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WELCOME MESSAGE

INTRODUCTION

A GREAT WEEK JUST GONE,
AND MORE STILL TO COME
I’m sure you will agree,
it’s been a fantastic week.
Our industry still faces
challenges from a range
of quarters. However, this
week will have equipped
us with much fresh thinking as we go back to our
businesses.
I’m certain the ideas we have
discussed in our conference
and workshops, and the
contacts that have been forged
in the exhibition halls and
during networking events over
the past few days, will stand
all those who are now leaving
Cannes in good stead.
A review of the exhibition and

conference will be published
soon on the TFWA website
at www.TFWA.com, which I
hope will be useful for those
wishing to recap on the
highlights of the week, as well
as share the experience with
colleagues who were not able
to attend.
This week also marked the
beginning of a new chapter for
TFWA with the election of our
new Management Committee
and Board. I would like to
welcome all new members
at this exciting time in our
industry’s development, and
a particular welcome to Aude
Bourdier-Rocourt, Gerry
Munday and Francis Gros who

POST-EVENT
ONLINE REVIEW
The post-event online review of TFWA World
Exhibition & Conference will be available soon.
Visit www.tfwa.com for more details.
Meanwhile, each issue of the TFWA Daily is now
available in digital format on the TFWA website.

Kindly sponsored by:

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.

TFWA ON LINKEDIN
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.

FREE WiFi
SERVICE

join the Board. I’d also like to
extend my warmest thanks for
their hard work and commitment to those who have moved
on from the Board this year
– Carla Guiducci, Thom Rankin
and Patrick Bouchard.
We have much to look forward
to over the coming months.
The MEADFA Conference,
managed by TFWA, which
will take place between 28
and 29 November in Dubai,
promises to be a fascinating
and informative couple of days.
I for one am looking forward to
joining MEADFA President Sean
Staunton and a bill of top-class
speakers for what I’m certain
will be plenty of lively debate.

Between 7 and 9 March, we
will be heading to Guangzhou
for our third TFWA China’s
Century Conference. With
our official host, Guangzhou
Baiyun International Airport
Co, we will be looking at the
considerable opportunities
the country presents and this
event will be an essential
diary date for all who want
to gain more insight into the
Chinese traveller.
We will be returning to the
spectacular Marina Bay Sands
in Singapore for the next
event on our calendar, which
is TFWA Asia Pacific Exhibition & Conference. Now in its
22nd year, this event broke all

records last year, and we have
every reason to expect that the
2017 exhibition and conference
will be even more successful.
I very much hope to see you
at one, if not all, of these
great events.

Erik Juul-Mortensen
President, TFWA

CARITAS COLLECTION TODAY
Exhibitors are requested to have their donations to the Caritas Secours
Catholique charity ready for collection this morning. Helpers from Caritas
will visit stands and collect the donations in the course of the morning.
They will use the contents to bring pleasure to disadvantaged people.
Please use the special Caritas bags, which were distributed yesterday.
Thank you for your generosity.

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

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.
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LE PREMIUM EVENING
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LE PREMIUM EVENING

LE PREMIUM EVENING

Last night’s Le Premium Evening was a spectacular finale to the week. Guests enjoyed the exquisite cuisine
of Stéphanie Le Quellec, inspired by the flavours of Provence, and then experienced Ballet Revolución’s
powerful fusion of contemporary and street dance with ballet.

5 – TFWA DAILY
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DELICATE SHADING
Bronzallure revealed that
the full focus this year is on
the Italian jeweller’s unique
coloured plating. “The focus
is on our colour,” said Moshe
Mouhadab, CEO Bronzallure.
“It is our own colour and it is
a very delicate colour, which

Korea. We have learned
about downtown shops
and their customers, who
are Chinese.”
Remaining focused on
expanding in the travel
retail business in Asia,
the French skincare brand
would also like to build
partnerships with North
and South American
distributors going forward.

Green Village
L57

STYLISH SCENTS
Groupes Berdoues is
showcasing a line of
new perfumes that are
positioned as “alternative”
and “trendy”. “The main
brand is Collection Grands
Cru, which is alternative
perfumery,” explained
Alain Bastoul, Export Sales
Director, Groupes Berdoues.
“It is very trendy and we
have had a lot of success

with the line in countries
such as the UK, Germany,
and Italy.”
He added that “people
are looking for premium
brands like Hermes, Dior
and Chanel, but they are
also looking for exclusive
fragrances to go with them.”

Blue Village

FRAMING THE FUTURE
Maui Jim is showcasing
a fashionable line of
products here in Cannes.
Unveiling styles from its
women’s fashion range,
including Sunshine and
Moonbow, the premium
polarised sunglasses
supplier is showing
vintage-inspired designs.

“Our glasses cut out 99%
of the glare and do the
‘squinting’ for you – the
lens is bi-gradient and
protects you from UVA
and UVB,” said Carrie
Soderstrom, Brand
Manager, Travel Retail,
Maui Jim. “We want
to work with retailers

“sometimes made of single
products and sometimes
sets, like a ring and a
necklace, or a pendant
with some earrings. It is
mix and match.”

Yellow Village G45

SWISS &
PREMIUM

FACING EAST
Nathalie Lamandé,
Directrice Générale CEO
of Condensé Paris, said
this year’s show has been
a key opportunity to learn
more about downtown
duty free in the Asian
markets. “We saw a lot of
distributors from Korea,
but we would really like to
meet with more Chinese
and European distributors,” she said. “This has
allowed us to get a clear
view of travel retail in

is not rose gold, but a light
rose, which we make in our
own factories in Italy for the
plating. Our materials are all
natural.”
Mouhadab highlighted that
the Bronzallure collections are broad and are

to grow space within
stores, and find more
inflight retailers. Negotiating face-to-face here
is more personal and
brings about greater
possibilities.”

Green Village
M59
6 – TFWA DAILY

Favarger is celebrating
its provenance and Swiss
heritage this year, and has
reminded that premium
products have a more
handmade approach,
rather than looking mass
produced. “The main
product for us is our
100g chocolate bars and
praline boxes, and we have
some products which are
specific to travel retail,”
commented Pierre-Yves
Benoist, Export and Travel
Retail Manager, Favarger.
“We have our tin heart and

the pencil box of chocolates too. It works very well
for travel retail and we are
listed with Gebr. Heinemann and Dufry.”
He added: “We use Swiss
milk and Swiss sugar too,
and we are 100% natural.
Quite importantly, our
chocolates also look natural
and homemade and not like
something from a plastic
mould, so people recognise
that they are premium.”

Yellow Village
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ICONIC FRENCH STYLE
Bensimon, the iconic
French heritage brand, has
combined functionality and
style to create the iconic
Bensimon Tennis shoes.
Bensimon, guided by a love
for travelling, also offers a

BY TERRY, a signature
line of makeup, skincare
and fragrances by Terry
de Gunzburg, has been
exhibiting at TFWA World
Exhibition & Conference
with a key focus on the

large range of pouches for
travel retail.
“We are entering an era
in which customers are
not thinking luxurious
as much as before. They
are looking for affordable

luxury and we are the
exact brand for this
demand,” says founder
Yves Bensimon.
Bensimon emphasises its
uniqueness as a heritage
brand. “It is really rare

Yellow Village F46

CLICK AND STICK
new Rouge-Expert Click
Stick, which launched last

month and is available
in 25 shades for a matte
velvet finish. “With this
new generation of lipstick
you can pick a shade,
click, and stick,” said
Charlotte Thomas, Area
Manager.
It is also highlighting
its best-selling Light
Expert Click Brush – an
innovative illuminating,
flawless foundation brush.
BY TERRY is also casting
the light on its Baum de

BOLD
BAGS
MCM is featuring its new
Spring/Summer 2017
collection in Cannes,
highlighting the season’s
focus on bright, bold
colours. It has also
showcased its Milla
Tote Bag, a light and
luxurious bag exuding
timeless style, and the

today to find a business
that is still family-owned
and that has this history.
That’s one of our main
strengths.”
Bensimon is well-known
in many countries, including Australia and Japan,
and is hoping to expand
further into the US.

Patricia Crossbody Bag,
a timeless accessory in
luxurious smooth leather.
MCM is also presenting
its latest eyewear range,

and the classic Heritage
Collection, which reflects
the rich history and tradition of the brand’s design.
The company is celebrating

Rose collection – a new
project for 2017. “Initially,
we only had the Baum
de Rose lip balm, which
is a bestseller. Now we
have developed the line to
include hand cream, face
cream and body cream,”
de Gunzburg added.
There will also be a travel
edition with body, face and
hand cream in a rose pink
coloured bag.

Red Village L29
its 40th anniversary this
year, and recently opened
travel retail stores at
both Frankfurt and Los
Angeles airports. “We’re
well established in Asia
Pacific, and now the
focus is on Europe, the
Middle East, and Africa.
We are focusing on key
locations in the market,”
commented Nicolas
Roptin, Global Travel
Retail Director, MCM.

Riviera Village
RA5

PRECIOUS CUFFS
Renaissance Luxury Group
has been showcasing
its collections from Les
Georgettes Paris. Elsa
Pages, Area Manager,
explained that the brand
was developed under the
branch of two holding
companies: GL Altesse,
a French jewellery
manufacturer, and Texier,
a manufacturer of leather
goods. The two brands

came together to create Les
Georgettes 3-in-1 bracelets.
In the Full Metal Collection
and Precious Collection,
there are 20 patterns of
cuffs in eight metal finishes,
and three sizes – small,
medium and large. A leather
band, which is reversible
and comes in two colours, is
attached to the metal bracelet. There are more than 50
leather colours, so the feel

EMBLEMATIC
BRAND

and shade of the cuff can
be changed and adapted to
create different styles.
In May 2017, Les Georgettes
is launching two new collections. Le Couture will have
Swarovski crystals, and the
Miss Georgettes collection
features smaller bracelets
designed for 8-13 year olds.

Riviera Village
RB7
7 – TFWA DAILY

Habanos has been
introducing the Cohiba
Selección 50 Aniversario
Travel Humidor, which is
presented in an elegant
new travel retail case. It is
an exclusive product, with
just 10,000 humidors,
which is sure to become a
valuable and special gift
appreciated by Habanos
enthusiasts.
The Cohiba Selección
50 Aniversario Travel
Humidor will be available
in duty free & travel retail
shops around the world.
Visitors to the Habanos
stand will also find a

selection of its flagship
products for 2016, among
them H. Upmann Magnum
54 includes a new vitola
for Línea Magnum, which
also features the heaviest
ring gauge offered by the
brand.
Cohiba, the most
emblematic brand which
celebrates its 50th
anniversary, is presented
with three vitolas: Medio
Siglo, Cohiba Majestuosos 1966, and Cohiba
Grandiosos.

Bay Village
Bay 23

EXHIBITION NEWS

SUITCASE
EVOLUTION
Anima Libera, a new
brand developed by
Baulificio Italiano, is
bringing innovation to
the luggage sector. “We
are celebrating our 60th
year of activity this year,

which is why we decided
to develop this brand with
innovation in the luggage
segment,” explains Vivian
Marini, Sales Manager,
Baulificio Italiano.
A combination of different

TFWA WORLD EXHIBITION & CONFERENCE FRIDAY 7 OCTOBER 2016

materials with the normal
polycarbonate suitcase
is what defines Anima
Libera. Evolution, the
name of the concept, is
almost like a game – you
can change the panels
on the front and rear of
the suitcase, choosing
between aluminium,
leather and plexiglass,
according to your feelings.
Also on display at Anima
Libera’s stand is the Epoca

collection, which is more
luxury-oriented with its
contemporary vintage
renovated style. “We
are here at this event,
because we think that
nowadays travel retail
needs to be developed
with innovative items.
Innovation is the key;
we want to rock it!”
concludes Marini.

Blue Village C2

LIQUID
EXPANSION

DALI DELIGHTS
Cofinluxe is celebrating nearly 35 years of
working with the late
Spanish artist, Salvador
Dali, who helped develop

an exclusive range of
fragrances for the brand.
“My father was a fan
of Salvador Dali, so he
invited him to work on this

NATURAL
SKINCARE
Uriage, a leading dermatological brand which
focuses on the health and
condition of the skin, is
keen to further explore the
opportunities within travel
retail. “We are happy to
have met a lot of people

here are the event. We
are present in more than
70 countries and we are
hoping to get more distributors,” comments Vanessa
Bellil, PR Manager, Uriage.
Unique thermal water from
the French Alps in Uriage

of new novelties like
Beluga Allure Vodka,
Beluga Hunting, which is
a bitter [herbal liqueur].
This has put Beluga into
another category and
we are selling it in the
local market and now
we are starting to sell it
globally,” said Victoria
Leonova, Head of Travel
Retail Department,
Synergy Group. “We have

Synergy Group, the
company known for its
flagship brand Beluga
Vodka, has launched
two new vodka ranges,
as well as introducing

two new products within
the Beluga range – one
of which takes the
brand into a new drinks
category.
“We’re presenting a lot

project,” explained Axel
Grivory, Area Manager
Americas. “Dali was
involved in the whole
creative process – from
the design of the bottles to
the flavour of the juice.”
Cofinluxe is hoping to
capitalise on the growing
trend for niche products

with its reinvigorated Dali
range, which it believes
has unique storytelling
potential. “It’s a great
perfumery interpreting
a great artist,” added
Grivory.

is present in all of the
products and it is naturally
isotonic to preserve the
cells’ integrity. “But we are
developing new products,
such as micellar water,
products that could be
suitable for travel retail,”
adds Antoine Hivet,
Export Director. “Here,
we are trying to open new
tactical business.”

DELICIOUS
DEBUT

another new brand of
vodka named Belenkaya,
which is not superpremium like Beluga,
but a much cheaper
vodka. We also have
Snow Crab which is a
crab flavoured vodka and
it’s really outstanding,”
Leonova added.

Yellow Village
E41

Red Village
K35

Riviera Village
RJ20

Exhibiting for the first time
at TFWA World Exhibition
& Conference is Gourmet
House, which hopes to carve
a niche in travel retail with
its delicious range of caviar.
The company is using the
show to talk to airport
retailers, as well as drinks
brands, which it would like
to collaborate with.
“Caviar goes very well
with vodka and gin, so we
have been approaching
drinks brands to see if we
can work together,” said
Julie Gergeaux, Head of
Marketing.
The company is inviting
delegates to pop by and
sample its range of caviar,
which includes a fine
Beluga from Iran.
Caviar is a particularly
attractive proposition for
airport retailers – tins of
the salt-cured fish eggs
take up little room and
have a high price point.

Red Village J1
8 – TFWA DAILY
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SWEET
CHARITY
International Bon Ton Toys
has a unique proposition
for travel retail – products
that contribute to the
conservation of some
of the world’s most
vulnerable species. The
brand, which is exhibiting
for the first time at the
show, has the licence to

manufacture products for
the World Wildlife Fund
(WWF), and sales of the
products help fund the
organisation’s pioneering
conservation work.
“It’s a good cause,” said
Michael Hendriks, Director. “Travel retail needs
this brand. It’s a perfect



EXHIBITION NEWS

way for retailers to show
that they care about the
planet and that they are
giving something back.”
The brand’s range of
WWF cuddly toys, which
includes pandas, big cats
and koalas, is produced
to the highest environmental standards –
even the sales gondolas
they are displayed in
are biodegradable.

Blue Village
F23
Royal Dragon Vodka has
made quite an impression on its TFWA World
Exhibition & Conference debut. Sporting a
dazzling stand, complete
with bar, the brand is
quenching the thirst of
delegates with its five
times distilled vodka,
which contains real
flakes of gold.
“It’s great to be here,” said
Michael Morren, CEO. “We
are full of energy and very
positive. Travel retail is the
perfect sales channel for

DAZZLING
DEBUT
our premium product.”
Royal Dragon’s flagship
product is its Imperial
vodka, which is made
from winter harvest rye
and contains edible Swiss
gold. The liquid comes
in a handmade bottle,
which contains a sculpture of a dragon.
The brand came to the

show prepared for travel
retail with its gift packs,
which contain miniatures
of flavoured vodka and a
cocktail recipe booklet. “The
show is going very well,”
said Ralph Pelzer, Partner.
“A lot of people have come
by to see our products.”

Blue Village C5

ELEVATE

your expectations
Who defines you? Who sets your boundaries?
Every day at Hardys we push ourselves further
so that we continue to make wines that stand
apart and rise above, to be shared and enjoyed
around the world. Explore our range and unearth
Enjoy Hardys responsibly.

the innovation of a 160 year legacy.
We’re sure you’ll recognise a bit of yourself there.

Unearth the innovation of a 160 year legacy. Visit us at TFWA CANNES at stand J04, Red Village.
To find out more about our wines including the numerous awards they have won, please contact: Rupert Firbank (Commercial Director Global Travel Retail) Tel: +44 (0)7776 172380 Email: rupert.firbank@accolade-wines.com

www.accolade-wines.com

EXHIBITION NEWS
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READY
TO
ENJOY
Gruppo Campari revealed
a new ready-to-drink
Negroni from its
Campari brand, plans for
Aperol, Grand Marnier,
Wild Turkey Bourbon,

“Here you are at Ales
Groupe stand,” welcomes
Olivier de La Tournelle,
Export Director, Ales
Groupe. “It is a family
company working with
fantastic brands, such as
Lierac, Phyto and Caron
Paris.”
During TFWA World Exhibition & Conference, the
company is focusing on
Phyto, which is now entering a new market – travel
retail. Phyto is launching
its new products from the
Phytoelixir range, hair
care for ultra-dry hair.
“It is a new category; you

GTR, Gruppo Campari.
“Aperol Spritz is a global
phenomenon. We really
want to drive it everywhere
in key locations, whether it
is on airlines in a ready-toserve format, on cruises, or
in airports. It is successful
everywhere. It is booming,
so we need to push it in
2017,” Roullet added.

Bay Village
Bay 25

BOTANICAL HAIRCARE
don’t find hair products
in duty free, but I do
believe haircare is the new
category for travel retail,”
adds de La Tournelle. “We
are really proud to be one
of the first haircare brands
in the sector. Botanical
haircare experts go for it
in travel retail – this is our
message.”

Riviera Village
RE1

GETTING
INTO THE
SPIRIT

FRUITY VODKAS
Whyte & Mackay is
launching a raft of
new whiskies under
The Dalmore, Jura and
Shackleton brands, as
well as introducing a
brandy to its portfolio.
“With The Dalmore we
are launching Quintessence, which is a limited
release. It has been
aged in five different
wine casks, all from
California – Merlot, Pinot
Noir, Shiraz, Cabernet
and Zinfandel – for five
years,” said Richard
Trimby, Travel Retail
Director, Whyte &

FRAGRANT PORTFOLIO
Parlux has a number of new
fragrances on show, including the newly-launched
Gold Rush by Paris Hilton,
a fruity floral fragrance for
women. In Spring 2017,
Parlux will also launch the
new oriental and woody

Appleton Estates Rum,
Glenn Grant Whisky, Skyy
Vodka, and Bulldog Gin.
“Our priorities and things
we are going to activate
in 2017 include ‘The
uniqueness of Campari’
and we have introduced the
Negroni in a ready-to-enjoy
format. With that, a speakeasy concept bar will be
showcased as our space in
key airports,” said Charles
Roullet, Marketing Director

Gold Rush Man by Paris
Hilton. It is also showing
the recently-released Crush
by Rihanna, which belongs
to the same collection
as RiRi by Rihanna. Kiss
by Rihanna is coming
for Spring 2017 and will

be the third fragrance in
this collection, explained
Carola Molina, Senior Sales
Coordinator International
Sales. “This one will come
in a blue bottle to represent
the colour of spring,” she
said. It will be available in

Mackay. “The second
innovation from The
Dalmore is the 35 Year
Old, which is housed in a
beautiful Baccarat crystal
decanter. It is aged in
American white oak and
finished in Gonzalez
Byass Matusalem Oloroso
Sherry casks.”
Meanwhile, for Jura,
Whyte & Mackay has
replaced the 16 Year Old
with an 18 Year Old, and
launching Shackleton is
the next big thing.

Yellow Village

100ml and 30ml Eau de
Parfum, and 6ml rollerball. For men, Parlux is
showcasing Mankind Hero
Kenneth Cole. “The concept
for this cologne was based
on the idea that everyone
has a hero in their life, and
everyone can be a hero,”
Molina added.

Golden Village

10 – TFWA DAILY

Brandavid has been
presenting the superpremium Finland-based
Laplandia vodkas by
Shaman Spirits. A key
focus in Cannes has
been on the Flavoured
Vodka Collection, in
particular, which uses
natural aromas in order
to preserve the vodka’s
original qualities and
attributes.
The range has 10
flavours in total, and
this year alone Laplandia has added three new
flavours: Lingonberry,

Melon, and Banana. “We
have had lots of interest
in our products, and we
have had a couple of
orders from different
countries while here
at TFWA World Exhibition & Conference,”
said Luda Ilmurzina,
Coordinating Manager,
Shaman Spirits. “The
Middle East is an area
we are targeting and
we’ve had a lot of interest from there.”

Marine Village
R2
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POWERFUL PENS
David Ferreira, Head
of Global Travel Retail,
explained that Cross is
launching the Fonderie 47
– a pen made from pieces
of melted Kalashnikov that
have been retrieved from
African warzones.
The design uses pieces
from the guns, with the

pens fashioned to imitate
the machinery of a gun
made with melted steel and
23k gold finishing. Each
features the serial number
of the gun destroyed to
make the pen. Money made
from the sale of each pen
goes into programmes
ran by Fonderie 47 to

retrieve assault rifles from
war-torn parts of Africa.
“It has been very well
received,” Ferreira said.
“We have had a lot of
African customers who
loved the idea. We are
now out of stock until
November. We would like
to speak more with travel
retail representatives from
Africa and the Americas.”

Red Village L20

FACING THE FUTURE

TREND VISION

Sven Schwerzmann,
Sales and Logistics,
Lifetrons, yesterday
reported a new product
direction that has seen
huge interest. “Usually
we have electronics for
phones, but now we are
focused more on beauty
products. We have seen
the ultrasonic cleanser
get the most interest
this year,” he said. The
cleanser uses positive
and negative ions, which

Marchon reports huge
demand for its sunglasses
from buyers at TFWA
World Exhibition &
Conference. “There is
an excitement around
sunglasses. The products
from our brands which
received the best feedback
are mixed metal and
plastic frames with double
bridges, which is starting
to be very fashionable,”
Erwan Le Guennec,
International Travel Retail
Director, commented.
The combination of metal

help to clean blackheads,
and ensure up to 80% of
product is absorbed into
skin, compared to only
a 20% absorption rate
normally. It also stimulates facial muscles to
firm and tighten skin on
the face.“We have seen a
lot of interest in Asia and
Europe,” Schwerzmann
added. “We want to
expand more into India.”

Blue Village G7

A CUT ABOVE

Sascha Gillessen, Sales
Process Analyst, Mäurer
& Wirtz, said the spray
not splash functionality,
coupled with value for
money pricing, of its men’s
fragrances has piqued the
interest of buyers. “The
show has been very good,”
he said. “We have launched
a new Baldessarini travel
edition. Men are always
looking for something
practical. It comes in four
different 15ml bottles.”
The travel edition officially
launched inflight in
September, starting with

Blue Village H3

Heinemann distributing
for inflight and airport
duty free. Expanding
into men’s grooming,
Gillessen explained how
Mäurer & Wirtz would like
to integrate the concept
into travel retail: “We
have enjoyed hosting the
Tabac barbershop here in
Cannes and introducing
the shop story. We are
going to have a big roll-out
of Tabac in Frankfurt and
Copenhagen airports.”

Green Village

BOLD
PORTFOLIO
Quirky perfumer Etat
Libre d’Orange is introducing its bold portfolio
of fragrances this year. “It
is our first year here and
Etat Libre d’Orange is 10
years old,” Thomas Lindet,
Area Manager, Etat Libre

and plastic frames coupled
with more daring designs
is really what the buyers
are prioritising. “People
are looking for something
special and unique, and
are not so conservative,
preferring more and more
fashion forward models,”
Le Guennec explained.
Marchon is particularly
dynamic in Asia Pacific,
and is seeking to further
expand its presence in the
region.

years doing everything
sideways. We jump from
one thing to another,
taking the road less
travelled and we create
fragrances by telling
stories. Essentially, we
are storytellers – we
make words for perfume.
We bring a lot of emotion
into the mix and we
bring humour too.”

d’Orange said. “We
are a perfume brand
from Paris and so very
Parisian, it’s all about
quality and sincerity.
We have a very bold
attitude. The title of our
10-year party was: 10

Ambassadeurs
Village U3
11 – TFWA DAILY
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AWARD-WINNING BRAND
Five years of hard work
have paid off for Desigual.
The brand won the
Supplier of the Year award
at Wednesday’s Frontier
Awards. “We entered
travel retail five years ago
and the judges believe
that we have achieved a
very big and important
result that allowed us to
win the prize,” enthuses
Marco Gadola, Head of

Travel Retail, Desigual.
“The prize was also for
collaboration – the way
we collaborate with our
clients.”
Desigual is a ready-towear brand and Gadola
explains that this is very
rare for the market, and is
what makes the company
stand out. “We are really
proud to be the only brand
to offer a full range of both

business and leisure items
for women.”
Gadola adds that it is
important for the travel
retail business to give
more opportunity to
middle price range
brands, and also to the
fashion & accessories
category.

Bay Village
Bay Terrace 4

PATENTED PROTECTION
Sales. “We want to provide
customer safety, and so
we developed an innovative and patented UV TEST
card sold inside of the
packaging.”
It works by simply placing
the card outside in the sun
for a few seconds, before
intelligently indicating the

level of solar intensity.
This range includes sun
cream, after sun, and sun
protection fragrance.
Group Panther also
launched the new luxurious 7% Cologne Authentic
from Christine Darvin
in six scents: Torrentiel,
Agruma, Cedromal,

Rayon Vert, Glazonic, and
Matin Floral. “The aim of
Cologne is to be fresh. It’s
not like Eau de Toilette or
Eau de Parfum, it needs to
be fresh and not heavy,”
Roblin added.

Yellow Village
E36

Last caLL
for the Riviera ‘Art de vivre’

*

b o u t i q u e s & g a s t r o n o m i e c o u p d e c œ u r **
present your delegate badge to benefit from a
10% discount in the Nice airport stores
featuring the world’s most prestigious brands.***
#niceAirportshopping

*Dernier appel pour «l’Art de Vivre» de la côte d’Azur. **our favorite Boutiques & Gastronomy. ***Discount available in partner shops.

Every year at TFWA World
Exhibition & Conference, Group Panther
launches new products.
“This year in Cannes we
have launched a new
sun care range under
Arnaud called COPABAIA,”
enthused Sonya Roblin,
International Manager
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SKIN SOLUTION
Mavala, the Switzerlandbased beauty brand, has
launched its new skincare
line in Cannes – Swiss
Skin Solution. Born from a
controlled fusion between
Swiss nature and the best
of cosmetology science,
MAVALA Laboratories have
developed the new expert
and targeted line for all
major skin concerns. “It’s

FRESH
FACED
Andrea Gaeta, International Area Manager,
East Europe/Middle East,
yesterday explained
Collistar’s plan to further
expand its travel retail
business. “Before going
into travel retail we have
to be very strong in the
local market, step by step

we are building the brand
in travel retail,” he said.
“In Italy we are very strong
and starting to work with
Heinemann. We will be
starting in the Russian
market, then Germany and
South Eastern Europe.”
Gaeta revealed the most
popular product with
buyers in Cannes has
been Collistar’s Natura
skincare range, because
the moisturiser can be
mixed with other ingredients, such as olive oil,
sugar, lemon and honey

The Scandinavian
Tobacco Group
is showcasing
a new line of
hand-rolled cigars
which it hopes
will broaden
the appeal of
the category.
“We wanted to
have a cigar that
appealed to the
international
market and by
that we mean
beyond the US,
which accounts
for 75% of the
global market,”

doesn’t include a
headphone jack,
meaning customers
must use a cumbersome
convertor to listen to
music or buy a set of
wireless speakers.
“Because of the new

Skin Vitality, and Pore
Detox. Doris explained
that it’s being orientated
to pharmacies and has a
medium to high price point.
Mavala also highlighted its
new MAVA-STRONG fortifying and protective base coat
for stronger nails.

Riviera Village
RG16

LIQUID ASSETS

to create up to five different products at home.
For example, you can mix
with olive oil to create an

anti-aging treatment.

Riviera Village
RH2

HANDROLLED
CIGARS
said Stephan Brichau,
International Sales and
Marketing Manager.
With that in mind the group
is showcasing two new
products – the Macanudo
Inspirado Orange and
the Macanudo Inspirado
Black. “The Orange is a
very accessible cigar,” said

Brichau. “But the Black is a
bit stronger.”
It’s been a busy show for
Scandinavian Tobacco
Group, which has focused on
strengthening its relationships with existing clients.

Blue Village
D10

SOUND INVESTMENT
Pasco believes the new
iPhone 7 will be a boon
for wireless headphone
vendors – and it has
come to Cannes to help
retailers capitalise on
that opportunity. Apple’s
latest smartphone

a short line,” said Doris
Bobillier, Export Manager,
Worldwide, Mavala. “We
wanted to simplify the
formulation, and have
been working on our DNA
concept to address five
major skin concerns. We
have a solution for all of
those.”
The product range includes
Anti-Age Pro, Aqua Plus,

iPhone we’re expecting
speakers to do really
well,” said Robert Suter,
General Manager.
With that in mind, Pasco
has been showcasing
a new range of Bang
& Olufsen wireless
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Freixenet has
Millennials in
its sights at this
year’s show,
having launched
a new cava to
appeal to a new
generation of
drinkers. “It’s a
cava you drink
over ice and with
mint,” explained
Philippe Jamme,
Global Duty
Free and Travel
Retail Manager.
“It’s aimed at
Millennials who
like something a
bit different.”
Freixenet is
also teasing a
new Prosecco,
which is quite
a departure for
the Spanish
company.
“Sparkling wine is a
growing category and we
felt introducing a Prosecco
would complement our
portfolio,” said Jamme.
“It will be launched in the

spring. We have shown it
to a number of operators
and it has been received
really well.”

Red Village J7
headphones, including
the sleek H5 line. The
electronics distributor
is listed on more than
60 airlines and has been
using the show to expand
its inflight business.
“Airlines are one of our
main channels,” Suter
added.

Marine Village
R1
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BUDAPEST AIRPORT RECOGNISED
FOR ‘LOVE CANDY’ CAMPAIGN
TAX FREE WORLD
ASSOCIATION
Budapest Airport was shortlisted in the Frontier Awards
for a third consecutive year,
in the newly defined category
– ‘Marketing Campaign of the
Year by an Airport’. Taking
an emotional approach to
marketing, Budapest was
nominated for its ‘Love
Candy’ campaign. Held in
conjunction with Herend,
Szamos, Budapest & Music,
Hungaricum, and Memories
of Hungary, the airport
appealed to the romantic
side of passengers during
the worldwide celebration of
Valentine’s Day – presenting
travellers with heart-shaped

lollipops and the chance to
win Herendi bonbonier boxes,
Szamos heart-shaped marzipan, as well as other speciality
products from the participating retailers.
“We love our passengers,
and everyone loves chocolate
and sweets, so linking the
two proved to be another
popular marketing concept at
Budapest,” explains Andrea
Trencsén, Head of Marketing
and Innovation, Budapest
Airport. “We’re immensely
proud of the continued recognition we receive for our hard
work. Over the last three years
we’ve created eye-catching
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Produced by:

original campaigns, and to be
nominated once again is testament not only to the belief

we have in our ideas, but that
others believe we’ve got it
right as well.”
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Paul Hogan
This year, AM International
is exhibiting two new brands
for the first time in its confectionery branch. The company
has teamed up with the
biscuit manufacturer Bahlsen
Germany. The collaboration
between the two brands aims
at selling travel retail relevant
and exclusive gifting solutions.
Their products have something
for everybody – healthy snacks
for parents, fun for children and
entertainment for teenagers.
“Our products have a proven
effect and most importantly
a story! Because duty free

is about telling stories,”
enthuses Marcello Zorzin,
Managing Partner, Worldwide,
AM International.
AM International also
showcased a new “yum” startup from Germany, the Beauty
Sweeties – pure natural fruit
gums. Also on display were
Lamy pens, which are very
popular in East Asia. AM
International’s main aim for
the future is to keep building
those stories successfully.
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LET’S CELEBRATE!
To celebrate its 40th anniversary, Paul & Shark undoubtedly made a memorable
presence during this year’s
TFWA World Exhibition &
Conference. It started the week
by sponsoring TFWA’s first
Regatta. “We had a wonderful
sailing experience,” enthuses
Catherine Bonelli, Worldwide Travel Retail Director.
“Because it was so successful,
we are hoping to be able to do
the same event next year too.”
As part of the celebration,
Paul & Shark also presented
a special Spring/Summer

Grant Pritchard
PHOTOGRAPHER
photography@grantpritchard.co.uk

2017 capsule collection to
pay homage to the shark.
Developed in collaboration
with South African biologist
and shark photographer Chris
Fallows, Paul & Shark has
graphically revisited one of his
images to create an exclusive
pattern for T-shirts, technical
jackets and accessories such
as backpack, baseball cap
and surfboard. Called SHARKFLAGE, the project will be
available in travel retail from
next February.
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GUANGZHOU
广州
7–9 MARCH 2017
FOUR SEASONS HOTEL
2017年3月7-9日
广州四季酒店

THE PREMIER DUTY FREE &
TRAVEL RETAIL EVENT IN CHINA
中国高端免税及旅游零售盛会
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