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WELCOME MESSAGE

INTRODUCTION

A TIME FOR CAUTIOUS OPTIMISM
As the 2015 TFWA World
Exhibition & Conference drew to a close, I
commented on how buoyant
the mood had been.
This year, although the industry
has faced a number of tough
challenges, I think it’s fair to
say that the atmosphere around
the exhibition halls and out and
about in Cannes was still upbeat.
The figures, under the circumstances, were healthy. A total
of 6,443 visitors attended
the event, down only 2%
from 6,558 last year. They
represented a total of 2,948
companies, down from 3,026
and by 3% on 2015. However,
the number of visitors from
the key categories of duty free
operators, travel retail operators, landlords and agents was

up to 4,625 in 2016 compared
with 4,584 in 2015, with 1,811
companies represented
compared with 1,788 last year.
The conference at the beginning
of the week was attended by a
record 1,634 delegates, up by
8.6% from the figure in 2015. As
we filed out of the auditorium,
there was no doubt that we’d
all learned plenty from (as well
as being hugely entertained by)
the wisdom (and wit) of Dufry
CEO Julián Díaz González;
Randi Zuckerberg, an influential
authority on the development of
technology; and David Miliband,
President and Chief Executive
of the International Rescue
Committee and former UK
Foreign Secretary.
A series of workshops throughout the week provided plenty of
insight into a range of topical

Those who weren’t able to join
us, or those who just want
to look back on a truly great
week, can see some highlights
of the show at www.tfwa.com.
Watching a selection of the
videos from the conference
and exhibition, it’s clear that
the success of the week, and
the spirit around the exhibition halls and in the conference, go to show that we have
much to feel good about in the
coming months.
And of course, in those coming
months, we have a number
of important events to look
forward to. The 2016 MEADFA
Conference, managed by TFWA,
will kick off on 28 November
at Le Méridien Dubai and
promises to offer fascinating
insight into a dynamic region
undergoing significant change.

issues. 153 early risers, 5.5%
more than last year, gathered
to hear about the potential of
the Russian market. An Inflight
Focus Workshop was attended
by 174 delegates, a rise of
9.4% compared with last year,
while an audience of 89, 2.3%
more than last year, came to
a workshop outlining TFWA’s
latest research findings.
I’m certain that many new
business alliances were forged,
while older established relationships will have been further
strengthened during the week.
This may have been in one of the
220 meetings that were arranged
as part of the TFWA ONE2ONE
meeting service, or less formally
during one of the TFWA social
events, or even simply over a
drink or a bite to eat in the bars
and cafés of Cannes.

Erik Juul-Mortensen
President, TFWA

THE REVIEW

WiTR RAISES OVER €��,���
FOR CAMBODIAN SCHOOL

The online review of TFWA World Exhibition & Conference is now
live. Revisit the exhibition, conference, workshops, and networking
opportunities at: www.tfwa.com/inreview/TFWA-Cannes-2016/Home
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A huge thank you on behalf of the children of Sunrise’s Siem
Reap Learning Centre. The Women in Travel Retail (WiTR) raffle
and silent auction raised nearly €10,000, which, together with
donations from generous industry colleagues, delivered a grand
total of €17,100.

Moving on to next year, on 7
March we will be heading to
Guangzhou’s Four Seasons
Hotel for the third TFWA
China’s Century Conference.
And then on 7 May, we will be
returning to the Marina Bay
Sands in Singapore for our
22nd TFWA Asia Pacific Exhibition & Conference. I very much
hope to see you there.
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Erin Lillis-Arrowsmith of Lacoste, who
nominated this year’s project, said: “I will be
visiting the orphanage with other industry
friends and will send photos of the children
and staff who are already very excited.”
Furla’s Gerry Munday and Dufry’s Sarah
Branquinho added: “It was great to see so
many women at our networking session. Over
the next months there will be exciting news
on the future of WiTR. Our sincere thanks to
TFWA and to all in the industry who continuously support the WiTR charity event.”
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OPENING COCKTAIL
The iconic Carlton Hotel was the venue for the spectacular Opening Cocktail, which took place on the Carlton
Beach. A superb fireworks display, courtesy of the City of Cannes, added sparkle to a stylish evening.
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LEISURE ACTIVITIES

Catherine Bonelli, Worldwide Travel Retail Director, Paul & Shark.

For adventure seekers,
sea lovers and would-be
skippers, the Regatta was a
treat for all who sailed the
Côte d’Azur in the balmy
28-degree sunshine.
“It was a great start to the
show and absolutely gorgeous
out there on the water,” said
Carrie Soderstrom, Brand
Manager - Travel Retail, Maui
Jim Sunglasses, hinting that her
“favourite part, besides winning,
was at the end when the wind
picked up and everyone was able
to really sail a bit.”
The event, which was sponsored
by Italian sportswear brand
Paul & Shark, saw 39 attendees
divided across four boats, each
named after Paul & Shark
collections: Kipawa, Bretagne,
Competition and Admiral.
“It has been phenomenal for us
to have started the week like this
and to give everyone the opportunity to see what the Regatta is
all about,” enthused Catherine
Bonelli, Worldwide Travel Retail
Director, Paul & Shark. “Everyone has enjoyed it. There has
been sun, wind, and the sea has
been wonderful.”

Kindly
sponsored by:

TFWA REGATTA

Attendees received Paul & Shark
jackets and waterproof bags,
and were taught by their own
personal skipper onboard how to
control the 12-14 metre sailing
boats. Each team plotted a
course around the bay of islands
and decided on a strategy for
winning the race.
“Halfway around we went for
a swim and my favourite part

was when the Champagne
arrived. We were longing for the
vitamin C from the Champagne,”
laughed Etienne Hendrickx, CEO
Mosquitno. “It was good fun and
really nice to do something different. The weather was beautiful.”
The winning team on the day
was Bretagne, with each team
member receiving a gold medal
for their efforts.

5 – TFWA DAILY

Team Bretagne with their winning medals (clockwise from left): Larissa Fadeyev, Manager,
Transatlantic Airways; Etienne Hendrickx, CEO Mosquitno; Charlotte Allum, Media Consultant, Frontier
Magazine; Karina Gukasova, General Manager, Corwell; Ingrid Cam, Director of Acquisitions, Efficio
Group; and Carrie Soderstrom, Brand Manager – Travel Retail, Maui Jim Sunglasses.
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TFWA YOGA SESSION
“Close your eyes. Take a
little moment to listen to
the sounds outside: the
sound of the ocean, the
birds, the wind,” invited
Fleur van Zonneveld, who
has been teaching yoga for
eight years.
25 delegates participated
in TFWA’s first yoga session
sponsored by Rituals, which
took place at the Majestic
Hotel jetty. “I am ready to
start the week!” said Alexander Zvarkovskiy, Senior Sales
& Marketing Manager.
The session focused on
the art of Dao, and ancient

Kindly sponsored by:

The sun was beaming along
the Croisette for the third
annual TFWA Charity Run.
111 runners signed up to
this year’s race, gathering
first at the Carlton Hotel,
where TFWA President Erik
Juul-Mortensen welcomed
them with a few words
about the charity chosen by
TFWA – SAMU SOCIAL – for
which €1,765 was raised.
“It’s a wonderful organisation,
which looks after the homeless
here in Cannes and the surrounding area,” he said. “They provide
meals for them every single day

The Rituals team with yoga teacher Fleur van Zonneveld.

Chinese philosophy, which
is centred on achieving the
perfect balance between Yin
and Yang, and teaches you
to calm your mind and be in
touch with your true self.
While mastering the art
of yoga, Vanessa Potiron,
Purchasing Manager, Saresco
Afrique, said: “It will be

very hectic, my schedule is
complete, but it is very nice to
start with an event like this.”
“We were fortunate to have
the opportunity to create this
event,” enthused Neil Ebbutt,
Director Wholesale, Rituals
Cosmetics. “This is what our
brand is about. Focus on
the self.”

TFWA CHARITY RUN
of the year, they transport them
to hospices and other institutions,
wherever they need to go, and are
doing a great job.”
Runners and walkers then set
off along the 1.8km circuit, and
Zilly’s Yevgeniv Bidusenko took
the lead, sprinting to first place
with an impressive distance
covered of 12.6km. “It was my
first time taking part in the run,”
he said. “It was really fun, and

at times it was difficult, but it’s
great to take part for a charity.”
FIYTA Brand Managers Jobs
Wang and Ian Yin won first place
in the team category. “This is
the second time we’ve done the
TFWA Charity Run,” Jobs said.
“It’s a great atmosphere, and
offers a wonderful opportunity
to see the people from the
different companies before the
exhibition starts.”

Individual winner:
Yevgeniy Bidusenko of
Zilli won first place in the
solo category.
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Team winners:
FIYTA Brand
Managers Jobs
Wang and Ian Yin.
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LEISURE ACTIVITIES

GOLF TOURNAMENT
Competitors brought the
spirit of the Ryder Cup
to Cannes Mandelieu Old
Course at the annual TFWA
Golf Tournament.
“I’m getting bored of all the
birdies,” said a bullish Gunnar
Heinemann, co-owner, Gebr.
Heinemann, walking across the
sun drenched fairways.
Victory went to the team of Estée
Lauder’s Bruno Richard and
Rikako Otsuka, Blanc de Blancs’
Norifumi Kusunoki, and Frontier
Magazine’s Dominic Moon. “I’ve
never won it before,” beamed
Kusunoki, kissing his trophy.
It was a particularly successful

Bruno Richard, Estée Lauder; Norifumi Kusunoki, Blanc de Blancs; Rikako Otsuka,
Estée Lauder; and Dominic Moon, Frontier Magazine.

Kindly sponsored by:

afternoon for DFS’ Ariel
Gentzbourger, who won both
the longest drive (ladies) and
nearest to the pin (ladies).
This year’s event, which was
again sponsored by Estée

Lauder and Gebr. Heinemann,
raised €15,000 for the Lotus
Flower Trust, which funds the
building of schools and homes
in impoverished communities in
rural India.

TFWA PÉTANQUE TOURNAMENT
The sun shone brightly
on the Haribo-sponsored
TFWA pétanque tournament
at Place de L’Etang.
The winning team planned their
success by only counting on the
best players they knew; just the
two of them. Jelle Smink, Trader

at Connexian International has
had his eye on the much-coveted
winning spot since 2013. “It
took me three years to win, so
it feels great,” he said. “We won
every match today, thanks to my
partner. We didn’t have a strategy, luck was on our side!”
Winning team partner Adil

Eddahni, Director of Deluxe
Supply, said having a petite
team made taking the trophy
that much easier. “Great – last
year I made the final and this
year I am the champion,” he
commented. “I have a completely
new teammate this year, but as
there are only two of us I think
it’s made it much easier for us
to win.”
The popular pétanque tournament is a real TFWA World
Exhibition & Conference institution. It was enjoyed by 87 players
this year, with each gifted a
straw trilby to keep the sunshine
off their focused faces.

This is the final layout to be used for final pre-press artwork.
This file has to be adapted to the requirements of the production print!

Kindly sponsored by:
ATLANTIS, KALKOFENSTRASSE 51, 71083 HERRENBERG
GERMANY | www.klisdesign.com

In case of any questions or file problems,
please don’t hesitate to contact us.
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The winners: Adil Eddahni, Director of Deluxe Supply, and
Jelle Smink, Trader at Connexian International.

Design

Production

ROMAN KLIS DESIGN GmbH

ROMAN KLIS DESIGN GmbH

Contact

Client

ROMAN KLIS DESIGN GmbH
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LE PREMIUM EVENING
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LE PREMIUM EVENING
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.
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THE SCENE
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THE SCENE
The Scene is firmly established as duty free
& travel retail’s favourite nightspot, and
this year saw a vibrant new location – Plage
du Palais des Festivals. Guests enjoyed a
fresh, festive ambiance and the call of the
ocean, while some of the best DJs on the
Côte d’Azur kept the music coming.

Platinum sponsor:

Gold sponsor:

Silver sponsors:

GLOBAL INNOVATION
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TFWA WORLD EXHIBITION
& CONFERENCE 2016
VISITOR FIGURES
VISITOR SPLIT BY CATEGORY
PRESS &
MEDIA 4%

DF & TR
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33%

OTHER
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T R AV E L
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Please note: graphics show rounded-off percentages.

NO. VISITORS		

NO. COMPANIES

TOTAL

6443

2958

DUTY FREE & TRAVEL

1945

100%

100%

582

RETAIL OPERATORS
33%

22%

LANDLORDS*

184		

61

AGENTS /

2496

39%

1168

39%

1584

25%

1037

35%

227

4%

104

4%

DISTRIBUTORS
OTHER TRADE
VISITORS
PRESS & MEDIA

* LANDLORDS INCLUDE AIRPORT AUTHORITIES.

VISITOR SPLIT BY REGION
OCEANIA 1%

AFRICA 3%

AMERICAS 8%

MIDDLE EAST 10%

Exclusively available at selected duty free locations, 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

ASIA 17%

travels.
EU EUROPE
46%

NON EU
EUROPE
16%

YOU R B O DY. YOU R S OU L . YOU R R I T UA L S .
rituals.com | travel@rituals.com
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“ONLY BY EMBRACING CHANGE CAN WE
RESPOND TO THE NEEDS OF MILLENNIALS”
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 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.
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.”
One of Zuckerberg’s own
‘Hackathon’ ideas was the
Facebook Live TV station. This
really took off when Katy Perry
launched a tour via the station.
“I have no formal background in
TV, but I was put in an environment that encouraged change
and taking risks,” Zuckerberg
said. “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.

IDENTIFYING
SOURCES OF
STRENGTH THAT
WILL RENEW
GLOBALISATION
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.
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’s speech revolved
around five key points:

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
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.”

2. ECONOMICS AND
POLITICS ARE PULLING IN
OPPOSITE DIRECTIONS:

the 1990s and the opening of
markets. Today the economics
of a globalised market demands
much more international cooperation, but politics is becoming
increasingly local. Brexit is a
prime example of politics and

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.”

“There’s a real contrast with
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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’.”

“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.”

economics pulling apart. In
the process, a dividing line was
established between the winners
and losers of globalisation.”

4. THE POLITICAL STATUS
QUO IS CHANGING:

3. GLOBALISATION IS
EXHIBITING STRUCTURAL
WEAKNESSES:
“First, it is far too unequal
and the benefits too unequally
spread. 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
the status quo.”

“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:
“Firstly, Asia is not suffering the
kind of angst that the West is
suffering. Secondly, it’s 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. Finally, poverty is
actually being reduced globally
at an unprecedented rate, and
tackling inequality is better for
the economy.”
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“REASONS TO BE
CHEERFUL”
The duty free & travel
retail industry is experiencing one 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. 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.”
Juul-Mortensen referenced the
conflict in Syria and resulting
displacement of refugees, for
example, along with continuing economic and political
uncertainty in Europe. 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,” JuulMortensen commented.
Despite this tough environment,
Juul-Mortensen painted an
optimistic picture. 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,” Juul-Mortensen
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%.”
Air traffic forecasts also
offer reasons for optimism.
“Airports Council International’s global traffic forecast
to 2035 projects that passenger

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

low-cost carriers has also driven
change, and the passenger mix
is significantly different than 20
years ago,” he said.
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, and deeper
connections with brands.”
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
instore experience – through
lighting, themes by section, and
digital panels to differentiate the
offer,” he commented. “The new
omni-channel experience should
be built along the full customer
journey of the travel experience.
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.”

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.”

numbers worldwide will
more than double from 2015,
when passenger numbers
reached 7.2 billion, to just
over 19 billion in 2034,” JuulMortensen said.

“ONE CUSTOMER
EXPERIENCE: REDEFINING
THE BUSINESS MODEL”
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.

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.
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.
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.”

importance of Asia and the Middle
East to overall international air
travel. “There is a significant shift
in the regional weight of international air travel. The growth of

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.”

13 – TFWA DAILY

WORKSHOP REPORTS

TFWA INFLIGHT
FOCUS
WORKSHOP
With global duty free &
travel retail sales under
pressure worldwide, the
inflight sector is more
challenging than most.
Generation figures show a
double-digit decline in inflight
sales in 2015 to US$2.64 billion.
Yet it remains a crucial shop
window for many brands, and an
important source of revenue for
airlines and retailers.
Ilze Arklina, Inflight Service
Manager, airBaltic, outlined a
fascinating range of innovative
initiatives including Seat Buddy,
which allows passengers to
connect before their flight via an
app on the airline website. “We
are an innovator,” said Arklina.
“We were the first airline to
accept Bitcoin, as we know the
importance of embracing digital.
We also have the world’s first

The Market Watch: Russia
workshop saw three
prominent experts discuss
the Russian market and
the significance of Russian
outbound travellers to the
health of the wider duty
free & travel retail industry.
Irina Kulikova, Manager, Bain &
Company, highlighted some key
trends in the Russian economy,

Virtual Tray – www.airbalticmeal.
com – where customers can
choose from over 60 dishes,
which can be ordered 48 hours
before their flight.”
“We also like to say we were
the first airline to sell a car
onboard,” Arklina added.
“Travellers could purchase a
special voucher onboard and use
it to buy a Mini in airBaltic livery.
We sold five of them.”
The airline will take delivery of
the first of its new Bombardier
CS300s at the end of this year,
which will have overhead
screens on which airBaltic will
display flight information, and
details on the inflight retail offer
and promotions.
“In the future, the number of
contact points with customers will increase through the
website, pre-ordering, cross
promotions with shops and
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John Moriarty,
Managing Director,
uqonic, and Ilze
Arklina, Inflight
Service Manager,
airBaltic, delivered
fascinating insights
into the current
context for inflight
retail in the TFWA
Inflight Focus
Workshop.

frequent flyer price reductions,”
Arklina explained.
John Moriarty, Managing
Director, uqonic, unveiled what
the company calls “A Total Retail
Solution”. Formerly known as
Gate Retail Onboard, uqonic is
gategroup’s next generation
proposition and retail model. It
brings together under a single
platform gategroup’s business
insight, its house of brands,
and a 360-degree technology
platform.
Moriarty spoke about the need
to create excitement and change
in the industry. “We have been

working with the design company
Teague on defining the airline
retail of the future, which will
be many things – a software
company, a member-focused
business, and a lifestyle brand,”
he commented. “You have got to
start with your passengers and
work backwards. Generation
C, or Millennials, is not an age
group, it’s a lifestyle. They’re
connected based on interests and
behaviour. As consumers, they
thrive on creation, connection and
community. If you find the right
way to engage with them, they
can be the biggest spenders.”

In developing its new retail
brand, uqonic, gategroup
examined how best to respond to
these rapidly changing dynamics
and connect with travellers.
“How do we create an onboard
portfolio that becomes a real
shopping experience, while also
creating an offer that works
digitally?”
uqonic is all about the drive
for constant innovation. The
model itself is built on four
pillars: The house of brands,
business insights, 5-star
hospitality, and a commercial
technology platform.

MARKET WATCH: RUSSIA
referring to how the current
geopolitical and economic
context has placed the duty
free & travel retail sector under
considerable pressure.
Real GDP growth in Russia
decreased by 4% in 2015, with
forecast growth of 1.5%-2% in

Fatima Dzoblaeva, Executive Director, Eurasia Duty Free Association; Irina Kulikova,
Manager, Bain & Company; and Denis Shundrovsky, General Manager Russia and CIS, Furla.

2016-2020. Falling incomes have
led to consumers reducing all
spending with the exception of
utilities and food. Spending is
expected to decrease further
in the next 12 months, which
Kulikova explained means less
people will travel next year.
There are some key trends
with regards to outbound travel
between 2014 and 2016. “People
are travelling less and reducing
spending on vacations,” Kulikova
said. “There are also changes in
terms of destination, which are
related to recent events in the
key tourist markets of Turkey
and Egypt. Russian tourists are
increasingly shifting to
domestic travel.”
Denis Shundrovsky, General
Manager Russia and CIS, Furla,
followed with an analysis of
consumer behaviour among
Russian travellers. “Retail sales
in Russia are showing their
worst growth in over 25 years
as a result of low oil prices and
decreasing disposable income,”
Shundrovsky commented.
Highlighting some interesting
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figures, he added that high
income consumers in Russia
total about 0.2% of the 145
million population, while the
middle class is around 1.3% of
the population, mainly residing
in Moscow and St Petersburg.
“This means that, when talking
about travellers, we are mainly
talking about people on middle
incomes from Moscow, as well
as those with high incomes,”
Shundrovsky said.
Shundrovsky joined Furla in
2014 and has subsequently
witnessed huge investment in
its Russian stores, following
the company’s decision to act
‘glocal’. “We are seeing a huge
shift from luxury customers
to affordable luxury. Russian
customers are still hungry
for something special,” he
concluded.
Fatima Dzoblaeva, Executive
Director, Eurasia Duty Free
Association, focused on the
regulatory landscape. The
Eurasia Duty Free Association was formed in 2012 and
currently has 15 members,

representing about 65% of the
Russian duty free market in
terms of number of stores and
75% in terms of revenue. “We
build effective communication
with duty free retailers, and
official bodies and regulators
in EU countries,” Dzoblaeva
commented.
The Russian Government
has launched an investment
programme to develop its
transport infrastructure, including reconstruction of airports,
road, and border crossings.
Dzoblaeva explained that this
is a part of a wider tourism
development initiative.
She also highlighted the
upcoming new Customs Code,
which will see arrivals duty
free in the countries making
up the Eurasian Economic
Union (EEU) – Russia, Armenia,
Belarus, Kazakhstan, and
Kyrgyzstan. “Arrivals duty free
has benefits for travellers and
it also benefits EEU countries,
with new jobs related to the
organisation of arrivals duty
free shops,” Dzoblaeva said.
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TFWA RESEARCH
WORKSHOP
The second TFWA
Research Workshop shared
highlights of one of TFWA’s
most recent studies into
consumer buying behaviour, courtesy of m1nd-set,
as well as exploring current
traffic and travel trends via
Counter Intelligence Retail.
“There is nobody in this room
that doesn’t know that we are
facing some serious challenges
today, despite us having more
people in airports than ever
before, we are seeing a sales
decline of about 2.5%,” said
Garry Stasiulevicuis, Managing
Director, Counter Intelligence
Retail. “We have seen changes in
the attitudes to luxury goods and
it’s no longer about possession,
but now all about experience. We
have seen a change in the mix of
our travelling population and are
seeing a much younger travelling consumer coming through
the airports than ever before.

Garry Stasiulevicuis, Managing
Director, Counter Intelligence Retail.
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Millennials want different things
and different experiences and,
leading from that, we have seen
the changes in e-commerce,”
explained Stasiulevicuis.
“We’ll see more than 9 billion
passengers travelling by 2025
and, of course, the biggest
change which we are seeing
straight away is the growth
out of Asia. We will see a 70%
increase in traffic by 2025 versus
2015,” he added. “Today, what
we are seeing is 27% of the
global population deemed
as middle class. However, by
2030 this is going to grow into
a staggering 60%. The biggest
change in the middle class is
going to come from Asia, and
by 2030 60% of the world’s
middle class will be based
in Asia.”
Peter Mohn, founder & CEO,
m1nd-set, highlighted that
today there are 4.8 billion
mobile device users in the
world and very soon we are
going to see five billion users.
“m1nd-set interviewed over
4,000 people around the world,”
he said. “We recruited people at
airports and conducted online
interviews after their trips to
find out about their behaviour

WORKSHOP REPORTS

Peter Mohn, founder &
CEO, m1nd-set.

and e-commerce relationships.”
Mohn continued: “Nine out of
10 people used the internet at
the airport, but what is interesting is that 31% of people
said they were searching for
information regarding brands,
products and things in the
shops to compare prices or to
find out more.”
Mohn added that “one of the
main reasons for using their
smartphone while in the airport
shop was actually they could
get more information about the

products and read consumer
reviews.”
In China, 56% does that,
compared with 40% in Europe.
“It is very important that we are
omnipresent online and offline,
and consistent throughout all
the touchpoints,” Mohn said.
“Having an online presence
must be part of your travel retail
strategy, or you will not succeed
or survive in the future. It is very
important to keep up the awareness to have all of these touchpoints on the path to purchase.”
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EVENING EVENTS
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LACOSTE
PARTY

Peter Rombaut, Senior Regional Manager North America, Bacardi;
Eduardo Heusi, Global Head Category Liquor, Dufry America; Sabrina
Sahraoui, Global Product Manager, Dufry Liquor; and Todd Cooksley,
Area Manager, Bacardi Americas.

BACARDI PARTY
Bacardi gave global travel
retail customers a taste
of its airport offerings at
its annual party at the
Majestic Hotel. Attendees
were offered a number of
complimentary cocktails
made from the company’s
signature brands:
Bombay Sapphire Gin,
Bacardi rums, and Grey

Guests at the 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 Lacoste-themed
photo booth, and live DJs
kept guests dancing into
the night.
“This evening is about
reinstating the values

of the brand, and the
partnership we had
with the French Olympic
team,” said Jean-Louis
Delamarre, CEO APAC
& Global Travel Retail,
Lacoste. “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.

STYLISH STOLI
COCKTAIL

Goose vodka.
“Tonight is about engaging Bacardi’s customers
with what’s going on
in airports,” a Bacardi
spokesman at the party
said. “It’s about getting
people to see our
offerings, and engaging
customers with
our brand.”

Stoli Group 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.

THE ORIGINAL
SOCIAL NETWORK
Rémy Cointreau hosted
its popularly-attended
cocktail event, where
friends and associates
congregated over Cognac
cocktails while the sun
began to set over the
Croissette. “People like
networking here, sharing
plans and there are many

GLENFIDDICH ‘SOLERA
SOUNDS’ RECEPTION
William Grant & Sons
hosted a sunset soiree
onboard the beautiful
yacht, the Cindarella IV, to
celebrate the Glenfiddich
cask collection, which is
sporting a bright new look.
“It’s absolutely everything
Glenfiddich wants to be

– impactful, bright, aspirational and bold,” said Ed
Cottrell, Managing Director
Travel Retail.
Guests aboard the yacht
were treated to live music
from a Spanish band, a nod
to the distiller’s preference
for sherry casks.

Augustus Guy Povedano,
Head of Commercial,
Saccone & Speed; Ed
Cottrell, Managing Director
Global Travel Retail,
William Grant & Sons;
and Stephen Payas, Sales
and Commercial Director,
Saccone & Speed.

16 – TFWA DAILY

people here who are very
important to us. During
this event, we talk to
them about what we are
doing and they keep us
updated,” said Rémy
Martin CEO Eric Vallat.
“Cannes is the place
where everybody in the
world meets,” said Peter

Sant, Senior Vice President Global Travel Retail,
Rémy Cointreau. “We
come here every year
and we have been here
since the TFWA World
Exhibition & Conference’s inception, so it’s a
very important moment
for us.”
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DUBAI DUTY FREE

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.”
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ADVERTISING FEATURE

SHISHA PIPE
SMOKING
EXPANDING
GLOBALLY
The Alzawrae Company is
renowned as the leading
manufacturer and distributor of fine cigarettes in
the Middle East market for
over a decade.

NOUR ANSHASI, MARKETING MANAGER, AL ZAWRAE
INDUSTRIAL COMPANY
(MAZAYA) SPEAKS TO THE
TFWA DAILY ABOUT THE
COMPANY’S OBJECTIVES.

In 2010, it launched its new
brand ‘Mazaya’ which revolutionised the production of
tobacco-molasses and shisha
smoking, offering its customers an innovative selection of
high quality products that meet
their diverse tastes and needs.
Today, “Mazaya” seeks to
expand its products through
global travel retail and duty
free channels by making
product innovations and
opening up the market
potential for the tobaccomolasses industry.
Already present in key
ME and African Duty Free
airports in Qatar, Bahrain,
Kuwait, Jordan, Lebanon
and Egypt, Mazaya aims to
increase its product offerings
further in the MEADFA region
and will be pleased to meet
delegates at the MEADFA
Conference in Dubai on 28/29
November.

Q. How widespread is the
habit of shisha pipe smoking
throughout the world?
Smoking shisha is no longer
inclusive to specific regions; in
contrast, this habit has expanded
globally. The industry has
witnessed a radical increase in
the past decade. In fact, Mazaya
now has presence across all
continents: Middle East and
Africa, Europe, and finally North
and South America regions.

Q. What is different about
Mazaya flavoured molasses
shisha smoking from other
types of shisha smoking in
the world?
We have chosen quality and
attention to detail over many
other factors and state it as our
competitive advantage, the thing
that has differentiated Mazaya
among its competitors. We use
pure French tobacco and all
natural ingredients.

Q. What has been your
sales growth for Mazaya
products in duty free/
travel retail outlets over
the past 12 months?
Our sales growth recorded
an average 60% increase
compared to last year, and in
some months 100% increase
with special promotions. Some
duty free shops have recorded a
200% sales increase. Our brand
is now available in many duty
free areas, including Jordan,
UAE, Kuwait, Qatar, Lebanon,
and Egypt, along with some
border and local duty free
areas.

Q. What are the most
popular fruit flavours in the
Mazaya range and in which
countries?
Each country has its own trend
in flavour preferences, but to
generalise Middle East and Gulf
countries for example prefer our
classical flavours (Two apples,
Lemon with mint, Grape with
mint, Gum with mint, Mint and
Blueberry exotica). On the other
hand, American and European
markets have a higher tendency
to try out exotic mixes.

Q. And is this best experienced when people smoke
in groups and share the
shisha pipe?
Smoking shisha is about
socialising, and that has been
reflected clearly in our logo; the
two faces facing one another to
indicate our intentions in indulging our customers with good
times, company and experience
when they meet for shisha.

Q. Do you make any
‘healthy’ claims when it
comes to shisha smoking?
i.e. connected to the water
filtration process and
fruit flavoured molasses
elements?
Healthy choices are best illustrated in our products by using
natural ingredients and medical
glycerine in the production
process. Moreover, we focus on
useful practices to our customers, such as using the disposable hoses and changing water
in the shisha bowls regularly.

Q. What would you estimate
as the percentage of your
products that are bought as
gifts for others at airports?
And also what percentage
are bought for the self to
smoke? Do you have any
statistics to back this up?
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Statistically, it is strenuous to
trace the purpose of purchased
products, but technically speaking passengers usually buy
tobacco products to save money
as it’s tax free, so the price
advantage drives the purchases
in general. As for gifts, I believe
it should be occasional and
based on the product itself; in
this case, premium packaging
plays this role.

Q. Which countries and
regions are you particularly
targeting for duty free/
travel sales growth in 2017?
Frankly speaking, our limit
is the sky, we have expanded
dramatically in the past three
years and that is also our target
in 2017, especially with the
introduction of shisha tobacco as
a new tobacco category to travel
retail markets. Our target is to
be present in various travel retail
channels, for example global
duty free areas (USA, Africa and
Europe), border duty free areas
and cruise lines.
Mazaya has launched a new
product “Portable Hookah”
to the markets. The product
is made of a plastic bottle to
include a silicon hose, tongs,
and a mouthpiece which allows
the user to smoke anywhere
and anytime.

EVENING EVENTS
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WARM WELCOMES AND
COOL ARTISTRY

Silvio Denz, Chairman Lalique
Group, and Roger von der Weid,
CEO Lalique Group.

Lalique Group, formerly
known as Art & Fragrance,
gathered business associates and guests during
a cocktail and canapé
evening to celebrate the
newest fragrances and its

supporting advertising.
“A very warm welcome and
thanks for joining me at this
party – there are a lot of
known faces and some new
faces and I am happy that
we have filled this big space

here,” said Roger von der
Weid, CEO Lalique Group.
The centrepiece for the
event was an ice sculpture,
sculpted by three-time
world champion Mario
Amegee.

DRINKS
INTERNATIONAL
AWARDS
WINNERS
SUPPLIER AWARDS
Marketing Concept of the Year: JAMESON #BEORIGINAL 360 EXPERIENTIAL CAMPAIGN

MASTERS’ EVENING

Drinks Innovation of the Year: HEINEKEN BREW LOCK
Design & Packaging of a Drinks Brand: JOHNNIE WALKER HOUSE EXCLUSIVE COLLECTION

Davidoff Cigars, Neuhaus
and Flor de Caña
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 HansKristian 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.
“We are extremely privileged and lucky that Flor

de Caña and Neuhaus
have joined Davidoff in
this evening,” Hoejsgaard
added. “We all know that it
is not the easiest time for
the travel retail industry,
but innovation, creativity and craftsmanship
are part of the answers
for a successful future.
Neuhaus, Flor de Caña and
Davidoff are all contributing to that future.”

– AMSTERDAM SCHIPHOL EDITION
Presentation Box of the Year: LEGENDE VINTAGE ONE CENTURY OF ERINTAPES
Travel Retail Exclusive of the Year: THE MACALLAN RARE CASK BLACK
Drinks Launch of the Year: GLENCADAM 25YO – “THE REMARKABLE”
Drinks Launch at TFWA Cannes: STOLI GLUTEN FREE
Supreme Champion: HEINEKEN BREW LOCK

OPERATOR AWARDS
Marketing Concept of the Year: THE WHISKY WORLD BY DELHI DUTY FREE SERVICES
Partnership Initiative of the Year: RETAILER & SUPPLIER – ARI (AER RIANTA
INTERNATIONAL) AND TEELING WHISKEY
Ferry/Cruise Line Drinks Retailer of the Year: P&O FERRIES
Airport Bar of the Year: BRISBANE RIVER GRILL
In-flight Drinks Retailer of the Year: VIRGIN ATLANTIC AIRWAYS
Airport Drinks Retailer of the Year: SINGLE LOCATION – DUBAI DUTY FREE
Airport Drinks Retailer of the Year: MULTIPLE LOCATION – WORLD DUTY FREE
Drinks Buyer of the Year: ARMANDO GONZALEZ-RUE, HEAD BUYER FOR DFASS GROUP
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EXHIBITION NEWS

Outstanding Contribution to the Industry:
Erik Juul-Mortensen, TFWA President

HIGH-TECH
LUGGAGE
Delsey Paris showcased
a prototype of its new
Pluggage suitcase. The
high-tech luggage features
an iconic lock system
that can be unlocked via
a dedicated mobile phone
app, fingerprint sensor, or
built-in combination lock.
There is also a TSA control
pass for US Customs &
Border Protection, enabling

security to unlock the
suitcase without ruining the
case. If security workers
do open the luggage via
this lock, it is intelligently
designed to alert the owner
via their mobile phone.
Another feature is the
weight sensor. There are
two ways of recording the
weight – either using mobile
phone, or the suitcase’s

built-in LCD screen.
The third aspect of the
Pluggage is the locate
function, which alerts the
user when the suitcase
travels a certain distance
from the owner.
Laurence Detry, Manager
R&D, said: “We wanted
to create luggage that
you can still open without
a mobile phone. Each
function – scale, lock,
and tracker – works
independently, and
we really focused on
the design to develop
this suitcase, which is
positioned for the professional, business worker.”

2016 FRONTIER
AWARDS WINNERS
Partnership Initiative of the Year

LAGARDÈRE TRAVEL RETAIL – SUMOSALAD

Speciality Concept of the Year

DIAGEO – JOHNNIE WALKER HOUSE, AMSTERDAM AIRPORT SCHIPHOL

Non-airport Retailer of the Year
P&O FERRIES

Inflight Retailer of the Year
KLM ROYAL DUTCH AIRLINES

Marketing Campaign of the Year by a Supplier

PERNOD RICARD TRAVEL RETAIL EUROPE – JAMESON #BEORIGINAL360

Marketing Campaign of the Year by a Retailer
DFS INDIA PVT LTD – MEET THE BOLLYWOOD STARS

Marketing Campaign of the Year by an Airport
HEATHROW AIRPORT – PIMM’S SUMMER PROMOTION

Technology Innovator of the Year

ACCOLADE WINES – #HARDY’SHERO DIGITAL CAMPAIGN WITH HEINEMANN & SYDNEY AIRPORT

Star Product Under $100

GODIVA – COEUR ICONIQUE LIMITED EDITION 2016

Star Product Over $100

EDRINGTON – MACALLAN RARE CASK BLACK

Supplier of the Year
DESIGUAL

Airport Operator of the Year
HEATHROW AIRPORT

Land-based border/downtown Retailer of the Year
SHOPPING CHINA

Airport Retailer of the Year
EVER RICH DUTY FREE SHOP

Outstanding Contribution to the Industry
ERIK JUUL-MORTENSEN, TFWA PRESIDENT

Lifetime Achievement

GEORGE HORAN, FORMER PRESIDENT OF DUBAI DUTY FREE

Charity Initiative
TFWA CARE

BAGS AHEAD
Gerry Munday, Global
Travel Retail Director,
Furla, reported outstanding company news at
this year’s TFWA World
Exhibition & Conference.
“We’ve seen another 38%
increase in travel retail
turnover for the first half
of 2016, compared to the

same period last year,
while the group on the
whole is up 28%, so we’re
growing ahead of the
company,” she said.
Frosina Pandeva, Travel
Retail Area Manager for
Europe, Middle East and
Inflight and Americas,
revealed the My Play

Furla, a customisable
metropolis bag launching
with the S/S 17 collection in January. The bag
allows the customer to
personalise their item.
She explained: “The
designs on attachable
flaps are inspired by
different countries like
Japan, China, and India.
We will also have
special designs for our
opening in Harrods at
Heathrow Airport.”
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Lifetime achievement: George Horan, former President of Dubai Duty Free
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ADVERTISING FEATURE

The leading perfume
atomiser brand Travalo
aims to change people’s
habits towards scents.
“People tend to use their
sprays only in the morning,”
says Ralph Bou Nader, Vice
President of Travalo.
“But with our fashionable refillable perfume atomisers, you can
top up your scent at any time of
the day and feel doubly or trebly
refreshed!”
These sleek, colourful
atomisers are selling like hot
cakes in duty free in China
and Asia through China Duty
Free, Sunrise and Lagardère
Travel Retail. Genie-S, the
parent company, is exploring
co-branding opportunities with
Heinemann, World Duty Free
and prestigious cosmetics
brands, and hopes to expand in
the Middle East, Latin America,
the US and Canada for local
markets and travel retail worldwide. Domestically, Travalo
perfume atomisers are sold in
all Sephora shops worldwide.
Truly an innovative brand,
Travalo unveiled an exciting
new product prototype at this
year’s TFWA World Exhibition
& Conference. “You can attach
a fragrance to your phone
case,” said Bou Nader. “We are
aiming to hit fragrance markets
worldwide, but this product will
let us tackle a wider distribution,” he said. “The design is
still in development. We will
offer a full range, from entry
level to premium products with
leather cases.”
Bou Nader also added that
Travalo is launching exciting
seasonal limited editions on the
Milano and Classic ranges of its
refillable perfume bottles.

FRAGRANCE FOR FUN
The perfumepod™ underwent
a revamp this year and introduced its extended product
range, including: Crystal,
Pure, and Ice respectively
at TFWA World Exhibition
& Conference, Cannes last
month. With Genie-S worldwide
patent pump-fill technology,
perfumepod™ products are
designed to be an impeccable
and fun accessory for youthful
individuals. It brings a blast
of colour for their favourite
perfume. The chic Crystal has
a clear body and cap with metal
refined details, along with a
high definition spray head,
and comes in Silver and Gold
colours. (Suggested Market
Retail Price: US$9.99/€8.99.)

TRAVALO CELEBRATES
A STUNNING YEAR
On the other hand, Pure offers
a translucent body with eight
different colourful lids in its
collection: Black, blue, gold,
hot pink, pink, purple, red, and
silver. (Suggested Market Retail
Price: US$8.99/€7.99.) Last
but not least, Ice embraces a
plastic semi-transparent body
and is available in six lively
neon colours: Blue, green, hot
pink, orange, purple, and red.
(Suggested Market Retail Price:
US$7.99/€6.99.)

PAMPER YOUR VALENTINE
Travalo is introducing a special
collection for Valentine’s Day
2017, with three lovely designs
available, including romantic
elements such as kisses,
hearts, and flowery lace. This
handy and exquisite accessory
serves as a perfect gift for your
loved ones to express your love
and care on this special day!
Built on their best-selling
model Classic HD, these

atomisers are equipped with
high-definition spray heads,
aluminium bodies, and
attractive designs. For those
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searching for the perfect token
of their love this Valentine’s
Day, this special collection by
Travalo™ offers the most unique

and indulgent gift. Limited
editions: Available in January
2017, Suggested Market Retail
Price: US$14.99/€13.99.

EXHIBITION NEWS
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FINE ARTISTRY
Swiss watch brand André
Mouche reported great
interest in its latest
collection of distinctive
handmade jewelled
watches for women. “We
create new models and
ornaments, adapted for
women’s taste throughout
the world: Néolia, Diva,
Aura, and the key model
of all, the Lipstick, now an
all-time great,” said Didier
Peter, head manager and
owner of the company.

Many models are handpainted or enamelled
with arabesque motifs
or flowers. Truly, there
is exquisite handcrafted
detail in each André
Mouche piece.
“TFWA World Exhibition
& Conference offers
a great opportunity to
make new contacts and
to expand your network.
This is one of our greatest
motivations to attend each
year,” explained Peter.

HYDRATING
SKINCARE

“The major appeal of the
event is the diversity of
participants, as it brings
together suppliers and
buyers from all around
the world. This year, we
used this opportunity to

broaden our contacts in
the Asian market, where
there is constantlygrowing demand for
high quality luxury
products, such as our fine
handcrafted watches.”

“Our key products are
Sulwhasoo, Laneige and
Innisfree,” said Amore
Pacific Assistant Business
Analyst Boyoung Kim,
highlighting that the most
exciting product launch
to look out for will be
the “Laneige Milky Way
Fantasy”, which is “a special
edition launch for the
holidays from December
and a travel retail exclusive.”

“Our biggest product is our
Laneige Water Sleeping
Mask, which people can
put on before they go to
sleep and not wash off.
When used, the skin is
incredibly moisturised in
the morning,” explained
Kim, adding: “These are
very important products for
our customers, because
they are all very easy and
convenient to use.”

HERITAGE,
CELEBRATION
AND EXPANSION
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.
We will start also with the
Middle East at the end
of the year. We may be in
some of the biggest hubs in
Europe, but we would also
really like to develop our
business in Asia.”

THE WINNERS
Best Marketing Activity for Sunglasses: DFS GROUP
Best New Sunglasses Environment: KAPPÉ
Best Dedicated Sunglasses Sales Team: DUFRY – HEATHROW T3 SUNGLASSES BOUTIQUE
Most Supportive Airport Authority for Sunglasses: SYDNEY AIRPORT
Best Off-Airport Retailer of Sunglasses: LOTTE DUTY FREE
Sunglasses Retailer of the Year (under US$2bn): LONDON SUPPLY
Sunglasses Retailer of the Year (over US$2bn): DFS GROUP

SUNGLASSES
VISION 2020 –
THE SUNGLASSES
STRATEGY &
AWARDS 2016

An important part of this
year’s annual Sunglasses
Awards was the launch
of an ambitious growth
strategy that would see
sunglasses account for
4% in value total travel
retail sales by 2020.
“Travel retail should
become the expert channel
of choice for consumers
when they think of buying
sunglasses and also the
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pilot category for innovation,” said Alex Cook, CEO
of marketing and design
agency, FILTR.
In a session led by Alex and
Charlotte Hamel of FILTR,
a road map for growth
initiatives in the future was
discussed to promote an
omni-channel shopping
experience that included
airport authorities. Over
160 people from suppliers, airport operators,

concessionaires and
inflight buyers attended,
with 10 more entrants
to the awards. Next year
even more airports will be
encouraged to apply.
“These awards have
become a key event in the
Cannes calendar,” said
Charlotte. “Bringing more
sunglass suppliers together
in order to broaden the
appeal of the category in
travel retail.”
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ELEGANCE IN
SIMPLICITY
Visitors to the Lancaster
booth experienced a new
store concept, which
was presented for the
first time 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
admirers in the accessible luxury segment.



EXHIBITION NEWS

Davide Ravizza, Sales
Director, Worldwide,
Lancaster, explained that
a great deal of thought
had 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 were very
happy to hear people’s
views on this because
their feedback helped to
inform how we develop
this concept,” he said.

AWARD-WINNING BRAND
Five years of hard work
have paid off for Desigual.
The brand won Supplier
of the Year at this year’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

SKIN SOLUTION

Mavala, the Switzerland-based beauty
brand, 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
developed the new
expert and targeted
line for all major skin
concerns. “It’s 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, Skin Vitality,
and Pore Detox. Bobillier
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.

prize,” enthused 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
explained 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 added that it is
important for the travel
retail business to give
more opportunity to the
fashion & accessories
category.

THE PERFECT STORE
Nestlé International Travel
Retail (NITR) outlined
the latest Perfect Store
concept developments.
As Alan Brennan, Global
Head of Sales, explained,
the Perfect Store concept
is based on a three-step
process: insight, action
and evaluation. These
three steps, he said,
enable the company
to develop activations
centred on store layout,
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category segmentation,
range management,
category communication and cash till point
optimisation.
Brennan also explained
that NITR is working
tirelessly to capitalise on
the potential presented by
Millennials and a growing
middle class. “From
check-in to arrivals, we
need to work out how we
can connect with them at

each of the different touch
points throughout the
travel process,” he said.
He also emphasised the
importance of “understanding the needs and
expectations of these
travellers”.
With Nestlé celebrating
its 150th anniversary this year, NITR
showcased a range of
brands – from Smarties
and KitKat to Cailler.

EXHIBITION NEWS

CLASSIC BLACK
First-time exhibitor Daniel
Wellington launched its
new Classic Black watch
range at TFWA World
Exhibition & Conference,
as well as on its website.

“We’re super excited
to be here, and this is
our first time to have a
booth. We absolutely love
the location here on the
beach, and it’s perfect
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for our brand,” explained
Marcus Lindgren, Key
Account Manager.
Daniel Wellington also
highlighted its recentlylaunched cuffs in Rose
Gold and Silver, engraved
with the brand’s name.
“We call it the perfect
match,” Lindgren said.
“The idea is that you wear

it alongside the watch.”
In 2017, the watchmaker
is looking to expand its
presence in travel retail.
“We’re not just here to
show our products. We
want to show customers
our store concept with
the colours, the feel of
our brand, and our style,”
Lindgren added.

TRIP
TO
THE
50s

ensure the consistent excellence of its
product. The brand has
the widest range of fine
Belgian chocolates,
which are presented in
a variety of shapes and
packaging sizes.
This year in Cannes,
the brand presented its
Starbrook mixed Belgian
chocolate tin 365g. The
chocolate assortment
and the tin come in a
wonderfully-designed
packaging with stunning
retro water paints
evoking the early-50s
aviation era.

Starbrook Airlines’
Belgian chocolate offers
the unique combination
of the finest ingredients,
exclusive production
methods and stringent
quality controls, which

THE FUTURE IS BRIGHT
Emanuele Mazziotta, Head
of Global Travel Retail,
Coccinelle, unveiled the
brand’s new SpringSummer 17 collection at
TFWA World Exhibition
& Conference. 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 retail,
downtown, cruise and
airports in Europe,
Russia and 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.

Brown-Forman held a
soiree to celebrate 20
years in travel retail.
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.
Brown-Forman used the
gathering to announce
three new Scottish distillery acquisitions – Ben
Riach, Glen Dronach and
Glen Glassaugh.
That wasn’t all, BrownForman also launched

“We have opened several
personalised points of
sale around the world.”
This year’s TFWA World
Exhibition & Conference
was busy and prosperous
for Coccinelle. “We are
all very pleased with the
number and quality of
our meetings, a healthy
figure under the circumstances, and I want to
thank the Association for
this successful exhibition,” Mazziotta added.
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Patrick Gilis, CEO
Starbrook Airlines,
commented: “We can
say that, once more,
Cannes was a big
success. We will enter
different new airports
and countries during
the next months,
including Manila,
Langkawi, Hainan,
Indonesia airports,
Cebu, Xi’an, Xiamen,
Phu Quoc, and Ercan
Cyprus. We had many
more appointments
than last year and still
have a lot of follow-up
pending decisions.”

A NEW CHAPTER
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.
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.

Transforming
Travel Retail.

Wherever you go with Dufry, you have a world of shopping in your hands.
The best brands and the best prices with the largest variety.
Today a world made up of more than 2200 shops, in 63 countries and
close to 440 locations all around the world.
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EXHIBITION NEWS

SPOTLIGHT ON CAPI GLOBAL
The electronics
market is changing
rapidly, and Capi
Global, therefore,
constantly adapts its
concepts to developments in the market.

“We know what travellers want and we influence their behaviour
by our marketing
concepts,” explains
Peter Wiggers, Managing Director, Capi.

“We always follow the
latest innovations like
the changing focus
from digital imaging to
headphones, and mobile
phones and accessories.
The outlook for the

Peter Wiggers, Managing Director, Capi: “We constantly evaluate our product categories and our excellent
relationships with our suppliers enable us to launch the newest, most innovative products, often weeks before they
become available in the high street. That is why travellers will always find the latest innovations at our stores.”

remainder of 2016 is
that the category Smart
Home will continue to
become increasingly
important. New products
like the Bose QuietComfort 35 and Apple’s
iPhone 7 are also selling
very well in our stores.”
At TFWA World Exhibition & Conference, Capi
presented Experience
Tables, allowing visitors
to try out and experience the latest and most
exciting innovations,
such as the DJI Phantom
4 Drone. “Drones are
still extremely popular
and they are constantly
being improved,”
Wiggers comments. “In
Cannes this year, we
introduced the beautifully designed, welladvanced high-quality
drone DJI Phantom 4.
From our leading A
brands, we presented
the Bose QuietComfort

Thanks to a new virtual
reality headset, J. Cortès
was able to take visitors
on a brief but immersive
journey to the tobacco
fields of Nicaragua. The
virtual reality set told
the colourful story of the
Oliva Cigar Co, which was
acquired by J. Cortès over
the summer.
With this acquisition, J.
Cortès aims to diversify
its product portfolio and
further establish its
position in the worldwide
cigar market.
“This is two family
businesses coming

BRAND
ELEVATION
Lacoste, which now has
close to 200 travel retail
points of sale, has made
a concerted effort during
recent years to bring
high-level consistency to
its presence across the
industry, and Jean-Louis
Delamarre, Lacoste’s CEO

Asia Pacific & CEO Global
Travel Retail, explained
that the strategy is paying
off. “We are, of course,
well-known for our iconic
polo shirts, but we are
far more than that – we
are a lifestyle brand,”
Delamarre said.

Steps have been taken to
further elevate the brand
in the travel retail sector
and the strategy goes
far beyond the impressive product line-up. For
example, Lacoste has
made a significant investment in furnishing new
and existing stores. The
stunning new Lacoste store
at London Heathrow’s
Terminal 4 provides an
example of the premium
environment travellers can
expect to find.
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35 Headphones. These
headphones are not only
wireless, but also noise
cancelling.”
The range of Capi’s
private, travel exclusive
brand MiTone has also
been extended with the
latest electronics accessories. New products
include a Bluetooth
wireless adapter for
inflight entertainment, a high definition
headphone line and a
Bluetooth speaker.
“The meetings at TFWA
World Exhibition &
Conference are a perfect
opportunity to show
existing and potential
business partners our
expertise as the leading
airport retailer of
consumer electronics,
and our wide range of
unique and profitable
retail solutions,” says
Wiggers. “Consumers expect electronics
when they travel. They
look for brands they
know, together with
niche and innovative
products. That is why

Capi focuses on leading
A brands such as Apple,
Samsung and JBL,
supported by premium
brands like Bang &
Olufsen, Bose and Leica,
followed by Capi’s own
travel exclusive brand
MiTone. Our stand
gave a strong impression of the inspiring
shopping environment
we offer travellers in
our lifestyle stores. This
was further supported
by the interactive
presentation projected
on a large touch screen,
which enabled visitors
to design their own
store. A perfect way to
show how we can turn
an ordinary electronics
and lifestyle accessories
offer into a unique one.”
Wiggers concludes:
“TFWA World Exhibition & Conference is
crucial in our agenda.
It is always a good
moment to present our
latest innovations and
to give an impression of
our inspiring shopping
environment.”

ANOTHER
DIMENSION
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 with
less time on their hands.
J. Cortès continues to
focus on its travel retail
exclusive Neo Selection

50 cigars – offered in a
luxurious tin, wrapped in
a sleeve and topped with a
purchase gift. “In addition,
we are targeting the Asian,
European, Middle East
and American markets
of cigars and cigarillos, both flavoured and
non-flavoured, with our
Neos Flavor Collection,”
Struber added.

EXHIBITION NEWS
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TRANSFORMATIONAL YEAR
Shiseido Group CEO
Masahiko Uotani made
a special appearance at
TFWA World Exhibition
& Conference, where
Shiseido Travel Retail
unveiled an expanded
presence with three
stands: one focusing
on the Asian market
and cosmetics brands
such as Shiseido, Clé de
Peau Beauté, NARS and
bareMinerals; a second,
which concentrated on
the European market and
highlighting fragrances
from Issey Miyake, Alaïa
and Zadig & Voltaire; as
well as a third featuring
Dolce & Gabbana.

The Italian luxury fashion
brand is the latest arrival to
the Shiseido Group portfolio, following the acquisition
of Laura Mercier and
RéVive, and it is expected
to deliver a major boost to
the group’s revenues in the
run-up to 2020.
Shiseido Travel Retail
President Philippe Lesné
commented: “It has been
a transformational year for
Shiseido Travel Retail. The
unification of our cosmetics
and fragrance businesses
has given new impetus
to our growth ambitions,
and we are excited by the
possibilities of where we
can take our new brands.”

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 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.”

will offer a tremendous
opportunity for long-term
growth and value creation.

Jerusa Moura, Global
Director – Travel Retail,
Revlon, explained that
travel retail is a growing
priority for the company,
which has some interesting innovations with
regards to its travel retail
exclusive sets.
Meanwhile, Mary
Beth Mazzotta, Vice
President International
Trade Marketing, said
that Elizabeth Arden
has a deep heritage in
skincare. She added that
Elizabeth Arden brings
innovation to the travel
retail channel and a
sense of theatre.

SUN-SIBLE AND TRAVELON-THE-GO PRODUCTS
Moroccanoil was present
for its second year in
Cannes and excited about

new additions to its travel
retail range. Best-known
for its professional hair

care argan oil-infused
beauty products in salons
throughout the Americas,
Scandinavia and the Baltic
states, the company is
now offering its Hero
products (previously in
salons only) in full sizes
(225-250ml) in travel
retail. Moroccanoil has
also entered the sun care
category with its new SUN
COLLECTION.
“There are very few sun
care products that contain
argan oil,” said John

Gates, VP Retail, Travel
Retail Sales Worldwide.
“Our Sun Oil protects
against the damaging
UVB/UVA rays of the
sun and hydrates and
nourishes the skin with
antioxidant rich argan oil
and Vitamin E. What we
find in travel retail is a
huge demand for graband-go products, which
is why our MINI MUSTHAVES body and hair care
products are proving so
popular.”

ONE IN BEAUTY
It was announced in
September that Revlon
has successfully
completed the acquisition
of Elizabeth Arden. The
transaction creates a
global beauty company
with a strong portfolio of
leading brands, including Revlon, Elizabeth
Arden, Revlon ColorSilk,
Revlon Professional, and
American Crew, along
with designer, heritage
and celebrity fragrance

brands such as Juicy
Couture, John Varvatos,
Wildfox Couture, Curve,
Elizabeth Taylor, Britney
Spears, Christina Aguilera, Giorgio Beverly Hills
and Jennifer Aniston.
The combined company
will continue to operate
with Revlon, Inc. as the
parent company.
Revlon and Elizabeth
Arden will remain
independent, explained
Sebastian Clifton-Welker,

Director Public Relations
International, Elizabeth
Arden, with consumers

not noticing any difference. The combination of
the two iconic companies
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GLAM AND SOUL

MANGO
FLAVOUR
Miriam Richter, Marketing Manager for Duty
Free, Lindt, revealed
some exciting industry
news and brand new
products in Cannes.

“Here in Cannes, we
are launching our travel
retail exclusive Mango &
Cream Lindt chocolate
balls, which is making its
world premiere,” she said.

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
to feature its star

product – a grab-andgo self-service 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

“Mango is a very on-trend
flavour and has a global
appeal. It has real Thai
mango purée, Asia and
the Americas have already
shown a lot of interest.”
On showcasing its Bijoux
praline limited edition
collection, she remarked:
“Even if the economy is
not doing so well, then
it is still an affordable
luxury. Premium gifting

also works well, and
premium chocolate has
no additives, all natural
ingredients (plus sugar!),
which is one of the
reasons why premium
chocolate sales are on the
increase.”
As a European brand,
Lindt reported a strong
presence in Europe and
Latin America, but would
most like to build in Asia.

Lucille Dubos, Travel
Retail Sales Executive.
“The concept has been
really well accepted by
operators.”
At TFWA World Exhibition & Conference,
Thomas Sabo highlighted
several jewellery

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

PRECIOUS
CUFFS

EVERYBODY
LOVES RADLEY

Renaissance Luxury Group
showcased 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

TFWA World
Exhibition &
Conference this
year was very
productive for
Radley, with the
launch of the
company’s new
Spring/Summer
2017 full travel
retail exclusive
next year.
The new collection, dedicated
to travel retail,
is based on eight
SKUs, including a
mixture of small
leather goods;
pocket bags,
representing
Radley’s classic
statement bag;
and different leather and
non-leather accessories
aimed at travel retail,
such as travel wallets and
passport covers with the
brand’s iconic dog print.
The brand is also launching a “sleeker” line, which
represents the logo of
the brand and the luxury
everyday concept.
“It’s about having those

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 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.

POWER OF
DELICACY
INCC Group launched
its new Mercedes-Benz
Woman Eau de Parfum
collection at TFWA World
Exhibition & Conference.
The range includes
90ml, 60ml, and 30ml
sprays, and a 200ml
EDP Body Lotion. The
scent is an enchanting,
luxurious and unexpected
fragrance with sensuous
and opulent floral tones.
“We launched it here
in Cannes and will
be releasing it to the
markets in 2017,” said
Thibaud de Vaulchier,
Vice President Sales,
INCC Group.
In addition, INCC Group

highlighted the new
Cologne for men – a
modern, masculine and
luxuriously simple Eau
de Toilette natural spray,
which will be available
in 120ml, 75ml and 40ml
bottles.
“We want our brand to be
more global,” de Vaulchier
added. “We are already
very strong in Asia,
Germany, the UK, and the
Americas, and are very
established in the local
markets. We are getting
more and more interest
in travel retail, and now
we want to find more
distributors in the duty
free market.”
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core products and really
highlighting that they
are key for our classic
elements and handmade
quality,” said Lyttel.
Radley’s Chief Operating
Officer Alan Stone-Wigg
added: “For us, this
channel is the fastest
growing. We want our
brand to be loved internationally!”

EXHIBITION NEWS
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GLOBAL GOALS

SPICY SCENT
Courrèges showcased
a brand new spicy and
energising fragrance
this year – Hyperbole.
The scent is packaged
in a striking red bottle.
“I would describe it as a
super-feminine, supersexy scent,” commented
Frédéric Torloting, President, Courrèges.
Courrèges also
highlighted four new
fragrances to be released
throughout 2017. Hyper
Fraiche, a fresh perfume
with delicate citrus notes,
will be the first to be
launched, and Torloting
said he expects it to hit the
market in January.

Anne-Sophie de Boissard,
Head of Sales, Courrèges,
explained that Hyperbole
received “more than a very
positive welcome”. “All the
people who tested this new
fragrance agreed that it is
quite different in comparison
to what already exists, and
they really liked this unique
experience,” she said.
Meanwhile, Courrèges
had five appointments
arranged through the new
TFWA ONE2ONE meeting
service. “I think that this
service gives us another
opportunity to be seen by
distributors,” de Boissard
added. “We will use it again
next year for sure.”

TEQUILA
AND TECH
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

Johnnie Voutsas, Chief
Global Travel Retail
Officer, Folli Follie Group,
highlighted both Folli Follie
and Links of London’s plans
for global expansion in travel
retail at TFWA World Exhibition & Conference.
“We will have a pop-up shop
in November at Heathrow
Terminal 5 for Links of
London, which is part of the
international expansion plan

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

presented Patrón Cask
Collection Sherry Añejo for
the first time 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
ultra-premium tequilas.
“We’re really on the bleeding edge and when we do
something, we make
sure we do it right,”
Wilson stated.

for both travel retail and the
international market,” he
said. “Already in 12 countries
we are looking at expanding
geographic footprint in
travel retail.”
Reporting success with
Folli Follie among Asian
customers, he explained
they are trying to capture
the mainland Chinese
customer through over 105
points of sale.

“Travel retail for Folli
Follie means expanding on
the ground and increasing
our presence on more
airlines. Folli Follie is a

lifestyle brand and the
success lies in four varieties: jewellery, watches,
bags and wallets,” Voutsas
concluded.

SAILING AHEAD
first-ever product was a
pullover sweater presented
in our famous metal can,
and we have a dedicated
team for packaging.”
They also celebrated by
sponsoring the TFWA
World Exhibition & Conference Regatta leisure
activity. “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 also showcased
its three collections:
Sportswear, Smart Casual,
and Luxury.

RITUALSBRUNCH

as a new category for
opportunity.
“We were extremely
pleased with how the
whole week went for us
and that includes the
number and quality of
meetings we were able to
hold,” said Neil Ebbutt,
Director Wholesale,
Rituals Cosmetics. “We
have established very
strong relationships with a
large number of customers and we saw almost
everybody that we needed
to that were there.”

Raymond Cloosterman,
the founder and inspiration behind Rituals
Cosmetics, explained that
each product introduced
in Cannes has been
developed around rituals
from different corners of
the globe.
Sakura is a ritual from
Japan, where people
celebrate the Spring and
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the beauty of life, which
Cloosterman said the
brand has interpreted:
“We have turned it into
a metaphor for life to
celebrate each day as a
new beginning.”
Already at 150 airports
worldwide, Rituals has
a strong focus on travel
retail, concentrating on
bath, body and gifting
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Fragrance company Air
Val International, which
specialises in fragrances
for children, has developed
a new children’s gift pack
that features popular emojis
used frequently in texting,
social media and online
communication to depict
emotions.
“We are showing our



EXHIBITION NEWS

EMOJI SCENTS
fragrance pack with
emojis from Facebook and
Whatsapp. These are small
fragrances as a miniature
gift set,” said Barbara
Zarco, Account Executive
Travel Retail Division, Air Val

company “doesn’t always
do travel retail exclusive
products at the start”
because the company likes
to initially “test the product
in the domestic market”
before seeding it out into
travel retail. However, Zarco
admitted: “This set is one
we have good feelings about
how it will perform.”

International. “The licence
was signed one month ago
and it will be available in
January. This kind of set will
work very well in airlines
because of the size, she
added, highlighting that the

CORE VALUES
Jacqueline Hernandez
Rodriguez, Travel Retail
Area Manager, Tous,
told the TFWA Daily:
“Our Board of Directors
have announced that
travel retail will become
a core part of the
business.”

Launching its new
Spring/Summer 2017
collection at the show,
she explained that the
travel retail exclusives
are a three-way bag
design and special travel
document wallets in
shades of dusty pink and

of KT International’s
business.
Triple-digit growth is not
the only reason why the
chaps at KT International
were feeling buoyant. “I
think it was a good idea
to have the show earlier,”
smiled Shterev. “We’re
enjoying the weather.”

Francis Ng, General
Manager, Toscow,
explained that the
Australian jewellery
brand was debuting two
morning-inspired collections in Cannes. “The
Siena Sunrise collection
is inspired by the colour
scheme of the sunrise in
the Italian city’s Tuscany
region. This range has
received interest from
airlines, especially in
Asia,” he said.
The second new collection is named Morning
Dew, with freshwater
pearls imitating dew on
leaves of crystal set in
rose gold or rhodium. It
is the second generation collection, with the
first released at TFWA
Asia Pacific Exhibition

ON A
ROLL
KT International has spent
the last 12 months focusing on its existing portfolio
of tobacco products and
not getting distracted with
the launch of new lines.
That strategy seems to
have been a savvy move
for the Bulgarian tobacco
company, which outlined
impressive profits at the
event. “This morning I
had the figures – we have
seen 115.6% year-on-year
growth between January
and September 2016,”
said Milen Shterev, Head
of Global Marketing.

“The growth has come
mainly from the Middle
East and Asia, where we
have started some new
contracts.”
The profits have also
come from one product in
particular: Corset, a range
of slim cigarettes that are
becoming the cornerstone

SCIENTIFIC
SKINCARE
Scientific-based skincare
brand Dr Irena Eris
exhibited for the first time
this year in Cannes. “For
a selective brand such as
ourselves, this is the best
place for us to be,” said
co-founder and expert in
skincare Dr Irena Eris. “It’s
a good place because our

fuchsia, as well as print
and jacquard.
Jewellery bearing the
Spanish brand’s iconic
teddy bear image has
been created especially
for travel retail and was
launched on several
airlines this October.

“We had very interesting
meetings with existing
partners and met new
ones,” Hernandez
Rodriguez explained.
“We find TFWA World
Exhibition & Conference
a great event to help us
connect with landlords
and operators worldwide.
We used the ONE2ONE
meeting service and it
has helped us connect
with different people.”

A NEW DAWN

& Conference. “We
are getting a good feel
for Africa, and we are
currently negotiating a

new agent, which will
hopefully help us distribute in South America,”
Ng added.

Skin Care Institutes, and
three five-star SPA hotels
form the holistic world of
the brand.
Dr Irena Eris showcased
the wide range of product
collections, each featuring
different properties for
various skin types, such
as the Institute Solutions
range, including Lifting –
Perfect Anti-Wrinkle Day
Cream and Neuro-Filler
Eye Area Rejuvenating
Cream. The company
also showcased the
ProVoke range.

products are very gentle
yet effective, and they offer
something for everyone in
different directions of the
world. Being here allows
us to meet people from
different nationalities and
countries.”
Luxury cosmetics, the
network of Dr Irena Eris
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ADVERTISING FEATURE

“The inflight sales industry
is always complaining
about margin and the sales
performance of products
– challenging vendors
and concessionaires to
find solutions reducing
sales. The offering to the
consumer is similar across
most of the airlines, with
many of the products
readily available both
domestically and online.”
says Joachim Schaefer,
CEO, Schaefer Travel Retail.
“At the beginning of the
year, Schäfer Travel Retail
developed a special Air to
Home programme consisting of a separate catalogue
to the existing inflight sales
magazine, that stands not in
competition to it, but alongside, as the product range in
the Air to Home magazine is
much wider and focuses more
on baby and mother care,
house and kitchenware and
lifestyle items.
None of the products have
the same inflight constraints
of requiring tiny packaging necessary for inflight
sales. The products in the
Air to Home magazine are
not restricted by size – baby
strollers and kitchen machines
are already proving to be
the bestseller. Reaction to
this wider product offering
has been extremely positive,
inspiring the customer to
purchase, because as a
consumer the Air to Home
Magazine is different and
exciting to read.” continues
Schaefer.” “Placed in the seat
pocket, we’re able to share top
Western brands at attractive
prices. It gives the customer
a better shopping experience

as there is a price advantage
compared to the local market.
Another major advantage is
that the customer doesn’t
need to carry anything – they
can relax during their travel
and the parcel will be delivered to an address of their
choice at no extra cost.
Due to the new cross border
regulation, Chinese customers can purchase a certain
amount of products with high
tax savings. Even better for
them, Groupstar absorbs the
tax and gives the customer an
additional advantage.
With Hong Kong Airlines we
have already published four
magazines, issued quarterly.

OFFERING A WIDER CHOICE
OF PRODUCTS TO AIRLINE
PASSENGERS WITH FREE
HOME DELIVERY AND HIGH
TAX SAVINGS FOR CHINESE
(OR ASIAN) CUSTOMERS
Each has a new product launch,
which means the assortment
is changing much quicker
than experienced with existing
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inflight sales. For the Asian and
Chinese consumer the wellknown Western brands are of
the highest interest because of
the quality and price advantage
compared to the local market.
Furthermore, the Asian
customer trusts the airline and
so they are sure they won’t be
buying a fake product, which
often happens from online
shops in China – therefore a
major advantage for the Air to
Home purchase.”
The Logistic Centre of Groupstar, based in Hong Kong,
keeps stock and guarantees
the shipment of the products
on the day of purchase and
currently handles orders from
passengers across Asia.
Groupstar was set-up as a
joint venture between a Hong
Kong-based logistic specialist and Schäfer Travel Retail,
Germany. Schäfer, which has

long experience in travel retail,
has an excellent brand network
and an in-house design team.
“In Q1 2017 we will launch
Wechatpay in combination with an
app. That will further drive sales
and increase revenue.
In the industry there have been
discussions of a possible Air to
Home solution, but no-one has
really driven the idea forward and
worked out a concept like ours. Air
to Home is not only a magazine,
it’s an opportunity to generate
multi-sales to a customer who
is satisfied with outstanding
products and perfect service.”
If you want to learn more about
how we can bring more product
choice and onboard satisfaction to your airline customers,
contact Joachim Schäfer on
+49 (0) 2684/95 7013. E-mail:
jschaefer@spm-marketing.de.
Web: www.schaefer-global.com

EXHIBITION NEWS

Alwyn Stephen, President
and CEO of Beauty
Contact, had an exciting
announcement to make
in Cannes – 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
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DIAMOND SELECTION
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,
with Q1 2017 dedicated
to developing markets in
Europe.

“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 red and blue

Lambretta Watches
reported excellent news
at this year’s TFWA World
Exhibition & Conference.
As well as the appointment of its new Key
Account Manager for
the Asian market, Ailing
Seah-Langeland, Marketing Manager Christian
Hoffmann revealed:
“Lambretta Watches is
expanding in the Asian
market. We recently got

By engaging with its
customers Leonidas
believes it can stay
ahead of the curve in the
competitive confectionery
sector. Through its market
research, the Belgian
chocolatier found that
consumers are increasingly leaning towards
healthier choices when it
comes to confectionery –
and the brand has already
moved to cater for these
changing tastes. “People
are looking for products
with less sugar,” said
Nelly Sannwald, Travel
Retail Manager. “There’s
a clear trend towards
dark chocolate, so it
seemed a no-brainer
to introduce our new
all-dark collection.”
As well as launching the
Napolitains All Dark gift
box, Leonidas unveiled

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

TIME TO GROW
new confirmed listings
from both major Korean
airlines and Hong Kong
Airlines.”
New products launched
in Cannes included a
second generation update
on its classic Clo range,
which are waterproof

and have quick release
straps, new fabrics such
as suede, and the Imola
range, which has already
proved popular in the
Middle East.
The units showcasing the
products are new, which
Hoffmann reported has

led to a sharp increase
in sales. “The new units
make it easy to try
watches on, sales have
gone up 70% in the month
after they were installed
in Qatar Airport, which
is perfect for high traffic
stores.”

THE ART OF PERFUME

CHANGING
TASTES
extensions to its range
of luxury chocolates
with the introduction of
the 12-piece Leonidas
Coupes Assortment and
the 20-piece Leonidas
Supreme Ganaches
Collection.

The brand also
welcomed a new face to
the team in the form of
Salvatore Scalia, who
joined Leonidas six
weeks before the event
in Cannes as International Sales Director.

In the competitive perfume
and cosmetics categories,
SIRPEA reckons it has two
unique products that will
help elevate the brand
above its rivals. “There
were 2,161 perfumes
launched last year and I
think most of them have
forgotten the romance and
mystery of perfume,” said
Dario Belletti, President.
“They have forgotten the
art of storytelling.”
However, SIRPEA is
hoping to bring back that
lost art with its new Ars
Mirabile perfumes.
The collection of six
fragrances is inspired by
the tale of Caterina de’
Medici, who, in the 16th

century, hired a
perfume-maker
called Renato
Bianco to make
her more attractive to the King
of France, Henry
II, who she later
married.
Ars Mirabile’s
line has been
created using
Caterina’s notes
on the perfumes
Bianco created
for her.
SIRPEA also
launched a
new line of
eco-friendly
cosmetics –
Vegan & Organic.

SUBLIME CIGARS
With the limited edition
Balmoral Private Collection
25 having taken centre stage
on the Agio Cigars stand,
the company attracted a
lot of attention. The travel
retail exclusive assortment
of 25 cigars, presented in

a beautiful piano lacquerfinished 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
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Asia-Pacific Exhibition &
Conference earlier this year.
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.
Also being presented
in Cannes for the first
time were new Balmoral
Añejo XO cigars. Stormink
commented that Agio
Cigars has developed
numerous presentation
concepts, including
a bespoke Balmoral
gondola, to meet the
needs of different
accounts.
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MEADFA REGIONAL NEWS

The award-winning
Candy Cloud concept
opened in Bahrain in
September. The store
is home to top toy and
confectionery brands,
approximately
60sqm located in the
departures retail area
(1,500sqm) which
is currently being
refurbished.

A refurbished sunglasses department will open in Beirut Duty Free
this month. Space is doubling from 90sqm to 160sqm. The larger
footprint features a new Christian Dior eyewear zone and a number
of dedicated high visibility promotional areas for new launches.

ABU DHABI AND MUSCAT CONTRACTS
MAIN HIGHLIGHTS FOR AER RIANTA
INTERNATIONAL MIDDLE EAST
Aer Rianta International
(ARI), the retail subsidiary
of Dublin Airport Authority
(DAA) enjoyed an increase
in total turnover of around
12.8% (€110 million) in
2015 (€970 million, up from
€860 million in 2014).
The Middle East is a very
important region for ARI, with a
notable 10-year contract win in
Abu Dhabi last year covering the
perfume, cosmetics, sunglasses,
and fashion jewellery categories
at the new Midfield Terminal in
Abu Dhabi and the renewal of
the Muscat duty free contract for
the same period. Both were won
against stiff competition.
Here, we summarise ARIME’s
progress in five main locations
– Bahrain, Oman, Beirut, Delhi
and Cyprus.

BAHRAIN
• Major refurbishment project
started in July, aiming for
completion by year-end.
• Introduction of the First
Johnnie Walker house in
the region.
• Award-winning Candy
Cloud concept opened in
Bahrain in September. The
store is home to top toy
and confectionery brands,
approximately 60sqm located
in the departures retail area
(1,500sqm) which is currently
being refurbished. Fun and
innovative, it is aimed at the
young and young at heart.

MUSCAT
• Won the contract for the
main duty free at the new
Muscat International airport
for 10 years.
• Retained Oman Air inflight
contract for three years.
• New cigar outlet has improved
the range and offers.
• Launch of Sindbad online
store in partnership with
Oman Air’s frequent flyer
programme.

BEIRUT DUTY FREE
• Showing great resilience in
the face of continuing political
difficulties. A refurbished
sunglasses department will
open this month. Space is
doubling from 90sqm to
160sqm. The larger footprint
features a new Christian Dior
eyewear zone and a number
of dedicated high visibility
promotional areas for new
launches. The ever-popular
RayBan brand is also
positioned very prominently in
the store.
• New brands included for
the opening include Saint
Laurent, Bottega Veneta,
and Boucheron, with the
following being added
for the spring-summer
2017 collection: Chloe,
Ferragamo, and Ellie Saab. A
major refurbishment of the
perfumery offer is scheduled
for early 2017. Major crosscategory promotions will
start in mid-November

and continue for the
festive season in perfume,
cosmetics, electronics, liquor,
and tobacco.

CTC-ARI (CYPRUS AIRPORTS
DUTY FREE)
• The Joy of Summer campaign
proved to be a real hit with
customers and highlights
the importance of genuine
retailtainment in enhancing
the customer experience.
• New sunglasses store in
central Larnaca location
achieving double-digit growth
compared to last year.
• Average passenger spend is
a challenge, consequently
there is a greater emphasis
on the whole selling process
to ensure sales assistants
have the correct skills to
maximise the sale. The
ARI Way advanced selling
programme has continued
improvement of overall retail
standards.
• Reduction in Russian
passenger numbers and
spending in the Larnaca
and Paphos airport outlets,
along with exchange rates,
impacted on performance
in 2015. Much customer
feedback has been sought
from Russians as to what they
want to buy in the future.

record-breaking liquor, beauty
and confectionery sales. Delhi
Duty Free recorded its fifth
successive year of sales
growth since start-up in
2010 with turnover up by 9%
to €140 million.
• Higher focus on shop and
collect through multiple
initiatives since May 2016
has resulted in more than
50% growth in shop and
collect sales.
• P&C ‘Glam Festival’ in arrivals
& departures featuring
experiential promo elements,
discounts on bestsellers and

free makeovers.
• DDFS recently launched
an Android version of its
mobile app. The app was an
immediate success, with over
4,000+ downloads in 45 days.
• Refurbishment works have
started on all existing stores
in arrivals & departures.
The new shops are based
on a walkthrough concept to
encourage greater penetration
and longer dwell time. With
an expected investment of $9
million-plus, the new shops
are planned to open by the
end of 2018.

DELHI DUTY FREE
• Achieved its highest-ever
monthly sales in June 2016
($13.9 million) driven by
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At Cyprus Airports Duty Free, the Joy of Summer campaign proved to
be a real hit with customers and highlights the importance of genuine
retailtainment in enhancing the customer experience.
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Morocco’s International
Duty Free Shops (IDFS)
posted a 3% sales
increase in the first
nine months of 2016 – a
notable result considering the geopolitical
factors and terror atrocities that have affected the
region and Europe.
IDFS reports that European
traveller numbers dropped
at the beginning of the year,
but business started picking
up in the third quarter. As of
September, passenger traffic
has grown almost 2%, with
the demographics slightly
changing with a decrease in
European passengers and an
increase in passengers from
the Middle East, Asia, and
North Africa.
IDFS has remained optimistic
and continued to invest,
beginning with the new
arrival shops in Casablanca
and Agadir to replace the
temporary arrival kiosks – a
project completed in April
2016. Refurbishment of the
Casablanca Fashion & Style
Boutique, bringing in new

brands including Coccinelle,
Furla, and Guess, was also
completed in April. Relocation
of the Casablanca Lacoste
Boutique and launch of the
new store concept in a larger
space was completed in
August 2016.
Meanwhile, opening of the
Tantoco Corporate Center has
consolidated IDFS’ warehouse
and head office operations.
This has doubled warehouse
capacity and tripled office
space, which has been a
milestone for IDFS.
The new shop in the new
Marrakech Airport was
recently completed and is
set to open in November. It is
more than twice as big as the
existing shop.
In early 2017, IDFS will
open two new stores in
Casablanca Airport’s

Terminal 1 and is excited
to see the new terminal
come to fruition. IDFS will
have two locations covering
about 400sqm each. Shops
will be located on the first
and second levels, allowing
it to capture passengers at
different points.
The Moroccan duty free
market is evolving. Its
long-time partners at
ONDA – the Moroccan
Airports Authority – are
continuing to modernise
and keep up-to-date with
world standards. Larger

airports are being developed to accommodate
the growing number of
business and leisure
travellers visiting Morocco.
Passenger demographics
are also changing. For 2016,
there have been notable
increases in the following markets: Middle East,
Africa, North America, and
Asia. While its main market
remains the French and
European passengers, these
notable increases show that
Morocco is evolving. This can
be attributed to the increase
in flights and destinations of
Morocco’s flag carrier, Royal
Air Maroc.
Morocco’s travel retail
market is evolving and is
doing so at a rapid pace. This
is where IDFS excels, as it
is able to quickly respond to
market needs.
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MAZAYA ARE PLEASED TO ANNOUNCE
THAT THEY WILL SERVING SHISHA
DURING THE LUNCH ON 29
NOVEMBER (THE SECOND DAY OF THE
MEADFA CONFERENCE).
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