luxury tobaccos
are enhanced with a bespoke
‘Pure Stream’ filter to amplify the
taste, while reducing harshness.
Falcon will be launched globally
in four SKUs – Rubis, Ambre,
Bleu, and Blanc. In addition,
especially for TFWA Asia Pacific
Exhibition & Conference, and
travel retail customers in the
region, two more products are
being highlighted – the fresh mint
Polair and Deuce, which features
a capsule in the filter. The aim
with this new range is to combine

traditional skills and intelligent
design with the latest innovations, to excite true tobacco
connoisseurs.

TRAVEL RETAIL
EXCLUSIVES
Consumer preference and
profile, price positioning, and
the development of particular segments, are among
the relevant factors Karelia
Tobacco Company considers in
its approach to development
in various regions. Indeed,
consumers continue to react
very positively to Karelia’s
exclusive offers. “The attractive

pricing and eye-catching presentation of our special duty free/
travel retail multi-pack offers of
400s, 600s and 800s have proven
very popular,” Kamarinopoulos
commented.
Agio Cigars (Basement 2 H9),
meanwhile, is noticing an
increase in demand for gift
items, such as its Balmoral
Collection gift box. “Consumers like to buy these products
for their friends, but also for
personal use,” said Gertrude
Stormink, Global Travel Retail
Manager, Agio Cigars. The
company’s main objectives
during 2015 are to strengthen its
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distribution in travel retail, and
obtain the optimal presentation
for its products. “One of the
pillars of our success is the
strong relationship we have with
the duty free retailers, and by
working closely together we are
looking to strengthen our overall
position,” Stormink added.
“Although we are represented
in all major Asian airports
through our core range of
Balmoral, Panter, Agio Tip
and Meharis products, we are
convinced that in the coming
years we will be able to grow
our business even further.”
Promotions and travel retail
exclusives are important
across all product categories,
and exhibitors at TFWA Asia
Pacific Exhibition & Conference are responding in myriad
ways to engage the consumer.
Agio Cigars has undertaken
numerous successful gift-withpurchase and staff incentive
promotions in Asian airports.
“We promote our brands through
tailor-made promotions and by
offering our travel retail partners
in the Asia Pacific region travel
retail exclusive products, such
as the Balmoral Dominican
Selection Collection 12 gift box,”

Stormink commented. “During
the Chinese New Year period, we
offered a Year of the Goat limited
edition of the Balmoral Collection gift box.”
While J.Cortès Cigars
(Basement 2 J10) has a strong
reputation for flavoured cigars,
it is certainly not the sole focus
of the company. Over half of the
cigars it produces and sells have
a traditional tobacco flavour.
“Especially for the Asia Pacific
region, we show our expertise
in flavoured cigarillos with a
new exclusive flight pack for
the Neos cigarillos,” Thomas
Gryson, Export Manager &
Travel Retail Coordinator, J.
Cortès Cigars, explained.
The importance of travel retail
exclusives and limited editions
cannot be underestimated
in travel retail. Gryson said
that travellers mostly plan in
advance what kind of products
they would like to buy – mainly
because of the price advantage,
but also “when the consumer
is able to choose a product
that is exclusively available in
travel retail at a better price,
the buying process is very easily
made”. “The main objective for
2015 is to grow in travel retail
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THIS YEAR, BULGARTABAC
HAS SUCCESSFULLY
LAUNCHED ITS PREMIUM
BRAND, EXCLUSIVE BY
VICTORY, WHICH IS SAID
TO HAVE A BALANCED
TASTE AND ADVANCED
FILTRATION SYSTEM TO
ENSURE THE BEST
SMOKING EXPERIENCE.

in general,” he added. “We
are particularly looking to
strengthen our position in the
main international airports
and border shops. The Asia
Pacific region remains a
growing market for duty free
purchases, and we still see
nice growth in our sales of
cigars and cigarillos.”
Promotions can provide an
invaluable opportunity to let
customers experience a brand.
They can create a buzz, positively
surprise shoppers, and delight
them with a premium shopping

experience that they cannot find
at home. One company committed to creating this excitement
is Imperial Tobacco. “We do not
have a one activation/promotion fits all approach,” Cords
explained. “We tend to focus on
tailor-made activities to ensure
that they are suitable for the
retailers concerned, taking into
account the location, nationality mix, space available,
cultural requirements, and
local tobacco regulations.”

INSTORE INNOVATION
The desire to really engage
with travelling consumers, and
make product ranges stand
out, permeates all categories
within travel retail. In the
tobacco category, many brands
are taking fresh approaches to
product presentation. “We have
developed a Balmoral Dominican
Selection gondola and we are
very excited about its potential
in Asia,” Stormink explained.
This new gondola from Agio
Cigars can be tailored size-wise
to match different locations and
customer profiles. Incorporating
LED lights to strengthen the
impact of Balmoral Dominican
Selection packs instore, the multifunctional gondola includes a
generous storage area, a product
selector, and a point-of-sale
turning system. “The superlative
finish of the Balmoral Dominican
Selection Gondola underlines the
fact that Agio Cigars is prepared to
invest in high quality concepts for
travel retail in order to enhance
sales,” Stormink added.
Meanwhile, J.Cortès Cigars
recently developed a floor display
exclusively for travel retail, and
later this year will place its new
modular gondola in certain travel
retail stores. “Important in the
development of this floor display
was the flexibility of the display
itself, and also the uniqueness
and the connection with the

KING’S TOBACCO
INTERNATIONAL IS
PRESENTING A REFRESHINGLY
INDEPENDENT NEWCOMER –
THE FALCON RANGE. FALCON
WILL BE LAUNCHED GLOBALLY
IN FOUR SKUS – RUBIS,
AMBRE, BLEU, AND BLANC.
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natural products we use,” Gryson
stated. “An innovative way to
present our brands is used to
attract the attention of clients by
using branded panels on different sides of the standalone floor
display.”
For uncompromisingly highclass tobacco, made from
sustainably farmed natural, pure
tobacco without any additives,
flavourings or preservatives,
look no further than Natural
American Spirit Global Duty Free
(Basement 2 A8). The first-time
exhibitor is focused on increasing its current distribution in the
region with its existing portfolio
– Natural American Spirit Blue
and Yellow. With existing distribution in Hong Kong, Singapore,
Indonesia, and South Korea, the
brand’s growth within the region
is off to a promising start. “Later
this year, we are going to launch
Natural American Spirit Orange
in travel retail, while we are
considering a menthol variety as
well, which is very successful in
Japan,” Koen van Vaerenbergh,
Manager Global Duty Free, SFR
Tobacco International, explained.
“Our main objective in 2015
is increasing our distribution
through the Asian operators.”
Natural American Spirit Global
Duty Free has also developed
standalone units to enhance
its instore presence – a trial is
currently underway at Basel
Airport in Switzerland. The
units are created with recycled
materials in the brand’s wellknown colours. “This is all in
line with what the brand stands
for – applying the principle of
sustainability and environmental responsibility to Natural
American Spirit products, from
their cultivation to the tobacco
specialty that is sold,” van
Vaerenbergh added.
Although tobacco is a highly
planned purchase, it is vital to
have great displays to enhance
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footfall and penetration.
Imperial Tobacco strongly
believes that category
management is the way to
go forward to truly utilise
and provide maximum
appeal to consumers.
“In the domestic market,
consumers aren’t used
to buying their favourite
brand in cartons, only
in single packs,” Cords
said. “Consumers will be
familiar with their own
brand and maybe a selection of other international
brands, but in general
what is displayed in duty
free shops is unfamiliar to
them.”
April saw the launch of
Imperial Tobacco’s new
marketing campaign for
Davidoff cigarettes – ‘For
the Hunters’ – in the
Middle East, and the focus
now is on the Asia Pacific
region. The intention,
Cords explained, is to
strike a nerve with Davidoff
smokers through the use of
high impact visuals, which
appeal to the consumer’s
attitude and mentality.
Helping to bring a ‘real

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 12 MAY 2015

DURING THE CHINESE NEW YEAR
PERIOD, AGIO CIGARS OFFERED A
YEAR OF THE GOAT LIMITED EDITION
OF THE BALMORAL COLLECTION
GIFT BOX.

life’ feel to the campaign
at TFWA Asia Pacific
Exhibition & Conference, Imperial Tobacco
is featuring a business
meeting room that is
visually identical to one
of the campaign motifs.
“The new meeting room
will allow customers
to embody the new
campaign and truly
incarnate what it is to ‘be
a hunter’,” Cords added.

ELECTRONIC VAPOUR
PRODUCTS
The growth of vaping has
been a truly consumerled revolution. Imperial
Tobacco is active in this
segment, and its brand
Puritane is already
available in Boots airside
in the UK. With over
2.1 million users in the
UK, Electronic Vapour
Products (EVPs) are a big
trend and have taken the

country by storm. The UK
is, of course, not alone.
Globally, the market for
EVPs is currently worth
about $4.6 billion per year
in sales, and is estimated
to grow by 50% per annum
in the medium-term.
“The staggering growth in
sales of EVPs shows they
meet a range of social and
lifestyle needs,” Cords
commented. “EVPs are,
for the vast majority of
users, a new alternative
for some, or all, of the
tobacco products they use.
At Fontem, the Imperial
Tobacco company looking
after this segment, we
believe all new product
markets follow the same
development dynamic –
they storm, they form, and
then they norm.”
Bulgartabac is also active,
currently being exclusive
distributor of a growing
brand of EVPs in Bulgaria
and the Balkan region.

Natural American Spirit Global Duty Free is focused
on increasing its current distribution in the region with
its existing portfolio – Natural American Spirit Blue
and Yellow. With existing distribution in Hong Kong,
Singapore, Indonesia, and South Korea, the brand’s
growth within the region is off to a promising start.

STAYING AHEAD OF
THE GAME

Balmoral
Dominican Selection
The Balmoral Dominican Selection
Collection 12
offers a luxury assortment box
containing Small Panatela, Panatela
and Corona cigars. To produce these
high-quality cigars, modern
craftsmanship is combined with the
finest tobaccos from the wide region of
the Caribbean. Taste the authenticity.
Expect the unexpected.

The Real Dominican Experience

Visit us at stand H9

It is clear that being
fresh and innovative is
vital in such a competitive category, and these
exhibitors at TFWA Asia
Pacific Exhibition &
Conference are responding with eye-catching
products, promotions
and exclusives to really
capture the imaginations
of travelling consumers.

Learn more about the tobacco 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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AWARD-WINNING
DUBAI DUTY FREE
After record-breaking sales
of US$1.917 billion in 2014 – a
7.36% year-on-year increase
– Dubai Duty Free is pleased
that 2015 is shaping up to be
another positive year. “We
are looking forward to a busy
year, with sales expected to
reach US$2.1 billion,” Colm
McLoughlin, Executive Vice
Chairman, Dubai Duty Free,
explained.

“There are some notable sales
increases, including Cigarettes,
Tobacco & Cigars, Confectionery,
Electronics, and Handbags &
Small leathers, as of 30 April.”
Dubai Duty Free continues to
enhance its retail operation. 2014
and the first few months of 2015
Dubai Duty Free continues to enhance its
retail operation. 2014 and the first few
months of 2015 provided more milestones
in terms of growth and expansion.



provided more milestones in
terms of growth and expansion,
including the renovation of Terminal 2 Departures and Public Shops
in Arrivals, the completion of the
Fashion Boulevard in Concourse
A, and more recently the opening
of Concourse C Arrivals (Terminal
1), which is a total new build in a
slightly more central location in
the Arrivals hall. “In preparation
for the ongoing expansion, we will
be recruiting a further 500 staff as
sales assistants in 2015. To-date,
staffing levels at Dubai Duty
Free have reached over 5,500,”
McLoughlin said.
The 7,000sqm retail offer in
Concourse D at Dubai International
Airport is hotly anticipated, and
the new facility is scheduled to be
fully open and functional from the
third quarter of this year. “It is a
terrific facility and we are delighted
with how the retail area works
well within the central atrium, and
surrounded by the F&B outlets and
close to the gates,” McLoughlin
commented.
Concourse D will cater to all the
non-Emirates flights, with capacity
to handle 18 million passengers
annually. “We have exciting plans
in place for this new retail area,
and we will introduce a number of

Crumpled City™
�Soft city maps for urban jungles

The Crumpled City™ Maps are the lightest maps in the world!
Indestructible, soft and waterproof, they can be crumpled, squashed
and crushed into a ball.
They are easy to use, more fun and inspire more freedom than digital
maps and gives a new meaning to travel experience. They have a
completely new look, from the street mappings to the colour scheme.
Each city map has a special list of Soulsights: places speciﬁcally
chosen to move, touch and inspire the modern traveller.

NEW! Basement 2 - F28

DUBAI DUTY FREE

HH Sheikh Ahmed bin Saeed Al Maktoum, President of Dubai Civil Aviation Authority and
Chairman of Dubai Duty Free, and Colm McLoughlin, Executive Vice Chairman, Dubai Duty
Free, with the Frontier Award 2014 for ‘Airport Retailer of the Year in a Single Location’.

new brands and products in the
Fashion, Beauty, and Confectionery
categories,” McLoughlin added.
While the successful running of
the retail operation is Dubai Duty
Free’s major focus, the operation
received some 37 awards in 2014
and on a personal level McLoughlin received several awards. “We
are always delighted to win awards
and recognition from the industry
and, although I am usually the
person accepting the award, I do
it on behalf of the team of staff
who keep the operation running

all day and every day,” McLoughlin
said. “I also recognise the huge
support that I receive from my
own boss, HH Sheikh Ahmed bin
Saeed Al Maktoum, President of
Dubai Civil Aviation Authority and
Chairman of Dubai Duty Free. All
awards are well received, but I
have to say that winning the Irish
Presidential Award for Distinguished Services was very special
and I was delighted by the many
messages I received from friends
and colleagues in the industry
about that.”
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QATAR DUTY FREE
ADDS TO VIBRANT
RETAIL MIX
The concept of Bazaar is based on the style
of a traditional souk, where guests can
buy last-minute Middle Eastern and Qatari
souvenirs and gifts before they leave Doha.

Qatar Duty Free has opened four new
exclusive retail outlets at Hamad
International Airport (HIA), which add
a dynamic new flavour to the vibrant
retail mix. Bazaar, Blush, PSG and
Bein Sports are the latest additions
to Qatar Duty Free’s premium portfolio of brands within the airport’s
25,000sqm duty free shopping area.
“Both Bazaar and Blush are home-grown
brands that we are very proud to have
conceptualised and developed especially
for this market, and we believe they will be
a major attraction for passengers looking
for unique gifts and products at affordable
prices,” Keith Hunter, Senior Vice President,
Qatar Duty Free, commented.
The concept of Bazaar is based on the
style of a traditional souk, where guests
can buy last-minute Middle Eastern and
Qatari souvenirs and gifts before they
leave Doha. The wide range of items
includes colourful pashminas, jewellery,
soft toys, and Qatari-themed souvenirs
such as mugs, pens and keyrings.
Blush is Qatar Duty Free’s very own beauty
emporium, with an impressive breadth and
diversity of products – all available at duty
free prices. The selection of popular brands
includes L’Oréal, Bourjois, Toni & Guy,
Rimmel, OPI, and Lanocreme.
The new PSG store stocks a wide range of
club-branded merchandise and products

that are sure to appeal to fans of Paris
Saint Germain. Qatar’s own Bein Sports TV
channel also now has a dedicated boutique
at HIA, stocking branded sports apparel,
accessories and gifts from the Qatari homegrown sports network.
Meanwhile, Qatar Duty Free celebrated
Chinese New Year with special promotions and activities at a themed pavilion
inside HIA from 11 January to 28 February.
“Chinese New Year is a very important
cultural event that Qatar Duty Free likes to
celebrate every year with enticing promotions and discounts,” Hunter explained.
All guests transiting and departing through
HIA during the Chinese New Year period
were issued with an 8% discount gift
voucher that they were entitled to use in the
Chinese pavilion on categories including
fragrances, skincare, confectionery, luxury
watches, gifts and souvenirs. Guests who
made a purchase of QR1,000, or US$274,
and above using a UnionPay payment card
also received a traditional Chinese envelope
containing a QDF QR100 gift voucher.
Meanwhile, Qatar Duty Free’s innovative
approach to promotions saw a 180sqm Dior
Les Parfums podium, with an avenue of
6,000 roses, unveiled at HIA in April. Visitors
had the opportunity to discover the exclusive
La Collection Privée range of 12 elegant
fragrances for men and women, while Dior
also used the platform to showcase the
worldwide launch of Feve Delicieuse.

Qatar Duty Free celebrated Chinese New Year with special
promotions and activities at a themed pavilion inside Hamad
International Airport from 11 January to 28 February.

50 – TFWA DAILY

R E D B U L L R A C I N G E Y E W E A R . C O M

MODEL
RBR196-019

STAND NO. H10

NEW PRODUCTS

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 12 MAY 2015

APPLE OF YOUR EYE
Danzka Vodka is
unleashing its
acclaimed Apple flavour
on Singapore this week,
hoping it will be met
with continued enthusiasm as the Asia Pacific
market becomes ever
more significant for the
brand. “We improved
sales and distribution
throughout the region
in a very satisfactory
way in great cooperation
with friends, customers
and good partners,” said

New fragrances for its
Blumarine, Dsquared2
and Trussardi brands are
being enthused over by
ITF International at TFWA
Asia Pacific Exhibition &
Conference. Designed for
women who dare to dream,
Ninfea is an unashamedly feminine scent from
Blumarine Parfums with
the sensuous Ninphea
flower at its heart – the
waterlily forever associated with Monet’s meditative watercolours. The
‘Tendre Parme’ powder
blue box continues the
romantic and sensory
experience.

Torben Vedel Andersen,
Global Sales Director.
“Danzka Vodka’s continued expansion also
improves the opportunities for our excellent
Dooley’s line of vodkabased cream liqueurs.”
The 40% Apple Vodka
has enjoyed celebratory
product launches in
duty free shops such as
Dubai and Copenhagen
airports, befitting its
status as a gold medalwinner in the The Fifty

DARE TO DREAM

A feeling of connection to
origins and being rooted
in one’s landscape is at

the epicentre of Blue
Land – the fresh men’s
fragrance by Trussardi.

Best Vodka awards last
year.
Danzka flavoured vodkas
have met recognition
not only from judges;
the company has added
new listings in several
airports including
Mumbai and Sydney,
with consumers in the
region embracing the
brand’s proud Danish
heritage.

HOLIDAY
HERO
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The 100% natural leather
band around the bottle with
its ‘Genuine Leather Made
in Italy’ legend expresses
these values further.
Mastering modern life,
Dsquared2 Wild’s muse
nevertheless feels the
pull of the untamed world;
just below the surface
lays a deep hunger for
rebellion and freedom.
The intense sex appeal
of this masculine scent
is echoed in the black
leather harness, reminiscent of stallion bridles and
bondage style straps.

Level 1 S7

Godiva is this week
capitalising on a bumper
year of double-digit
growth in the Asia Pacific
region by revealing its
2015 Christmas and 2016
Chinese New Year collections for the first time.
Both seize the holiday
opportunity to showcase
the talents of Godiva
Chocolatier in producing the most indulgent
chocolates.
Holiday ornaments and
baubles inspire the
Christmas collection;
the festive red and gold
theme is carried through
the packaging, from box
art to shimmering papers.
Four delightful gifts are
available in the range: a

20-piece gift box including two limited edition
pieces in pure milk and
dark chocolate, a box of
12 truffles, a children’s
advent calendar and a
Christmas pouch with
milk chocolate carrés.
Elsewhere, a monkey
rendered in artful gold
brushstrokes adorns the
packaging of the Chinese
New Year 2016 collection
to ring in the Year of the
Monkey. The 15-piece gift
box includes three exclusive recipes designed to
appeal to Chinese tastes,
with three tea flavours
combined with milk, white
and dark chocolate.
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DUTCH COURAGE

EYE UP THE PRIZE

The world is in the midst of
a gin renaissance, with an
explosion in consumption of
this most quintessentially
English of drinks. The vogue
is filling the sails of De
Borgen, the distillery that is
intriguing and enlightening
consumers with the drink
that began the story 400
years ago – jenever, or
‘Dutch gin’.
Ferried around the world
by Dutch sailors and
introduced to British shores
by soldiers fighting in the
Netherlands, jenever was
known as ‘Dutch courage,’
developing independently
into gin later. De Borgen
is giving shoppers and
bartenders a taste of

Marchon Eyewear has
sporty, sophisticated and
youthful lines to show in a
number of its prestigious
mid to high-range brands
to suit a broad market
reach. The Calvin Klein
platinum eyewear collection has a sleek, modern
vibe with a mineralinspired palette and bold
shapes for both men and
women.
The polished trend is
also served by Lacoste
lines, including statement
frames in the Spring/
Summer 2015 collection,
foldable sunglasses and
the sporty LT12 collection
with accents inspired by
the launch of the tennis

this ‘genesis of gin,’ an
AOP-protected product. The
artisanal division of family
distillers Hooghoudt, it

produces fresh jenever
concepts that include
Holland Gin, Before Gin
and the eponymous De
Borgen label.
The jenevers are made in
small quantities, based on
authentic recipes from the
past and set to take the
world by storm. “Now that
gin is under the international spotlight, we feel the
urge to confirm jenever’s
rightful historical place as
the godfather of all gins.
Where the Dutch went,
jenever went with them,”
said Hooghoudt General
Manager Arno Donkersloot.
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racket of the same name
and contrast-colour piping.
Nike Vision’s sun collection
expansion shows off bold,
functional styles based on
the sports brand’s work
with elite athletes. A new
Nike style, the Skylon Ace
XV Junior, represents
the brand’s entry into the
young athlete market.
“What many may not

realise, is that a child’s
face is completely different from an adult, it’s not
simply a smaller version,”
said Carl Allen, Senior
Designer at Marchon.
Salavatore Ferragamo,
Chloe and Valentino are
also among Marchon
brands with new offerings.
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NEW PRODUCTS

GET IT AEON
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Exhibiting for the first
time at TFWA Asia Pacific
Exhibition & Conference
this year, Aeon Jewellery
is aiming to expand the
distribution of its current
and new ranges in the
Asia Pacific region.
Exclusive to travel retail
and specifically developed to inspire impulse
purchase, particularly
in inflight, Aeon’s core

range of sterling silver
and plated jewellery is
augmented by charming
collections that meet
new and changing trends.
“With everything we do,
we are always 100%
focused on the airline;
whether it is designing
them a new product or
adjusting one of our
current ranges to suit
their needs,” explained

SCIENCE &
SENSUALITY
L’Oréal is showcasing
a select group of new
offerings that includes
a fragrance arriving in
perfect time for the vogue
for seductive drama in
fashion, art and film. The
new Lancome La Nuit

Trésor is a mysteriously
bewitching eau de parfum
that interprets the seductive
drama and heart-stopping
thrill of a thunderstorm or
starburst.
Romantic Black Rose
Essence and erotic Vanilla

GLOW TIME
Serge Louis Alvarez is
bringing a solution to the
problem of dull, imperfect
or patchy complexions – its
Perfect Glow foundation
and concealer collection.
At TFWA Asia Pacific
Exhibition & Conference
the cosmetics expert is
demonstrating its patented
active Lumina Skin

formula, which displays
light-giving highlighter
qualities with no shiny or
greasy skin appearance.
The smart foundation also
incorporates anti-aging,
antioxidant and hydrating
elements with Vitamin E.
Perfect Glow foundation
is designed to be able to
be worn like a second

skin. Serge Louis Alvarez
has produced 12 shades
that are available in two
formulations for different
coverage preferences –
Photo foundation and Fluid
foundation. The Perfect
Glow Corrective Concealer,
available in three shades
that blend perfectly with the
foundation, is the ideal way
to complete a simple routine
to beaming, flawless skin.
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ADORABLE
ASSORTMENTS
Millennium Fragrances
is showing off some
exciting new twists in
the tales of its popular
Clayeux, Kaloo and
Kokeshi fragrance
brands for the younger
market – in the 0-6
years, 6-12 years and
12+ years categories
respectively.
New boxed gift sets are

available in each, with
fragrances boxed with
loveable accessories
such as the sweet teddy
toiletry bag for baby’s
essentials in the Kaloo
Fluffy bag set, or soft
fashion scarves in bold,
modern prints in the
Clayeux Boy and Girl
Scarf Sets.
Millennium Fragrances

is also capitalising
imaginatively on the
nail art trend with the
Kokeshi Manicure kits.
The sets include mini
nail lacquers with caps
in the same cool kawaii
style seen in Koskeshi
fragrance packaging, as

well as nail clippers and
file also featuring the
covetable characters.
Kokeshi nail paints are
also available in bold
colour, nude and glitter
styles in sets of three.
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O’Donnell. “We always
aim to give our customers
the right product, at the
right price, in the right
packaging. Due to airlines
being able to directly deal
with us, the manufacturer, rather than go
through a third party, we
are able to be very flexible
and quick to changes in
the market and ensure
we are always up-to-date

with the latest trends. We
pride ourselves on being
highly adaptive.”
In order to appeal to the
Asia Pacific consumer,
Aeon has strengthened its
higher price point offering with the introduction
of the new Luxe London
range at TFWA Asia Pacific
Exhibition & Conference.

Tahitensis Orchid are
blended together in perfect
harmony, like lovers lost in
each other’s embrace, no
longer knowing where one
ends and the other begins.
Also shown for the first time
at TFWA Asia Pacific Exhibition & Conference by L’Oréal
is Kiehl’s Iris Extract Activating Treatment Essence
– a triple-action liquid that
restores radiance to aging
skin by preparing it to better
absorb the ingredients of

one’s skincare regime.
Also new are an update to
the Lancome Génefique
cult of eye contour care –
Génefique Yeux Light-Pearl
Eye Illuminator Youth
Activating Concentrate
– and Giorgio Armani Sì
Eau de Toilette – a delicate
interpretation of the popular
eau de parfum for strong,
adventurous women.

BELT UP!
A versatile and creative
accessory option for
the discerning cosmopolitan male that will
also appeal to shoppers
seeking conservative
styling and convenience? Orciani is proving
that it can be done with
NOBUCKLE, the buckleless belt touching down
at TFWA Asia Pacific
Exhibition & Conference.
The original product
in the brand’s stable,
NOBUCKLE was born
when Claudio Orciani
created a model of belt
not requiring a buckle –
it quickly turned heads.
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Basement 2
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What was originally a
necessary simplification,
the fastening system
that does not rely on a
metal buckle has many
additional benefits. The
belt adjusts to fit any
size, does not wear down
and does not set off
metal detectors.
The NOBUCKLE’s design
is timeless and versatile
– depending on colours,
finishes and detail it
can be traditional or
modern, recognisable or totally on the
cutting edge of fashion.
Instantly recognisable,
this is a strong brand
with Italian heritage
and values of style and
craftsmanship.
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PURRFECT
PERFUMES
Memorable, unmistakable and loved by
millions, Hello Kitty
and her famous Eau
de Toilette miniatures
have this year been
given a makeover, as the
world’s favourite kitten
embarks on her Fashion
World Tour. Like a true

fashionista and a real
world traveller Hello
Kitty has a special dress
for every occasion and
destination – a Party in
Shanghai, Beach Time
in Hawaii, Shopping in
Paris and Jogging in
New York.
Stepping out in style

MADE WITH LUV



NEW PRODUCTS

from September of
this year, the Fashion
World Tour Hello Kitty
Miniatures Set of
fragrances features
four adorable figurines
with different outfits
and new destinations,
each used as a stopper
for a modern coloured,
lacquered flacon encasing a vibrant, sweet
scent of lychee, peony
and musk. Created
especially for Hello Kitty
fans all over the world,
this set is the perfect

gift for every occasion,
and is just the first
edition – KOTO Parfums
will later be launching

further collectibles
under different themes.
Also being launched into
travel retail at TFWA

Following its exponential growth in the Gulf
duty free market,
U’Luvka Vodka will
be making its debut
appearance at TFWA
Asia Pacific Exhibition
& Conference this year.
Distilled following a
centuries old recipe,
meticulously recreated
using the finest Polish
rye and grain, U’Luvka
has won over 60 awards
for its distinctive, iconic
packaging and smooth,

full-flavoured taste.
“The show in Singapore
is a well-known gateway
into the region. We are
keen to grow U’Luvka in
Asia and our presence at
the show will allow us to
showcase U’Luvka to a
market which we believe
is well suited to our
super premium, luxury
brand,” Sudhir Dewji,
Director at U’Luvka,
said. “We are looking
forward to building
long-term relationships

and opening new distribution channels.”
Wojtek Wydro, Sales
& Marketing Director,
added: “Customers
within the Asian duty
free market are quite
rightly demanding, and
expect high quality and
premium packaging.
We believe that U’Luvka
indisputably meets all
these needs. Our awardwinning premium vodka
promises an unforgettable beverage experience,

Asia Pacific Exhibition
& Conference is the
heartwarming Ange
Lapin Music Box by
Trousselier. The almond,
buttercup and sandalwood scented Ange
Lapin Eau de Senteur is
encased within a charming music box that softly
plays Brahms’ lullaby,
while the fresh baby
fragrance sends your
newborn sweetly
to sleep.
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and our carefullydesigned packaging
reflects a finer lifestyle,
with the aim of making
U’Luvka the spirit of
choice, at home, in a bar
or as a gift.”
U’Luvka is showcasing
its Signature bottle
as well as the luxury
gift pack containing
stunning trademark
designer shot glasses.
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SOUNDSATIONAL

A new line of wireless
speakers and headphones
is among a raft of products
being launched by Travel
Retail Innovations at TFWA
Asia Pacific Exhibition &
Conference.
As well as unveiling the new
Urbanite XL headphones
from Sennheiser and

the new JBL Go wireless
speakers by JBL, Travel
Retail Innovations is also
showcasing a range of
smart phone accessories
from the electronics
specialists Belkin and
Cellularline.
Selfie sticks, iPhone covers,
invisible screen protectors,
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phone cases and a new
travel charger capable of
working in 150 countries
are just a few of the travel
retail connectivity products
being showcased here in
Singapore.
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Our web app is accessible
on any mobile OS via your browser.

Go to:
app.tfwa.com/APEC

NEW PRODUCTS

Camus Cognac launched
its highly successful
EXTRA Elegance 15 years
ago, and is back at TFWA
Asia Pacific Exhibition &
Conference with an update
on the exceptional blend.
The cognac is revealing
its dark side this year
with it’s new spirit, the
Extra Dark & Intense,
developed in an exclusive
process by House of
CAMUS’ Cellar Master
Cooper Patrick Léger.
“We carefully toast casts
over the naked flames at a
controlled temperature,”
he said of the blending
process. “This delicate
and meticulous operation
is performed by hand,
barrel by barrel, relying
on the Master Cooper’s
expertise to determine
the length of time and

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE TUESDAY 12 MAY 2015

THAT’S THE SPIRIT

EXTRA INTENSE
extent of toasting needed
to obtain the best harmony
between the cognac and
the oak.”
In an update of the packaging each cask of Extra Dark

& Intense is identified by
a special golden bung,
recalling the bright flames
that gave it new life.
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At TFWA Asia Pacific
Exhibition & Conference
Spirit France is presenting Calvados Boulard
Auguste in a miniature
travel retail-friendly size
of 5cl, packaged in a
bottle that faithfully replicates the hand-sculpted
decanter of the original.
Prized for its rich
aromas of spiced apple
cake, apple tart, and
sweet cider, the spirit
won Gold at the San
Francisco World Spirits
Competition 2015 and
the Chairman’s Trophy
at the Ultimate Spirits
Challenge in New York.
Spirit France will also

be introducing the P.E.T
flask version of the
Janneau VSOP Armagnac
exclusively at Singapore
this year, in a 50cl bottle

– light, easy to transport
and ideal for the traveller
seeking a quality spirit.
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SPIRIT OF MEXICO
The handcrafted luxury
Casa Noble tequila can
trace its roots back to
1776, and is distilled in
the city of Tequila, right
under the Volcano of
Tequila in Mexico.
USDA Organic-certified,
the brand prides itself
on its natural cultivation
of key ingredient blue
agave, letting it ferment
for three to five days. It is
then triple-distilled over
12 hours.
Silver tequila Casa Noble
Crystal is at the top of the
brand’s portfolio, along
with full-bodied Casa
Noble Reposado and its
“most perfect tequila”
Casa Noble Añejo, which

takes 14 years to
produce.
Launched in 1996,
New Zealand wine
label Kim Crawford
also falls under the
Constellation Brands
umbrella. Its wines
include Spitfire
Sauvignon Blanc,
which takes its name
from a famous site
in Marlborough that
was once used as
an air force base
during WWII, and
Rise and Shine
Pinot Noir, named
after the creek that
runs through the once
famous Central Otago
gold mining area.
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Swooping into TFWA
Asia Pacific Exhibition &
Conference this year is a
new range of ultra-light
sunglasses from Maui Jim,
each named after birds.
The three rimless
models – Apapane,
Sandhill and Frigate
– feature scratch-resistant MauiPure lenses,
beta-titanium frames
and disc hinges, which
make these sunglasses
shine above the competition.
That’s not all. Maui Jim

SCARF ACE
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. Made
in the UK, the new line is

composed of only natural
materials in a mixture
of gentle checks, stripes
and classic colours.
“Last year saw the launch
of a range of lightweight,
summer Cashmere
blended scarves, which
were specifically targeted
at the male demographic.
The feedback was
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FEATHER LIGHT
will also unveil another
new line at the show
– Eh Brah, which uses
colour-block styling to
create a fashionable
range of eyewear.
Head on, these neat,
square sunglasses,
designed to fit small to
mid-size faces, offer
the swagger of vintage
acetate style, but viewed

from the side light up
in layers of colour. All
Maui Jim lenses are
distinguished from
competing sunglass by
the company’s patented
nine-layer PolarizedPlus2 technology, which
blocks out 100% of
UV rays.

so positive that we
decided to introduce a
unisex range, opening
up our target market,”
commented Kevin
Galbraith, Sales Director
Worldwide. “Our new
range continues to provide
our customers with
high quality and unique
softness that is hard to
find anywhere else.”
Exclusive to travel retail,
the new range is priced
for impulse and gift
purchasing, with a high

quality look and feel, and
has already achieved
listings in Europe with
Lufthansa and KLM.
Morgan & Oates now aims
to expand its distribution into the Middle East
and Asia and, sized at
50x200cm, the blend of
10% cashmere and 90%
merino is a marriage of
true luxury – perfect for
the Asian market.
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A FRUITFUL SHOWING
Hawaiian Host is joined
in Singapore by its new
subsidiary company
Mauna Loa Macadamia
Nut Corporation, which
it recently acquired from
The Hershey Company.
“We are thrilled to have
added a new brand to
our portfolio and we
see great potential for
it in travel retail,” said
Earl Kurisu, Managing
Director of Sales, Asia
Pacific, Hawaiian Host.
“We are very much
looking forward to
introducing Mauna Loa
to buyers in Singapore.”
After a successful
showing at last year’s
TFWA Asia Pacific
Exhibition & Conference, Hawaiian Host
is also launching a
new range of confectionery products at
this year’s show. “The
Tropical Fruit bites
are a new departure

for Hawaiian Host, but
we believe they have
masses of potential,”
said Kurisu. “We have
been working for a long
time on developing this
combination of fruit

GENERATIONS
OF SUCCESS
The House of DOBBÉ
produces and markets its
own rare cognacs, which
have been produced exclusively by its family-owners
for eight generations. Each
cognac is produced on
its estate in Salinac-surCharente using the best
grapes, which are pressed,

and fermented naturally. It
is then double distilled on
light lees in two 25-hectolitre Charente stills.
The cognacs are aged in
Limousin oak barrels,
resulting in powerful
aromas, a unique amber
colour, and deep oak flavour.
Hero products that the

and chocolate to get
a delicious result –
something very different from anything else
we have on offer.”
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French heritage brand is
showcasing at this year’s
TFWA Asia Pacific Exhibition & Conference include
the classic DOBBÉ Heritage Cognac, presented
in a luxury dark wood
box with gold labelling,
DOBBÉ Cognac XO Grand
Century and a modern
update to the range –
travel-friendly, small
tubes of DOBBÉ Cognacs
VS, VSOP and XO.
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SHERRY
GOOD
Bodegas Williams &
Humbert casts a long
shadow in the sherry and
brandy scene of Jerez,
Spain. The production,
sale and distribution of
wines and spirits are
completed out of one of the
largest and most efficient
premises in the region.
Brands such as Dry Sack
– a ‘premium entry-level
sherry’ – are present in Hong
Kong, Malaysia, Singapore,
Japan and The Philippines
among other countries, with
well-established importers
and distributors.
A new appearance at
TFWA Asia Pacific Exhibition & Conference, Bodega
Williams & Humbert is
looking to expand in Asian
markets, particularly the
rest of its portfolio and the
spirits in particular. Gran
Duque de Alba Brandy, Dos
Maderas Rum and Botanic
Gin are yet to be expanded

in other Asian markets. It
has also recently added
Salcis D.O. Ribera del
Duero wines to its stable.
Founded in 1877, the
family-owned company
offers expertise in every

aspect of the world of
sherries and brandies – its
products have an export
market share of 25% and
23% respectively.
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Come and meet us at Stand G28
Travel Retail Senior Manager, Annette Rosendahl
Annette.Rosendahl@LEGO.com
Direct +45 79506490
Mobile +45 20308261
Assistant Sales Manager, Birgit von Qualen Trandbohus
Birgit.Trandbohus@LEGO.com
Direct +45 79505014
Mobile +45 30653020
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THE
DEFINITIVE
DRAM
TAX FREE WORLD
ASSOCIATION
Pernod Ricard Asia Travel Retail has
launched its latest campaign, The
Ultimate Whisky of Power & Grace,
to strengthen the iconic status of
Royal Salute – the only Scotch whisky
collection in the world matured for a
minimum of 21 years.
The drinks giant will also unveil a
bold new look for the product here at
TFWA Asia Pacific Exhibition & Conference. “21 years is an age necessary to
capture and define this unique blend’s
style, and the new packaging enhances
the exclusive Royal Salute experience,” Colin Scott, Royal Salute Master
Blender, said.
Pernod Ricard has also launched an

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

Alain Maingreaud
MANAGING DIRECTOR
a.maingreaud@tfwa.com

Cécile Lamotte
MARKETING DIRECTOR
c.lamotte@tfwa.com

exciting social engagement campaign to
accompany the new look, which encourages travellers to participate in an online
quiz for a chance to win vintage artefacts

New exhibitor Ciak Roncato is showcasing its innovation 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 threedimensional 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
accessory retainers, as well as a laptop

that capture the “magic of whisky maturation and how time brings values”.

Produced by:
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VINTAGE
INNOVATION
compartment. The Travel trolley offers
contemporary and practical interiors.
The Trunks, meanwhile, maximise
capacity. The styles are available in
the classic colours of black and white.
Ciak Roncato is also presenting the
TODO collection. The pieces are fully
lined and feature a TSA-certified,
fixed combination lock. Four ball
bearing wheels provide optimum
manoeuvrability.
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IN THE PINK
In the South of France, in the salt
lakes of Camargue, lays a wild and
protected land where a microalgae,
Dunaliella Salina, is harvested. Every
summer, the microalgae, highly
concentrated in carotenoids, blooms
with such vitality that it turns the
waters it inhabits a shiny pink – a
phenomenon known as the Miracle of
the Pink Waters.
This extraordinary microalgae and
Eclaé’s unique expertise in its treatment come together in a unique,
innovative and completely natural
range of skincare. With remarkable
effects on hydration and cell renewal,
the new Eclaé cosmetics range

deeply treats the skin for a youthful,
even glow.
Eclaé’s star products, SÉRUM PERLES
PRÉCIEUSES, is a powerful energy
cocktail for the skin. In one press of its
container’s pump, a new generation
of anti-ageing peptide encapsulated
in alginate pearls merges with a gel
enriched with Dunaliella Salina. This
new technology renders the full, intact
properties of the actives until application.
Clinical studies showed that two
daily applications of SÉRUM PERLES
PRÉCIEUSES delivers incredible
results in face rejuvenation. After 28
days of use the skin is transformed,
is smoother and more evenly toned.
Wrinkles and fine lines are reduced,
and the complexion glows with
newfound radiance.
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