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WELCOME MESSAGE

INTRODUCTION

ANOTHER YEAR, ANOTHER RECORD
I am pleased to see so many
of you back in Cannes again
for our fantastic event.
492 exhibiting brands
have come together again
to show the best of their
collections and targeted
products for travel retail.

accommodated a number of
additional exhibitors. The
Scene also has a new location
at the beach, allowing people
to wind down and enjoy the
cool sea breeze after a busy
day’s work. In addition, this
year we will also have a total
of 10 elegant yachts in our
Harbour Village, which is
becoming more and more
popular every year.
It is great to see the number of
categories and nationalities we
are able to bring together at
this exhibition. We take pride
at TFWA in representing the
best brands and companies at
every market level and in every
category within the travel
retail industry.

For the first time in 30 years,
the event has been scheduled
for the beginning of October.
While I know this new date has
been difficult for some of our
members and visitors, it also
presents many advantages.
The milder climate has meant
that we were able to open a
new marquee in the Beach
Village, allowing us to create
extra space where we have

There are 59 exhibitors who
are new or returning after a
short absence. We are pleased
to welcome back for example,
Laboratoire Filorga and Benefit
Cosmetics in fragrances &
cosmetics, Palais des thes and
Loacker in confectionery & fine
food, Patrizia Pepe and Alpinestars in fashion & accessories,
and Fontanafredda in wine
& spirits.
Free WiFi will enable you to
stay connected throughout
the event and maximise your
daily schedules. To help you
find your way in our exhibition,
which now includes 12 villages
inside and outside, we have
interactive directional screens,
which will enable you to get

FREE WiFi SERVICE

TFWA is delighted to offer a free WiFi service inside the Palais des Festivals. Technical support is available
at a dedicated desk (Viapass) during exhibition hours on Level -1, Red Village. To connect, please use the
following network – PalaisDesFestivals WiFi, then input the code on your delegate badge.

EMERGENCY NUMBER: +33 4 92 99 84 84
In case of emergency during TFWA World Exhibition & Conference, delegates can call the
following number: +33 4 92 99 84 84, for assistance 24 hours a day, either inside or outside the
Palais des Festivals. This number can be used to report instances of aggression, non-attended
luggage, or suspicious behaviour, for example. We advise all participants at TFWA World
Exhibition & Conference to please save this number in their mobile phone.

NEW CONTROL
FOR ACCESS TO
THE EXHIBITION
Gare
Maritime

Please collect your badge at the TFWA
Registration Pavilion before then passing
through the security check on the Parvis
of the Palais des Festivals.
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Alessandra Visconti
Vice-President
Corporate, TFWA

TFWA
PRODUCT
SHOWCASE
TFWA World Exhibition & Conference
is the ultimate shop window for the
world’s leading brands. The TFWA
Product Showcase provides a dedicated
online service, helping exhibitors
maximise their impact at the event by
profiling and promoting their products.
It has become a well-established,
essential resource for visitors to TFWA
World Exhibition & Conference.

Scan this code
to visit the
TFWA Product
Showcase

Visit the TFWA LinkedIn page, and join TFWA’s LinkedIn Group. It is
the ideal place to go for the latest news on TFWA World Exhibition &
Conference, and to learn more about the Association’s objectives.
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wonderful products, and to
SKROSS who has sponsored
the charging station. Thank you
also to the kind sponsors of
the TFWA Well-Being Lounge
– Kusmi Tea, Rituals, Mäurer &
Wirtz and Toni & Guy.

TFWA ON LINKEDIN

CHOOSE YOUR
ENTRANCE

Palais des Festivals

from A to B quickly and easily.
We will try our best to
make your week in Cannes
as smooth and productive
as possible. Please talk
to us during the event and
throughout the year – we love
to hear your suggestions and
feedback.
I’d also like to say a big thank
you to all of the generous
sponsors of the TFWA Lounge,
which I am sure you will try to
visit during your week. You are
welcome to use it for a quiet
meeting or to get out of the
crowd for a while. Thank you to
Guylian, Mondelez, Neuhaus,
Valrhona, Dragées Reynaud,
Laurent-Perrier, Kusmi Tea,
Rituals for providing the
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INTERACTIVE
DIRECTIONAL
SCREENS
TFWA’s official digital partner this year
is, once again, JCDecaux, which is kindly
providing interactive directional screens
to help visitors find their way around the
extensive exhibition halls.

The Scen
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Geopolitics, security, open
markets and the ability of
people to travel were all
key themes of a fascinating
address by David Miliband,
President and Chief
Executive of International
Rescue Committee – the
New York-based non-profit
humanitarian organisation.

before had the Islamic world in
such a state of political, religious
and economic convulsion; and
we’ve never had the climate
change risks that we have today.
Finally, we’ve never lived in a
world where so many refugees
are fleeing civil wars, and so
many people are concerned
about terrorism.”

His long political experience
in the UK included serving as
Foreign Secretary from 2007
to 2010, a role in which he
established a distinctive and
respected voice for an internationalist Britain.
Miliband assessed why global
politics, and globalisation itself,
feel so precarious, chaotic and
risky at present. “If you look
around global politics, you’ll see
protest at that very concept of
globalisation,” he commented.
“It’s not an accident – political
risk is the biggest drag on the
global economy today. Uncertainty in politics has never been
greater, therefore risk has never
been greater.”
Jeb Bush famously said that
Donald Trump would be the
“chaos candidate”, but Miliband
asserted that it was in fact chaos
within the political system that
created the curcumstances for
the emergence of Trump as a
candidate. And it is not confined
to the US. Miliband referred to
Italy’s upcoming referendum on
proposed constitutional changes,
with Italian Prime Minister
Matteo Renzi saying he will
resign if the government loses.
“International politics has rarely
been so rudderless and leaderless,” Miliband asserted.
His speech revolved around five
key points:

2. ECONOMICS AND
POLITICS ARE PULLING IN
OPPOSITE DIRECTIONS:

1. WE’RE IN UNCHARTED
WATERS:
“There has never previously
been a global market in the
way that exists today. There’s
never been three billion people
connected online; we’ve never

“That’s a real contrast with
the 1990s and the opening of
markets. That was called the
‘nice’ (non-inflationary consistently expansionary) decade in
economics. Today the economics of a globalised market
demands much more international cooperation, but politics
is becoming increasingly local.
Economics says migration is a
good thing, but there are few
countries where the politics says
that it’s a good thing. Economics
says most welfare should be
spent on young people, but most
people who vote are older. Brexit
is a prime example of politics
and economics pulling apart. In
the process, a dividing line was
established between the winners
and losers of globalisation.”

3. GLOBALISATION IS
EXHIBITING STRUCTURAL
WEAKNESSES:
“First, it is far too unequal
and the benefits too unequally
spread. Famously, in the
US between 1975 and 2007,
there was a 275% increase in
incomes of the top 5% while
the median income didn’t
change. Even quantitative
easing, which has been needed,
creates inequality in favour
of asset holders. The threat
of white collar jobs, as well
as blue collar jobs, being lost
to technology is a concern
for people. We shouldn’t be
surprised that large sections
of society are rebelling against
status quo.”



David Miliband, President and Chief Executive of
International Rescue Committee: “If you look around
global politics, you’ll see protest at that very concept
of globalisation. It’s not an accident – political risk
is the biggest drag on the global economy today.
Uncertainty in politics has never been greater,
therefore risk has never been greater.”

IDENTIFYING
SOURCES OF
STRENGTH THAT
WILL RENEW
GLOBALISATION
David Miliband is President and Chief Executive of
International Rescue Committee, and former UK Foreign
Secretary from 2007 to 2010. This experience in the UK and
internationally meant he was perfectly placed to offer a big
picture perspective on the challenges facing the world.
4. THE POLITICAL STATUS
QUO IS CHANGING:
“Both the centre left and centre
right are under siege from
globalisation, and we need to
find an answer to that. It’s not
just Donald Trump and Bernie
Sanders that are evidence of
this, it’s right across politics.”

5. THERE ARE SOME STRIKINGLY POSITIVE FEATURES
WE SHOULD HOLD ON TO
– SOURCES OF STRENGTH
THAT WILL RENEW
GLOBALISATION:
David Miliband, President and Chief Executive of International Rescue
Committee, told the TFWA Daily’s Ross Falconer that the travel retail industry
is “an example of growth and the development of a global market.”

TFWA WORLD CONFERENCE

“Firstly, Asia is not suffering
the kind of angst that the West
is suffering. Secondly, it’s
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interesting that the world’s
biggest airports are located
in cities and we talk about
airports by their city names – it’s
in our urban centres that we
can see the future. Thirdly, we
should see Millennials not as a
challenge, but as the diverse and
globalised hope for the future.
Fourthly, it’s evident that climate
change is a massive economic as
well as social threat – decarbonisation is actually an economic
booster rocket, and the shift to
low carbon is as much a positive
driver for the economics of
the future as the original high
carbon industrialisation was
200 years ago. Finally, poverty is

actually being reduced globally
at an unprecedented rate, and
tackling inequality is better
for the economy. An unequal
society, which doesn’t invest
in its people, doesn’t reach its
potential.”
Miliband concluded by saying
that through his experience in
government, and now in the NGO
sector, he has identified three
determinants as to whether
problems are solved: Government leadership, business
innovation, and mass mobilisation. “It’s incumbent on NGOs
like mine, and businesses like
yours, to take the lead – that’s
what we need to do.”

TFWA WORLD CONFERENCE

“ONLY BY
EMBRACING
CHANGE CAN
WE RESPOND
TO THE NEEDS
OF MILLENNIALS”
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Randi Zuckerberg, founder & CEO of
Zuckerberg Media: “We can’t be afraid to fail.
If we don’t try new things, that’s when we fail.
I would challenge everyone in this room to
throw a version of a ‘hackathon’. It doesn’t
have to be an all-nighter, just take two hours
to reflect and have an ‘idea-thon’.”

Randi Zuckerberg is a true ‘disruptor’,
who was part of the birth of Facebook
and created and ran the social media
pioneer’s marketing programmes from
2005 to 2011. She is subsequently the
founder & CEO of Zuckerberg Media, a
boutique marketing firm and production
company, and host of Dot Complicated
on SiriusXM Business Radio. Zuckerberg
provided an energetic insight into the
multifaceted complications of our
socially transparent world.

Randi Zuckerberg is an
influential voice in how
technology is evolving.
The founder & CEO of
Zuckerberg Media spoke
yesterday about how
mobile technology and
social media are reshaping
consumer behaviour. It was
a speech that drew laughter and applause in equal
measure, while delivering
messages very relevant
and applicable to duty free
& travel retail.

Randi Zuckerberg, founder & CEO of Zuckerberg Media: “I think the Millennial generation
is prepared to pay a premium to feel like they’re living a millionaire lifestyle on a regular
budget – have a personal Uber driver rather than take a regular taxi, for example.”

Zuckerberg began by joking
that she didn’t want delegates
to think TFWA couldn’t get her
brother Mark Zuckerberg to
speak, and were being treated
to second best. That certainly
wasn’t the case, as her speech
showcased a passionate and
entrepreneurial spirit, and even
concluded with a song.
Indeed, Zuckerberg explained
her dream while studying at
Harvard University was to be
an opera singer on Broadway.
While that didn’t materialise, she
discovered a passion for technology and business.
This led her to the fledgling
Facebook. “They truly believed
they’d change the world and
the way we communicate,”
said Zuckerberg. “I thought I
was going to California for the
weekend, but ended up staying
for 10 years.”
She outlined why Facebook was
different to its peers: “It was
launched with exclusivity, which
is important in a world with lots
of noise. We encouraged people
to use their real identity; and
the thing we did which had the
biggest impact was we focused
on our internal culture. Your
internal culture bleeds out
into every single thing you do.
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Even when Facebook grew to
thousands of staff, they wanted
you to think you were still a
‘hacker’ in Silicon Valley.”
Every month Facebook would
hold a ‘Hackathon’ – an all-night
gathering where the team would
spend 12 hours working on a
passion project entirely separate
to their day job. “It freed everyone from a fear of failure, and
that’s when amazing things
happen,” Zuckerberg explained.
“There were always one or
two ideas that were so good
Facebook dedicated money and
time to them, and they ended up
on the site.”
Zuckerberg revealed that one of
her own ‘Hackathon’ ideas was a
Facebook rock band – Feedbomb
– with the slogan “we play for free
and you get what you pay for”.
Another of her projects was the
Facebook Live TV station. This
really took off when Katy Perry
launched a tour via the station.
“One of my proudest moments was
having dinner with my husband
one day and I had to say sorry,
the White House is calling I have
to go, because President Obama
wanted to use Facebook Live to
communicate with the country,”
Zuckerberg said.
“I have no formal background in
TV, but I was put in an environment
that encouraged change and taking
risks,” she added. “I mention this
because only by embracing change
can we respond to the needs of
Millennials.”
Zuckerberg explained that the
workplace is changing and how
Millennials shop is changing.
“Everything is on demand. What
does that look like for your
industry? Can you offer services
on demand? There is a shift
towards Millennial services. If
someone is in a lounge, can they
shop from there and have their

purchases brought to them?
Everyone wants everything faster
and on-demand.”

“IT’S DOT COMPLICATED”
Zuckerberg is also the author
of two books, including Dot
Complicated, a New York Times
bestseller. “I wrote Dot Complicated about our relationship with
technology,” she commented.
“It offers so much opportunity
to us, but is also creating new
challenges and complications
for our lives and businesses.
We live so much of our lives
through technology. I also wrote
a children’s book, because
children are increasingly using
technology. I also thought,
how do we get more women
interested in technology, so I
wrote the book about a little girl
who does exciting things with
technology.”
Zuckerberg’s eclectic speech
also took in the potential of
3D printing: “I bought a pair
of shoes in Paris and they 3D
printed my initials onto the
shoes. Barilla has created a
pasta printer that can print
pasta. And doctors are 3D printing prototypes that allow them to
practice complicated surgery.”
Virtual reality is also one of
the most exciting trends. “I’m
excited about the prospects for
business,” Zuckerberg enthused.
“Imagine if you could put people
in a virtual reality duty free store,
where could shop without setting
foot in the store.”
She closed by saying that, while
her dream was to be an opera
singer, she thought her dream
had died. But two years ago, she
did a two-week stint in the Rock
of Ages musical on Broadway, and
closed her address to the TFWA
World Conference with a song that
drew rapturous applause.
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The duty free & travel
retail industry is experiencing one of its toughest
periods in recent memory,
with global sales down
in 2015 for the first time
since 2009, according to
Generation figures.
This is against the backdrop
of a number of continuing,
unresolved crises facing the
world, which TFWA President
Erik Juul-Mortensen highlighted
in his State of the Industry
address yesterday morning. He
began by offering the industry’s
“sincerest sympathy to the city
of Nice, where an atrocity on an
almost unimaginable scale took
place just a few weeks ago.”
“The tragedy in Nice is, sadly,
not the only event to have
shocked the world since we
gathered here just under a year
ago,” he added. “The attacks of
November 2015 in Paris, not so
far from TFWA’s offices, showed
the merciless nature of the
terrorist threat we face. Since
then, that has been demonstrated once again in cities all
over the world.”
Juul-Mortensen referenced the
conflict in Syria and resulting
displacement of refugees, for
example, along with continuing economic and political
uncertainty in Europe. “All these
issues have had, and continue to
have, an impact on our industry.
Once again we are at the mercy
of forces beyond our control, and
intensifying regulatory pressures
are not helping.”
Of course, the UK’s vote for Brexit
in June will have a potentially
profound impact on duty free
& travel retail. “Until those
negotiations are played out
we cannot know what the final
regime for duty and tax free
allowances will be between the
UK and the European Union,”
Juul-Mortensen commented.
“Logically we would expect that
all travellers departing from UK
airports and ports to the rest of
the EU, should once more be able
to enjoy purchases at duty and
tax free prices, and vice versa.
But this is not a given.”
Despite this tough environment,
Juul-Mortensen painted an
optimistic picture of the future
of the duty free & travel retail
industry. He outlined the 2015
Generation analysis, which shows
a decline in sales of 2.7%. “The
pattern for 2015 was very much
like 2014. It was Asia Pacific
that made the positive difference when it comes to regional
performance,” he noted.

TFWA President Erik Juul-Mortensen: “Amid
the challenges I’ve mentioned, there remains a
strong determination to invest, to improve, and
to surprise our customers. We must continue to
invest if we are to earn the loyalty of travellers
and get our industry back into growth.”

“REASONS TO BE CHEERFUL”
TFWA President Erik Juul-Mortensen opened yesterday morning’s TFWA
World Conference with his traditional State of the Industry address. He offered
reasons for optimism for the duty free & travel retail industry at a time of
political and economic upheaval, and stagnation in global sales.
Generation’s analysis of global
sales for Q1 2016 indicates that
the industry is moving back into
growth. “Total sales grew by
just under 1% compared to the
same period last year,” JuulMortensen said. “In terms of the
regions, Asia Pacific saw much
stronger year-on-year growth,
of 5%. By contrast, sales in the
Americas were down by 8.6%.”
He feels that cautious optimism
justified, for macro-economic
reasons and also factors
specific to the duty free & travel
retail industry. “The IMF’s World
Economic Outlook published
mid this year showed that whilst
in 2015, global economic activity
remained subdued, in terms
of the future, global growth,
currently estimated at 3.1%
growth in 2015 is projected to be
3.4% in 2016 and 3.6% in 2017.
That may not be spectacular,
but it is sustained growth
nonetheless.”
Meanwhile, in the latest
Nielsen consumer confidence
survey, conducted online in
63 countries, Juul-Mortensen

explained that confidence
increased in just over half of
those countries.
Air traffic forecasts also offer
reasons for optimism. “Airports
Council International’s global
traffic forecast to 2035 projects
that passenger numbers worldwide will more than double from
2015, when passenger numbers
reached 7.2 billion, to just
over 19 billion in 2034,” JuulMortensen said.
“Meanwhile, retailers and
brands continue to reinvent,
reinvest and diversify,” he
added. “Amid the challenges
I’ve mentioned, there remains a
strong determination to invest,
to improve, and to surprise our
customers. We must continue
to invest if we are to earn the
loyalty of travellers and get our
industry back into growth.”
Juul-Mortensen referred to
the importance of embracing
the consumer’s omni-channel
shopping behaviour and the
“smarter exploitation of technology to better engage with and
enthuse our customers.”
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REGULATORY CHALLENGES
In terms of regulatory
challenges, the industry is
under pressure on a number of
fronts. “In the EU, new rules on
the provision of information to
consumers are either already
in force or under consideration,
both nationally and at European
level, with serious implications
for the confectionery, alcohol,
fragrances and cosmetics
sectors,” Juul-Mortensen
explained. “We are yet to
secure an exemption for duty
free & travel retail, meaning
that the commercial viability of
travel retail exclusive products,
for example, is under threat.
Nor can we ignore the continuing threat to duty free tobacco
sales, mounted by the World
Health Organization. Liquor is
next on their agenda.”
Industry associations are
working hard to defend against
these threats. “The Duty Free
World Council is making good
progress on the Economic
Impact Studies highlighting
the value of our industry, and

the DFWC Academy, which
will provide fully accredited
professional training and
management development
standards for our industry,”
Juul-Mortensen added.
He also provided a brief update
on TFWA activities, including
the provision of actionable,
meaningful research and
data, and a busy calendar of
upcoming events – November’s
MEADFA Conference in Dubai,
and the third TFWA China’s
Century Conference in Guangzhou in March.
After outlining his “reasons to
be cheerful”, Juul-Mortensen
concluded: “I hope I have
given you some reasons to be
confident in the immediate
future of our industry, even
amid what sometimes feels like
the perfect storm. If we keep
the traveller at the heart of our
discussions, they will repay us
not just with their spending
money, but with their trust
and their loyalty. That is the
ultimate prize we must work
together to secure.”

JOIN US AT THE BAY TERRACE (1ST FLOOR) - BOOTH T8

THOMAS SABO, founded in 1984 by Thomas Sabo,
is one of the internationally leading providers
in the jewellery, watches and beauty segment.

ith attractively-modern and – hence, both cross-collection and
innovative product presen- pre-configured and combined set
tation, the relaunch of the sales for him and her are planned.
premium jewellery brand within
Jordi Valls, Travel Retail Director
the travel retail segment levels a of THOMAS SABO: “For us, travel
future-oriented path for the travel retail has become an extremely
retail and in-flight business field. important business segment. We
As of now, THOMAS SABO will be are therefore increasingly investing
unveiling new concepts such as self- in this sales channel and anticipate
service units and special modular strong growth in sales that will further
systems for a totally positive and underline our transformation into
efficient shopping experience. With a premium brand. Internationally,
its various presentation modules, travel retail therefore strengthens
this service-oriented concept offers our visibility and rounds off our
travel retail partners an excellent brand image perfectly.”
platform for perfectly staging popular
The lifestyle company operates on
collections such as Sterling Silver, all five continents. The list of major
Love Bridge, Charm Club, Watches cities with their own shops ranges
and Beauty products in a customised from Berlin, Stockholm, Paris,
manner. As the items of jewellery London, Toronto, Hong Kong all the
are fundamentally presented in line way through to Sydney. Globally,
with the ‘ready to wear’ principle, it THOMAS SABO also co-operates
is inspiring and customer-friendly with approximately 2,800 trade
for travel retail partners at airport partners, leading airlines, cruise
destinations and in-flight partners operators and airport destinations.
in equal measure. All target groups
will be serviced with this concept

Glam & Soul – offers irresistibly feminine
designs and always provides a splash of
elegance and glamour.

Visit us at: BLUE VILLAGE | BOOTH NO. C14
The new Self Service Unit by THOMAS SABO
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“ONE
CUSTOMER
EXPERIENCE:
REDEFINING
THE BUSINESS
MODEL”
Dufry is, of course, the world’s
leading travel retailer. Following
the acquisition of World Duty Free
Group and Nuance, it has an airport
retail market share of almost
25%. In a fast-paced presentation
yesterday morning, Julián Díaz
González, CEO Dufry, outlined his
perspective on how travel retail is
evolving, with a need for a more
experience-driven, personalised
offer to attract Millennial travellers.
Dufry is in a powerful global
position, operating over 370
locations in 63 countries
on all five continents. It has
been the driving force in a
period of unprecedented
consolidation in the duty
free & travel retail industry,
with the acquisition last
year of World Duty Free
Group and Nuance.
Julián Díaz González, CEO
Dufry, shared his vision about
the challenges the industry
faces in its value proposition to
customers and the steps it can
take to improve and adapt to the
expectations of a new generation
of consumers.
He identified some important
factors currently affecting
the travel retail environment:
“The industry is changing, and
technology is changing the
way we do business. There
are changes to operator and
supplier environments. There
are changing customer profiles
and expectations, and there are
evolving ways of travelling.”

Díaz outlined the growing
importance of Asia and the
Middle East to overall international air travel. “There is a

Julián Díaz González,
CEO Dufry: “Digital
innovation is required to
increase the penetration
rate and spend per
head. It is necessary for
the travel retail industry
to evolve its proposition
in order to thrive.”

significant shift in the regional
weight of international air
travel. The growth of low-cost
carriers has also driven change,
and the passenger mix is
significantly different than 20
years ago,” he said.
“An increased focus from
airports on commercial
revenues means higher
pressure on travel retailers,”
he added. “Meanwhile, operators consolidate and new
airport groups emerge, looking
themselves to develop operational synergies.”
While there has been consolidation among travel retail
operators, Díaz believes there
will also be more consolidation among suppliers. “For all
main core categories, the top
four suppliers now account for

between 50% to 81% of sales,”
he commented.
A common theme throughout
the conference was the
importance of Millennial
consumers. Díaz explained
that Millennials income
will double by 2020. “The
increasing significance of
Millennials implies the need
to combine a traditional
travel retail proposition with
a new way of attracting and
connecting with customers,” he said. “Millennials
are experience-driven,
connected and value unique
experiences. All in all, we
are seeing a rapid transformation in customer expectations. They want speed
and convenience, personalisation, meaning deeper

TFWA World Exhibition opened immediately following yesterday morning’s conference. The ceremonial
ribbon-cutting was performed by the TFWA Board and the conference keynote speakers.
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connections with brands and
values, choice – more options
than ever before, and personal
fulfilment – shopping must be a
fulfilling experience.”
Innovation instore will be a key
differentiator among travel
retailers in the next few years,
according to Díaz. Digitalisation will come to the fore,
with more online ordering and
instore collection, for example.
“Experience-based stores will
attract experience-oriented
travellers by transforming the
in-store experience – through
lighting, themes by section,
and digital panels to differentiate the offer,” he commented.
“The new omni-channel offer
should be built along the full
customer journey. through the
various touchpoints. A coordinated communication between
all parties would result in a
much more effective conversion and a more pleasant
overall travel experience.”
Díaz concluded by stressing
the importance of creating
“one customer experience”.
“Redefine the business model
and join forces to grow the
overall market,” he said. “We
believe in a great future for
travel retail, building upon a
new value proposition. The
resilient travel retail industry
has grown faster than GDP
particularly in emerging
markets, but will require some
adjustment to keep growing.
The market will continue to
consolidate. Digital innovation
is required to increase the
penetration rate and spend
per head. It is necessary for
the travel retail industry to
evolve its proposition in order
to thrive.”

ROSIE HUNTINGTON-WHITELEY

T H E G O L D S TA N DA R D
H E A D -TO -TO E LU X U R Y F R O M T H E L E A D E R S
I N O I L- I N F U S E D B E AU T Y
INFUSED WITH NOURISHING ARGAN OIL

ONE BR AND: A WORLD OF OIL-INFUSED BE AUT Y

#ArganEveryDay | Learn more at Moroccanoil.com
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Grace Capristo, singer-songwriter and Mercedes-Benz brand ambassador,
and Rémy Deslandes, President, INCC Parfums.

INCC’S
MAJESTIC
PARTY
INCC Parfums hosted a glamorous party at the
Majestic Barrière in Cannes last night, where the
new Mercedes-Benz Woman fragrance took centre
stage. While attendees enjoyed drinks and canapés,
Rémy Deslandes, President, INCC Parfums,
welcomed the full team up to the stage, before a
stunning performance by singer and MercedesBenz brand ambassador Grace Capristo.
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MASTERS’ EVENING

Ignace Van Doorselaere, Neuhaus; Jos Linkens, Managing Director, Neuhaus; Hans-Kristian Hoejsgaard, President &
Chief Executive Officer, Oettinger Davidoff AG; Martin Kaufmann, Senior Vice President Europe & Global Travel Retail,
Oettinger Davidoff AG; Dag Inge Rasmussen, Chairman & Chief Executive Officer, Lagardère Travel Retail; Massimo
Barzaghi, Chief Markets Officer, Salvatore Ferragamo; Philippe Schaus, CEO DFS Group; Philip Geeraert, Director
International Sales, Neuhaus; Rodrigo Bazan, Global Travel Retail Manager, Flor de Caña; and Ebad Ahmadi, Director,
National Trading & Developing Est.

Davidoff Cigars, Neuhaus and Flor
de Caña last night welcomed 300
guests to the Masters’ Evening at La
Plage du Festival on La Croisette.
Davidoff’s new cigar line, Yamasa, which
offered an earthy-spicy-sweet experience
was enjoyed by all attendees. “Davidoff
Yamasa marks the ambitious new direction for Davidoff,” said Oettinger Davidoff
President & Chief Executive Officer
Hans-Kristian Hoejsgaard.
The aim of the third edition of the
Masters’ Evening was again to encourage guests to relax and enjoy, especially
in a location like Cannes where business
is the focus of attention.
Welcoming guests to the evening, Hoejsgaard said: “All of these companies are
obviously deeply steeped in tradition,
and we are extremely happy that we are
able to do this collaboration and show

off our craft and our mastery of our
various and respected brands. What we
all have in common is craftsmanship
and a long history. All three companies
are leveraging the history to try and
master the future of innovation to stay
relevant to the consumer of tomorrow.”
Hoejsgaard reminded guests that
the Davidoff motto is: ‘Time beautifully filled’ and that represents all
the three brands. “We are extremely
privileged and lucky that Flor de Caña
and Neuhaus have joined Davidoff in
this evening. We all know that is not
the easiest time for the travel retail
industry, but innovation, creativity and
craftmanship are part of the answers
for a successful future. Neuhaus, Flor
De Cana and Davidoff are all contributing to that future. Fill your time beautifully because, you know, time is the
ultimate luxury.

STYLISH STOLI
COCKTAIL
Stoli Group last night
hosted a stylish cocktail party at La Plage
45 on the beachfront
in Cannes, where
attendees had the opportunity to sample a
range of spirits, including Stolichnaya Gluten
Free Premium Vodka
and Bayou Rum.

Please check out our wider range
of Starwars products at our booth
Mediterranean Village / P12
16 – TFWA DAILY

BRUICHLADDICH
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PRODUCTION DIRECTOR ALLAN
LOGAN: “WE HAVE THREE NEW
WHISKIES IN TRAVEL RETAIL –
THE LADDIE EIGHT, A 25-YEAROLD SHERRY CASK WHISKY TO
BE LAUNCHED SOON, AND THE
SINGLE VINTAGE BERE BARLEY.”
The demand for individually
crafted single malt whiskies
has been phenomenal over
the past five years and none
more so than for those
distinctively peaty varieties
from the Scottish Hebridean
Isle of Islay.
Laphroaig, Lagavulin, Bowmore,
Ardbeg, Bunnahabhain – and
more recently Bruichladdich
(pronounced Brook-laddie) and
known to locals as ‘the Laddie’.
2010-2015 saw an increase of
16.2% in the retail sales value of
Islay Malts to USD$574 million
and an 8.7% increase in ninelitre case volumes to 830,000
volume total (Source: IWSR).
From 2014 to 2015 there was
a staggering volume increase
of 71.5% casks shipped, much
of this to domestic retail but
undoubtedly sales through
travel retail have boosted the
recognition of these characterful brands.

SO WHAT DRIVES THIS
SUCCESS?
I travelled to Islay to discover
the secrets behind Bruichladdich’s rise to malty stardom
in the global whisky universe
since it was acquired by Rémy
Cointreau in 2011. Located off
the west coast of Scotland, Islay
is a diamond-shaped jewel
battered by Atlantic storms, with
stunning land and seascapes.
The distillery is the largest
private employer on Islay, with
Bruichladdich’s new expressions
scoring particularly well in their
target travel retail markets of
the US, Japan, UK, Germany,
France and Belgium in 2015.
On our tour what came out
clearly was the independent
ethos, passion and commitment of the distillery team,
headed by Production Director

THE LADDIE
COMES OF AGE
A summer trip to the Western Hebrides gave TFWA Daily Publisher Ian Hill
an insight into renewed interest in smoky brown Scottish malt whiskies.
Allan Logan and Head Distiller
Adam Hannett. “Our purpose
is to create a new generation
of ‘thought provoking single
malt Scotch whiskies’ employing craft methods without
chill filtration or the addition
of artificial colouring, e.g.
caramel, using Islay spring
water and always bottled at the
distillery,” Logan said.
Such principles, and the emphasis on ‘terroir’, connection with
the land, climate and environment is all important. Rémy
invested in a huge warehouse
which houses 10,000 casks a
year with a target production of
1.5 million litres per year.
We saw how much of the
Victorian machinery had been
preserved from the original mill
to the mash tun and washbacks.
The original 1881 cast iron
mash tun was refurbished in
2013 and the rake mechanism
replaced. “Our whiskies are
truly ‘man-made’,” said Logan.
“It’s about slow distillation,
taking our time with the barley
which is the most flavour
complex cereal in the world.
We monitor and record the
quality of what we do, day in,
day out. Our barley is sourced
from 16 different growers on
Islay. The Islay barley gives a

distinctive saltiness and citrus
taste because the salty air blows
off the Atlantic and coats the
barley. The unique smoky flavour
is imparted from the fuel used
to dry the barley. The colour of
Bruichladdich is derived entirely
from the cask in which it is
matured and positioning of
the casks in the warehouse,
monitored for temperature and
humidity have a direct effect on
the whisky’s flavour. We import
all our malt, but plan to set up
a separate malting plant here.”
Logan continues: “We want to
create new products, but it’s a
case of have they a purpose?
We have three new whiskies in
travel retail – The Laddie Eight,
a 25-year-old sherry cask
whisky to be launched soon,
and the single vintage Bere
Barley 2009.”
‘The Laddie Eight’ was
launched, exclusive to travel
retail, at IAADFS Orlando this
March. Distinctive for its floral
notes and salty, citrus tang, the
Eight reveals soft fruit notes
of apple and pear, and hints of
oak imparted by eight years’
maturation in a warehouse on
the shores of Loch Indaal. It is
bottled in-house at 50% abv.
The Port Charlotte 2007 CC:01,
also launched at IAADFS, is an
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expression heavily influenced
by the cask in which it is
matured being kept full-term
in French oak for eight years
on Islay in casks that previously held eaux de vie from the
Cognac region. The flavours of
the wood are said to release
multi-layered aromas of cinnamon, poached pears, ginger
and vanilla. Port Charlotte
2007 CC:01 is available through
selected travel retail stores at
a recommended price of €90 or
US$103.50.

to log-in on the 13th means
extra planning for the bottling
and packing teams from the
distillery and Laddieshop
beforehand.
Speaking of which, a group of
Chinese visitors from Rémy
Asia swept past us as we
sipped a dram or two from
the Laddieshop, fresh from
the distillery’s own ‘Chinese
Academy’, where they gleaned
valuable knowledge about how
peaty whiskies were made. Just
as we had.

DIGITAL BLIND TASTINGS
PAVE THE WAY
Bruichladdich reaches out to a
whole new generation of whisky
drinkers by hosting digital
tastings live from the distillery.
Around 700 Laddie fans from
around the globe have already
ordered them, from Australia to
Denmark, and Japan to California. They can sample new
single cask releases, gain an
insight into the making of them
and share impressions online
through an interactive video
broadcast from warehouse
12 on 13 October at 19:00
BST. There have been three of
these ‘micro-provenance’ live
tastings before and the extra
number of people expected

Head Distiller Adam Hannett
explaining the filtration process.

visit wolford.com

LEISURE AND SOCIAL ACTIVITIES
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SOCIAL SCENE

NEW LOCATION THIS YEAR

Today to Thursday 6 October,
22:00-02:00
Plage du Palais des Festivals
The Scene is firmly established as duty free & travel
retail’s favourite nightspot, and this year moves to a
new location – Plage du Palais des Festivals. Expect
a fresh, festive ambiance and the call of the ocean,
while some of the best DJs on the Côte d’Azur keep
the music coming. Or simply enjoy an after hours
drink with friends and colleagues in a unique setting.

3.6 October 2016

Special security notice

PLAGE DU PALAIS DES FESTIVALS
22:00 - 02:00

Please note that, for safety reasons and due to security
controls in front of the Palais des Festivals, delegates
wishing to enter The Scene, located on Plage du Palais
des Festivals, will be required to show their entry pass
at the entrance, or their TFWA badge if they wish to
buy daily passes directly at The Scene.

Thursday 6 October, 20:00, Port Canto

THURSDAY 6 OCTOBER

Le Premium Evening
always provides a
spectacular finale to the
week, and this year
blends exquisite cuisine
with the passion of Cuban
dance. Stéphanie Le
Quellec has already won a Michelin star at the
Prince de Galles in Paris. She aims for
simplicity and authenticity in a cooking style
inspired by the flavours of Provence and
provides the savoir-faire behind the evening’s
sumptuous fare. Ballet Revolución’s powerful
fusion of contemporary and street dance with
ballet is fuelled by a musical cocktail of R&B, hip-hop and fiery Latin-American rhythms. Expect energy,
exuberance and sensuality on stage.
• Dress code: Black tie
• Entrance by invitation only
• For security reasons and to adhere to Vigipirate controls, delegates are required to present their
invitation at the entrance
• Part of the full delegate package
• A shuttle service will operate from all major hotels

Platinum sponsor:

Silver sponsors:

Gold sponsor:

GLOBAL INNOVATION
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EVENING ENTRANCES

GENEROSITY
AT ANY HOUR

YOU CAN NEVER BE TOO GENEROUS

TFWA yesterday
paid tribute to Doug
Newhouse, Editorial
Director at TRBusiness, who is attending
TFWA World Exhibition & Conference for
the last time.
Speaking at a special
reception at The Scene,
Erik Juul-Mortensen,
President, TFWA,
lauded the support that
Newhouse has offered
to TFWA and the wider
industry since the 1980s.
“Doug is a great journalist, he doesn’t want to be
in the limelight, he just
wants to get the right
story out there. He’s a big
believer in ‘by the trade,
for the trade’ and he has
immense knowledge of
our industry. He has made
a huge contribution.”
Newhouse commented:
“I’m genuinely moved by

TRIBUTE TO
AN INDUSTRY
LEGEND

the number of people that
turned out this evening.
It’s great to see so many
people who have helped
me over the years in this
business and I wish them
all well in the future, as
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well as my colleagues at
TRBusiness, who I’m very
fond of.”
When he returns home
from Cannes, Newhouse
will take on the role of
desk editor at TRBusiness.

AIGNERMUNICH.COM
#AIGNERicons

CHILDREN’S ITEMS
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GAME OF
TRENDS

The latest trends from licensed, customised
and problem-solving products to parent
satisfaction and guilty-purchasing come into
play in the children’s items category this
year. Marta Dimitrova highlights how some
leading brands are focusing on creativity,
innovation and customer satisfaction.

ADDING
VALUE TO
ATTRACTIVE
GIFTS
The traveller who is looking
for an attractive gift for kids
or young adults is Air Val’s
(Green Village M72) main
target audience. It is also
the impulse buyer and the
“guilty-purchase” buyer,
and last but not least the
children travelling with their
parents during holidays.
“The trend was and will remain
gifting – either to entertain a
child travelling with the adult
or to delight a child on arrival,”
says Lutz Natonek, Managing
Director, Travel Retail Experts.

“We believe that no matter
what the current trend is,
our customers are always
looking for something
innovative that solves a
problem, is good value
for money, and has broad
appeal,” explains Abi Bright,
Director, Travel Retail
Solutions (Red Village H6).
Travel Retail Solutions (TRS)
strives to provide the travel
retail industry with innovative
concepts, new ideas and a
refreshing approach to sales.
“The brands that we represent
stand out from other brands
because, like us, they are
unique!”
The company’s main target
audience is anyone looking for
something different. The latest
trends have definitely come
into play with regards to the
company’s latest offering – the
children’s STAR WARS LIGHTSABER TOOTHBRUSHES. The
authentic looking lightsabers are
the ultimate weapon in the fight

Adding value to the product is
very important when it comes to
those designed for kids. In the
case of Air Val’s fragrances for
kids this is the packaging; for
example, perfume in a handbag
or toiletry bag that will be used
afterwards; and in case of the
Plush, the fact that with every
purchase a contribution will be
made to the WWF to support its
environmental projects. “We are
also trying to follow the latest
trends – Frozen, Minions, Star Wars
– and have those kid’s perfume
products on shelf, once the movie is
released,” Natonek adds.

Adding value to the products is very important for Air Val when it comes to children items. For example, with every
purchase of its Plush products a contribution is made to the WWF to support its environmental projects.

Air Val benefits from the
uniqueness of its products
and the fact that they are not
available on the local market.
“Besides the perfume, many
sets also contain small gifts
(Eye Shadow, Lip Gloss,

Necklace, coin purse, etc.). Thus
the promotion idea is already an
integrated part of our concept,”
Natonek explains.
Air Val, indeed, makes sure it
keeps up with the ever-changing nature of the travel retail

business. “We have to be creative
in terms of packaging and
maintaining the gift character of
our sets. And we have to keep up
with trends – the latest film, the
coolest video games, the hottest
DVDs,” Natonek concludes.

INNOVATIVE,
CATCHING THE
PROBLEM-SOLVING EYE OF THE
PRODUCTS
TRAVELLING
PARENT

against plaque. Press the button
and the brush will light up for
one minute to time teeth cleaning. Travel Retail Solutions
has obtained multiple
airline listings and has
achieved over 50,000 units
sold in six months,
thanks to the
continued press
and excitement
coinciding with the blockbuster
movies being released over the
next three years. Due to the
phenomenal success, the range
has expanded so Yoda, and the
new villain, Kylo Ren, now join
Darth Vader. The toothbrushes
have also been shortlisted for
the Licensing Awards 2016 in
the highly competitive Innovation category.

“We have to appeal to the
children themselves, but
more importantly we have
to appeal to the parents,”
comments Stuart McGuire,
Chairman, Scorpio Worldwide (Mediterranean
Village P8).
Travel Retail Solutions always strives
to provide unique products that solve a
problem and are good value for money.

“Our brands are always creating
and moving forward with their
product ranges. TRS also evolves
as a business and our flexibility
is a key asset to the company
and the brands and retailers we
work with,” Bright concludes.
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Catching the eye of the travelling parent is vital for Scorpio
Worldwide. Business travellers
will often want to give their child
a gift when they return home
from a long or short business
trip and that is when Scorpio
Worldwide’s products stand out,
offering something different and
of good quality, yet affordable.
“We also firmly believe it is this

type of product, at these price
points that creates an easy
sale and opens the cart draws
onboard,” explains McGuire.
Licenced products have been,
and continue to be, extremely
popular among kids. The
brand’s Disney Watch has been a
tremendous success, alongside
the Frozen Lipsmackers Tin.
“The use of Disney and Pixar
branded items that are associated with successful kids films
are always snapped up quickly,”
explains McGuire.
This year the company is launching the Disney Frozen Ice Cube
Lip Collection, available from
March 2017, ahead of the release
of Frozen 2.

CHILDREN’S ITEMS
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OFFERING CREATIVITY AND
IMAGINATION FOR CHILDREN
Premier Portfolio (Green
Village M4) doesn’t use
trends, but rather leads
the way in innovation and
product development.

Scorpio Worldwide is one of the first in travel retail to offer ‘Frozen’ licensed
products. “We are constantly watching the latest trends to emerge from the children’s
category,” comments Stuart McGuire, Chairman, Scorpio Worldwide.

A set of 3 x 4.2g lip balms and
two sticker sheets – these
adorable ice cube shaped
flavoured lip balms with Aloe
Vera allow children to collect
their favourite characters from
the successful Frozen movie.
Scorpio Worldwide will also be
launching a new Disney ‘Frozen’
children’s watch to coincide with
the Lipsmacker launch.

“We are constantly watching the
latest trends to emerge from
the children’s category, whether
that is through specific media
or attending trade shows. For
example, we were one of the
first in the travel market to offer
‘Frozen’ licensed products, and
we were correct in predicting
how popular they would be!”
McGuire concludes.

“We developed the Fun Plane
in travel retail 17 years ago and
have sold approximately four
million to date!” enthuses Glen
Williams, Business Development
Director, Premier Portfolio.
“Another success for us has been
on ‘Premier die cast car sets’,
which are travel retail exclusive
and are very popular, both on
airlines and in airport shops.”
This year the company presents
Engino, one of the most
advanced and versatile three
dimensional construction toys
in the market today, offering
unique opportunities for creativity and imagination for children.
Engino pieces share some
unique geometrical features
that allow connectivity up to six
sides simultaneously. A free

app is available to view
the model in 3D, rotate,
zoom and explode, familiarising children with the
latest CAD technology.
“Our target group for
Engino is 6+. The major
advantage of the Engino
system is that it enables
children to build fast
and easy, simple or
complex models using
a very small number of
different components,”
Williams says.
ENGINO INVENTOR 12 in 1 and
8 in 1 Aviation models sets are
travel retail exclusive sets, which
allow children aged 6+ to build 12
or eight different aviation models
from the same parts (one at a
time). The snap fit components
of the patented Engino system
provide many hours of fun and
play, while also enhancing
creativity and imagination.
“We are always looking to
develop and supply innovative

Premier Portfolio doesn’t follow trends, but
it is always looking to develop and supply
innovative new gift and toy opportunities.

and creative new gift and toy
products. A key part of this
process is seeking out and
meeting new prospective
manufacturers and challenging
our existing manufacturers to be
more creative with new product
design,” Williams comments.

in
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PRACTICAL FOR PARENTS,
COMFORTING FOR KIDS
Go Travel’s (Green Village K56)
folding pillows that convert into
cuddly toys and soft, fluffy animal
characters that conceal a soothing
nightlight, offer the perfect antidote
to stressful journeys for kids.
For travellers restrained by limited
packing space, multi-usage accessories
such as these have become an everincreasing requirement.
“The Go Travel Kids range offers childsized travel versions of essentials such
as pillows, blankets and bibs, bringing
together all our product know-how from
the traditional Go Travel range combined
with personal experience as parents who
also travel,” says David Lomas, Managing Director, Design Go Ltd. “Typically,
all of your products are launched with
travel retail in mind; it’s Go Travel’s core
business and key area of expertise.”
By far the biggest success story for Go
Travel Kids has been the brand’s dualpurpose products. Practical for parents;
they also offer a comforting companion
for kids in unfamiliar environments. In
the last couple of years, the company has
also launched a variety of animal themed
pillows, blankets, and nightlights, which
have proved incredibly popular.
Rather than toys or confectionery goods,
Go Travel Kids sets itself apart by offering a
range of accessories that make the journey
easier and less stressful, simultaneously

New items from Go Travel include two new animal
designs in the incredibly successful Go Travel Kids
Pillow Collection. A Giraffe Neck Pillow will sit alongside
its jungle buddy, the Lion Neck Pillow, adding fun new
characters to Go Travel’s much-loved animal tribe.

helping both parent and child.
“The Go Travel design team has been
instrumental in the success of the brand. Its
ability to immerse itself in the market and
anticipate trends has ensured that we are
always one step ahead of the curve,” Lomas
explains. “Since its inception, Go Travel
has always been a design-led company; it’s
part of the winning formula that makes the
brand stand out from the crowd.”

GEOGRAPHICALLY
INSPIRED CUSTOMISED
PRODUCTS
Children’s products remain an
important part of Schäfer Travel
Retail’s (Mediterranean Village
P12) business with a number
of in-house lines continuing to
perform strongly.

During TFWA World Exhibition & Conference, Schäfer
Travel Retail is presenting its bestsellers City-Line
3D Puzzle Planes and mic-o-mic construction sets, as
well as its very latest developments – Brixies.

T R AV E L
EXCLUSIVES
Exclusively available at selected duty free locations,

“While children’s products will always be a
small consideration as the returns can only
ever be limited when viewed against high worth
product lines, we aim to change this with our
ongoing creativity coupled with a demand from
the market for more customised offerings
that are geographically inspired – such as our
Singapore and Hong Kong ranges,” explains
Chris Winstanley, Senior Sales Director Duty
Free, Schäfer Travel Retail.
In Cannes, the company will present its
bestsellers City-Line 3D Puzzle Planes and
mic-o-mic construction sets, and its very
latest developments in the form of Brixies.
The company strives to produce creative
products that have the ability to stimulate the
child’s mind and hone their motor skills.
“Our Brixies micro-block construction sets
have boosted 2016 figures and we are excited
at the prospects for it in 2017 as we continue
to expand the range,” Winstanley adds.

25 – TFWA DAILY

our new range of luxury bags each contain four of our
most demanded products allowing users to enjoy
happiness and beauty in the smallest of things even
whilst on their travels.

YO U R B O DY. YO U R S O U L . YO U R R I T UA L S .
rituals.com | travel@rituals.com
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EXCITING
DEVELOPMENTS
ON THE HORIZON
TO FURTHER GROW
DUBAI DUTY FREE
BUSINESS
These are exciting times for Dubai Duty Free, with its retail
operation in the new Concourse D at Dubai International Airport
already helping to grow the business, delivering healthy levels of
penetration. The first part of the new retail areas in Concourse
C will open in December, and the retail offer in Al Maktoum
International Airport’s Passenger Terminal Building is being
expanded. Colm McLoughlin, Executive Vice Chairman and CEO,
Dubai Duty Free, outlined developments to Ross Falconer.
There are many developments on the horizon
for Dubai Duty Free.
The operation is looking
forward to the Concourse
C development as it will be
a major uplift to a building
that is 16 years old, and the
new retail offer is expected
to help increase penetration of passengers flying
out of Concourse C.
“The expansion of the Passenger
Terminal Building in Al Maktoum
is also exciting, as it gives us an
opportunity to refresh a retail
offer,” explains Colm McLoughlin,

Executive Vice Chairman and CEO,
Dubai Duty Free.
Dubai Duty Free is continuing to
add new brands and develop the
retail offer in all three terminals
and four concourses at Dubai
Airports, with the opening of
the Apple shops in Concourses
A and B, and the renovation of
both the Watches shop and the
Perfumes shop in Concourse B,
being recent examples.
“The online business is continuing
to grow and we enhanced the
e-commerce site recently and
added more features relating
to promotions and payments,”
says McLoughlin. “And we are

also focusing more attention on
marketing to customers using
digital channels. We are continuing to improve our operations and
have a major project to upgrade
the systems used for the retail
business and I expect this project
to be completed by mid-2017. Our
discussions with the brands in
order to make shopping at Dubai
Duty Free more attractive from
the point of view of ambiance,
service and price is a continuing
activity and some of the major
brands have responded well to
our efforts.”
As the factors that tend to affect
the business negatively at present,

Colm McLoughlin, Executive Vice Chairman and CEO, Dubai Duty Free: “The opening of
Al Maktoum International Airport Phase II, with two concourses, one terminal building,
and capacity for over 120 million passengers, is still slated to be around 2023. The
work on the master planning for the retail areas is at an advanced stage as the concept
design activity is nearly completed.”

such as the dollar strength, oil
price weakness and instability in
the region, move in cycles, Dubai
Duty Free is investing in both
the front and back areas of the
business to be better positioned
when the cycles do turn in its
favour. “We expect to achieve a
turnover of US$3 billion by 2020,”
McLoughlin comments. “This is
no doubt helped by the millions of
visitors who are expected to come
to Dubai for the Expo starting from
20 October 2020.”
Dubai Duty Free’s year-todate sales total US$1.19
billion. Its sales for 2015 were
US$1.888 billion. “We expect
similar sales for this year,
while retaining the position
as the biggest single airport
retail operation in the world is
terrific,” McLoughlin adds.

NEW CONCOURSE C
RETAIL AREAS

Dubai Duty Free’s year-to-date sales total US$1.19 billion. Its sales for 2015 were US$1.888 billion. “We expect similar
sales for this year, while retaining the position as the biggest single airport retail operation in the world is terrific,”
explains Colm McLoughlin, Executive Vice Chairman and CEO, Dubai Duty Free.
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The renovation and refurbishment of Concourse C is on track,
and Dubai Duty Free expects
to open the first part of the
new retail areas, around the
Control Tower in the area linking
Concourses B and C, in December of this year. “This part of the
retail area is around 1,300sqm
and it will help us to attract the
departing passengers who are
walking from Concourse B to
C for their flight after checking
in at Terminal 3,” McLoughlin
explains. “The remaining development of the retail areas in

Concourse C will be completed
in phases in 2017 and stretching
until early 2018.”
Meanwhile, the expansion of the
Passenger Terminal Building in
Al Maktoum is well underway
and should be completed by
the third quarter of 2017. The
contract for this work was
awarded earlier this year.
Dubai Duty Free is completely
re-planning its retail offer in the
departures area as a result of
this expansion.
Dubai Duty Free has also been
working on enhancing its digital
multi-media platform. Customers get a 5% discount whenever
they pre-order or pre-pay their
purchases through Dubai Duty
Free’s e-commerce shop online.
“We believe that this will
continue to give us incremental
business, but it was launched
with the aim of providing an
extra service to customers, who
increasingly expect an online
option. In 2015, our online sales
reached US$17.5 million and we
are looking at increasing that in
2016,” says McLoughlin. “For the
future, we do have plans to build
a mobile app, which is part of the
next phase of our e-commerce
platform. We expect mobile
technology to be much more
prevalent in our operations, so
you will be walking through Dubai
Duty Free and you will receive a
message on your smartphone
telling you to go to a particular
store and get a 20% discount.”

EXHIBITION NEWS
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A NEW CHAPTER

Brown-Forman opened
the show yesterday with
a soiree to celebrate 20
years in travel retail. From
its new seaside stand,
the group toasted two
decades in the industry by
uncorking a bottle of the
first-ever batch of triple
distilled Woodford Reserve,
which, incidentally, is
also celebrating its 20th
anniversary.
As well as indulging in a bit
of nostalgia, Brown-Forman
used the gathering to announce
three new Scottish distillery
acquisitions in the form of Ben
Riach, Glen Dronach and Glen
Glassaugh, which should be
trickling into duty free markets
at the start of next year.
That wasn’t all: Brown-Forman
also used the event to launch
Old Forester bourbon into
travel retail, which it hopes
will sate a growing appetite for
storytelling within travel retail.
“It’s the only distillery that
was producing before, during
and after prohibition,” said
Campbell Brown, BrownForman’s VP. “It’s a unique

story within the industry.”
While Old Forester has a rich
and illustrious history behind
it, Brown-Forman is helping
write the first chapters of
what promises to be an exciting story for the new Slaine
Distillery in Ireland.
In many ways it’s a perfect
match: both Brown-Forman
and the Slaine Distillery are
family-run companies with
big ambitions – and both
share the belief that Irish
whiskey has huge potential in
travel retail.
“Jameson has kicked down
the door for Irish whiskey,”
said Alex Conyngham,
Founder of Slaine Distillery.
“But consumers want choice;
they want to further explore
what Irish whiskey has
to offer.”
Construction of the Slaine
Distillery is still underway,
but the company has been
producing small batches of
single estate whiskey, which is
scheduled to enter the duty free
market in the spring of 2017.

Beach Village
Beach 06

Visit the Underberg booth at
CANNES October 3 – 7, 2016
Green Village M70
www.underberg.com
Made in Germany

Drink responsibly

the natural
herbal digestive
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SAILING AHEAD
The sailing-inspired brand
Paul & Shark is celebrating its 40th anniversary
this year. To commemorate the occasion, the
family-owned business
has introduced ‘Project
40’, which applauds the
symbols that have made
the brand and its style
famous around the world.
The project celebrates

this by revisiting the
concepts of the brand’s
iconic packaging, such as
briefcases and the classic
metal can. “Packaging is
a part of our DNA,” said
Daisy Petevis, Area Travel
Retail Manager, Paul &
Shark. “Our first-ever
product was a pullover
sweater presented in our
famous metal can, and we
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have a dedicated team for
packaging.”
They also celebrated by
sponsoring the TFWA
World Exhibition &
Conference Regatta
leisure activity on
Sunday. “Everyone who
took park in the Regatta
received a lovely navy
blue competition jacket,”
explained Catherine
Bonelli, Worldwide
Travel Retail Director,
Paul & Shark. “It was
an exceptional gift
to celebrate the 40th

anniversary, and was
presented in a waterproof bag.”
The brand is also showcasing its three collections:
Sportswear, Smart Casual,
and Luxury. Every piece
is proud to boast a unique
functionality from waterproof and thermal resistant jackets, to garments
designed using digital
printing – a high definition
textile print.

Riviera Village
RH8

FLAVOUR
INNOVATION
With a variety of new
products being presented
this week in Cannes,
Guylian Chocolaterie is
showcasing its “flavour
innovation”, as Steven
Candries, International

AN HOMAGE
TO ART
Frey Wille yesterday
presented The Ultimate
Kiss – dedicated to the
power of love.
“We have other pieces
inspired by Gustav Klimt,
but this time we are
very excited and happy
we are paying homage
of Gustav Klimt’s most
famous piece of art – The

Kiss,” enthuses Wessam
Elmona, Director Duty
Free, Worldwide, General
Manager Middle East &
Africa, Frey Wille.
Meanwhile, earlier in
2016, inspired by worldfamous treasures and
ancient artefacts, the
company created a collection focusing on Egypt.

Sales Director, explained
to the TFWA Daily.
“We have a number of
new flavours and new
products, which are
important to help us
continue to grow,” he

said. “In this industry, you
cannot simply stand still.”
Among the latest
innovations are Belgian
Chocolate Coated Fruits,
which are made with
real fruit and available in three flavours
– raisins, blueberries and
cranberries. A new Latte
Macchiato variety of Sea
Horse Chocolates has also
been launched, as well as
Belgian Chocolate Praliné
Waffles. Guylian is also

presenting new destination
sleeves for its 250g box and
500g tin.
As Candries explained, the
company sees great growth
potential in a number of
regions: “Asia and Europe
remain very important
for us and we see lots of
potential and opportunity
in other regions, including
Africa and India.”

admirers in the accessible
luxury segment.
Davide Ravizza, Sales
Director, Worldwide,
Lancaster, explained that
a great deal of thought has
been put into creating the
new store concept, which
he said portrays “elegance
in simplicity”, and now
Lancaster is keen to get
feedback from visitors.
“We’re looking forward
to hearing people’s views
on this because their

feedback will help to
inform how we develop
this concept,” he said.
Ravizza also outlined
his high hopes for this
week: “We have several
meetings lined up and
many potential partners
who we know are interested – they have seen us
in the past and they are
now ready to commit.”

Mediterranean
Village P13

Frey Wille’s collections
are available both in local
stores and travel retail.
The company believes
in the strong connection between the two
platforms. “If we limit
ourselves to duty free,
there would be no continuity. We believe that if
the shopper buys an item
from our local shops, they
will continue to do so in
travel retail,” concludes
Elmona.

Yellow Village
C15

ELEGANCE
IN SIMPLICITY
Visitors to the Lancaster
booth can experience a
new store concept, which
is being presented for
the first time here at
TFWA World Exhibition &
Conference.
The eye-catching concept,

which features a printed
metallic net with the
distinctive triangular
Lancaster logo, provides
a perfect environment for
the company’s fine leathergoods and accessories,
which continue to gain
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SUBLIME CIGARS
With the limited edition
Balmoral Private Collection 25 taking centre stage
on the Agio Cigars stand,
the company attracted a
lot of attention on day one.
The travel retail exclusive
assortment of 25 cigars,
presented in a beautiful
piano lacquer-finished

wooden box, is already
available in airports
in the likes of Turkey,
Brussels, Singapore and
Seoul, thanks largely to
the successful reaction
following its presentation
at TFWA Asia-Pacific
Exhibition & Conference
earlier this year.
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Gertrude Stormink,
Global Travel Retail
Manager, Agio Cigars,
explained that the
product is attracting
strong interest from
airports and operators
across Europe, the
Middle and Asia. “We
have a lot of scheduled
appointments with our
big accounts, so we’re
really looking forward to
introducing them to our
new products,” she said.

Also being presented in
Cannes for the first time
are new Balmoral Añejo
XO cigars.
Stormink also explained
that Agio Cigars has
developed numerous
presentation concepts,
including a bespoke
Balmoral gondola, to meet
the needs of different
accounts.

Yellow Village
H49

EXCLUSIVE UPGRADES
Clogau is showcasing a
range of new travel retail
exclusives, including
the collections: Secret
Garden, Clogau Celebration, Damselfly, Affinity,
Feathers and Milestones
to highlight its distinctive
rare Welsh gold and style.
Clogau has also unveiled
updated self-select units,
which will be targeted at

Following another year of
welcome growth, in which
it posted an 18% year-onyear increase in the duty
free sector, Patrón Spirits
International revealed some
of the secrets of its success
to the TFWA Daily.
Dave Wilson, President/
International and Global
Chief Operating Officer,
explained that investing time
and resource in “educating consumers about our
products” is helping to create
valuable relationships, which
are, in turn, having a positive
impact on revenues.
The company, which is
presenting Patrón Cask

impulse purchasers, as
well as illustrating the
versatility of how the
brand can be presented
in a versatile retail space.
“We have two new things
for Cannes this year, we
have a brand new travel
retail collection – we
refresh it every year
for the show. We have
37 exclusive pieces for

travel retail, predominantly for the airlines,”
said Clogau International
Customer Service
Manager Aran Turner.
“Two years ago, we
launched a self-select
unit for the jewellery
because when we spoke
to buyers and a lot of the
airports, we found that
travel retail was very

much about space, so we
developed the furniture
for that. This year, we
have updated our selfselect units. The old ones
were not lit, but the new
ones are and we hope to
update these with retailers,” Turner added.

Yellow Village
D35

TEQUILA
AND TECH
Collection Sherry Añejo for
the first time here in Cannes,
has embraced virtual reality
technology, drones and
voice recognition technology to create immersive
educational experiences
for consumers, as part of
its strategy to help them
understand the uniqueness
of the company and its ultrapremium tequilas.

“We’re really on the bleeding edge and when we do
something, we make sure
we do it right,” Wilson
stated. “This is our tenth
year in Cannes and when
we look back, we’re very
proud of what we’ve done
and what we’ve achieved in
that time.”

Green Village J35
“We have a lot of possibilities to offer and that is our
main mission at the fair,”
says Oliver Kobb, Marketing
Manager Fine Writing Instruments, Staedtler.
Staedtler has exhibited at
TFWA World Exhibition &
Conference three times
before, but this year the
brand is making an appearance with its complete
collection and a bigger stand.

NEW TRENDS
With its wide range of
products, including
innovative children’s
items and premium
pens exclusive to travel
retail, Staedtler is ready
to conquer travel retail
worldwide. “Also we have
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new trends we can offer,
such as the adult colouring trend,” Kobb adds.
Furthermore, the brand
is excited to present its
novelty furniture for the
travel retail space. “We
see the airport mainly

as one more additional
channel for us. It creates
an opportunity for brand
building and is the right
channel for marketing
devices. It is important
that our customers feel
the same way whenever
they see Staedtler,”
concludes Kobb.

Green Village
L39

JOIN US AT THE BAY TERRACE (1ST FLOOR) - BOOTH T8
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DIFFERENTIATION,
VARIANTS AND
MAKEOVERS

IN GODIVA WE TRUST
The emphasis this year
for chocolatier Godiva
is to showcase ranges
that are “more flash and
fashionable, like haute
couture,” said Godiva
Customer Marketing
EMEA Fanny Brouez.
“There will also be our

global travel retail exclusive called Expression
Artistique. It will be really
colourful and have 18
pieces of chocolate inside
and three flavours – each
one has a colour palate,”
she explained.
Godiva has also launched

an extension to its Gold line
called Icones D’or, which
will “reinforce the core Gold
collection” and introduce
flavours such as “lime and
olive oil” to the range.

Yellow Village
F33

La Martiniquaise has
unveiled a new golden
variant for its tequila
brand Tiscaz to target
travel retail, as well
as central and eastern
European markets.
“Tiscaz Tequila Gold is
really smooth and easy
to drink,” said Nadege
Perrot, International
Brand Manager – Modern
Spirits – Corporate
Communication, La
Martiniquaise.
The group has also begun
to shine the spotlight
on its Saint James rum
brand. “Saint James Rum
is only made from fresh
sugar cane juice. Most
rums are made from
molasses, but this has so
much flavour compared
to other rums. We want to
promote the agricole rum

category as it is becoming more popular,” said
Perrot.
La Martiniquaise is also
developing a digital
experience for Poliakov
vodka, which will focus
on “futuristic, cosmic and
frosty” positioning with
an HD headset where
people will be immersed

in virtual reality.
Bardinet, which is part
of La Martiniquaise, has
repositioned its Negrita
rum and is set to refocus
its marketing campaign for
the brand on the “friendliness” and “positivity” the
Caribbean exudes. Bardinet
has also refreshed the
packaging of its syrups,
as well as launching two
new variants for its Sir
Edwards blended whisky
brand. “We wanted to have
new packaging showing
the brand name and
mouthwatering fruit on the
front, so that people know
exactly what it is and who
makes it,” said Marion
Divaret, Bardinet Brand
Manager.

Yellow Village
G54

BLENDED SCOTCH WHISKY

Please Visit Our Stand At L-64 Green Village Or Find Out
More About Lauder’s On Our Website WWW.MACDUFFINT.CO.UK

Spongelle.com
ALTIMETRE LLC - Exclusive Distributor for Travel Retail Worldwide
Contact info: adv@altimetregroup.com

Discover the exclusive chocolate creations
of nine World’s Top Chefs !
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PRECISION
WATCHES
Alpinestars, the manufacturer of technical, highperformance protective
gear for motorcycle and
auto racing, is featuring for the first time
here in Cannes with its
new line-up of watches

developed for the duty
free market. “We are so
excited to be a part of the
exhibition,” said Jeremy
Appleton, Media Communications Manager,
Alpinestars. “This is a
new venture for us – we’re

TFWA WORLD EXHIBITION & CONFERENCE TUESDAY 4 OCTOBER 2016

already present on eight
airlines, but now we’re
looking to grow that.”
There are two ranges
being showcased – Tech
and Heritage. Both are
designed to incorporate
the brand’s DNA of
precision and high-quality
engineering. The Tech
range in particular is
built around the heritage
of the brand, with straps
made of rubber, such as
those used in the brand’s

Capi Global is exhibiting a wide range of
products at TFWA World
Exhibition & Conference,
with a focus on retail
solutions and strong
brands. This includes
the Bose QuietComfort
35 headphones and the
Bose QuietComfort 20
earbuds, both of which
are noise-cancelling,
making them ideal for
use on aircraft.
Another big focus for
Capi Global this year

DISCOVER DAVIDOFF
Davidoff Cigars welcomes
all aficionados to its
new renovated booth to
experience an interactive
journey and discover
the different spices and
flavours of its cigars.
“We want to share with
our customers the existing Davidoff brand also to
explore what the Davidoff
brands stand for,” comments
Martin Kaufmann, Senior

Vice President Europe &
Global Travel Retail, Davidoff
Cigars.
The brand yesterday
launched its three new
items – the unique
blend Yamasa, the
handmade Royal and
the Year of the Rooster,
a Chinese New Year
edition with special
packaging.
“Travel retail is very

important, firstly
because it is a channel
with a strategic
importance to expose
the brand, but also
because travellers
go where shops are,”
Kaufmann explains.
“I don’t believe that
online retail can replace
in-store shopping, you
really need both.”
For the brand, it is

In one of its inspirations, the
Liu Jo Spring/Summer 2017
Accessories collection tells
about the casual, careless
world of the Nineties,
embracing the triumph of
rich, dense, bright shades
that epitomise the urban
energy of the Nineties.
Must-have pieces include a
reversible bi-colour shopper
bag, the fun mini and maxi
stitched messenger bags,
and the colour-block styles
in intriguing, exclusive yet
casual geometrical shapes.

footwear, or leather
like those used in the
motorcycle jackets. The
Heritage line, meanwhile,
is less performance
orientated. Instead it is
more about lifestyle and
classic designs, offering
more simplistic models,
but with the same high
level of durability and
design.

Golden Village
GO12

INNOVATIVE SOLUTIONS
is its Wonky Monkey 3D
Virtual Reality Glasses, and
the Samsung Gear Virtual
Reality goggles.
The electronics brand
markets its products
towards six groups: Airport,
Franchise, Inflight, Diplomatic, Cruise and Ferry,
and Military. Within these
groups there are three

key categories: Leading A
Brands, Premium Brands,
and the Private Brands,
of which Peter Wiggers,
Managing Director,
explained includes the
company’s very own MiTone
– a lower priced, travel retail
exclusive brand.
“However, it’s not just about
the products,” he added.

“We are more focused on
retail concepts and being
able to choose the best
products within a brand.”
Stores are built using a
range of innovations and
units, such as special
marketing concepts hosting
unique products.

Blue Village G31

also important to bring
omnichannel together
and Kaufmann explains
that “providing experience” in-store is key.
Hans-Kristian Hoejsgaard, President and
CEO, Oettinger Davidoff,
adds: “This event gives
us the opportunity to
meet our customers
around the world – it is
such a great platform to
connect and reconnect
with partners.”

Bay Village
Bay Terrace 1

ACCESSORIES
COLLECTION
Prints on scarves – larger
and larger, almost as big
as capes – are geometrical
with a nod to leather goods:
so geometrical shapes and
super-colourful stripes
intersect and are paired
with traditional animal
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prints and touches of colour,
mixed logos and patterns on
different grounds; floral ones
stand out among these many
styles. Fabrics are light, soft
and silky to the touch.
Lastly, the collection
includes solid-colour jersey

caps and beanies lit up with
rhinestones or in a denim
finish, Fedora and wide-brim
hats, as well as fun supercolourful baseball caps.

Mediterranean
Village N3
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VODKA WITH A TWIST
With a broad portfolio of vodka products
on show this week, including many that
offer a “unique and unexpected” taste,
Nemiroff reported a successful first day
at this year’s TFWA World Exhibition &
Conference.
As Yurii Sorochynskyi, CEO, explained,
the natural ingredients used by the
company are an important differentiator
in a competitive marketplace. “What we
offer is natural, organic and there are no
chemicals in any of our products,”
he said.
Nemiroff is well known for taking a
different approach with its flavours,

SMALL
GIFTS, BIG
CONCEPTS
“Our products give the opportunity for the
decision-maker to bring a small gift back
home,” says Manuel Franco, Travel Retail
Director, Key Account Manager, TROIKA. With
its keyrings, card cases, and travel wallets,
TROIKA is focusing on the gifting aspect of

which range from spicy strawberry and
honey pepper to exotic mango and apple.
Sorochynskyi said Nemiroff is “well
represented in major vodka markets” and
is now also looking further afield, with
Asia holding “lot of potential”.
“Our dream is to increase sales, find
more proper partners and to become a
bigger and bigger player in the vodka
market,” he continued. “As a business
you have to set yourself a challenge and
we’re working hard to achieve our goals.”

Blue Village G1

its products, but is also showcasing its technology
products, such as keyrings with LED illuminations. TROIKA is concentrating on P.O.S
and is approaching travel retail with its new
display concept, which is more compact and
is easier to set up in different stores.
In future, the company is hoping to
target new markets, including the Far
East, Europe, South, North and Central
America.“We are hoping to receive a
positive response during the event and we
hope to get in touch with new partners,”
concludes Franco.

Red Village J23

themerchantofvenice.it
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Emanuele Mazziotta, Head
of Global Travel Retail,
Coccinelle, unveiled the
brand’s new SpringSummer 17 collection at
TFWA World Exhibition &
Conference yesterday.
Deciding against
launching a collection
of muted wintery tones,
the Italian accessories
brand showcased its
colourful pastel bags, on
the premise that colour
is key to informing the
customer’s choice.
With 30 new openings
this year in travel
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THE FUTURE
IS BRIGHT
retail, downtown,
cruise and airports in
Europe, Russia and in
Asia Pacific, Mazziotta
reported that the aim
for this year’s show was
to focus on encouraging
growth.
“We are working with
Starboard and MSC in
Asia Pacific, which is

a new channel we are
penetrating in a good
way,” Mazziotta added.
“We are hoping to expand
into standalones in Portugal, Frankfurt, Philippines
and Korea in downtown
duty free malls.”

GOING
FOR
GOLD

Bay Village
Bay 1A

French skincare brand
Qiriness had a golden
announcement to
make at this year’s
TFWA World Exhibition
& Conference. Vivian
Marton, Marketing
Director and Co-Founder,
revealed the launch of
its global anti-aging

French lifestyle brand
Eden Park has introduced
a range of luggage and
accessories, as well as
new boxes and units to
showcase them for the
travel retail stage.
“This year we have developed a range of luggage and
small accessories, specifically for duty free. Some of
the boxes, the items and the
furniture we are showing
them in are different
from those in our shops
because they have been
developed specifically to
work well across duty free,”
said Thomas Cerbeland,

FRENCH CHIC
International Director,
Eden Park. “In Cannes, it
is a good opportunity to
show the brand to lots of
people and this will help
carry on our international
development. We very
much want to communicate our brand as French
chic. We want to show
people who we are. We
have been developing
our brand internationally
for the past 20 years, but

now is the time for us to
develop within duty free
further.”
Eden Park has its sights
set on expanding the
brand across Europe and
Asia as a priority for the
show. “Last year was our
first year here, so this
year it is all about building business relationships,” said Cerbeland.

line, Temps Sublime,
which consists of a day
and night cream, serum
and eye contour cream
encased in premium
golden packaging.
Debuting with skincare
ingredients, such as
micro encapsulated
retinol, the different
molecule sizes penetrate
the skin, catalysing
different effects. The
larger molecules get
working on application,
with the smaller ones
absorbing into fine lines
and working over time.
Aimed at women with

mature skin, aged 48+,
the line aims to boost
collagen production,
often lost with age.
Qiriness’ aim for the
show is to meet new
distributors in travel
retail, as well as developing in North and South
America, after opening
in Paraguay last year,
with a focus on opening
new markets in Chile
and Brazil for inflight.

Harbour
Village
WINNING
STREAK

Visit the TABAC BARBERSHOP in the
TFWA WELL-BEING LOUNGE, Golden Village
Level 1 from Monday 3rd to Friday 7th October
for your FREE wet shave, beard and moustache
trim by fragrance and grooming brand TABAC,
courtesy of MÄURER & WIRTZ (K50 Green
Village). All TABAC care products, including
pre-shave, shave and aftershave, as well as the
TABAC ORIGINAL fragrance and TABAC Gentle
Men’s Care products will also be on show there.

Red Village L17

“I found the experience of having a shave here at the show by a
professional barber very relaxing. I also learnt a few things about
shaving techniques that I didn’t know before, such as using a pre-shave
lotion before applying the shaving gel prepares the skin better. I would
definitely welcome such a service at airports that I regularly pass
through,” says Giulio Palozza, Sales Director, Patrizia Pepe.
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A CLEAR CONSCIENCE
Industrias Licoreras de
Guatemala, which owns
Botran Rum, has launched
a white rum variant named
Ron Anejo Botran Reserva
Bianca this week in Cannes.
Jose Tovar Oliva, Botran
Director General, explained:
“The white rum may be
clear liquid, but is aged and
has the quality and integrity

To celebrate Nuxe’s
25th anniversary, the
company has focused on
its core dry oil product
and created travel retail
exclusive products. “We
try on a regular basis
to have a specific travel
retail exclusive or a
global collectable for
our core product, which
is a dry oil. It is our 25th
anniversary of the oil,
so that is why we have
focused specifically on
this product. We have
three different colours
and a new gondola
where we can showcase
this,” said Marion
Bruimaud, Travel Retail
Director, Nuxe. “We
developed our business
on airlines and today we
are collaborating with
more than 40 airlines in
Europe,” said Bruimaud.
“We will start also with
the Middle East at the
end of the year,” she
added, highlighting how
“airline business is key,
but so is presenting
these products, and the
rest of the range, in
more duty free shops
across the world.”
Bruimaud explained:

of any other aged rum. It
has been aged in wooden
casks just like the rest of
the Botran range of rums,
but then it has been filtered
to take the dark colour
out. That is how it gains its
transparent look.”
Oliva pointed out that Industrias Licoreras de Guatemala has a few other strings

to its bow and also offers, as
a company, “the capacity to
make private brands also for
some people” in other spirit
categories such as vodka.
In addition to Botran, the
company also has a line of
ready-to-drink products
named Cubata that are
5% ABV and are named
to convey a drink that is

consumed after other
drinks have been enjoyed
– to hydrate and reduce the
chance of a hangover.
“In Guatemala, the term
‘Cubata’ means the drink
you have after you have gone
out and drunk a lot. It is the
drink lots of people drink
before the end of the night
and we have it in passionfruit
flavour, and rum and cola
flavour,” said Oliva.

Green Village
H58

SCANDINAVIAN
SPIRIT

HERITAGE,
CELEBRATION
AND EXPANSION
“We may be in some
of the biggest hubs in
Europe, but we would
also really like to

develop our business
in Asia.”

Green Village J36
As well as presenting
a raft of new products
for the travel retail
market, Ritter Sport is
highlighting its ability
to work closely with
airports and operators to create bespoke
solutions to help them
promote both new and
existing lines.
The company stands out
thanks to its “courage to
be different”, explained

Danzka Vodka yesterday
unveiled Danzka The
Spirit, which is inspired
by the Scandinavian
vodka tradition. As
explained by Rüdiger
Behn, a passionate
distiller and the fourth
generation of his family
producing spirits, the
use of raw wheat and
naturally filtered Nordic
water have helped to
create a rich and slightly
grainy vodka.
The 44% vol./88 proof
vodka is presented in an
iconic bottle – described
as “minimalist, pure,
classic and unique” –
which was designed
by Timothy Jacob
Jensen, Group CEO
and Chief Designer of
Jacob Jensen Design.
“The design and the
contents need to fit
together – our main
goal was to bring
Danzka Vodka to the
next level,” Behn said.

He also shared his
opinion that the vodka
category needs to offer
something extra “and
this is what we’re trying

to achieve with Danzka
The Spirit”.

Green Village
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CLOSE COLLABORATION
Simone Weiss, Country
Manager. “We work
closely with our customers to create solutions
that suit their needs,”
Weiss explained.
Ritter Sport chocolate is
currently sold in more
than 100 countries and
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in terms of the growth
potential in the travel
retail sector, Weiss
explained that there are
big opportunities both
within and outside of
Europe. “Most of our
business is currently
in Europe, but Asia is

fast-growing and is a
very interesting market
for us.” She said the
company also sees
potential in the African
and American markets.

Green Village
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FOCUS ON
PACKAGING
“We have continued to have
a good year,” says Rupert
Firbank, Commercial
Director Global Travel Retail,

Accolade Wines.
Earlier this year, the
company partnered with
Heinemann to launch

its first ever categorystage area at Sydney
Airport. Accolade Wines
is investing in tastings
and being innovative by
integrating technology,
such as iBeacons for
inviting people to its next
tasting events.
“We are creating quite a
lot of new packaging to
make our products more
giftable. That is why we
are trying to be innovative
around packaging, such as
gift boxes, more creative
labels and screw tops,
etc,” comments Firbank.
Accolade Wines is growing
strongly in Australia
and New Zealand,
and is mainly hoping
to keep expanding in
non-European countries.
“While travel retail is
only a small percentage
of our brand, it gives the
opportunity to show our
wines and enhance the
brand. We aim at building
on the recognition of the
brand and our reputation,”
Firbank concludes.

Red Village J2

Premium South African Wine,
Japanese Sake and awardwinning Scotch Whisky

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

Taste and discover award-winning wines from South Africa,
sake from Sakuramasamune−one of Japan’s oldest makers−
and Scots Gold blended whisky by Charles Edge London.

WINE RENAISSANCE
Meet the rebranded Vinprom
Peshtera – VP Brands
International. “We have
rebranded ourselves this
year and we have added a
more modern, savvy feel to
the company,” explains Ian
A. Smart, Director International Business.
Visitors to the stand can
enjoy the company’s extensive portfolio of wines, and

Wellington Jeweller
will be showcasing two
of its new collections:
Enchanted, which has
been inspired by ballet
and Utopia, which takes its
inspiration from emblematic flowers in Australia.
“The first collection,
Enchanted, we launched
in Singapore and is doing
really well. With Enchanted,
all of the jewellery is 925
sterling silver, so it is very
delicate and elegant. Ballet
is a duo inspiration in terms
of both the movement of
ballet and the way within
the jewellery the central
stone flutters when the

also the 25 different flavours
of its famous vodka Flirt.
“We want our products to be
enjoyed by everybody.”
A heritage company for
Bulgaria, VP Brands International is leading the “Renaissance” of wine production in
the region.
The company has markets
worldwide, but in order to
go forward it sees that

Blue Village D3

THEMATIC
ADORNMENTS
wearer moves around. The
name ‘Enchanted’ is also
the feeling you have when
watching ballet – enchantment,” said Sarah Lynch,
Senior Manager – Senior
Marketing & Business
Development, Wellington
Jeweller.
“We have also launched
our Utopia range, which
is symbolic of the floral

Visit the
Diverse Flavours
stand:

Red Village
L34

Anthony Budd: +27 71 255 7344
anthonybudd@diverseflavours.com

Asia has great potential for
development.
Commenting on the event,
Smart says: “We are happy
to be here because we are
a part of this international
family of brands and want to
interact with fellow brands.
It is a forum where we can
share ideas and thoughts.”

diverseflavours.com
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emblems of Australia,
and it depicts all of the
emblems. We have the
Kangaroo Paw which
is emblematic of South
Western Australia as a
centrepiece. We are an
Australian company, so
there’s a bit of heritage
there,” added Lynch.

Blue Village B4
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SWEET
PORTFOLIO
Conaxess Trade is
presenting its huge range
of global brands across
its confectionery, and
fashion and accessory
divisions. The company
recently added Haribo to
its travel retail portfolio
and this is a big focus at

TFWA World Exhibition &
Conference on the confectionery side. “It’s more
about us as a distributor
being able to give to our
customers by offering a
bigger volume, and bigger
choice,” explained Britt
Korsholm, Marketing
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Manager Travel Retail.
“We offer a one-stop
shopping experience –
more brands and all under
one name.”
In the fashion and accessories division, a big focus
this year for the brand
is on Conaxess Trade’s
private line – the Cristiano
Ronaldo Legacy scent.
It is also highlighting a
wide range of Danish
brands, including
Trollbeads – a new
addition to its portfolio;

GOSH Cosmetics; jewellery from Sif Jakobs and
Dyrberg/Kern; and Bella
Ballou scarves.
“We hope to gain new
customers here in Cannes.
As a distributor we know
this business, we have the
contacts, and we know
how to get products into
the shops fast,” added
Lena Olcén, Sales Representative Travel Retail.

Yellow Village
G59

GLAM
AND
SOUL
Thomas Sabo is a worldleader in designing and
distributing jewellery,
watches and beauty
products for women and
men. Since last year in
Cannes, it has expanded
its offering and concepts

ARCTIC
BEAUTY
Danish watch and jewellery brand Bering Time
is exhibiting for the first
time in Cannes this year.
The company produces
high-quality products
characterised by special
and durable materials
inspired by Arctic beauty.
Since its founding six
years ago, the company
has developed into a

globally-recognised brand
distributed in more than
50 countries worldwide.
“This design of the product
worldwide has led us to
believe that there is an
opportunity for us to grow
our brand in the tax-free
industry,” commented Ian
Latham, Country Manager
UK, Bering Time.
At TFWA World Exhibition

to feature its star product
– a grab-and-go selfservice stand, perfect
for airports and cruises.
“This year the idea is that
we want to offer visually
pleasing displays, to
try and make it easy for
operators and customers,”
explained Lucille Dubos,
Travel Retail Sales Executive. “The concept has
been really well accepted
by operators.”
At TFWA World Exhibition
& Conference, Thomas
Sabo is highlighting

several jewellery collections, including Glam and
Soul, Rebel at Heart, Love
Bridge, as well as the new
Diamond range.
Lucille concluded:
“The idea of Thomas
Sabo is to combine our
concepts across all of our
divisions.” This is demonstrated through its inflight
and beauty ranges, such
as the Glam and Soul, and
Rebel perfumes.

in Cannes, boosted by
the brand’s advertising
campaign along the
Croisette.
In addition to Hyperbole, Courrèges is also
highlighting four new
fragrances to visitors to be
released throughout 2017.
Hyper Fraiche, a fresh
perfume with delicate
citrus notes, will be the
first of these perfumes
to be launched, and
Torloting said he
expects it to hit the

market in January.
At TFWA World Exhibition & Conference, the
company is looking to
develop new relationships. “We re-launched
the business a year and
a half ago,” Torloting
said. “Now, we want to
reach new distributors
and that will be our
focus here in Cannes
this year.”

Blue Village
C14

& Conference Bering Time
is casting the light on
two of its top ranges: The
Classic Steel collection,
and its Ceramic Collection.
It is also showcasing the
company’s range of rings
it introduced two years
ago. The unique concept
boasts a unique Twist &
Change system, which
makes it possible to
exchange ring elements
by simply unscrewing the
outer ring and inserting a
new inner band.

Mediterranean
Village N17

SPICY SCENT
Courrèges is showcasing
a brand new spicy and
energising fragrance
this year – Hyperbole.
The scent, packaged
in a striking red bottle
is currently available
exclusively inflight on
Air France, and as of
mid-October will make

its appearance in travel
retail and domestic
markets. “I would
describe it as a superfeminine, super-sexy
scent,” commented
Frédéric Torloting,
President, Courrèges.
The perfume has so far
garnered lots of interest
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Ambassadeurs
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visit us at
Red Village Level -1
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Loacker, pure goodness!
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TRAVEL
FRIENDLY
MINIATURES
Valentina Brusarosco
of Antica Sambuca had
some small news, but
with a huge impact for
travel retail yesterday at
TFWA World Exhibition &
Conference.
She revealed the spirits
company is launching
travel friendly miniatures

of its popular classic
sambuca.
Brusarosco said: “We
are launching the new
mini bottles, 5cl of our
classic, which is suitable
for airlines, ferries and
cruises, especially for
the duty free market, and
we will later launch the
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raspberry and liquorice
flavours too in 5cl.”
Specifically targeting
the product to the liquid
constraints of airlines,
cruises and ferry ships,
the smaller bottle is
also being used to cover
tasting needs.
When considering their
global strategy, Brusarosco also divulged that the
brand’s main objective for
Cannes is to “enter the
Asia and Africa market in
duty free.”

Marine Village
R3

GENUINE
GEMSTONES
“What we do is make
jewellery that’s affordable, and using genuine
and original gemstones,”
started Sylviane
Kerckhof, Co-Founder
& Managing Director,
Cannellis. “The aim of
our jewellery is to spice
up women’s outfits. We
want to let it shine, and
give it colour!”
This year in Cannes,
Cannellis is highlighting

MOBILE
SCENT
Ralph Bou Nader, Vice
President of Travalo, has
unveiled an exciting new
product prototype at
this year’s TFWA World
Exhibition & Conference.

“You can attach a
fragrance to your
phone case for iPhone
or Samsung models.
We are aiming to hit
fragrance markets
worldwide, but this
product will let us tackle
all markets,” he said.
He added that the
aesthetics are still in
development, but he
has a vision of how to

develop the line: “We
are going to make
leather cases, different
colours, but we wanted
to present black, white
and pink first.”
Bou Nader also added
that Travalo has updated
colour options on the
Pure, Ice, Milano and
Classic ranges of its
refillable perfume
bottles. He expanded:

its Pumente collection – an exquisite and
sophisticated selection of contemporary
jewels, distinguished
by its refined, colourful
designs. All gemstones
in the range are carefully
selected and mounted in
certified Sterling Silver,
with Rhodium or 18k
gold-plated finishes that
help to stop the jewellery
getting oxidized.

Blue Village B8

“This year we are
looking for co-branding
opportunities with
Heinemann and World
Duty Free Group, and
hope to expand in
Latin America, the US
and Canada for local
markets and travel
retail worldwide.”

Riviera Village
RF11

BRANDING AT
ITS FINEST
Rituals is clearly determined to show us what the
brand stands for by creating
an impressive stand which
speaks for itself, and also
with sponsoring the very
successful yoga session on
Sunday, it showed us that

The palette of gems
includes tourmaline,
ruby, citrine, topaz,
aquamarine, peridot,
sapphire, emerald, and
amethyst.
Cannellis was created
in 2014, and is already
present on 10 airlines.
This year at TFWA World
Exhibition & Conference, Cannellis wants to
expand its presence from
inflight to the duty free
and boutique markets, and
has developed two types
of packaging – one for
inflight with transparent
casing, and one for stores.

relaxation is key.
“This event is the melting
pot for everything that is
happening in travel retail,”
enthuses Neil Ebbutt,
Director Wholesale,
Rituals Cosmetics, after
a very busy day for the
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company yesterday.
The brand is showcasing its new travel retail
exclusive bags, containing
body, skin, hand-care and
sun care products, which
have gained great success
already and mark 13% of

the brand’s travel retail
turnover.
Next month, the company
is opening a new duty
free outlet in Marrakech,
which is its first step into
North Africa and is later
hoping to expand into the
Americas.
“The event for us is not for
sales, but for the connections,” concludes Ebbutt.
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B U I LT F O R
S P E E D
ZO N Y K P R O

DYNAMIC LENS SHAPE MEETS WR AP-AROUND FR AME DESIGN.
IF YOU ARE STRIVING FOR SPEED, THE ZONYK PRO IS FOR YOU.
E N H A N C E Y O U R V I S I O N, T U R N U P Y O U R P E R F O R M A N C E .
ADIDAS.COM/EYEWEAR

KEEP YOUR
EYES PEELED

T H E N E W S W E AT B A R K E E P S S W E A T
OUT OF YOUR E Y ES W HILE THE INTEGR ATED
C L I M A C O O L ® V E N T I L AT I O N S Y S T E M
CIRCUL ATES A IR FOR FOG-FREE V ISION.

WIDE FIELD
OF VISION

CUSTOMIZE FIT

DYNAMIC LENS SHAPE MEETS
E V E R Y H E A D I S D I F F E R E N T: D O U B L E S N A P N O S E
WR AP-AROUND FR AME DESIGN.
BRIDGE™ A ND TRIFIT ™ TEMPLES LE T YOU FULLY
THIS WIDE FIELD OF VISION IS
CUSTOMIZE THE ZONYK FR AME WHILE TRACTION
C RU C I A L W HE N S T R I V IN G F O R S P E E D.
GRIP™ K EEPS IT SECURELY IN PL ACE.
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DISCERNING DROPS

ANOTHER
DIMENSION
Delegates dropping by J
Cortès’ stand are being
offered free trips to
Nicaragua.
Well, sort of: thanks
to a new virtual reality
headset, the Belgianbased cigar company is
able to take visitors on

Illva Saronno unveiled
a bold new look for its
famous coffee liqueur, Tia
Maria, yesterday, in a bid
to cash in on the growing
popularity of coffee. “Two
billion cups of coffee are
consumed every day around
the world and we are trying
to leverage that popularity,”
said Flavio Lasalandra,
Marketing Director.
Illva Saronno also used the
opening day of the show
to launch Zucca, an Italian
digestif, into travel retail.
The herbal drink started
life in 1845 as an elixir,
which was prescribed for a
sick Italian lady called Tilde
Zucca. The potion made Tilde
better and piqued the interest of her husband, Ettore,
who fermented the drink
and served it to his friends: a

a brief but immersive
journey to the tobacco
fields of the Latin American nation. The virtual
reality set tells the colourful story of the Oliva Cigar
Co, which was acquired by
J Cortès over the summer.
This acquisition has

enabled J Cortès to
“premiumise” its range
– which traditionally
focuses on machine-rolled
cigars – thanks to Oliva’s
rich tradition of making
hand-rolled smokes. “This
is two family businesses
coming together,” said
Commercial Director
Peter Struber. “It gives us
a premium offering.”
Included in the Oliva
collection is the Nub, a
short stubby cigar aimed
at discerning smokers

Diverse Flavours is
best known for its fine
collection of South
African wines, which
have secured first-class
pouring on some of the
world’s most prestigious
airlines.
Now the family-run
company is diversifying
even further with new
additions to its portfolio,
including an awardwinning range of blended
whiskies from Scotch Gold.
Launching at the show,
the whiskies arrive in
Cannes carrying a string

of accolades, including
a gold medal at the
2016 International Wine
& Spirits Competition
(IWSC), which was
bestowed on its blended
8 Years Old expression.
True to form the company
is also showcasing a
new range of premium
wines from two
eminent South African
vineyards, Kleinhood and
Diemersfontein.
“Diemersfontein is one
of the most famous
pinotage producers
in South Africa,” said

with less time on their
hands. “It’s unusual, it
marks us out from the
competition,” said Struber.
Also marking J Cortès
out from the competition is the virtual reality
headset, which was
generating some excitement on the stand.
“We’re in a traditional
environment, so it’s good
to come with something
modern and new,” said
Travel Retail Coordinator
Thomas Gryson.

Marine Village S6

CAFFEINE KICK TASTE
OF
SUCCESS
Medals abound at the Marie
Brizard Wines & Spirits
booth, which looks more like
an Olympic podium than a
stand at TFWA World Exhibition & Conference. That’s
thanks to Gautier Cognac,
which keeps winning awards

legend was born.
Illva Saronno believes
Zucca’s story will help the
beverage become a success
in travel retail.
Judge for yourselves at Illva

Saronno’s stand, where Zucca
and Tia Maria cocktails will be
served all week.

Green Village
M52
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for the drinks company. And
not just any award – indeed,
its Pinar Del Rio was
declared the World’s Best
Cognac at the San Francisco
Spirits Competition this
year, taking the title off
another Gautier expression:
the Traditional Rare.
“San Francisco is like the
Oscars for us,” said Franck
Lemonnier, International
Sales Director. “It’s very
prestigious.”
Marie Brizard Wines &
Spirits has a renewed
attention on travel retail,

Anthony Budd, Managing Director, Diverse
Flavours.
Budd expects big
things from Kleinhood’s
Tamboerskloof wines,
which received ratings
of between 90 and 94 out
of 100 in Robert Parker’s
feted wine guide.
“These are top quality,
single estate wines,” said
Budd. “They’re already in
shortlists for first-class
pouring, so we will see
what happens.”

Red Village L34

as demonstrated by the
appointment of Kevin Baker,
who joined the group last
year as Global Travel Retail
Director. “Marie Brizard
is taking travel retail a
lot more seriously now,”
said Baker, who invited
delegates to come and
try its range of awardwinning cognacs. “Why
would you drink anything
else other than the
world’s best?” he added.

Yellow Village
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BUCKING THE TREND
Nina Jaynes, Head of
Marketing at Buckley
London, revealed the
UK-based jewellery brand
is releasing its SpringSummer 2017 collection
at this year’s TFWA World
Exhibition & Conference.
The London-themed
collection, taking inspiration from London quarters
Bexley to Brixton and
Finsbury to Fitzrovia,
features semi-precious

All eyes are on Cuba at
the moment as relations
between the Caribbean
island and the US begin
to thaw. And Fraternity
Spirits believes it is
ready to capitalise on
this bold new epoch –
which will see increased
interest in Cuban
products – thanks to
its recent acquisition of
Conde de Cuba, a small
rum distiller based on
the island.
“It’s quite a big deal
for us,” said Felipe
Toro, Area Manager.
“It took a few years to
close this deal with
the Cuban Government
because they are not
allowing many foreign
companies in.”
Toro says Conde de
Cuba is an old distiller
based in the south of
Cuba. “They grow a
particular type of sugar
cane, which is unique
to the area. I would say
it’s one of the best rums

stones, geometric shapes,
open fronted rings and
triangle profiles, all
themed around areas of
the city aimed at women
age 28+.
Jaynes reported that
ground duty free, major
airlines and maritime
audience are all
growing, with big developments in Turkey and
the US for cruise retail,
and Buckley London

looking to open more
stores with Starboard in
future.
“Our objective here in
Cannes is to launch
our main collection and
see what the customer
thinks,” she said.
“Ideally forming new
relationships where we
can grow together with
our chosen partners.”

Red Village H4

HAVANA BLAST

Do you dream of
longer, thicker
lashes ?
DOUBLE-LASH is a nutritive care
for lashes, that is applied like a
mascara and helps them grow.
Its natural active ingredients fortify,
condition and protect the lashes.
They will appear healthier, longer
and more resistant and have a
natural and silky appareance.

Ophthalmologically tested
• Fuller lashes after 28 days *
• Longer lashes after 56 days **

around,” said Toro. “We
are really excited about
this – Cuba is opening up
to the US and we are ready

to open up the market
there for Cuban rum.”

Allow
to act
overnight.

* Results based on 23 women aged 19 to 64. Single
application of DOUBLE-LASH at night for 28 days.
** Results based on 21 women aged 19 to 64. Single
application of DOUBLE-LASH at night for 56 days.
Survey satisfaction index: Fuller lashes = 72% ; longer
lashes = 81%.

EYE-LITE B Y M AVA L A S W I T Z E R L A N D

Blue Village G3
www.mavala.com
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Apply daily
to clean lashes
at bed-time.
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NEW COLLECTIONS

red and blue diamond,
which will come in wooden
boxes and be priced at
$298 per bottle.” He added:
“Everyone is leaning
towards unique products.
We will be in select stores
only, no mass chains, only
high-end perfumeries and
carefully selected outlets.”

called the ‘Popsicle’.
The hard case comes
with a soft detachable
coloured bag inside,
adding the dual value
of the functionality of a
hard case, but the option
of using the soft as an
alternative carry-on.
The brand is targeting
travel retail worldwide,
relying on strong brand
awareness globally,
so is not restricting its
marketing to a specific
region.
Bonatti revealed that the
main objective in Cannes
is to “meet clients in duty
free and target representatives from travel
retail in Asia Pacific and
the Middle East, where
brands are strong in
the domestic markets,
especially in China and
Korea.”

Yellow Village F58

Blue Village G19

Giovanni Bonatti, Chief
Executive Officer of
Mandarina Duck, has
revealed two new collections at this year’s TFWA
World Exhibition &
Conference.
The company is launching its new ‘tough duck’
Alwyn Stephen, President and CEO of Beauty
Contact, had an exciting
announcement to make
yesterday – the launch
of its Pierre Precieuse
range, which translates as
‘Precious Stone’. The first
line of the raw diamond and
gold themed collection is
categorised into black, white
and pure stones. The scent
is ‘gender fluid’, with notes
of woody oriental, oriental
floral, and woody ambery
respectively.
The focus remains on its
existing strong market
presence in the Middle East,

range, featuring a variety
of bag styles which come
in a specially designed
material, a water resistant coated nylon in
eye-popping fuchsia and
zesty orange colours.
It is also launching its
futuristic plastic trolleys

DIAMOND
SELECTION
with Q1 2017 dedicated
to developing markets in
Europe. The product is made
in France. “This is a niche
line, not for the masses.
The regular collection will
retail for $198 for 100ml
and come in rigid boxes,”
Stephen commented.
“The first quarter of
next year will be limited
edition fragrances called

NOT JUST A
VODKA
COMPANY
The Belgian ChoColaTe wiTh a STory

SPI Group has broadened the portfolio to
create a drinks company
that incorporates a
varied stable of drinks.
Speaking yesterday
amidst the global

duty free launch of a
gluten free variant for
its Stolichnaya vodka
brand, which follows
its successful launch in
the US, the CEO Dmitry
Efimov also introduced a

MeDiTerranean Village – n19
info@starbrook-airlines.com • www.starbrook-airlines.com
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new range of rum named
Bayou, a tequila named
Kah – housed in Day of
the Dead styled skull
bottles, and its wine
range Arizano.
“We would like to talk
more about our new
products because we are
expanding our portfolio
and our main strategy is
that we don’t want to just
be a vodka company,”
said Efimov.

Beach Village
Beach 02
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SMOOTH
BLUE
Karelia will present its new
George Karelias and Sons
Roll Your Own tobacco
variant called George
Karelias and Sons Dark
Blue Hand Rolling Tobacco
at TFWA World Exhibition &
Conference this year. Karelia
has enjoyed especially
dynamic growth in the

Guests at last night’s Lacoste
party drank champagne
and enjoyed a selection
of pan-Asian and French
inspired canapés on the
grass-covered rooftop of
the Radisson Blue.
Virtual golf, a Lacostethemed photo booth, and
live DJs kept guests dancing
into the night.
Jean-Louis Delamarre,
CEO APAC & Global Travel

ROY segment since 2006.
It is a segment naturally
suited to Karelia’s expertise
and its ability to create
exquisite tobacco blends.
The company’s signature
brand George Karelias and
Sons RYO is a leading brand
in Greece and is growing in
international markets thanks
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to the brand’s superior
quality and ambitious
commercial strategy. The
launch of Oriental Mist in
2015 was another innovative
variant in this category – a
blend rich in oriental flavour
with a smooth natural aroma
presented in an elegant 20g
pouch. These additions can
be seen at the Karelia stand
with its other familiar brands
– Karelia Slims, OME, Karelia
Family, Karelia Royal, American Legend and Leader.

Bay Village Bay 6

LACOSTE PARTY
Retail, Lacoste, outlined the
importance of the evening in
terms of bringing partners
together internationally
from Asia, Europe and the
Americas. “This evening
is about reinstating the
values of the brand, and the

partnership we had with
the French Olympic team,”
he said. “We are expecting
more than 350 people this
evening, and the Lacoste
party gets bigger every year.
We just want people to feel
good, happy and elegant.”

Lacoste’s Vincent Allard, Travel Retail Manager APAC; Jean-Louis
Delamarre, CEO APAC & Global Travel Retail; Erin Lillis-Arrowsmith, Travel
Retail Director APAC; and Hugo Mouroux, CFO Global Travel Retail.

BLITHE SPIRITS
The mood was upbeat
and joyful on a clear,
cloudless night at the
Carlton Beach restaurant where guests and
entrants from major
spirits companies and
smaller innovative
distilleries gathered
for the 9th Spirits
Masters awards

Jazmin Berardi, CFO Fraternity Spirits; David Rose, Deputy
Chairman, The Spirits Business; Raffaele Berardi, CEO
Fraternity Spirits; and Oksana Ward.

hosted by The Spirits
Business. Tequilas
from Fraternity Spirits
and liqueur cocktails
were served with
artistic aplomb by
De Kuyper service
and flair ambassador
Nicolas Saint-Jean
with a dazzling display
of cocktail mixology.
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Daniel Wellington’s
Josefine Nybacka, Key
Account Manager, and
Brianna Amoroso, Key
Account Manager.

BRANDS FEATURE
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LEADING BRANDS LET
THEIR IMAGINATION FLY

TAX FREE WORLD
ASSOCIATION
23-25, rue de Berri
75008 Paris France

MARCO GADOLA, HEAD
OF TRAVEL RETAIL,
DESIGUAL
If you had a free rein to build
an airport shopping experience, what would it be like?
I would like to see an airport
shopping experience that is
vibrant, innovative and with
something for shoppers on a
range of budgets. I would also
like to see a more creative
and dynamic approach to
retail, which utilises the retail
footprint in new and exciting
ways. An example would be
pop-up concepts that bring
fashion retail experiences to
new, previously unthinkable
locations. We need to offer
shoppers experiences with
disruptive and ever-changing
events, to keep the travel
retail channel fresh and
relevant.
What technology innovations
will you implement?
At a very basic level,
technology can ensure
you always have the right
stock available at the right

The travel retail space sets a completely different
environment than any other retail can. That is why we
decided to ask leading brands to describe the perfect
shopping experience. Here, Marta Dimitrova discovers
what a world-class commercial experience could be
like from the perspective of two innovative brands.
time – this is fundamentally
important to the overall
shopping experience.
Do brands have great ideas in
merchandising that are yet to
be tried in airports?
It’s no secret that the domestic retail experience is often
better than the airport one.
Part of this is down to the fact
that they have direct relationships with their consumer
base and are therefore able to
target them more effectively,
particularly through social
networks and digital media,
and responding better to what
consumers want. Another
challenge is the complexity of
running activities in airports
due to limited space and

costs. For example, would
Desigual like to put on a
catwalk show in an airport?
That would be very cool, but
very challenging.
Should there be more scope
for true innovation and experimentation, and further risksharing between airports,
operators and brands in the
trial of new concepts?
Definitely. If travel retail is to
move forward and deliver a
better experience, we need
to encourage risk-taking and
experimentation. Not every
activation will be a major
sales success. By sharing risk
and reward, brands would be
given the freedom to express
themselves.
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Sandro Bottega, President,
Bottega: “If I had free rein
to build an airport shopping
experience, it would be a
place where sales people are
replaced with experts who can
suggest the right product.”

If you had a free rein to build
an airport shopping experience, what would it be like?
If I had free rein to build an
airport shopping experience,
it would be a place where
sales people are replaced
with experts who can suggest
the right product. It would
be an interactive area, where
one can taste, experience
and try the products one
wants to buy. The atmosphere would be relaxed and
refined, not luxury. Moreover,
this area would be constantly
updated with departure
information.
What technology innovations
will you implement?
I would implement two
aspects: the communication and information side
of technology, and price
comparison devices.
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Do brands have great ideas in
merchandising that are yet to
be tried in airports?
Yes, think about Nespresso,
Nestlé for chocolate, and
fragrances like Gucci.

Should there be more scope
for true innovation and experimentation, and further risksharing between airports,
operators and brands in the
trial of new concepts?
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The risk is always higher for
the brand owner, but there is
also an excess of bureaucracy
(sometimes truly superfluous)
that makes the introduction of
innovation almost impossible.
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