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WELCOME MESSAGE

INTRODUCTION

A PASSION FOR MARKETING
Looking back over the
past two decades, the
developments that have
shaped TFWA Asia Pacific
Exhibition & Conference
– this year celebrating its
20th edition – have been
quite remarkable.
The explosive growth of travel
retail in this region has,
naturally, had a direct impact
on the way TFWA Asia Pacific
Exhibition & Conference has
been transformed – from a
useful localised event to a truly
‘must-attend’ week, not just in
the regional calendar, but also
the global one.
The increase in both the show
space and the number of brands
that now exhibit reflects the
dynamism and energy of this
incredible region. But it’s not
just about quantities… it’s about
quality and service too – just
take a look at the investment in
stand-build here this week!
The Marketing team has seen
equally spectacular change over
20 years. In 1995 mobile phones
were still in their infancy. We
didn’t have digital cameras, the
internet barely existed in any
real commercial form, we didn’t
have iPods or touch screens, or
WiFi, or Facebook! And we had to

get through a whole day without
texting or tweeting! Wow, how
life has changed since then.
In 1995 there was little to help
buyers and exhibitors once they
were onsite, other than the
Exhibition Guide and Diary. Now
there are a number of tools to
enable you to get the most out of
your week with us. Complimentary WiFi onsite ensures easy
working in the exhibition halls,
and touch-screen information
screens give you constant access
to vital show and stand information. A redesigned web app is
the newest evolution to help
facilitate your stay. With new
features and information, it is a
vital addition to your smartphone
or tablet. The Press Centre is,
as ever, a hub and home for the
media, while the photo service
continues to be available to
those that require it.
As these developments in
technology have become an
everyday part of our lives, so too
have they completely revolutionised the way we market TFWA
events. Indeed, you can now
keep up with @TFWAnews on
Twitter as an additional communication service.
One of the key roles of Marketing
is to create the right networking
occasions – especially for our

new and returning exhibitors,
who so vitally need to make the
right contacts… and this year
there are 73 of them. The TFWA
ONE2ONE meeting service plays
a vital role in this context each
year; in 2014 it played host to over
300 meetings between airports,
airlines, retailers and brands.
It has been a real asset since it
was introduced eight years ago –
especially to new exhibitors.
For the Marketing Team within
TFWA, each event is where
we see the real results of our
efforts, and this week I am
delighted at how successfully
it has all come together, with
285 exhibitors from across the
globe here to showcase
their brands.
At the same time, the TFWA
Product Showcase is now an
established part of the exhibition
– an innovative tool that allows
exhibitors to upload details of
their new launches online. It
has proved very popular over
the last two years, and is one
of the most viewed areas of
the TFWA website. All these
marketing tools are designed to
assist you; if you feel they could
be improved in any way, then
please do let us know. You can
contact us via marketing@tfwa.
com. But it is not just about the

tools of technology. Marketing
is, overall, about human effort –
energy and passion!
One of the most enjoyable
elements for the Marketing
Team is planning the social
functions here in Singapore.
Raffles continues to provide a
stunning spot for our Welcoming Cocktail and was as enjoyable as ever on Sunday – such
a wonderful venue at which
to start the week. We always
try to ring the changes for the
Singapore Swing Party, and
tonight’s event at Universal
Studios promises to be one
you will remember for a long
time. We can promise you a
thrilling evening with plenty of
surprises, so make sure you are
in plenty of time for the shuttles
to Sentosa.
Finally, tomorrow is still a great
opportunity to take advantage of
the breakfast service at the TFWA
Asia Pacific Bar – it has been very
popular again this year.
I must thank all the sponsors
that have helped make the
networking, social and sports
events a success this week –
including those for the TFWA
Asia Pacific Bar, the Golf, and
Tai Chi – we couldn’t run them
without you!
The complete review of the
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TFWA PRODUCT SHOWCASE

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

PRESS
CENTRE:
BASEMENT �

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

Scan this code to
visit the TFWA
Product Showcase

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

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.

TFWA LINKEDIN
GROUP

week will be available shortly
after the event in a new format.
‘In Review’ will be available on
the TFWA website – please do
visit to view highlights of the
week and relive memories of
what has been another truly
exceptional week in Singapore.
I would like to wish the wonderful city of Singapore a very
happy 50th anniversary. Long
may it continue to grow and
prosper. Singapore has seen
huge changes in its 50 years…
as has TFWA Asia Pacific
Exhibition & Conference in
its 20. One thing that remains
consistent, however, and which
links the two, is the energy,
passion and dynamism of
the people – here in Singapore
and throughout the travel
retail business.

ID: TFWA_APE&C Password: TFWA2015

SUPPORTED BY:

TFWA’s LinkedIn Group is an ideal place to go for the latest news on TFWA
Asia Pacific Exhibition & Conference. Join the TFWA Group and be updated
on TFWA activities all year long.
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CHILL-OUT PARTY

01 Sabrina Habbe, Sales, Tru
Virtu, and Sanem Tail, Brand
Manager, Grace Company.
02 Jean-Louis Delamarre,
CEO Asia Pacific and Global
Travel Retail, Lacoste, and
Cécile Lamotte, Marketing
Director, TFWA.

03 Barbara Giaccardi,
General Manager,
and Francesco
Parmigiani, General
Manager, both Marine
Consultant Services.
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03

04

05
04 Frédéric Garcia-Pelayo, Vice-President Finance,
TFWA; Edith Petit, Founder and CEO, Tintamar; Priscilla
Beaulieu, VP Global Marketing & Sales Director, Kaloo,
Clayeux & Kokeshi Parfums by Millennium Fragrances;
and Mohamed Snoussi, Consultant, Diesel.
05 Peter Mohn, Founder and CEO, m1nd-set Global
Marketing Intelligence & Solutions, with Malin Eriksson,
Director Research, and Fredrik Lindh, CEO, both
Generation Research.

06 Anaïs Heurtebise, Marketing & Sales Manager,
Rivoli; Carole Lecomte, Operations Manager, Rivoli;
Cyrille Comar, Associate Director, Nilaï; and Nilaï
Comar, President, Nilaï.

06

07 Bo Keller, Export Manager; Hatty Santisettachai,
Representative; and Jan Jacobsen, CEO, all
Jacobsens Bakery.
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CHILL-OUT PARTY

CHILL- OUT PARTY

Last night’s fabulous Chill-Out Party took place at the Pan Pacific Hotel’s beautiful poolside area. Guests enjoyed traditional games, delicious cocktails
courtesy of Tito’s Handmade Vodka, and sweets courtesy of Haribo. A prize draw was held, with the winner receiving a pair of tickets to the French
Open tennis final at Roland Garros, generously provided by Lacoste. Jean-Louis Delamarre, CEO Asia Pacific and Global Travel Retail, Lacoste, drew
the ticket of lucky winner Céline Ha, Trade Marketing Manager Exclusive Travel Retail, Valrhona. Delamarre said: “Lacoste has been a partner of
TFWA for many years. We are so happy tonight to have selected a winner to attend Roland Garros. Lacoste himself was a seven times grand slam
champion, which is why we have been close to Roland Garros for many years and why we are happy to be a sponsor tonight.”
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DFNI AWARDS
The DFNI Asia/Pacific Awards for Travel-Retail
Excellence took place last night at the Marina Bay
Sands Expo & Convention Center.

THE WINNERS
ASIA/PACIFIC TRAVEL RETAILER OF THE YEAR
DFS Group

AIRPORT TRAVEL RETAILER OF THE YEAR
LS travel retail ASPAC

INFLIGHT TRAVEL RETAILER OF THE YEAR
Inflight Sales Group (Hong Kong) Ltd.

CRUISE & FERRY TRAVEL RETAILER OF THE YEAR
Starboard Cruise Services

AIRPORT AUTHORITY WITH THE MOST SUPPORTIVE APPROACH
TO TRAVEL RETAIL
Singapore Changi Airport

MIDDLE EAST TRAVEL RETAILER OF THE YEAR
Dubai Duty Free

BEST NEW SHOP OPENING IN ASIA/PACIFIC (SINCE APRIL 2014)
China Duty Free Group - Haitang Bay, Hainan

BEST TRAVEL RETAILER OPERATING IN A SINGLE COUNTRY IN
ASIA/PACIFIC
King Power International Group

BEST NEW PRODUCT LAUNCH (SINCE MAY 2014)
Shiseido Ultimune

ASIA/PACIFIC SUPPLIER OF THE YEAR
Pernod Ricard Asia Travel Retail
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SOCIAL PROGRAMME

PARTY TIME

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

Tonight, 20:00, Universal Studios, Sentosa Island
A taste of Hollywood awaits guests at this year’s Singapore Swing Party. Always
a highlight of the week, this year promises something truly special. Rather than
20th Century Fox, think 20th anniversary as TFWA celebrates this landmark for
its Asia Pacific event with some movie magic. All will be revealed on the night,
but expect exclusive access to several of the park’s rides in the company of
Frankenstein, Charlie Chaplin and friends.
Entrance by invitation only (part of the Full Delegate package)
Dress code: Casual (comfortable shoes advised)
Shuttle service available from all major hotels

My Story,
My Design

VISIT US AT TFWA STAND NO. U19
Discover the new summer collection at TFWA
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WATCHES & JEWELLERY FEATURE

TRIPLE BRACELET SETS HAVE
BEEN EXTREMELY POPULAR
FOR AEON JEWELLERY. ITS
COLLECTION INCLUDES ONE
SILVER, ONE GOLD, AND ONE
ROSE GOLD BRACELET IN A SET.

SUBTLE
CRAFTSMANSHIP
Clean lines, blue hues and rose gold dominate the watches and jewellery category this year,
but which other trends do you need to know about? Jessica Mason found out.
The trends for watches
and jewellery this year
intertwine in terms of
materials and simplicity of
style. As an overview, rose
gold continues to feature
across both timepieces and
jewellery, as do blue hues,
whether in crystal form or
as a watch face. Another
returning trend is stackable
bracelets, which continue to
show personalisation for the
wearer and a canny uplift in
sales for the retailer. Among
the newer jewellery trends
is the return of colour,
opals and a beach-inspired
bohemian theme.

With watches, the minimalist
look is back, and there has been
a reinvigoration into subtle
craftsmanship and clean lines to
balance out all of the advancement in new wearable technology. In essence, adornments are
simplifying, with classic themes
and hints of elegance.

TREND SPOT: ROSE GOLD
“Over the last year we have
noticed a big uplift in gold
and more recently rose gold,
so we have ensured that our
collections from Aeon reflect
that,” said Claire O’Donnell,
Key Account Manager, Aeon
Jewellery (Basement 2 J34).

Micki Fogel, Spokesperson,
For No Reason (Basement 2
H28) agreed: “Rose gold has
been very popular. As you have
seen from our collection, we
have incorporated rose gold in
our design.”
Other brands, including
Buckley London (Basement 2
C9), which offers an extensive
range of beautiful and affordable jewellery, feature rose
gold which “contrasts perfectly
against cool rhodium and
dazzling pave-set crystals”,
said Clare Pace, spokesperson
for Buckley Jewellery. “Over
the past year, the theme of
rose gold has been a continuing
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trend and has been very well
received by our customers.”
Always on-trend, Toscow
(Basement 2 B18) is introducing
‘Morning Dew’, which features
not only colourful crystals and
freshwater cultured pearls,
but also “rose gold mounting”,
explained Francis Ng, General
Manager, Toscow.
Rose gold is also present in the
FIYTA Mastercraft Collection
12 Zodiac Sign Animal Head
limited edition watches, which
use 18k rose gold for the watch
case, showing the versatility of
the pieces available. Similarly,
the FIYTA rose gold 2015
collection exudes “a sense of

luxury while radiating utmost
finesse”, said Ian Yin, Brand
Manager, FIYTA (Basement 2 A17).
Time Products (UK) (Basement
2 J32) is launching some
fantastic products from
Sekonda and Seksy at TFWA
Asia Pacific Exhibition &
Conference. “The new Seksy
2140 model, which has a
two-tone rose gold and silver
colour bracelet and case
finished with a deep blue dial,
is set to be a huge success
this year,” Gary Taylor, Sales
Director, Time Products (UK),
commented.
According to Richard Kennedy,
Sales & Marketing Director,

WATCHES & JEWELLERY FEATURE

Scorpio Worldwide (Basement 2 D9):
“Chronographs remain very strong
with all customers, but rose gold is
still a popular alternative to yellow
gold and silver.”
The Guess Accessories (Basement 2
L19) Spring/Summer 2015 collection
features the distinctive use of crystals.
“Beside the rhodium, yellow and
rose gold platings, there are also two
variants, with rhodium plating and red
stones, with a particular combination
of rose gold plating and blue crystals
that form a marvellously magic whole,”
said Caroline Cheung, Director, Escale
Holding Inc Ltd.
From Arte Madrid (Basement 2 A21),
the Rings series includes “seven rings
from an arc shape and spherical shape
pattern, the rhodium-plated, goldplated and rose gold-plated sterling
silver embedded with our miniature
white synthetic stone,” said Anna Kwok,
Regional Sales Director, Distribution
and Travel Retail, Arte Madrid.
Stephen Austin, Sales & Marketing
Manager, Fervor Montréal (Basement 2
K02) added that, in Europe especially,
where “silver has been the staple for
the past few years”, things are now
changing and we are seeing more and
more of “the inclusion of gold and rose
gold jewellery”, which shows there is
an opportunity for Asia to capitalise on
the trend.
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TREND SPOT: BLUE DIALS
“There are a number of trends we are
seeing,” Kennedy explained, as he pointed
out that the “colour of dials is one, with
blue being very popular at the moment”.
For Scorpio, it’s a more subtle use of
colour in the dials of timepieces, rather
than “all over colour”. Kennedy added:
“We’ve introduced this to our Aviator
range and it’s working very well.”
Lauriane Trachsler, Marketing & Communication Coordinator, Montres Chouriet
(Level 1 T12), said: “The new collection
of Emile Chouriet represents the current
trends with a magnificent blue dial.”
Taylor agreed that the same was the case
for Time Products (UK). “We have a wide
range of ladies watches with the latest
blue hue dials, which extends to our
Sekonda Classic Collection, as well as
our more fashion-led brand Seksy.”

TREND SPOT: STACKABLE
BRACELETS
“Triple bracelet sets have also been
extremely popular for us,” said
O’Donnell, who explained that Aeon’s
collection consists of one silver, one
gold, and one rose gold bracelet in
a set. “Looking forward, we feel that
bangles are going to be the next big
thing in the jewellery sector. This is why
we are launching our new brand Belle
& Beau to the market,” she added.
Among Buckley’s most popular new

Modern fashion accessories with a retro
twist, clearly inspired by the 60’s and the
glorious days of the Lambretta scooters.

Welcome to
Stand H30

FOR NO REASON IS EMBRACING THE
TREND FOR ROSE GOLD. “AS YOU HAVE
SEEN FROM OUR COLLECTION, WE HAVE
INCORPORATED ROSE GOLD IN OUR
DESIGN,” COMMENTED MICKI FOGEL,
SPOKESPERSON, FOR NO REASON.

CHINA’S PREMIER
WATCH BRAND FIYTA
IS DEBUTING ITS NEW
2015 COLLECTIONS
AT TFWA ASIA
PACIFIC EXHIBITION &
CONFERENCE.

CapELLa INDUSTRIES
LAMBRETTAWATCHES.COM
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pieces is the Versa Collection, which is
designed to give the wearer the ability
to create their own bespoke combination of stackable pieces, which also
fits perfectly into the stacking/layering
trend. Meanwhile, over at Arte Madrid,
designers are revamping the original
bangle design into a palm shape
concept for a palm bangle series,
which carries a sense of rock and roll
with shiny synthetic stones.
“The popularity of layering bangles
and bracelets seems to continue to
rise into 2015,” agreed Fervor’s Austin,
and it seems there is no sign of it
slowing down.

TREND SPOT: ALL THINGS
COLOURFUL
“Due to the time of year, we are also
seeing a big demand for relaxed, fun and
colourful jewellery – the perfect summertime wear,” said Aeon’s O’Donnell.
Fervor’s Austin agreed that the brand had
noticed “the demand for statement pieces
that incorporate colourful stones set
within elegant understated designs”.
Toscow has also noticed strong demand
for colourful jewellery, particularly in the
past year. “Customers would like to wear
something more expressive and eyecatching, therefore colourful jewellery is very
popular at the moment,” Ng noted.

TREND SPOT: BEACH DREAMS
“We are definitely finding that customers
are enjoying the more relaxed, beach/
bohemia style of jewellery, and lower price
points, while the ability to wear jewellery
on the beach or in the sun without it being
damaged is vital for the more fashionconscious holidaymaker,” said O’Donnell.
For this summer season, Pandora (Level 1
U19) takes a break from everyday routines
and “escapes to faraway shores filled
with exotic treasures, vibrant florals, and
playful creatures”. “Coloured with the
relaxing hues of the sun-filled sky and
the warm ocean water, the new collection puts a tropical spin on summer,”
explained Beatriz Rodriguez, Marketing
Coordinator, Travel Retail & Group
Export, Pandora. “Ethnic patterns and
ornamental openwork are reimagined as
graphic palm leaves and intricate latticework, crafted from cool sterling silver or
glowing 14k gold, and embellished with
shimmering stones.”

TREND SPOT: PERSONALISATION
“With the creation of our brand For
No Reason, the philosophy behind
the brand is to promote a lifestyle
attitude of ‘loves life with no excuses’,”
Fogel said, adding that this theme
“to love ourselves” is “at the heart
of where total expression lies”, so

Buckley London is presenting its exciting
new Ice Cube collection, which is inspired
by geometric lines of princess cut stones
and is beautiful in its simplicity.
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THE BIG NEWS FOR SCORPIO
WORLDWIDE AT TFWA ASIA PACIFIC
EXHIBITION & CONFERENCE IS THE
LAUNCH OF THE YAMAHA FACTORY
RACING VR | 46 WATCH COLLECTION
BY TW STEEL. SCORPIO’S LEADING
SUCCESS STORY, AVIATOR, SEES NEW
MEN’S AND LADIES COLLECTIONS THAT
FOCUS ON THE LATEST DIAL COLOUR
AND FINISH TREND.

beautifully-designed jewellery charms,”
Margaret Richards Taylor, Director, The
Harston Group, commented.

Every piece of Clogau jewellery contains

TREND SPOT: SUBTLE
CRAFTSMANSHIP
At the very heart of all of these trends
is one unifying trend. That is the
return to subtle craftsmanship – the
desire for simplicity, minimalism and
classic beauty.
“Yes, technology like the smart watch
will, of course, be on the rise. I am
sure we will see an impact in the short
to medium-term, with a rise in interest
in wearable tech. However, watches
have become more of an accessory due
to fashion trends, such as the popular

the same rare Welsh gold as used by
British Royalty for over 100 years.

www.clogau.co.uk

www.facebook.com/clogaugold

TFWA Asia Paciﬁc Exhibition
Conference
2015
DESIGNED IN&THE
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@Clogau

Photographed at Highclere Castle, location of Downton Abbey.

E

is interconnected with jewellery and
watch items, which are a form of
wearable identity.
During TFWA Asia Pacific Exhibition
& Conference, The Harston Group
(Basement 2 H32) is showcasing
the new Jacques Farel Ladies ‘Be
Charmed’ collection of watches/jewellery charms. The Be Charmed collection, designed by Swiss watch designer
Elliot Froidevaux, fits elegantly and
effortlessly onto one’s wrist, and comes
with an easy clip-on system to interchange each charm – personalisation
is the true reason behind the success
of charms. “A simple clip allows you
to accessorise your watch to suit your
mood, your day, and your lifestyle, with

DESIGNED IN THE UK

WATCHES & JEWELLERY FEATURE
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ARTE MADRID’S RINGS SERIES
INCLUDES SEVEN RINGS FROM
AN ARC SHAPE AND SPHERICAL
SHAPE PATTERN. THE
RHODIUM-PLATED, GOLDPLATED AND ROSE GOLDPLATED STERLING SILVER IS
EMBEDDED WITH MINIATURE
WHITE SYNTHETIC STONES.

minimalistic and clean dials.
Therefore, the demand
for traditional wrist-wear
remains strong,” said Time
Products’ Taylor.
Julia Evers, Marketing Coordinator, Daniel Wellington
(Basement 2 B5), commented:
“It is very nice to see that the
classic and minimalist look is
embraced to a larger extent
in the world of watches these
days. People pay more attention to detail and it’s a true
joy to see different varieties
of superb craftsmanship. The
Daniel Wellington watches
stand for classic style at any
occasion. The design is clean
and preppy, in combination
with influences from the
Scandinavian minimalist
identity.”
Luisa Lazzarini, Associate,
Ferrari International Agencies,
representing Venice Flair
(Basement 2 A15), suggested
that simple elegance, and
creations being handmade, can
lend something to this need
for items to remain classics. If
they use age-old methods, the
outcome is authentic. Venice
Flair’s new travel retail collection with Murano glass beads
has been launched alongside
one of the major Murano glass
producers, with multi-year

FOR THIS SUMMER SEASON,
PANDORA TAKES A BREAK
FROM EVERYDAY ROUTINES
AND “ESCAPES TO FARAWAY
SHORES FILLED WITH EXOTIC
TREASURES, VIBRANT FLORALS,
AND PLAYFUL CREATURES”,
EXPLAINED BEATRIZ
RODRIGUEZ, MARKETING
COORDINATOR, TRAVEL RETAIL
& GROUP EXPORT, PANDORA.
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experience in glass production.
All Venice Flair creations are
handmade, so each piece is
original and unique.
Emile Chouriet is an entrylevel luxury brand, with a
middle-range price strategy.
Its slogan is ‘Detail is Luxury’,
which fits well with this
explanation of less is more,
and that subtle craftsmanship
is what is really selling. For
Emile Chouriet, the positioning
is always traditional, simple
and elegant. The new watch
collection Magnolia inherits
the unique and exquisite
watchmaking technology with
its delicate dial, while the new

Heritage collection refers to
the company’s Geneva history.
“It finds good balance between
dynamic and elegant, and the
stainless steel bezel is vigorous and stylish, especially
suited for the young generation,” Trachsler explained.
According to Carine Pinet,
Area Sales Manager, Misaki
(Basement 2 H23), there is a
reason for “trying to propose
timeless pieces, as well as
modern and contemporary
creations”. “This approach
allows us to have a clear style,
which is a modern interpretation of the pearl, our iconic
material. Fortunately for us,

WATCHES & JEWELLERY FEATURE

even if the pearl is timeless, it’s becoming more and more trendy,” Pinet added.
This juxtaposition of old and new seems
to sell incredibly well. Taylor reminded
that the Time Products (UK) portfolio is
so far-reaching that this is the norm.
The company’s pieces for Sekonda
go from classic to modern, and from
beautiful stone set cases through to
minimalist and simple styles. “Sekonda
has a diverse range of watches that
appeal to all. This year our new collections include an attractive range of
Men’s Chronograph watches, with
varying styles from sports to the more
fashion-led,” Taylor added.
In terms of simplicity, all Cesare
watches feature a 42mm steel case with
a slim elegant shape and a thin rim that
makes room for a generous dial. “The
shimmering sunray dial has a simple
but distinct index,” Rossella Golluscio,
Sales Director - Travel Retail, Capella
Industries AB (Basement 2 H30),
commented. “The two hands movement
with no second hand is a typical 50s
watch style, and adds to the clean retro
look. The design is a modern interpretation of a classic 50s gents watch.”

SHOWCASING IN SINGAPORE
So what should we be eyeing at TFWA
Asia Pacific Exhibition & Conference? The
Harston Group is displaying the Jacques
Farel Kids collection, complete with
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watches, gift sets, sunglasses, alarm
clocks, and wall clocks, plus there will
also be a unique new presentation for
teenage boys’ and girls’ watches.
Misaki is presenting a restructured
product offer, with a clear distinction
between cultured pearls and its famous
X-Treme Lustre pearls. “We are introducing our new Spring-Summer 2015
collection Pearl Fusion – a pure inspiration of the beauty of cultured pearls
around various inspirations from different cultures,” Pinet explained.
Among the exciting new ranges being
presented is Buckley’s Ice Cube collection, which is inspired by geometric lines
of princess cut stones, and is beautiful in
its simplicity. The collection comprises
a pendant, bracelet, ring, and earrings,
which shine with polished cubic zirconia
in neat rows, creating a chic and modern
look. “In addition to the trend-led rose
gold, a selection of classic yet contemporary gold plated pieces is featured,” Pace
said. “Adding a touch of sparkle to the
range is the Millgrain Cross Over collection. With a vintage-inspired millgrain
edge and crossover design, the collection
perfectly marries the contemporary with
the traditional.”
Toscow is launching two new collections
at TFWA Asia Pacific Exhibition & Conference – Morning Dew, and Rosy Dazzle.
Morning Dew features a signature double
bracelet, pendant, earrings, and ring. “As

THE HARSTON GROUP IS DISPLAYING
THE JACQUES FAREL KIDS COLLECTION,
COMPLETE WITH WATCHES, GIFT SETS,
SUNGLASSES, ALARM CLOCKS, AND
WALL CLOCKS, PLUS THERE WILL ALSO
BE A UNIQUE NEW PRESENTATION FOR
TEENAGE BOYS’ AND GIRLS’ WATCHES.
the name implies, Rosy Dazzle is in rose
gold plating, which is very fashionable at
the moment. It features colourful crystals
in a more subtle hue to cater for the Asian
market,” Ng added.
Scorpio Worldwide offers a broad range,
with key lines in watches for Aviator,
Timberland, BHPC Montine, and Pierre
Cardin. Last year, Scorpio Worldwide
introduced Edward East watches, and in
Singapore this year is adding The Yamaha
Factory Racing VR | 46 Watch Collection by
TW Steel. Aviator now offers truly stunning
new looks for gents, and a brand new,

fabulous ladies collection. For jewellery,
Scorpio is showcasing new collections for
Pierre Cardin and Dryberg/Kern – both of
which continue to sell very strongly inflight.
Meanwhile, Versace marks the 25th
anniversary of Versace Timepieces
(Basement 2 K8) with DV 25, a new watch
that celebrates time itself. Created by
Artistic Director Donatella Versace, the DV
25 imagines 25 o’clock – a time that goes
beyond time. The DV 25 brings together
the legendary codes of the house with
the passion of Versace today, and has a
modern square shape.
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TREND SPOT: ERGONOMICS
AND ADAPTATION
As with most products, adapting to suit the needs of the
wearer, as well as the retailer,
is crucial, which is why we
are seeing such emphasis on
the ergonomics and design of
individual pieces.
FIYTA’s 3D-Timekeeping
Modern Watch, a special
Mastercraft Collection model,
is designed to be a threedimensional artwork. “The
model on exhibit had a crown
designed at the two o’clock
position, which can be rotated
clockwise up to 45-degrees,
ensuring you can read the
time from the side at multiple
angles, making it convenient to
check the time when driving,”
Yin explained.
According to Kwok at Arte
Madrid, it is critical for a brand
to understand and identify
cultural differences, and
develop products accordingly.
“We don’t change our brand
for different markets, but we
will adapt the design to the
physical requirements of the
countries. For instance, the size
of our necklace and pendant
will be shorter and smaller for
the Asia market,” Kwok said.

Daniel Wellington is
embracing the classic
and minimalist look in the
world of watches. Daniel
Wellington watches stand
for a classic style at any
occasion. The design
is clean and preppy, in
combination with influences
from the Scandinavian
minimalist identity.

ASIA PACIFIC SPECIFIC
Aeon Jewellery is exhibiting at TFWA Asia Pacific
Exhibition & Conference
for the first time. Love Lily
is customisable jewellery
and, since its launch last
year, has already been listed
onboard Aer Lingus, Virgin,
Thomas Cook Denmark, and
TUIfly. O’Donnell commented
that the company is also
showcasing brands such as
Moon, Belle & Beau, and
Luxe London, which has
been specifically designed to
appeal to Asian consumers.
Meanwhile, Yin added: “FIYTA
not only witnessed China’s
space adventure, but has also
provided timing devices for
the Asia Winter Games, Asian
Sailing Championships, and
other international sporting
events.”

THE CHANGING SHAPE
OF GTR
Venice Flair’s new travel retail collection with
Murano glass beads has been launched alongside
one of the major Murano glass producers, with
multi-year experience in glass production. All
Venice Flair creations are handmade, so each
piece is original and unique.
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“The rise of popular jewellery brands has helped to
raise the price-point in the
category from low (costume
jewellery) to medium
(fine jewellery – silver),”
commented Aran Turner,

International Customer
Service Manager, Clogau
(Basement 2 C2). “As a
result, sales and average
spends have increased, which
has opened the category
up to being offered more
space across all travel retail
channels. Despite this, space
still comes at a premium in
airport retail environments.
Brands have recognised this
and combat the issue by
offering sleek merchandising furniture, which has
prompted a switch from the
traditional under-the-counter
displays that have to be
staffed,” he added.
The Harston Group’s Richards
agreed and explained that a
lot of the progression within
the sector is down to better
communication. “We always
make a point to discuss with
distributors and retailers
what the market trends are,
and what their customers
are buying,” she said. Daniel
Wellington’s Evers concurred
and stated that the company
ethos is very much about
“staying true to our identity
in combination with listening
to our customers”, adding
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WITH THE INTRODUCTION OF
THE BRAND’S NEW SELFSELECT UNITS, IN ADDITION TO
ITS EVER-GROWING TRAVEL
RETAIL COLLECTIONS PLUS ITS
9CT AND 18CT COLLECTIONS,
CLOGAU IS LOOKING FORWARD
TO EXHIBITING AND
CONNECTING WITH KEY
BUSINESS PARTNERS AT TFWA
ASIA PACIFIC EXHIBITION &
CONFERENCE.
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that “communication plays a
great part when it comes to
product development”.

CLEVER DISPLAY
Clogau is presenting an
inflight exclusive range, which
has been designed and priced
specifically for airlines, based
on feedback received from
buyers. In addition to the inflight
range, Clogau is inviting buyers
to view its new space-efficient,
self-select merchandising
furniture for airports.
Venice Flair is presenting its
new self-standing display
unit, alongside its SpringSummer 2015 collection.
“It has been inspired by the
ancient Murano glass tradition revisited with a trendy
and elegant inspiration,”
Lazzarini explained.

Time Products (UK) has
high-impact product displays
with an innovative self-select
concept, purpose-built to hold
up to 144 watches. “With clear
labels, accessible packaging,
and an easy-to-read display,
these self-select stands are
an instant hit wherever they
are launched,” Taylor said.
Fervor Montréal, meanwhile,
is also displaying new look
cabinets and POS, all finished
in piano white to make the
colour of the pieces the main
feature of the display. “We
plan to further our push in
the travel retail sector with
strong marketing. Also, with
the new POS and furniture, we
believe our brand will stand
out from the crowd in any
retail environment,” Austin
explained.

THE FUTURE
Looking ahead, Venice Flair’s
strategy is expanding from the
inflight channel, where excellent
results have been achieved.
“The next step for 2015-16,
starting with TFWA Asia Pacific
Exhibition & Conference, will
be airports and cruise lines,”
Lazzarini commented.
In terms of travel retail marketing and retailing strategy,
Misaki’s target this year is “to
consolidate its partnerships with
all existing clients following the
buy-out of Misaki by the group
Alteal, and to get new development opportunities”, Pinet
said. Misaki would also like to
continue the expansion of its
distribution in India. It opened
two points of sale in the multibrand Bijou Blanc retail outlet
at Goa Airport last month.

Learn more about the watches and jewellery 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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DUBAI DUTY FREE BUILDS
ON RECORD YEAR WITH
EXCITING RETAIL PLANS
Dubai Duty Free is continuing to enhance its retail operation, with the next exciting step being the opening
of the 7,000sqm retail offer in Concourse D at Dubai International Airport later this year. Colm McLoughlin,
Executive Vice Chairman, Dubai Duty Free, updated Ross Falconer on the operator’s developments.
Dubai Duty Free is building
on another record-breaking
year in 2014, when sales
grew by 7.36% year-on-year
to reach an impressive
US$1.917 billion. 2015
looks like delivering further
growth, with sales expected
to reach US$2.1 billion.
There are exciting plans in
place for the 7,000sqm retail
area in Concourse D at Dubai
International Airport. The facility
will be fully open from the third
quarter of 2015, and Dubai Duty
Free will introduce a number of
new brands and products in the
Fashion, Beauty, and Confectionery categories. This follows other
recent developments, including
the renovation of Terminal 2
Departures and Public Shops in
Arrivals, the completion of the
Fashion Boulevard in Concourse
A, and the opening of Concourse
C Arrivals (Terminal 1).
The Dubai Duty Free operation at
Al Maktoum International Airport
at Dubai World Central continues
to do well, recording sales of
over US$18.4 million in 2014.
“The long-term plans for Al
Maktoum International at Dubai
World Central are very exciting,”

Colm McLoughlin, Executive
Vice Chairman, Dubai Duty Free,
commented. “The project will be
carried out in two phases. The
first phase involves the construction of two satellite buildings
with a collective capacity of 160
million passengers annually,
accommodating 100 A380
aircraft at any one time, and will
take between six to eight years
to complete. The first phase
will cost US$32 billion. Dubai
Duty Free will ultimately have
around 80,000sqm when the
final project is completed by the
mid 2020s.”
Meanwhile, Dubai Duty Free’s
online campaign, which began
as a soft launch in September
2014, has been doing well,
forming a new sales channel
offering more than 3,500
products online. “I think that,
with the introduction of online
sales, we have recognised the
need to provide customers
with information regarding the
assortment of our products and
prices, and also provide the
facility for customers to reserve
and collect in the event that
they do not have much time to
shop at the airport,” McLoughlin
explained. “We expect this

aspect of our business to grow.
However, I don’t think that it will
ever take over from the in-person
retail experience at Dubai Duty
Free, where you have trained
staff to offer advice and to impart
product knowledge. We think that
online sales are a good way to
look at incremental sales.”

SPORTS SPONSORSHIPS AND
CHARITABLE INITIATIVES
Dubai Duty Free sees sports
sponsorship as a great way
of reaching out to a global
audience. The Dubai Duty Free
Tennis Championships, for
example, this year featured
the likes of Roger Federer,
Novak Djokovic, Venus Williams
and Caroline Wozniacki, and
attracted a global audience of
over 400 million.
The operator also announced its
title sponsorship of the Dubai
Duty Free Irish Open in March,
and the event will take place
at the Royal County Down Golf
Club, Northern Ireland from
28-31 May. “The Dubai Duty
Free Irish Open sits well with
our other major sponsorships,
including the Dubai Duty Free
Irish Derby, which celebrates
its 150th running this year,”

Dubai Duty Free’s
Perfumes and
Cosmetics store in
Concourse A at Dubai
International Airport.
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Colm McLoughlin, Executive Vice Chairman, Dubai Duty Free: “We have forecast
that our sales will double once more in the next five years, so by the year 2020 it
will be a US$3 billion plus business.”

McLoughlin added.
Meanwhile, Dubai Duty Free
is also renowned for its charitable initiatives. Through the
Dubai Duty Free Foundation,
it continues its core work of
overseeing several projects
and raising funds for worthy
causes, specifically those
aimed at benefiting women
and children.
The Dubai Expo 2020 road map
is well in progress, and Dubai
Duty Free is keeping pace to
further strengthen its operation in the coming few years to
prepare for the expected influx
of travellers. A greater focus on
developing Dubai World Central
will see interesting developments, alongside the impact on

airport traffic at Al Maktoum
International.
“Dubai has a strong track record
of hosting major international
events, with Dubai’s Crown
Prince, HH Sheikh Hamdan
bin Mohammed bin Rashid Al
Maktoum, heading the Expo
2020 Higher Preparatory
Committee together with my
own boss, HH Sheikh Ahmed bin
Saeed Al Maktoum, President
of Dubai Civil Aviation Authority
and Chairman of Dubai Duty
Free, as the Chairman, we can
ensure a successful world fair,”
McLoughlin said. “We have
forecast that our sales will
double once more in the next five
years, so by the year 2020 it will
be a US$3 billion plus business.”
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SHOW OPENS
The exhibition was officially opened yesterday morning with the
customary and colourful lion dance. The dance is performed to
ward off evil spirits and bring good luck to the show.

VISIONARY
WINES

Boggi Milano is expanding fast. The Italian
family-owned brand is
showcasing its stylish
new Spring-Summer
2015 menswear collection ‘Into the Blue’
at TFWA Asia Pacific
Exhibition & Conference.
The collection uses blue
in various tones and
intensities. The entire
line features exclusive
designs and fabrics.
Paolo Selva, Retail
Business Development,
explained that Boggi

Barton & Guestier is exhibiting for the second time at
TFWA Asia Pacific Exhibition
& Conference.
Marina Julien, Marketing
Manager, Travel Retail
Manager, Barton &
Guestier, explained that
travel retail currently

represents about 10% of
the company’s business in
terms of volume. Indeed,
Barton & Guestier’s travel
retail presence is growing,
and it works with many of
the leading travel retailers.
“Asia Pacific is a very important market. It is the fastest

BEAUTY OF BLUE

includes the airports
of Frankfurt, Munich
and Athens. It is also
expanding strongly in
Scandinavia.
“There is fantastic
potential for our brand
in Asia Pacific,” Selva
commented. Singapore
Changi Airport is a key
target for Boggi Milano,
with Selva describing it
as “definitely the place
to be – it’s a great hub”.

Milano is among the
leading Italian menswear
brands, with 135
monobrand stores in 26
countries worldwide, and
the network is constantly
growing. Selva said it is
an easily recognisable
range due to its style and
accessible pricing, and
described the current

trend in menswear as
“relaxed elegance”.
Boggi Milano is present
at many Italian
airports, including
Milan Malpensa, Milan
Linate, Bergamo Orio
al Serio, Rome Fiumicino, and Venice Marco
Polo. Meanwhile, its
international network

growing market in travel
retail, so we are exhibiting
here at TFWA Asia Pacific
Exhibition & Conference
to continue to grow our
presence in the region,”
Julien commented.
Indeed, it has enjoyed
recent success with King
Power in Bangkok.
Barton & Guestier is
exhibiting a selection of
fabulous wines, and also
has a brand new recipe
book – the B&G International Culinary Celebration
Passport. Each recipe in

the book comes with a
suggested wine.
Perhaps the highlight
of its presence here in
Singapore is the two new
rosé wines it is showcasing – La Villa Barton Côtes
de Provence Rosé, and the
B&G NectaRose gift pack.
Julien explained that B&G
NectaRose capitalises on the
current trend for sparkling
wine, and both rosés are
believed to have strong
potential in Asia Pacific.

Basement 2 J5

Basement 2
B14
The Hershey Company had a
busy first day in the exhibition yesterday. It is focusing
on premium gifting here at
TFWA Asia Pacific Exhibition
& Conference. The Hershey’s
Kisses Deluxe is among
the most exciting products
on show. Bigger than the
regular Hershey’s Kisses,
they have a whole almond
inside the chocolate.
The Brookside brand has
also been very successful
since its launch, and Patrick
Ryan Y. Pantangco, Customer
Marketing Manager, World
Travel Retail, The Hershey
Company, explained that
additions to the range are
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PREMIUM
GIFTING
being presented here in
Singapore. The new items
blend exotic fruit juices and
flavours from around the
world to create “the ultimate
chocolate experience”. The
clusters of crispy multigrains
have soft fruit-flavoured
centres, and are covered in
smooth dark chocolate.
“Asia Pacific is a very
important region for us in

travel retail,” Pantangco
said. “We are experiencing
big success in the region and
there is potential for strong
continued growth. We hope
to generate a lot of interest
in our new products here at
TFWA Asia Pacific Exhibition
& Conference.”

Basement 2
G29
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GOLDEN EXPERIENCES
Ferrero Travel Market
is riding high at TFWA
Asia Pacific Exhibition &
Conference this year on
the back of the successful
rolling out of its Golden
Gallery offering.
The assortment of six
praline specialties has
Rocher at its heart,

arguably the most famous
brand in the category
within the Asian Pacific
region.
“From Ramadan to
Chinese New Year – we are
owning these occasions
thanks to Rocher,” said
Marketing Manager
Sébastien Deflandre.

The brand is also engaging with retail partners
this week on the warm
reception of Kinderino –
the character at the heart
of its Kinder marketing
strategy that has been
vital in allowing the range
to be built up in
the region.

Back with a bigger stand,
La Martiniquaise is this
week wearing its vision on
its sleeve.
“For now we are rather
small in travel retail, but
we have the ambition of
getting bigger and entering more markets,” said
Nadege Perrot, Junior
Export Brand Manager.
Brandies Bardinet VSOP and
Beehive VSOP both have a
footing in the travel retail
arena. The spirits specialist

MAPPING THE MARKET
Lumpur since January.
It is hoping to meet with
airlines, as it plans to
expand its presence in the
region. Socatec currently
has three exclusive inflight
items onboard Dragon
Air routes, including
a passport holder and

combination local luggage
strap, and has also
developed products for
Qatar Airways and Cathay
Pacific.
“This is an opportunity for
us to expand our brand’s
presence and show just
how diverse our products

EXCLUSIVE
GUMMY BEARS

a big chance to enter into
the Asian market,” JuanMiguel Cabrera, Head of
Travel Retail, explained.
“We want to take advantage of having a presence
here, seeing retailers
and hoping to find new
opportunities for Haribo
in Korea, South East Asia,
Taiwan and China.”

Socatec is celebrating
its new partnership
with WHSmith to sell its
Crumpled City Maps; the
design-led waterproof
maps featuring iconic
cities have been instore
in locations including
Copenhagen and Kuala

Haribo World Travel Retail
is exhibiting at this year’s
TFWA Asia Pacific Exhibition & Conference with
the aim of expanding its
travel retail presence in
the region.
Founded in 1920, the
German company first
made its mark on the
confectionery world by
creating the gummy bear
as its first product in 1922.
Almost a century later,

the gummy bear is being
relaunched as a travel
retail exclusive in Asia,
in a giant gummy bear
case that holds miniature
packets of the
signature mini
Gold-Bear
sweet.
“For us it’s a
new market. As
Haribo is 100%
European and
well-known, it is

Basement 2 C28
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“Thanks to the mascot,
we have been able to
attract new interest. It
has been much easier
to raise acceptance with
the shopper. Now it is
most important to us to
help retailers to raise
the quality of shopping
experiences. I have the
feeling they really appreciate our effort,” added
Deflandre.

Basement 2 N1

DRINKS AMBITION
is now in “full conquest
mode” with these as well
as Poliakov Vodka, which is
already strong domestically
in a number of European
countries, but is looking to
expand.
Elsewhere, La Martiniquaise
is targeting its positioning

for the Asian market – for
example, through its Label
5 Gold Heritage smoothdrinking whisky invented
especially for the region.
“The goal is to offer affordable references, accessible
in taste,” explained Perrot.
La Martiniquaise is also

promoting Cruz Ports, the
number one port brand
worldwide, and sharing
details of its plans for the
250th birthday celebration
of St James rum in July
this year.

Basement 2 L2

are,” said Charlène
Cordelle, Commercial and
Marketing Coordinator.
The past year has seen
Socatec developing novelties in its customisable
travel items specialism
and is showing off Revel
‘crinkle effect’ ceramic
cups – for which it has
exclusive travel retail
distribution rights.

Basement 2 F28

PRETTY PACKAGES
Beauty Contact is
enjoying the chance to
introduce contacts to its
fragrances, especially the
Alexandre. J line.
“We focus on nice packaging that can be kept as
part of your life and to put
gifting in mind that will
really surprise people,”
said CRM Paris Project
Manager Amélie Jabban.
In the high end of the range
are offerings like Alexandre.
J Legacy, whose packaging
features a mother of pearl
mosaic, and for which the
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overall production process
takes 200 hours.
The eponymous designer is
present at the stand to talk
clients through his creative
vision – an additional card
in the hand for Beauty
Contact, whose products
are distributed domestically in 25 countries, and
with hopes of an Asian
market entry.
“We think there is potential
as the Asian consumer is
keen on beautiful objects
and art – we are showing
our know-how. Everyone

can find themselves in our
perfume,” added Jabban.

Basement 2 D1
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NEW IN SINGAPORE
With more than 285 exhibitors presenting their products in Singapore this year,
TFWA Asia Pacific Exhibition & Conference 2015 is the largest show to date, and will
certainly be the most compelling. The 73 new and returning brands at the show are
a testament to the dynamic pace of the travel retail industry, and here we highlight
a selection of the exciting newcomers making their debuts in Singapore.

LOLLIPOPS PARIS 01

MTG 02

BASEMENT 2 B27

LEVEL 1 S18

WHO ARE YOU?

WHY EXHIBIT NOW?

WHO ARE YOU?

We are a French brand
dedicated to the design of
women’s accessories. We
primarily create bags, but
also offer wallets, shoes,
jewellery, umbrellas and
cosmetics. Our brand is
distinguished by its originality, sparkling colours
and strong personality
and, established in 1994
in France, Lollipops Paris
is now present in Europe,
Asia, Middle East and
North America. The fashion
accessory is a key element,
which allows you to play on
the various facets of your
personality. Our ambition
is to reinterpret all the best
fashion trends so that every
woman may do this.

We want to increase our
network and visibility in
duty free.

MTG is a company based in
Japan, specialising in the
manufacturing and sales
of beauty and wellness
products. We strive to
develop innovative beauty
products that integrate
cosmetic products with
beauty care devices. We
refer to this research &
development concept as
“united beauty” and, in
driving this concept forward,
MTG has been a leading
force in the Japanese beauty
industry – resulting in 130%
growth in net sales per
annum. In February 2014,
we opened retail outlets
at prestigious department
stores in Tokyo, Osaka and
Nagoya. The number of
outlets is expanding and
soon our products will be
found in major cities all
over Japan. Not just limited
to Japan, our products
have also attracted many
world-class celebrities. We
have a co-developed skin

WHO BUYS YOUR
PRODUCTS?
Our target market is women
between 25 and 45 years old.

WHAT ARE YOUR
OBJECTIVES?
We want to find operator
agents, especially in Asia
and Europe.

WHAT IS YOUR UNIQUE
SELLING POINT (USP)?
Lollipops Paris is a unique
fashion brand with inherently
French design. Our prices
are middle to high-end, the
quality is high and our bags
are unlike any other. The
concept of the brand is to
create an accessory to one’s
image – accessories close
to the self, which fit with
one’s mood and play with
the different sides of one’s
personality. Our accessories
are a commitment to a new
feminism, and a playful
statement towards femininity
that is liberated and
uncomplicated.

care brand “MDNA SKIN”
with Madonna, and we have
collaborated with Cristiano
Ronaldo in an athletic
beauty project. We continue
to pursue the limit of beauty,
and promise to provide
the latest vital beauty care
solutions to customers all
over the world.

WHO BUYS YOUR
PRODUCTS?
MTG is an accessible
premium brand that
primarily targets the
woman who embraces
elegance and indulges in
the pursuit of beauty. Our
products have assured
quality from Japan that
gives customers a confidence in their beauty,
just from possessing the
products. However, not
limited to its primary target,
MTG has a wide-ranging
brand portfolio that suits
both men and women
who are looking for a new
beauty item.

WHY EXHIBIT NOW?

WHAT IS YOUR USP?

Our primary goal is to
create a new beauty
lifestyle and continue to
challenge the limits of
beauty technology. We
have built and grown our
brands in Japan through
revolutionising the beauty
lifestyle, and our next aim is
to share with customers all
over the world the revolutionised beauty technology
and culture from Japan. We
believe now is the time for
us to pursue this mission.

MTG values the power
of synergy. Through our
jewellery-like design with
sophisticated technology, and rich cosmetic
products with innovative
beauty care devices, we
create new values in the
market by integrating
two already powerful
concepts to provide
customers with brands
that exceed the everyday.

WHAT ARE YOUR
OBJECTIVES?
Our objectives are to meet
and speak with potential
new clients who are
positive and passionate in
working with us to revolutionise the global beauty
market together.
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04

03

CRYSTAL HEAD VODKA 03

BODEGAS WILLIAMS & HUMBERT 04

BASEMENT 2 D28

BASEMENT 2 A11

WHO ARE YOU?
Globefill Inc. is a privately
held Canadian company
with strong roots in wines
and white spirits. Produced
in Newfoundland, Canada,
Crystal Head Vodka
launched in the US in 2008
and is now sold in over
42 countries around the
world. The multi-award
winning, ultra-premium
vodka was created by Dan
Aykroyd and renowned artist
John Alexander. It is filtered
through Herkimer diamonds
and is completely additivefree and gluten-free. Crystal
Head’s ultra-high quality,
award winning, skullshaped package and price
point make it a natural for
travel retail.

WHO BUYS YOUR
PRODUCTS?
Crystal Head targets
contemporary, high-end
fashion conscious consumers. The target group spans

the art, beauty, design, and
architecture communities.
This individual’s lifestyle
is image driven, which
draws them to high-end,
premium products.

WHY EXHIBIT NOW?
It is important for Crystal
Head to exhibit, as the
company is expanding into
Asia Pacific travel retail.
Exhibiting gives Crystal
Head the introduction and
necessary brand exposure
to potential markets and
regional buyers.

WHAT ARE YOUR
OBJECTIVES?
We have a growing
presence in the region’s
domestic and key duty free
markets, but are seeking to
expand Crystal Head Vodka
within travel retail. Despite
being launched in the
USA in 2008, Asia Pacific
regional brand awareness
is still developing.

WHAT IS YOUR USP?

WHO ARE YOU?

Crystal Head Vodka is
co-created by Canadian
actor, musician, and
screenwriter Dan Aykroyd
and renowned American
artist John Alexander, who
designed the bottle. The
ultra-premium, pure spirit
is a multiple award-winning
product with a unique
skull-shaped bottle that
is highly collectible. When
purchasing Crystal Head
Vodka, not only do you have
a spirit that received a gold
medal for ‘Excellent Taste’
at Prodexpo, but also a
piece of art.

Bodegas Williams &
Humbert is one of the
major players within the
sherry and brandy industry
in Jerez, Spain. Founded
in 1877 by Arthur Humbert
and Alexander Williams,
today the company is
entirely owned by the
Medina family – now in its
second generation. The
group is involved in the
production and sale of
wines and spirits, distribution activities (Sovisur in
Spain, W&H México and
China) and the manufacture of products from the
Iberian pig.

WHO BUYS YOUR
PRODUCTS?
Bodegas Williams &
Humbert produces
‘Premium Entry Levels’,
such the Dry Sack sherry
entry family, ‘Pure
Premium’ – including

the Don Zoilo Range and
Botanic Gin, Dos Maderas
Rum and Brandy Gran
Duque de Alba – and
‘Ultra Premium’, also with
the range of gin, ron and
brandy, together with other
sherry categories such as
Dry Sack 15-year, up to the
VOS Pedro Ximénez ‘Don
Guido’. Duty free consumers buy these products
in Spanish and American
airports. The typical
buyer is the cosmopolitan
traveller who is very much
up to date and familiarised
with duty free products,
and seeks out duty free
exclusives.

WHY EXHIBIT NOW?
The commercial team
of Bodegas Williams &
Humbert has discovered
in recent years that duty
free symposiums have
significant power of
attraction for importers

who sell in their domestic
markets, because duty free
is a market of luxury goods
with very good packaging,
and is an excellent opportunity to discover new
products and consumer
tendencies.

WHAT ARE YOUR
OBJECTIVES?
The target for Bodegas
Williams & Humbert is to
expand in Asian markets.

WHAT IS YOUR USP?
Our strong selling point is
the know-how of Bodegas
Williams & Humbert in
every aspect of sherries
and brandy, of which
products the company has
an export market share of
25% and 23% respectively.

Visit us at Stand
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WINE OF THE TIMES
Diverse Flavours is
celebrating its fifth anniversary at TFWA Asia Pacific
Exhibition & Conference
this year, and is marking
the occasion by opening
some of its finest wines.
The South African wine

distributor is unveiling a
new selection of products
at the show.
“We now have the full range
from Groot Constantia,
the oldest winery in South
Africa,” said Anthony Budd,
Managing Director, Diverse

the new Avondale Navitas
2008 vintage.
To celebrate Diverse
Flavours’ anniversary over
a glass or two of wine, head
down to the stand at 17:00
today. “We’ve teamed up
with the Freixenet Group
next door and will be
hosting a wine hour,” said
Budd. “It’s an open house.”

Flavours. “Their wine was
written about by Charles
Dickens and Jane Austin,
who said it was the best
cure for a broken heart.”
Diverse Flavours is also
showcasing the new Ernie
Els Proprietor’s Range, plus
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FUELLING
GROWTH
These are exciting
times for Diesel. Wellestablished in domestic
markets, the brand is
making its TFWA Asia
Pacific Exhibition &
Conference debut, as
it looks to increase its

Agio Cigars has come to
Singapore on the back of
excellent sales in China,
which have been boosted
by a limited edition version
of the Balmoral Collection Gift Box. Tailored
for Chinese travellers,
the product features a
decorative Year of the
Goat sleeve, which was
released to coincide with
the Chinese New Year.

travel retail footprint.
“We’ve been in the
channel already for a few
years, but last year we
set up a division totally
dedicated to travel
retail,” said Michele
Turrin, Head of Travel

NO KIDDING
“It has worked really well
– the Asian market loves
it,” said Gertrude Stormink, Global Travel Retail
Manager, Agio Cigars.
“We will do the same next
year for sure.”
Creating tailored products

for different travellers is
a key strategy for Agio
going forward. “It’s about
reaching out to travellers
in a personal way,” said
Stormink.
Though tobacco is
traditionally sold in high

CRUNCH TIME
From the Italian Dolomites
to Singapore, it’s been a
long journey for Loacker,
but the brand has finally
arrived in travel retail.
After years of preparation, the Italian wafer
company is making its
debut at TFWA Asia
Pacific Exhibition &
Conference this week.
The confectioner has
been working hard on
exclusive travel retail
products, which it unveiled
yesterday.
“Duty free operators
say that they have a lot
of chocolate products,

but with our wafers we
are offering something
different,” explained
Daniel Kerschbaumer,
International Sales Area
Manager, Loacker.
One of more striking lines
developed by Loacker is
its hand puppets, which
come filled with chocolate
covered wafers. “These
puppets are the characters from our television
commercials in Italy,”
said Kerschbaumer. “They
have been developed
specifically for children.”
Loacker is also showcasing pouch packs of its
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normally considered a
tough sell in travel retail.
So what does Diesel
bring to global travel
retail? “Airports are full
of formal luxury and we
fill the gap in the market
for more unconventional
fashion that appeals to
younger travellers,”
said Turrin.
Operators can also see
Diesel’s bold new store
formats at the show.

original,” said Pua
Miranda, VP of Sales &
Business Development.
Lulu DK temporary tattoos
last for four to seven days,
and are pressed gently
onto the skin with water.
“You can dress yourself up
in just seconds,” Miranda
explained, “and for travellers they are perfect – it’s
a piece of jewellery that
you cannot lose, that you
can wear on the beach
and through
airport
security.”
Fast moving,
with little
need for
space and at
a premium
price point,
the products

are ideal for inflight, and
have already in recent
weeks been stocked
onboard Cathay Pacific
and British Airways.
“When consumers
purchase the tattoos,
they’re not merely buying
a product, but are entering
into the beautiful, whimsical world of Lulu DK.”

Level 1 S13

volumes, Agio Cigars
believes consumer
attitudes are changing
and that the industry must
keep up.“Before it was
always about volume,”
she said. “But sales
of our single packets
are increasing because
consumers want to pick
and mix.”
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SKIN
ART

Gardena Fingers, plus an
exclusive product called
Rose of the Dolomites,
which contains wafer,
chocolate and praline.
“Like all of our products,
they are made from
natural ingredients,” said
Kerschbaumer.

Retail. “We are now
ready to approach the
channel with the proper
format.”
The brand has developed products specifically for travel retail,
including a suitcase
collection, and has seen
impressive results from
airport stores in Qatar
and Brazil.
However, most surprising is the success of
its good old-fashioned
jeans, which are

Captivating prints, vivid
colours, and otherworldly
designs – this is the Lulu
DK universe. Lulu DK is
the vision of celebrated
designer Lulu de Kwiatkowski, and in a vibrant
launch into travel retail in
collaboration with exclusive agent McG Consultants, yesterday introduced
its stunning collections of
jewellery-inspired metallic
tattoos. “As is the maxim
of Lulu DK, the tattoos are
hand-designed, handpainted and completely
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TURNING
HEADS
Relentless in its pursuit of
high-performing beauty
products, when Moroccanoil developed the
original in nourishing
oil-infused haircare, it
revolutionised the industry. Years later the onceunconventional cosmetics company continues
to transform the beauty
business with inspired
treatments for hair and
body, and in travel retail
has also demonstrated
its capability for extraordinary things. Dipping a
toe in the water of the
market just last year,
in the months since
October Moroccanoil
has plunged into the
channel, “and now we
are truly swimming”,
Annie Hildenbiddle,
Senior Marketing
Manager, said.
The company first

launched at Copenhagen Airport with Gebr.
Heinemann, where in
just three weeks it was
within the 30 bestselling products of 250
in the category, and
since then has engaged
in an astounding number
of openings with major



distributors in Europe,
the Caribbean and the
US. “As the first to start
using oil in haircare,
Moroccanoil is an expert
in developing spa-like
treatments that are
highly effective, and
people really love our
products,” Hildenbiddle
commented. “They are
easy to use, and at a
manageable price point,
they are an affordable
luxury.”
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Radley London’s recently
appointed new CEO
Justin Stead, formerly
of Aurum Holdings and
Fossil, is capitalising
on years of experience to pioneer the
UK’s leading premium
handbag and accessories brand’s further
expansion into travel
retail. In Asia Pacific,
Radley already has
a strong domestic
presence in Japan,
Malaysia, Taiwan and
Indonesia, and in duty
free in The Phillipines
and Macau, and the
market holds great
potential for the inherently London label.
“We have a really
good quality offer
of products that tell
beautiful stories on the
inside and outside,”
said Travel Retail
Manager Rohanne
Campbell. “There is
a real desire in this
part of the world for
British brands, and our
performance in local
markets in the region

MADE WITH CARE TO BE ENJOYED RESPONSIBLY.
© 2014 WILLIAM GRANT & SONS LTD. KININVIE® SINGLE MALT SCOTCH WHISKY IS A REGISTERED TRADEMARK OF WILLIAM GRANT & SONS LTD.

A DOG’S LIFE

is really encouraging for our growth in
travel retail – which
is why we’ve created
our wonderful collections especially for the
channel.”
The travel retail exclusive Radley Travelling
Wanderer collection
tells the endearing
tale of Radley dog’s
adventures, while

the adorable Radley
Monkeying Around
collection, created for
the Chinese Year of
the Monkey in 2016,
features the brand’s
inimitable canine
icon frolicking with
monkeys in captivating
pillar-box red
and ivory.
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EASTERN INSPIRATION
To transform everyday
routines into meaningful,
memorable moments
– that is the philosophy
of Rituals Cosmetics,
the lifestyle brand that
combines home and body
cosmetics to enrich the

little things in life with
a hint of luxury. Rituals’
is a concept that has
captivated consumers
all over Europe, and the
brand is now seeking to
explore Eastern climes
and expand its global

travel retail business
in order to “touch the
customer on every leg of
their journey”.
“We are a creative,
contemporary lifestyle
brand that challenges
existing perceptions
of the cosmetics world
by introducing home
products,” explained
Neil Ebbutt, Rituals’
Director, Wholesale. “Our
concept has met with
great success and we are
differentiated within the
market by our extraordinary rate of innovation.”
This summer the brand
will open in Australia and
the Middle East, with China
openings planned for 2016.
“In many ways it’s like a
homecoming,” Ebbutt said.
“Our brand is European but
our inspiration is Eastern,
the magnificent tradition and
rituals there – and we are so
eager to enter this market.”
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Pashma is celebrating
the launch of several
new lines at this year’s
TFWA Asia Pacific
Exhibition & Conference.
“We are launching
jewellery as a new
product, with semiprecious stones. We
don’t shape the stones,
we shape the jewellery
around the stone, which
features 925 silver and
freshwater pearls,”
Reetu Vasan, Head of
Merchandising, Pashma,
commented. “Our new

LIFESTYLE
EXPANSION
winter collection is 100%
cashmere, with hand
printed patterns, such as
winter florals and dark
colours.”
Pashma is also showcasing a new brand, Bali
Hai, which is inspired
by Bali and Hawaii,
and made with Supima

cotton – said to be the
world’s finest.
Pashma is looking to
evolve into more of a
lifestyle brand with its
added product lines, as
well as expanding more
into Asia Pacific.

Basement 2 G2

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE WEDNESDAY 13 MAY 2015



EXHIBITION NEWS

PURE SPIRIT
Bulgarian spirit brand
Vinprom Peshtera, which
sells in over 40 countries,
has come to TFWA Asia
Pacific Exhibition &
Conference with one key
objective – to get noticed.
“We want to see how
people react to the
brand,” said Slavi Toskov,
International Group

JTI enjoyed a very busy
day in the show yesterday.
It is conveying a strong
message focused on the
importance of the tobacco
category, and JTI’s
commitment to taking the
category forward.
Antonio Venceslà,
Corporate Affairs
& Communications
Manager WWDF,
explained that JTI sees
many opportunities for
growth in the future. It
is investing heavily in its

GROWING THE
CATEGORY
brands and continuing
to work closely alongside its trade partners
to help them grow their
overall retail revenue,
not simply drive JTI
tobacco revenues.
“We attend TFWA Asia
Pacific Exhibition

& Conference every
year, and I’m very
happy to see so many
new companies here
– it shows that the
tobacco category really
matters, especially in
this region,” Venceslà
commented. “Our

Brand Manager, Vinprom
Peshtera. “We have a lot
to say about the brand
and want to develop in the
region. We are looking for
partners and to develop
more aggressively in the
market.”
With the aim of developing throughout Asia, the
spirit brand is launching

its Purity vodka in
Singapore, which is an
extension of the Alaska
range. “It is seven times
distilled. What we use to
filter the vodka is a black
rock from Russia called
shungite. Its properties
filter water and only leave
positive ions in it, which
makes it taste smooth
and delicious,” Toskov
commented.
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message to customers is that we really
believe in the future of
the tobacco category,
and we must work in
partnership.”
Here at the show JTI is
presenting a range of
brands, including Mevius,
which is very popular in
Asia Pacific, and Sheng
Xiao – its first travel
retail exclusive product.
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CAPTURINGTIME
FIYTA is showcasing
numerous new items from
its 2015 collections at
TFWA Asia Pacific Exhibition & Conference. These
include the 12 Zodiac
Sign Animal Head limited
edition, the Red Dot 2014
Product Design Award
winner 3D-Timekeeping
Modern Watch,

Aeronautics Collection
Tourbillon limited edition,
the Extreme Collection,
and the Clover Collection,
which symbolises happiness.
Another highlight is the
FIYTA Photographer
Collection Charity Edition,
with three alternative bezels that can be
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interchanged to create
different eye-catching
looks. It also comes in
three different colours.
“Our watches have an
individual design – we
look for innovation,” said
Ian Yin, Overseas Market
Brand Manager, FIYTA.
“We have generated a lot
of interest in our products
at the show so far.”
Among the travel retailers
that FIYTA is currently
performing very well with

are: DFS Group in Hong
Kong, Lotte Duty Free
in Korea, King Power in
Thailand, and Starboard
Cruise Services.
“This is our second
time exhibiting at TFWA
Asia Pacific Exhibition
& Conference, and we
see potential for further
growth in travel retail,
particularly because of the
increasing number
of Chinese outbound
travellers.”

CHARGING AHEAD
If you find yourself caught
out by a flat phone battery
this week, then fear not
– WorldConnect AG has
installed a charging point
at its stand for delegates

Pandora is highlighting two fabulous new
collections at TFWA
Asia Pacific Exhibition
& Conference – its
Summer 2015 collection
Dream Escape, and its
pre-Autumn 2015 collection Travel Keepsakes.
It is also previewing its
Autumn-Winter 2015
collection.
The exotic jewellery in
the Dream Escape range
is an oasis of vibrant

Asia Pacific Exhibition &
Conference. Among the
products being unveiled
are the lightweight
Reload battery packs and
multifunctional travel

adaptors. “Our Reload 12
power packs can charge
a smartphone up to four
times and a tablet twice,”
said Sandra Akkaoui,
Sales Manager Global
Duty Free. “They are
perfect for travellers who
need to stay connected.”
The brand is also launching

a dual pin charging cable
that is compatible with both
Android and Apple phones.
“It’s one of the only cables on
the market compatible with
both devices,” said Akkaoui.
“It has been approved
by Apple.”
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EXOTIC JEWELLERY
flora and fauna, and
ethnic symbolism. The
hand-finished designs
feature dazzling greens,
blue and clear stones
decorating silver and
gold designs.
With Travel Keepsakes,
Pandora is introducing a
series of sterling silver
charms inspired by travel.

WINE TO
TREASURE
Treasury Wine Estates has
a portfolio of 80 brands,
and highlights here at
TFWA Asia Pacific Exhibition & Conference include
its flagship Penfolds
wines, alongside Wolf
Blass and Matua, and its
portfolio of US wines.
“Our objective is to
share the next part of our
category strategy. We have
identified strong potential in
the wine category in travel
retail,” commented Tom
King, General Manager
Global Travel Retail,
Treasury Wine Estates.
Its strategy focuses on four
key pillars designed to help
consumers find, know,

in need of power.
While you’re there, check
out the brand’s new
range of electronic travel
accessories, which it is
launching here at TFWA
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love and buy their wine.
The category strategy was
launched at TFWA World
Exhibition & Conference
last October, and
Treasury Wine
Estates is now driving
the next stage here
in Singapore. “We
looked at some of
the data through the
eyes of Asian wine
shoppers,” King
explained.
Indeed, Treasury
Wine Estates is
seeking to truly bring
the wine category to
life with retail theatre
and excellence. “We
are sending out the

The sterling silver charms
are decorated with handapplied enamel or hand-set
cubic zirconia stones.
Here in Singapore, Pandora
is focusing on expanding its
presence in Asia, meeting
with existing customers and
new ones. Maria Højgaard,
Marketing Director,
reported a busy first day

message that we’re bringing
innovation to the category,”
King added.
Treasury Wine Estates is
also offering drinks on its
stand each day from 16:00 to
18:00 – the ideal opportunity
to try a glass of Penfolds,
Wolf Blass, or Matua.
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in the exhibition, where
Pandora has a beautiful
new stand on Level 1.
“Asia Pacific is a very important region for us. We’re
present in 90 countries, so
are truly worldwide, but Asia
Pacific is a strong focus,”
Højgaard commented.
“We have some interesting
developments coming soon

in the region, which we’re
very excited about.”

ALTERNATIVE
LUXURY
Deau Cognac is making its
first appearance at TFWA
Asia Pacific Exhibition
& Conference this year,
with positive results. “We
have had many people
dropping by our stand
that are interested in who
we are and our objectives,”
explained Olivier Hidier,
Export Director, Deau
Cognac. “We want to show
there is a space for us in
this region, and we have
received a lot of interest
from Asian retailers.”
The Deau core range
includes six cognacs
– Collection VS, VSOP,
Napoleon, XO, Black, and
Louis Memory – which
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have won numerous
awards.
Deau is also able to
compete at the very top
end of the market with
its Deau Cognac Privilège
– a unique blend of
cognacs selected by
its Master Blender and
slowly matured in five

Level 1 U19
ageing cellars; and Deau
La Vie en Or, meaning
‘the life in gold’, which
is beautifully packaged
in a luxurious decanter
layered with gold leaf.
“Deau is presenting itself
as a true alternative brand,
offering the prestigious and
luxury values of cognac that
have always been promoted
by our peers – but with the
addition of our own USP in
terms of look, quality and
range,” Hidier added.
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BRANDING
POTENTIAL
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ranges to make them
easier for the consumer
to understand.
“We are working on
developing in the
Korean and Chinese
markets. We ideally
want to offer an
exclusive Asian fit,
which is currently in
the planning stages,”
Stoiber said.

DUTY FREE FOCUS
Marie Brizard – Groupe
Belvedere has two very
exciting announcements
at this year’s TFWA Asia
Pacific Exhibition &
Conference.
Returning to travel retail
after a two-year hiatus,
Groupe Belvedere is
shining a light on its
spirits, including Marie
Brizard, Gaultier Cognac,
William Peel and Vodka
Sobieski.
As well as its exciting
return to travel retail,
the company is looking to
recruit a specialist Global
Duty Free Director, to
create a clear group
strategy for the channel.
Henriette Holmgreen
Thorsen, Director of
Belvedere International,
said: “We have a big

Red Bull Racing Eyewear
is presenting its new
High-Tech and Life-Tech
collections here at TFWA
Asia Pacific Exhibition &
Conference. These new
collections are said to
be very well suited to
Asian consumers. One
of the key features of the
eyewear is their adjustable nose pads.
Red Bull’s involvement
in Formula 1, which has
a race in Singapore, has
contributed to its strong
brand recognition, and
Red Bull Racing Eyewear
is capitalising on this.
“Asia is important for us,
as it has so much potential,” Karl Stoiber, Head

of Global Travel Retail,
Red Bull Racing Eyewear,
commented. “We have
strong brand recognition.”
He added that Red Bull
Racing Eyewear has
reordered its product

Katharina Tyrolt, Global
Travel Retail Manager,
Ritter Sport, relayed that
the company knows the
Asian market well, and
is continuing to respond
well to its target customers’ needs at TFWA Asia
Pacific Exhibition &
Conference.
“We have had strong
history in Asia Pacific for
30 years now, and we feel
Asian consumers are very
open to new products,”
she said.
Tyrolt explained that Ritter
Sport’s understanding
of its customers’ desires
would not be possible
without its partnership with leading travel
retailers. “We work with
partners such as DFS
and Heinemann closely.
Because they have local
staff here, which we

TOWEROF
UNDERSTANDING MAKING HISTORY
don’t, we gain from them
a general understanding
about the culture, what
kind of promotional activities work best, and what
product and packaging
styles they prefer,” Tyrolt
added.
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The most popular
products with Asia Pacific
consumers remain the
Whole Hazelnut bar, and
the travel retail exclusive
100g Ritter Sport Tower.
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Shrouded in centuries
of olfactory history, The
Merchant of Venice eau
de parfums have captured
the attention of domestic
markets in Europe and the
Middle East, and perfumer
Mavive S.p.A is entering a
new epoch for the collection, unveiling the highend line of six fragrances
in their vivid artisanal
blown-glass bottles to
the Asia Pacific market
here in Singapore. “The
time has come introduce
Merchant of Venice to this
part of the world,” said
Emanuele Riva, International Sales Manager for
Mavive. “The popularity
of the ‘niche’ category

strategy for 2018. We
are back in the game.
Before we didn’t have a
very big focus on travel
retail, but now we want
to have a dedicated focus

in Asia
Pacific
is still in
its early
stages,
but the
high level
of interest
is promising. The
strength
of The Merchant of
Venice’s Italian heritage
and its origins – tied up
in the history of modern
perfume – give us much
confidence of a high level
of interest in the region.”
Mavive is aiming for
success in the strategic
markets of Hong Kong,
Singapore and Tokyo

CHARMING BUYS
Swiss watchmaking brand
Jacques Farel acknowledged how important the
Asia Pacific region is to its
brand at this year’s TFWA
Asia Pacific Exhibition &
Conference. “We may be
Swiss, but we have had a

big base in Hong Kong for
35 years. This is why Asia is
so important and close to
home – it has huge potential
for us because it’s a young
market with lots of children
and a gifting culture,” said
Joanne Nixon, Director of
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Marketing and Sales.
Launching a travel retail
exclusive gift pack, consisting of a luggage tag, watch,
and passport holder, here
at the show, Jacques
Farel continues to grow its
success in the children’s

on the channel, with the
new appointment of the
Global Duty Free Director
to create a new strategy.”
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and, with faith in the
collection’s potential in
duty free bolstered by the
flourishing The Merchant
of Venice shop-in-shop
at Venice Marco Polo
Airport, “after that, Riva
said, “travel retail is a
natural next step”.
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sector of travel retail.“Our
aim of being here in Singapore is to meet new clients
and expand, and showcase
new products,” Nixon
added. Jacques Farel is also
launching a new ladies range
of charm watches that allow
the wearer to interchange
charms, as well as new
display cases for travel retail.
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growth opportunity with
both hands, and is creating bespoke collections
for customers within the
region’s different markets.
For Korean and Chinese
consumers, it has created
a collection in collaboration with eminent Korean
actress Park Shin-hye. The
new Lady Scottie line – on
show at TFWA Asia Pacific
Exhibition & Conference
– is a charming collection
in Asia-alluring rose gold,

AGATHA POWER
The popularity in Asia
Pacific of Parisian fashion
jewellery brand Agatha
shows no sign of slowing,
and just a year and a half
into its presence in travel
retail the designer has
experienced significant
growth – primarily with
distributor DFS, and within

China, were it has added
six airport shop-in-shops to
the 70 domestic locations in
its China portfolio.
Karan Tuli, General
Manager, Agatha Asia
Pacific, and Global Head
Travel Retail, Agatha
Paris, explained that
Agatha is clasping this

“The Mercedes-Benz
brand is extremely
popular in Asia,” explained
Thibaud de Vaulchier, Vice
President Sales, INCC
Parfums. “The perception
of it is even more luxury
than in Europe.” The first
scents by Mercedes-Benz
Perfume met with great
success in Europe and the
US and now, de Vaulchier
explained, is the time for
the brand to expand into
Asian travel retail. “We
have been in the domestic

TOP SPEED
market in Asia for two
years, and we are now in a
position to develop special
fragrances dedicated to
the growing Asia Pacific
market.”
Two new references have
been developed expressly
for Asia, featured within
the revolutionary new
Mercedes-Benz VIP Club

FAMILY TIES
Federica Roncato comes to
TFWA Asia Pacific Exhibition & Conference for the
first time on an important
undertaking close to her
heart – to make her family’s
luggage brand’s first
foray into the travel retail
channel.
Founded in 1956 as a
maker of trunks by her
grandfather, Ciak Roncato
has a strong Italian heritage and a history rooted in
innovation. Among the early

luggage creators to use
innovatory materials and
trial modern new concepts,
the company’s pioneering
approach carried on into
its second generation. “My
father Carlo Roncato,”
Federica explained, “was
the first man to create the
trolley as we know it, taking
the suitcase and turning it
vertical, with two wheels. It
was a whole different level
of travel.”
Following in their father’s
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collection – the first by
five Master Perfumers.
Energetic Aromatic by
Annie Buzantian is a
timeless, aromatic watery
fragrance, while Pure
Woody by Harry Fremont
is a fresh scent, and a
symbol of classic chic.
Already Mercedes-Benz
Perfume’s presence in the

footsteps, Federica and
her two sisters continue
their family’s impassioned
pursuit of innovation, creating trolley suitcases for
travellers that far exceed
the expected, with ever
more functionality, comfort
of use, maneuverability
and, of course, classic
Italian style. “Opening up
the duty free segment is
very important to us, as
the global visibility of the
market will really enable us
to further our brand image
and grow our business
worldwide,” Federica said.
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region is redlining, and
growth has rapidly accelerated in Korea where it has
opened with Lotte. Inflight
in the region is also quickly
picking up speed, with
listings on 15 airlines.
As it has achieved great
success with MercedesBenz Perfume, the strategy
of INCC is to take icons
of high awareness and
translate them within the
world of fragrance, and it
recently announced that in
2016 it will launch Parfums

Claudia Schiffer in its first
move into the celebrity
scent business.

and features, as designed
by the brand ambassador,
a beguiling, more feminine
impression of Agatha’s
Scottie dog symbol. Agatha
will soon launch its first
travel retail-exclusive
products which, in an innovative move, will alternate
with a partner collection in
the domestic market, each
exclusive to its respective
channel for six months.
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Making its second
appearance at TFWA
Asia Pacific Exhibition &
Conference, Tru Virtu is
fully intent on raising the
profile of its functional
wallet brand in Asia.
“People admire German
brands in Asia – both the
product and the design.
People also like the
functionality of aluminium.
We are aimed more at the
classical and conservative customer,” Katrina
Morieaux, PR and Marketing Manager, commented.
The HI-TECH meets
Classic collection is being
showcased here in Singapore. This leather aluminium line is made with cow
hide and RFID technology,
which means the wallet
protects the owners
cards from being illegally
scanned for data, as well
as demagnetisation. The

UP
POCKET
PROTECTION DOWN
UNDER

line will be available in
travel retail from next
month.
“Our strategy is that all
products are patented, we
invest heavily in market

CANADIAN
COOL
Visitors are taking the
opportunity of Lise
Watier’s Singapore debut
to get to know Canada’s
fourth biggest prestige
cosmetic brand. “People
are attracted by our visual
identity and colours,
convinced by our product,
and surprised by our

positioning in our native
market,” said CEO Pierre
Plassard.
Offerings spanning
cosmetics, skincare and
fragrance are rooted in
Canadian heritage and
the story of Lise Watier
herself, who created the
brand in 1972. “Asians like

WINNING HEARTS
“Over the last two years
Pica Léla experienced
double-digit growth
and, this year, despite
challenges in this market
we are experiencing
double-digit growth
again,” enthused Managing Director Cathy Wong.
Pica Léla’s burgeoning
success in the Asia
Pacific region was last
year underscored by the
unprecedented popularity
of the King of Hearts and
Kayla necklaces, which
became instant favourites
onboard with key airline
clients Korean Air and
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Singapore Airlines. Ever
attentive to the needs of its
customers, the pioneering
jewellery designer has
developed its latest ranges
under the influence of the
collections that captured
passengers’ hearts, and
is introducing for the first
time in Singapore the
Dynasty Collection, a subtle yet
contemporary
line that
embraces the
enduring vogue
in the region for
rose gold. Like
King of Hearts,

patents, especially in
Asia and China, so the
product cannot be copied,”
Morieaux added.

Basement 2 B9
history, originality and
products linked to a territory. Those who tested our
products also really liked
our colour palette,” said
Olivier Ricard, International Development.
Products strongly reference Canadian cool,
from the snowy peaks
that inspire the Neiges
fragrance to the Labrador
Tea Extract from the
Boreal forests of the North
in Age Control Supreme
skin creams. “We focus
on the customer – even

diamante and Mother of
Pearl characterise the
collection, but Dynasty
reflects a change in mood,
with the new designs
defined by their asymmetry.
“People can create their
own designs by pairing
together the different
unique pieces,” Wong said,
“so we expect this collection
to be very popular.”

The stunning, stone
encrusted collections by
jewellery designer Toscow
are a familiar sight in travel
retail locations across the
Asia Pacific region, where
the trailblazing Australian
brand is well established,
and continues to expand
with the growth of its
loyal band of followers.
Untouched by the undulations of what has been
a challenging economic
period for the Asia Pacific
region, Toscow’s business
has continued to grow in
double digits – its diverse
customer base and varied

product assortments in
pearls, opals, crystal and
jade driving the brand’s
success – particularly in
China.
In the wake of this
achievement, impassioned
General Manager Francis
Ng explained that Toscow
is directing its focus onto
ongoing growth in its
home market of Australia,
and hopes to continue its
dominance of the opal

market there, where
it’s the most prominent
manufacturer. The brand
is already present in all of
Australia’s international
airports, and within the
wider duty free market is
onboard the vast majority
of major airlines in Asia
Pacific, having late last
year secured valuable
listings on Korean Air.

Basement 2 B18

if sometimes we have to
make an effort on our
own costs. That’s what
you don’t see with our
competitors,” added
Plassard.
The care and attention
lavished on this ‘brand
created for women by
a woman’ is evident in
product details – such as
lights concealed within
lip lacquer wands for
convenient application in
any environment.

Level 1 U7

POLE POSITION

Basement 2 F23
As well as sitting pretty at the
top of the MotoGP championship, race ace Valentino Rossi
is also leading the pack at
TFWA Asia Pacific Exhibition & Conference. A watch
developed by the legendary
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rider left the competition
for dead yesterday, as it
was launched by Scorpio
Worldwide. Engineered by
TW Steel, which worked
closely with the Italian racer,
The Yamaha Factory VR | 46

Watch Collection is an exciting addition to the Scorpio
portfolio. “With the addition
of TW Steel I think we have
got one of the strongest
collections we have had for
a long time,” said Richard
Kennedy, Sales & Marketing Manager. “We have had
a great response from our
customers and, if today is
anything to go by, I think
the rest of the year will be
fantastic.” Delegates are
invited to check out the
bold new timepieces at
Scorpio Worldwide’s stand,
which is decorated with a
gleaming Yamaha R1 – one
of the fastest road bikes in
the world.

Basement 2 D9
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RECORDBREAKING DAY
FOR BAT
British American Tobacco
was yesterday officially
certified as having Asia’s
Largest Single Acrylic
Dome.
“It is a phenomenal
achievement. This has

been tried many times
before and it is very hard
to do,” said Ong Eng Huat,
President of Singapore
Book of Records, who
undertook the official
measurement.



The 2.23m tall dome was
custom-manufactured in
a delicate acrylic-blowing
process in a Chinese
factory before being
packed and shipped over
the course of four days
to Singapore for TFWA
Asia Pacific Exhibition &
Conference. It even had a
police escort for the final
leg of its journey to the
Marina Bay Sands Expo
& Center.
“The globe represents the

EXHIBITION NEWS

new flavour capsule in the
filters of the Kent, Kool
and Lucky Strike brands.
It has not been easy; we
could not sleep until it
had been installed here.
We are very happy,” said
Chowpo Kong, Business
Director of Geometry
Travel Retail Services –
the agency responsible
for the concept.

Basement 2
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Ong Eng Huat, President, Singapore Book of Records; Chowpo Kong,
Business Director, Geometry Travel Retail Services; Desmond Wong,
Director, Maxibit Singapore Pte Ltd; and Chan Yeu Choy, General Manager,
Asia Pacific, British American Tobacco Global Travel Retail.

OUT TO IMPRESS
If there was an award for
the best looking display
at this year’s TFWA Asia
Pacific Exhibition &
Conference, Leonidas
would surely be in the
running. The Belgian
chocolatier unveiled its
first-ever stand at the
show yesterday – and
delegates liked what they
saw. “The feedback we
have received has been

incredible and that is
really important in this
part of the world,” said
Filip Van de Vyver, International Sales Director.
Leonidas launched its new
Speciality Selection gift
packs at the show yesterday, and also unveiled
bold new designs for its
existing range. “Singapore
is the first phase of our
range relaunch,” said Van

de Vyver. “Judging by the
response we have had, I’m
very confident about the
direction we are taking.”
The chocolatier believes
its rich heritage will
also give it a competitive advantage in travel
retail. “We’re a family-run
chocolatier with more
than 100 years of history
– we have a fantastic
story to tell,” Van de Vyver
concluded.
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APTRA INSIGHTS
SEMINAR:
TODAY, ��:��
The APTRA Insights
Seminar takes place this
morning from 07:30 to
09:30 in Room 3211 on
Level 3 of the Marina Bay
Sands Expo & Convention

Center. The seminar
is designed to boost
understanding of the
duty free & travel retail
commercial environment in the region and

FLIGHTS OF
FLAVOR
Cigar marque J. Cortès
began TFWA Asia Pacific
Exhibition & Conference
with a steady stream
of meetings, including
some “unexpected” new
prospects.
“We really believe this
is the show for us,” said
Thomas Gryson, Export
Manager & Travel Retail
Coordinator for the cigar
brand that has doubled
its presence this year.
“People have discovered
us today and realised we
can do some serious
business.”
The Asian market has
been very warm to the
Neos cigarillo brand,
especially flavoured
options, which has a new
‘The Flavor Collection’
identity. It also has a
new easily portable Neos
Flight Pack exclusive to
travel retail.
“We have really had a
concerted focus on the

travel retail market
for two years. We have
learned a lot and now
we want to see more
listings. We need a
bigger retailer to help us
increase volumes – we
have some interesting
meetings this week,”
added Gryson.

Basement 2
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its potential.
After a welcome from
APTRA Vice-President
Tony Detter, Peter
Mohn, CEO m1nd-set,
will summarise key
findings of recent
studies commissioned
by APTRA into the
purchasing behaviour
and motivations of
Chinese travelling
consumers.
This theme will be
developed further by

Chocolat Frey has a new
team line-up in Singapore
this year; it is the first time
it is appearing at TFWA
Asia Pacific Exhibition &
Conference with a Regional
Sales & Marketing
Manager dedicated to the
Asia Pacific region.
“It is an indicator of
our commitment to
this market. It valuably
increases our market
knowledge and allows
us more, better quality
contact with existing and
prospective partners here,”
said Claudia Rosenberg,
Head of Travel Retail.

the Italian luxury lifestyle
brand. “This demonstrates
our commitment to experimentation – something
we heard a lot about at the
TFWA Asia Pacific Conference. The reaction from
clients has been ‘wow!’”
said Catherine Bonelli,
World Travel Retail Director.
Three segments of Paul

messages on mobiles.
All interested parties
are welcome. The
seminar is free to
APTRA members – two

free places per member
company with discounts
on subsequent places
– and costs SGD50 for
non-members.

A MESSAGE FOR ASIA
The Swiss chocolatier,
established in 1887, is
showing off fresh packaging updates, including a
new brushed gold visual
identity for its Swiss
Selection Finest Assortment biscuits and its
‘Message for You’ customisable chocolate memo
concept.
“We are a smaller brand
in travel retail and we
see a lot of opportunity.

The Asian consumer is
digital; we have started
to work with QR codes
on packaging and gifts

with purchase,” added
Rosenberg.

right design and the right
offer. It will boost impulse
purchasing – it’s difficult

to say no to this tin.”

Basement 2 G9

TINNOVATION
Representing nothing less
than a milestone in its
business offering, Jacobsens Bakery is casting a
spotlight on its first travel
retail exclusive tin of
assorted butter cookies,
‘Come Fly With Me’.
Distinctly differentiated
from the Danish baker’s
domestic offering for the
first time, the new tin

ASIA: ALL SEWN UP
Paul & Shark is unveiling
its ‘Only For You’ concept,
the centrepiece of which
is its custom embroidery
machine that can be used
to personalise any of its
pieces in stores.
Live demonstrations are
impressing visitors to the
stand, with the machine
representing values dear to

Anson Bailey, Principal,
Business Development
at KPMG. Smriti Kataria,
Director, Marketing
& Research, AdNear,
will broaden the focus
to explore methods of
reaching all of Asia’s
travelling consumers while they are on
the move. AdNear
specialises in providing solutions to target
consumers with relevant
location-specific

& Shark’s offering are
proudly on show at its
stand – Luxury, Smart
Casual, and Sportswear.
Personal touches include
national colours on the
underside of Polos of the
World collars, and top
quality digital printing of
jacket linings.
Existing and prospective

features nostalgic 1940sstyle artwork depicting
airport scenes from the
halcyon days of flight.
“The project came about
following demand from
distributors in Europe,
so we decided to fill this
niche and innovate across
the globe,” said proud
CEO Jan Jacobsen. “We
think it’s a good idea, the

partners are impressed by
the integrated nature of
Paul & Shark’s operation,
with flexibility to offer
limited editions and custom
pieces for partners.
“We are demonstrating to
all we meet that we are an
Italian brand, producing a
very high quality of product
and, crucially, that we
are customer-oriented,”
added Bonelli.

Basement 2
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ONE2ONE MEETING SERVICE

ONE�ONE MEETING SERVICE
TFWA’s ONE2ONE pre-scheduled meeting service has been a very successful enhancement to the agenda at TFWA Asia
Pacific Exhibition & Conference. A large contingent of the region’s most dynamic airports and airlines is participating
again this year. Here, we profile one of India’s most progressive airports: Kempegowda International Airport in Bangalore.

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

Kempegowda
International Airport
in Bangalore has a
retail mix designed to
perfectly match the
passenger profile.
The offer ranges
from the core duty
free categories, to
electronics, timewear,
writing instruments,
and fashion, as well as
duty paid domestic and
international brands.
“Being the gateway
to south India, we
truly bring a mix of
the best brands from

• 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

• Malaysia Airports
Group (MAHB)

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)

• 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:
BANGALORE INTERNATIONAL AIRPORT LIMITED
the south, which truly
represent the world
for India,” Sang J.
Ahn, VP Commercial,
Bangalore International
Airport Limited (BIAL),
commented.
The most popular
products are sweets
from the region,
followed by fashion
accessories, including leather and ethnic
garments, and liquor,

Arcelia is a new concept from one of India’s largest retail companies
Shoppers Stop, which aims to provide travellers with the best offerings in
fragrances, beauty and cosmetics.

which is particularly
popular in arrivals.
The airport recently
completed an expansion
project that increased
its annual capacity to
20 million passengers.
It is now enhancing its
existing retail and food
& beverage concepts in
a development that is
scheduled for completion in the third quarter
of 2015.
Ahn explained that a
tender was released
based on three main
themes – sense of place,
trust zone, and value
for money. The concepts
have been well received,
and the next five-year
plan for further expansion is under discussion.
Kempegowda International Airport is innovative in its strategy to
maximise commercial
revenues. It contacted
the citizens of Bengaluru

Croma Zip is a concept aimed
at providing portable electronic
devices, along with a select
range of accessories, for the
consumers on the go.

in relation to its ‘Smile
Bengaluru’ campaign,
which welcomed ideas on
what people would like to
see at the airport. “This
is the first step towards
maximising commercial
revenues – give passengers what they want,”
Ahn stated. “We are also
currently working on
some unique products,
which would only be
available in our airport.
All of these are incremental steps in maximising
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commercial revenues.”
Commenting on the
ONE2ONE pre-scheduled meeting service,
Ahn said they will “bring
us a fantastic inside
view with regard to
various brands, their
position, their ambition,
and their route map”.
“We will have initial
information about the
company expansion
plans, as India is now
a much sought-after
market in the south

Asian region. We
would work towards
introducing a few of
these brands in India,
and more importantly
at Bengaluru Airport.
We already have very
good concessionaires,
who we truly believe in
as working partners,
and through them
entry to Kempegowda
International Airport
would surely be the
most warm welcome to
Bengaluru!”

SUNGLASS HUT
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A NEW DAWN FOR
SUNGLASSES
IN TRAVEL RETAIL

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

Alain Maingreaud

The growth of the sunglasses category has been one of the great success
stories of duty free in recent times – with a significant share of its growth
the result of the pioneering approach of one of travel retail’s trailblazing
brands. Francis Gros, Head of Global Channels, explained to Amy Hanna
how Luxottica’s category vision shone new light on the sunglasses sector.
According to Generation, in 2007
sunglasses sales were a mere
US$777 million in the duty free
channel. It was a time in which
the category was severely underrepresented, poorly executed and
not a focus for travel retailers.
However, 2007 was the year Luxottica
Group established its dedicated travel
retail division, having identified the
market as a huge growth opportunity for
its eyewear brands. Determined to take
the leadership role in the sunglasses
sector, it launched its pioneering
category management programme, and
with it a clear vision – to double the
size of the sunglasses segment within
five years, and to break into the top 10
categories from a starting position of
number 16.
“We saw sunglasses as the perfect
category for travel retail,” explained
Francis Gros, Head of Global Channels,
Luxottica – the group behind iconic
names in sunglasses, such as retailer
Sunglass Hut. “Providing entry level into
luxury brands, a future-proof category
without legislative threats, constantly
refreshed assortments, and a product
that is itself inherently related to travel.”
Luxottica has invested significantly in
its category management programme
ever since, establishing workshops,
awards and regional activities, as well
as commissioning bespoke traveller
research. “Most significantly, it is
not just about Luxottica anymore. All
major brand owners in the sunglasses
category participate and work together
with us on a category approach,” Gros
said. According to Generation’s latest
figures, the sunglasses category was
worth US$1.66 billion in 2013. Luxottica’s strategy helped the category
achieve the doubling of sales inside four
years, and has now re-set its targets for
sustained growth towards what Generation has forecast could be a US$7.85
billion category by 2025.

IN PURSUIT OF PERFECTION
“We will not relent in our pursuit of
perfection for the category. Travel retail
can be the expert channel for buying
sunglasses,” Gros stressed, explaining
that Luxottica has a number of key strategies for sustained growth – including
significant investment in dedicated travel
retail training teams in each region. Its
multi-formatting approach is also a key
focus – especially the maximisation of
Luxottica Group’s vertically integrated
expertise as manufacturer, brand owner,
licensee, wholesale supplier and retailer.
The strategy revolves around executing
the sunglasses category in different
formats at different stages in the passenger journey through an airport, targeting
varying shopper needs and behaviours.
This spans a sunglasses department in
the main duty free shop, sunglasses in a
brand boutique with a genuine brand, and
a specialist standalone sunglasses shop
with definitive specialist service. “Then
we have the last-minute and arrivals
stores for distress purchases – often of
the best-sellers – and pop-up promotional
concepts, which bring additional tactical
visibility and interaction for the category,”

Gros explained. “Multi-formatting
is crucial to the future growth of the
category. As we know from airports where
it is executed best, such as Heathrow and
Gatwick, we drive incremental sales and
do not cannibalise sales from one point of
sale to another.”
Sunglass Hut is a natural partner for
airports. It is the world’s largest specialty
sunglass retail brand with over 3,000
stores – recognised and trusted by
consumers worldwide. In 2014 Luxottica’s
innovative travel retail strategy saw 31
new openings in the channel. Much hard
work and collaboration with stakeholders
from every aspect of the industry was
required to maximise the potential of the
category, and continued growth remains
a priority across all regions and with all
partners. “I’d like airport authorities and
travel retailers to talk to Luxottica about
setting a spend per passenger target for
the category at their airport, as we have
done with Heathrow Airport and World
Duty Free Group. This creates a platform
for us to work together to achieve mutual
objectives and it’s amazing what can be
achieved through greater collaboration,”
Gros said.
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Its multi-formatting strategy is a key focus in Luxottica’s strategy for growth – especially through
maximising Luxottica Group’s vertically integrated expertise as manufacturer, brand owner, licensee,
wholesale supplier and retailer.
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