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welcome message

Introduction

Striving for
Perfection
There are various definitions of
‘Perfection’ but ‘the highest degree
of proficiency, skill, or excellence’
is perhaps the most appropriate in
our industry terms. Perfection is not
easy to reach in any sphere of life.
It is however, and always should be,
our goal – and that is why we have
chosen Striving for Perfection as our
Conference theme this year.
During the course of the Conference our
excellent line-up of speakers will explore
how new approaches in key areas of
retail are enabling operators and brands
to engage the travelling consumer more

effectively. We have worked hard to bring
you a speaker line-up that will truly
address the theme and are hopeful that
the presentations and discussions will
mirror and build on the success of TFWA’s
inaugural China’s Century conference
held in Beijing this March. China’s Century
was, in all respects, a great success with
the 370 delegates generally agreeing that
the content was excellent. We’re delighted
to confirm that the next China’s Century
event will take place in 2015 and details
will be announced in due course.
On to this morning, and TFWA is delighted
to welcome one of Asia’s longest-serving
and most respected statesmen,

TFWA is delighted to welcome one
of Asia’s longest-serving and
most respected statesmen, Dr
Mahathir bin Mohamad, to
Singapore.

WiT meeting
today, 17:30
Please note that the Women in
Travel (WiT) meeting takes place
immediately after today’s TFWA Asia
Pacific Conference, which is scheduled to finish at 17:30. The meeting
will be held in the TFWA Asia Pacific
Bar, located on Level 4 of the Marina
Bay Sands Expo & Convention
Center. All Women in Travel are
welcome to attend.
This year’s WiT charity is A Drop of Life – an
NGO in Hong Kong that brings water and
hope to remote villages in China. WiT is
aiming to raise enough funds to build water
cellars providing water for one or two
households (each costs less than €250)
or contribute to a water dam sufficient to
supply one whole village at a cost of around
€40,000, depending on the scale.

Dr Mahathir bin Mohamad, to Singapore.
If Asia is today the engine of growth,
not just in our industry but in the world
economy at large, it is thanks to the
efforts of visionary leaders such as
Dr Mahathir.
We are very pleased he is here to share
his vision with us.
Dr Mahathir follows the traditional
state of the industry address by TFWA
President Erik Juul-Mortensen and an
update on regional challenges by Sunil
Tuli, President, APTRA and Managing
Director (Duty Free & Travel Retail), King
Power Group (HK).
We’re also delighted to welcome Diageo
President Asia Pacific Gilbert Ghostine,
who will provide a perspective from one
of our industry’s most important brandowning companies. Leading Chinese
economist Dr Fan Gang, meanwhile, will
give his expert opinion on how the recent
leadership changes in China will influence the country’s future direction.
An exciting programme of workshops
follows, designed to elaborate on
the overall conference theme. We’ve
gathered a number of speakers who are
very well placed to discuss the different areas of retail best practice to be
explored. We trust there are topics to suit
everyone’s specific interest – see today’s
Daily for more information.
Lunch, of course, takes place in between
and, alongside the general Business
Networking Lunch, we are holding
another TFWA Industry Association

RESTAURANTS
E X C L U S I V E LY
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Working Lunch to update invited
delegates on regulatory and other issues
facing the industry in Asia Pacific and
beyond. Please note that this lunch is not
open to press.
I would urge all delegates attending
the Conference to then respond to the
online evaluation forms, which will be
distributed after the event. These provide
us with vital feedback, enabling us to
develop and improve our future events.
Finally, I would like to thank all the
sponsors of today’s Conference: Qatar
Duty Free, Changi Airport Singapore,
Ferrero, Perfetti Van Melle, Oilily
and Lacoste. Your support is very
much appreciated.
I look forward to meeting you all for a
post Conference drink at the TFWA Asia
Pacific Bar on Level 4 of the Marina Bay
Sands Expo and Convention Center. In
this case, definitely the Perfect end to a
stimulating day!

Thom Rankin
Vice-President Conferences
& Research, TFWA

Reminder
of new
locations

D E L E G AT E S :

Within the Marina Bay Sands
Expo & Convention Center
• Exhibition/One2One Lounge/
Press Centre & registration desks:
Basement 2

Special TGV 60
Minute lunch menu
at $55++
The Shoppes at Marina Bay Sands
L2-01, Atrium 2
Tel: 6688 8513

10% DISCOUNT on
menu «A la carte»
with a complimentary
glass of wine

15% discount off ala
carte food & drinks

Complimentary Italian
Soda with Every Pizza

10% off on ala carte
food & drinks

The Shoppes at Marina Bay Sands
Restaurant: Galleria Level, B1-15
Tel: 6887 3311

The Shoppes at Marina Bay Sands
2 Bayfront Avenue L1-81
Tel: 6688 7367

The Shoppes at Marina Bay Sands
B1-42-46, Galleria Level
Tel: 6688 8522

The Shoppes at Marina Bay Sands
B1-01A, Galleria Level
Tel: 6688 7395

TERMS & CONDITIONS
• Valid for lunch & dinner
• Valid on all ala carte food & drink
• Discount is not valid with any other promotions, discounts, offers, vouchers or set menus
• Offer valid from 12th May 2013 - 16th May 2013
• Guests would be requested to show their event badge/ entry ticket when they request for the bill

RESTAURANTS

• Conference/Workshops &
TFWA offices: Level 3
• TFWA Asia Pacific Bar: Level 4

FREE WiFi
Free WiFi is available inside the exhibition
hall, starting on Tuesday.
Connect to: TFWA AP 2013

TFWA LinkedIn Group
TFWA has launched a LinkedIn Group, which is an ideal
place to go for the latest news on TFWA Asia Pacific
Conference & Exhibition. Join the TFWA Group.

www.tfwa.com
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After hours
The popular social programme at TFWA Asia
Pacific Conference & Exhibition provides fantastic
opportunities to relax and network outside
business hours. The range of events is the perfect
complement to a busy week on the exhibition floor.

TFWA Asia Pacific Bar
Monday 13 May to Wednesday 15 May, 18:00-19:30 (except on Monday, open from 17:45)
Level 4, Marina Bay Sands Expo & Convention Center
The TFWA Asia Pacific Bar, which this year features an outdoor terrace, has
become firmly established as the ideal onsite networking venue. It is perfect
for informal meetings or a break from the exhibition floor. Delegates can
conclude their day with complimentary drinks from 18:00.
The bar will open today from 17:45 to provide optimum networking opportunities
following the TFWA Asia Pacific Conference.

The DFNI Asia/
Pacific Awards
for travel-retail
excellence 2013

DFNI Asia/Pacific Awards for travel-retail
excellence 2013 recognise the achievement
of the Asia/Pacific travel retail industry,
with awards in several categories decided
by a vote open to all companies operating
in the region.

Tuesday 14 May, 18:00
Marina Bay Sands Expo &
Convention Center

Open to all TFWA Asia Pacific Conference &
Exhibition participants.
Dress code: Business

Tuesday 14 May, 19:30
Mandarin Oriental, Hotel poolside

SINGAPORE

WEDNESDAY 15 MAY

ALKAFF MANSION

Kindly sponsored by:

This year’s Chill-Out Party features a playground
theme. The focus is firmly on fun, with pinball, pool,
darts and table football among the many games to
be played. Also on offer will be relaxing massages by
professional therapists.
By invitation only
Dress code: Casual
A shuttle service will operate from all major hotels

19.30

TRB Live Music Night
Chauffeur Service
Wednesday 15 May, 19:30, Alkaff Mansion
The Singapore Swing Party is always a highlight of
the week. This year guests will be transported back
to the roaring twenties for a night of dining, dancing,
jazz and casino entertainment at one of Singapore’s
most spectacular venues. The historic Alkaff
Mansion provides a sumptuous setting, looking
out over its 19-hectare park.
By invitation only
Dress code: Smart Casual
A shuttle service will operate from all major hotels
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The Travel Business magazine will be
running a complimentary chauffeur car
service to and from Chijmes for its Live
Music Night at Club Lava on Monday May 13.
Pick up will be from 21:00-23:00 hours at
the following hotels: Marina Bay Sands, Pan
Pacific, Mandarin Oriental, Marina Mandarin,
and Ritz-Carlton.

GETTING THE MOST OUT OF
TFWA ASIA PACIFIC
CONFERENCE & EXHIBITION
TAKES A LITTLE APPLICATION

BRINGING
NGING
TOGETHER
THE DUTY FREE &
TRAVEL RETAIL INDUSTRY
IN ASIA PACIFIC

Singapore
12-16 May 2013

Please look out for the hostess in the
reception area who will call a dedicated car
on request. Cars will pick up guests from the
Chijmes area and return them to any of the
hotels listed above from 23:30 hours to 01:00
hours. Look for the hostess in the car park
area. Please ensure you have your TFWA AP
badge with you.

BRINGING TOGETHER
THE DUTY FREE & TRAVEL RETAIL INDUSTRY
IN ASIA PACIFIC
Singapore
12-16 May 2013
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Non contractual visuals

So we’ve created one for you!
Download it from tfwa.com

www.tfwa.com

one2one meetings service

ONE�ONE
meetings
service
The commercial area at Chongqing
Airport currently totals 14,000sqm,
including 6,500sqm for retail and
7,500sqm for food & beverage
(F&B). The best selling categories
are local products, clothing and
shoes, and jewellery.

TFWA ASIA PACIFIC CONFERENCE & EXHIBITION monday 13 may 2013

The ONE2ONE pre-scheduled meetings service
is firmly established as a key component of
the TFWA Asia Pacific Conference & Exhibition
agenda. A strong delegation of the region’s most
dynamic and rapidly-expanding airports and
airlines are participating again this year. Here,
we profile a selection of the airports. Further
profiles will appear throughout the week.

ONE2ONE with:
Chongqing Airport Group Co., Ltd.

The airport’s expansion plans include
the new Terminal 3 and a third runway
– projects that will be completed in
2015. Gao Yali, Manager of Commercial
Management Department, Chongqing
Airport Group Co., Ltd, explained that the
tender process for the commercial area
will be undertaken in mid-2014. “The
planned commercial area in Terminal T3A
is 32,745sqm, including 19,876sqm for
retail and 12,869sqm for F&B.”
Yali added that the airport has five strategies to maximise commercial revenues:
• Price strategy – follow a value-formoney policy;
• Service strategy – provide service to
satisfy customers’ demands;
• Brand strategy – make the business a
brand worthy of a world-class airport;
• Value strategy – benefit society and
the airport by making full use of
commercial resources; and

• Sustained planning strategy: by
sustained planning, to perfectly meet
changing demands.

ONE2ONE with:
Haikou Meilan
International Airport

Chongqing Airport’s objective at the
ONE2ONE meetings is to meet important
commercial partners in preparation for its
promotion of the new Terminal 3 next year.

Hainan – a tropical island located
at the southern tip of China – was,
importantly, awarded offshore duty
free status in 2011, as part of the
Chinese Government’s Offshore
Duty Free Policy to boost Hainan’s
status as a principle destination for
Chinese tourists.
This means that visitors from mainland
China can purchase duty free items during
their visit to the island.
Since then, Haikou Meilan has enriched
its offer and developed its product
categories in accordance with consumer
research, and increasing demand for
variety and luxury.
The airport’s objective in the ONE2ONE
Haikou Meilan International Airport’s retail
offer includes 18 categories and 120 brands.
Five international luxury boutiques, including
Coach, were opened at the airport last year.
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The new Terminal 3 at Chongqing Airport is
scheduled to open in 2015. The airport’s objective
at the ONE2ONE meetings is to meet important
commercial partners in preparation for the
tender process, which will begin in mid-2014.

meetings is to find the right partners for the
transformation of part of its retail area. In
July last year, Haikou Meilan augmented its
comprehensive, high-end shopping experience
with the opening of five international luxury
boutiques – Coach, Salvatore Ferragamo,
Emporio Armani, Burberry and Tod.
Haikou Meilan’s retail offer includes
Sectors A, B and C, with 18 categories and
120 brands represented. Fragrances and
cosmetics are the best-selling categories,
accounting for around 40% of total sales.
The airport’s goal in 2013 is to achieve
total sales of RMB800 million (US$130m).
In November 2012, three new product
categories were approved for duty free
sale at Haikou Meilan – toys, beauty and
healthcare equipment, and table and
kitchenware. There are plans to transform
Sector A into an area containing these
new categories, as well as the Cocoa Tree
candy area and the Fashion District.

www.tfwa.com
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WELCOMING cocktail
Last night’s Welcoming Cocktail took place at the iconic Raffles Hotel. It was the ideal
opportunity to relax with friends old and new before a busy week of business.

8 – TFWA DAILY
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01 Sunil Tuli, President, APTRA and Managing Director (Duty Free & Travel
Retail), King Power Group (HK); Colm McLoughlin, Executive Vice Chairman,
Dubai Duty Free; Peter Sant, Managing Director, Rémy Cointreau Global Travel
Retail; Anna-Marie Sutcliffe; John Sutcliffe, Travel Retail Advisor; Breeda
McLoughlin; and Tan Lye Teck, Executive Vice President Airport Management,
Changi Airport Group.

welcoming cocktail

01

02 Elisa Franceschini, Project Manager, Nauset Beach Design; Barry Fitzpatrick,
Managing Director, SKYlink; Gerry Munday, Global Travel Retail Director, Furla;
Alessandra Visconti, Vice-President Corporate, TFWA; Thomas Wesch, Managing
Director, SKYlink; and Vivian Li, Travel Retail Manager, Furla.
03 Susan de Vree, Manager Global Travel Retail, Perfetti van Melle; Søren
Terndrup Hansen, Managing Director, Storck; Nelly Sannwald, International
Account Manager, Storck; Hatthaya Santisettachai, Representative, Jacobsens
Bakery; Rolf de Hoogh, Area Manager Global Travel Retail, Perfetti van Melle;
and Laurens Krijgsman, Area Manager Travel Retail, Perfetti van Melle.
04 Juha Ovaska, Export Director, Fazer Bakeries & Confectionery; Katja
Santala, Key Account Manager, Fazer Confectionery; Wasilah Dajany, Travel
Retail Executive, Haribo; and Manuel Coronilla, Head of Travel Retail, Haribo.
05 Pierre Hermé; Barbara Hermé, Designer of Barbara Rihl; Peggy McGratty; and
Richard McGratty, Managing Director, McG Consultants.
06 Kevin Galbraith, Sales Director, Morgan & Oates; John
Sime, Vice President Retail Service, Emirates; Jeremy
Ong, Asia Travel Retail Sales Manager S.E. Asia, Edrington
Singapore.

02

07 Sabine Parmentier, Membership & Administration
Co-ordinator, TFWA; Stuart Bull, Consultant, Valrhona;
and Eric Carlier, Business Development Manager BtoC
Activities, Valrhona.

03
04

08 Sarah Branquinho, Business Relations & External Affairs
Director, World Duty Free Group; Erik Juul-Mortensen,
President, TFWA; and Jeannie Archer, Sales/Development,
Morgan & Oates.
09 Barry Geoghegan, Managing Director, Barry Global
Innovation; Lorraine Smith, Scorpio Worldwide, PA to Richard
Kennedy; Richard Kennedy, Sales & Marketing Director,
Scorpio Worldwide; James Kfouri, Director of Sales Australia,
New Zealand & Southeast Asia, Wonderful Pistachios; and
Philip Geeraert, Director International Sales, Neuhaus NV.
10 Nandhini Srinivasan, Marketing Manager, Flemingo; Paul
Topping, Director – Global, Flemingo; and Rupert Firbank,
Commercial Director Global Travel Retail, Accolade Wines.
11 Kelvin Chow, Manager – Station Retail, MTR; Yip
Lai Ya Gloria, Commercial & Development Manager –
Station Retail, MTR; and Jeremy Ong, Asia Travel Retail
Sales Manager S.E. Asia, Edrington Singapore.

05

07

06

09

08

10

11
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02

01

Making
the cut
Yesterday saw 64 participants take
to the fairways of the stunning
Sentosa Golf Club, Tanjong Course,
for the annual TFWA Asia Pacific
Golf Tournament in partnership
with Interparfums.
A highlight of the TFWA Asia Pacific
Conference & Exhibition social
programme, the tournament provided a
great chance for the delegates to get to
know each other outside of the professional setting at one of the world’s finest
and most exclusive golf clubs. Golfers
were grouped into fours, with players from
previous years even being given the choice
of playing with friends (or rivals) made
from tournaments past. Not only that,
but there were several lucrative prizes
on offer for some of the best players,
courtesy of some of TFWA’s generous
exhibiting companies.
The pressure was on for pre-tournament
favourite Paul Sherlock of Planet Wine
Ltd, and his handicap of five, but in the

end it was Julian Mullins of Pandora
International who was crowned overall
best player of the day, finishing with a
final scorecard of four over par. Stepping
up his game when it mattered, Julian
managed to better his official handicap
of eight to take away a brand new set of
Calloway irons, complete with matching
bag. Second and third place went to Kenny
Beh of Mitch & Marc and Filip van der
Vyver of Leonidas.
There were also prizes awarded in two
specialist categories – closest to the
pin and longest drive, in both men’s and
women’s categories. Closest to the pin
was Julian Levy of Valiram Group at three
metres, and Jessica Tay of Mitch & Marc,
with four metres. For the longest drive,
Rabih Sfelah drove a remarkable 250
metres (equal to the average distance of
a PGA Tour Top 200 professional) whilst
Nancy Miller drove 150 metres – their
prize, a brand new Calloway driver with
matching cover.

03

04
01 Art Miller, Revlon Travel Retailing; James
Kfouri, Wonderful Pistachios; Andrew Webster,
Premier Portfolio; and Garry Maxwell, Premier
Portfolio.
02 Peter Sant, Rémy Cointreau; Renauld Boisson,
Interparfums; Alwyn Chong, Luxasia; and Kevin
Chiang, Ever Rich. Taken shortly before their
long drive attempts. Unfortunately, none of them
managed to hit the fairway!
03 Sergio Clevall, Distilerias Campeny; Giles
Marks, Maui Jim Sunglasses; Paul Sherlock,
Planet Wine; and Rob Nichols – World of Patria
04 Frédéric Garcia-Pelayo, Vice-President
Finance, TFWA; Julian Mullins, Pandora
International; Cécile Lamotte, Marketing Director,
TFWA; and Renaud Boisson, Interparfums
Singapore. Deserved winner Julian posted the best
score of the day.

05
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05 Say Lin, Mitch & Marc; Nancy Miller, Revlon;
Jasmine Setin, Tequila Corralejo; and Jessica Tay –
Mitch & Marc. One of the day’s all-female quartets
– a formidable group including both the long drive
champion and the closest to the pin champion.

www.tfwa.com
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china’s century conference

TFWA China
Conference
sets new
standard
Ian Hill reports

TFWA/APTRA’s inaugural conference on China held in Beijing, 6-7
March, delivered an outstanding
two days of presentations to 372
delegates from 200 countries.
While most speakers painted a highly
positive picture of growth opportunities
in Chinese travel retail, others urged
delegates to take a cautious approach.
Erik Juul-Mortensen, President, TFWA,
set the scene. “We are only at the beginning of the air travel boom in China,”
he said. “Aviation analysts predict that
passenger numbers in China, domestic
and international, will quintuple to reach
around 1.5 billion by 2030. The question
is, are international brands ready for this
huge opportunity?”
APTRA President Sunil Tuli cautioned
that the entire industry should be alert
to dangers that may threaten any one
category, such as tobacco, and should
work together to protect the interests of
all. Dong Zhiyi, Executive Chairman of
the Board of Beijing Capital International

www.tfwa.com

Airport (BCIA), said that his airport aims
to become the number one airport in the
world. His colleague Zhang Wei, VP, BCIA,
spoke about ways of stimulating travel
and retail, including a new 72-hour visafree transit policy, extended retail areas in
the terminals and how BCIA will approach
high-end brands on a one-to-one basis in
order to secure the desired product mix
for their passenger profile.
Charles Chen, VP, China Duty Free Group,
reported an annual revenue increase in
2012 of +30% year-on-year – higher than
the growth rate of +21% in Asia Pacific
as a whole. During the Golden Week
in February, the Sanya Duty Free store
achieved revenue of $24 million.
“China is no longer an emerging market,”
said Philippe Schaus, CEO, DFS. “It is
a highly developed market with great
potential, but not one big market. One
size does not fit all and you have to be
flexible to meet the growing sophistication of the new Chinese consumer.” DFS
will partner with HNDF (Hainan Provincial Duty Free Co Ltd) at the operator’s
first off-airport store at the Mission Hills
Tourism Town Center in Haikou, Hainan
Island to be a centre of shopping, leisure
and entertainment.
China’s aviation landscape and its
commercial potential were analysed by
three experts in the region. Peter Harbison, Executive Chairman CAPA – Centre

for Aviation, summarised China’s aviation
policy and its impact on airlines; Wolfgang
Weil, Chief Operations Officer, Xi’an
Xianyang International Airport, illustrated
how current commercial strategies
are being put into practice; and John
Woodhouse, Head of Business Development, China & East Asia, Aer Rianta
International, outlined the retailer’s
perspective and how passengers must
understand the retail offer better.
Sunil Tuli, President, APTRA and Managing Director (Duty Free & Travel Retail),
King Power Group (HK), warned travel
retailers to take note of how Chinese
consumers have evolved and cater to
their needs. Freda Cheung, CEO Canada,
World Duty Free Group, explained how
Vancouver Airport has boosted the influx
of visitors from China by implementing a
dynamic marketing plan and a commercial offer tailored specifically to the needs
of this group, whilst Emmanuel De Place,
CEO, LS Travel Retail ASPAC, emphasised
that “a generic experience will simply
not work.” His company had just been

awarded a 1,700sqm luxury and fashion
contract at the new domestic Terminal 3
at Shenzhen Airport, which will open later
this year.
Andrew Wu, LVMH Group President,
Greater China, discussed how Chinese
consumers have emerged from decades
of material deprivation to enter an era of
domestic consumption in the space of just
one generation. Andrew Stockwell, VP Asia
Pacific, Forrester Research, described how
empowering the consumer will revolutionise the way brands and retailers will
operate. Garry Stasiulevicuis, MD, Counter
Intelligence Retail, offered a detailed
analysis of Chinese customer motivations
when shopping in duty free specifically.
Rupert Hoogewerf, Chairman of the
Hurun Report, humorously explained the
purchasing motivations of the wealthiest
members of Chinese society, known as
the ‘Xingui’, or ‘new aristocracy’, and their
implications for luxury brands. Francis
Gros, Group Travel Retail Director, Luxottica, talked about designing sunglasses
to suit Asian faces and Patrick Bouchard,
Global Travel Retail Managing Director,
Puig, spoke about their fragrance and
cosmetic products adapted specifically for
the Chinese consumer.
Perhaps the most extraordinary address
came last when Rui Chenggang, Anchor
and Director for the CCTV Business
Channel, presented a fascinating summary
of the business and political landscape
in China designed to help the audience
understand the Chinese consumer better.
His bold, insightful comments on what was
wrong in Chinese society and how such
problems could be addressed were made,
ironically, when a new leader was being
sworn in just up the road.
112 meetings were organised through the
ONE2ONE appointments service, which
puts airports and operators in touch with
brands and distributors. Most agreed that
the quality of speakers and presentations
at this first TFWA China’s Century
Conference set a new benchmark for
conference content.
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Conference &
Workshops
The theme of today’s TFWA Asia Pacific Conference
is ‘Striving for Perfection’. The high profile
speaker line-up will offer engaging insights and
perspectives on achieving perfection in Asia Pacific
travel retail. The workshops will similarly address
different aspects relating to the central theme.

Monday 13 May 2013

11:30-13:15 Morning Workshops

09:00-11:00 Morning Plenary

Please note: Workshops A & B run simultaneously

Cassia Conference Hall, Level 3, Marina Bay
Sands Expo & Convention Center

In his state of the industry address,
TFWA President Erik Juul-Mortensen
will explore how the Asia Pacific market
has emerged as the industry leader,
and explain the theme of this year’s
conference, ‘Striving for Perfection’.
Sunil Tuli, President, APTRA and
Managing Director (Duty Free & Travel
Retail), King Power Group (HK), will
update delegates on the challenges
to growth faced by the regional
industry today, and how industry
associations are working together
to drive the business forward.
Dr Mahathir bin Mohamad, former Prime
Minister of Malaysia and the country’s
longest-serving leader, will deliver the
keynote address. Dr Mahathir will discuss the
challenges he overcame in helping position
Malaysia as a leading economy in SouthEast Asia, and will look at the geopolitical
challenges ahead for Asian economies.
Gilbert Ghostine, President Asia Pacific,
Diageo, will provide a perspective from
the world’s leading premium drinks
company and owner of some of travel
retail’s biggest brands.
Dr Fan Gang, Director, China National
Economic Research Institute and Chairman,
China Reform Foundation, will look at future
demand for luxury goods among Chinese
shoppers, and at the influence of exchange
rates on consumer trends.

Moderators:
John Rimmer,
Conference Research & External Affairs
Director, TFWA
Trevor Lai, Presenter « Thoughtful China »

13:15-14:30

Workshop A: Perfect Journey

Workshop B: Perfect Pitch

Business networking lunch

Cassia Conference Hall, Level 3, Marina
Bay Sands Expo & Convention Center

Begonia Conference Hall, Level 3, Marina
Bay Sands Expo & Convention Center

Heliconia Ballroom, Level 3, Marina Bay
Sands Expo & Convention Center

Despite the undoubted progress made
in creating more attractive travel retail
environments, current penetration
rates across the world leave plenty of
room for improvement. For too many
travellers, shopping while travelling is an
afterthought rather than a “must”. How
can airports, retailers and brands ensure
that retail is an essential component of
the “perfect journey”?
This session will explore how terminal
layout, store design, retail branding and
out-of-store promotions can “interrupt”
the travelling consumer, delighting and
surprising them in order to encourage
footfall and, ultimately, sales. Our
panellists will also look at means to
communicate more effectively at various
stages of the traveller’s journey, from
planning the trip to their arrival at
destination.

In an industry such as duty free and travel
retail, in which success depends on the
involvement of a number of different
stakeholders, solid partnerships are
essential. This workshop will assess how
closer cooperation between different
parties can enhance the retail proposition
for the customer – resulting in the
“perfect pitch”.
What new approaches are airports
and retailers adopting in order to work
together more effectively? What are the
keys to an effective, durable partnership
between travel retail stakeholders? These
and other questions will be discussed in a
session designed to explore the power of
partnership.

Lorenzo C. Formoso, Chief Operating
Officer, Duty Free Philippines
Faizah Khairuddin, Senior General
Manager of Commercial Services,
Malaysia Airports Holding Berhad
Ian Taylor, Global Marketing Manager,
William Grant & Sons

Moderator: Dermot Davitt, Vice Chairman
and Editorial Director, The Moodie Report

Monet S. Aluquin, Assistant Vice
President, Airside Concessions Division,
Changi Airport Group
Steffen Brandt, Chief Executive Officer,
Heinemann Asia Pacific Pte Ltd
Eva Yu, Managing Director, L’Oréal Luxe
Travel Retail Asia Pacific

Moderator: John Sutcliffe, Travel
Retail Advisor

TFWA Industry Association
Working Lunch
Begonia Meeting Room, Level 3, Marina
Bay Sands Expo & Convention Center
By invitation only – Not open to the Press
This working lunch will provide industry
stakeholders with an opportunity to
discuss regulatory and other issues
facing the industry in Asia Pacific and
beyond. Senior representatives from
industry associations will give an update
on progress and on the likely next steps
regarding various challenges to the
regional and global business.
Erik Juul-Mortensen, President, Tax Free
World Association
Sunil Tuli, President, Asia Pacific Travel
Retail Association and Managing Director
(Duty Free and Travel Retail) King Power
Group (Hong Kong)
Sarah Branquinho, President ETRC &
Business Relations & External Affairs
Director, World Duty Free Group
Sean Staunton, President, Middle East
and Africa Duty Free Association, and Vice
President – Operations, Dubai Duty Free

Moderator: Michael Barrett,
Executive Officer, Asia Pacific
Travel Retail Association

Translation available in Mandarin
and Japanese for the Morning
Plenary and Workshop A

11:00-11:30
Business networking with coffee
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14:30-16:15 Afternoon Workshops
Please note: Workshops C & D run simultaneously

Workshop C: e-Perfect
Cassia Conference Hall, Level 3, Marina
Bay Sands Expo & Convention Center
For premium brands and the retailers
that sell them, digital and social media
offer rich marketing possibilities, and
are increasingly the first point of contact
with the travelling consumer. However, a
poorly-managed online presence can do
more harm than good. How can the duty
free and travel retail industry harness
social media to best effect, and what are
the traps to avoid?
The e-Perfect workshop will feature
contributions from social media experts
and from travel retail companies with
wide experience in online marketing.
John McDonnell, President, International
and Chief Operating Officer, Patrón Spirits
International
Stephenie Rodriguez, CEO, Sticki
Digital Media
Jens Thraenhart, Co-Founder,
Dragon Trail
Sang J. Ahn, Head of Consulting, Incheon
International Airport Corporation

Moderator: Amanda Felix, Publisher,
Duty-Free News International
Translation available in Mandarin
and Japanese

Workshop D:
Perfection Personified

conference & workshops programme

2013 conference
& workshops
sponsors:
Diamond:

Begonia Conference Hall, Level 3, Marina
Bay Sands Expo & Convention Center
In any retail business, the “human touch”
can be the difference between a “sale” or
a “fail”. In an industry as diverse as travel
retail, in which the customer base and DARK BACKGROUND
its expectations are uniquely varied, the
Platinum:
interaction between customer and staff is
central to success.
The Perfection Personified workshop
will explore how fresh approaches to
staff training and human resources
programmes are ensuring that the
1 colour print
industry’s ambassadors on the shop floor
or inflight have the tools not just to serve
each customer effectively, but to ensure
Conference morning coffee break:
that the customer comes back and spends
again.
Rachael Green, Recruitment & Employee
DARK BACKGROUND
Development Manager, Dubai Duty Free 1 colour print
John Garner, Group Deputy Chairman and
President Asia Pacific, DFASS
Andrew Gardiner, General Manager
Conference afternoon coffee break:
Retail, Sydney Airport
Trevor Lee, Managing Director,
TravConsult

Moderators:
Doug Newhouse, Editorial Director, Travel
Retail Business
Trevor Lai, Presenter « Thoughtful China »

Conference portfolio:

16:45-17:30
Closing Plenary
Cassia Conference Hall, Level 3, Marina Bay
Sands Expo & Convention Center

The closing session of the conference
will provide two powerful perspectives on
today’s travelling consumers, and on the
challenges the industry faces to better
serve them.
In order to help its members better
understand why so many travellers
continue to avoid purchasing in duty
free and travel retail stores, TFWA
recently commissioned a global study on
“non-shoppers” from industry research
specialist Counter Intelligence Retail.
The results make fascinating reading and
offer real insight into the steps landlords,
retailers and brands need to take to
improve penetration rates.
Counter Intelligence Retail Managing
Director Garry Stasiulevicuis will present
highlights of the report plus conclusions
on the main barriers to purchase among
today’s travelling consumers.
Highlights from another absorbing and
topical report will complete the session.
Global Reach of China Luxury is a study
published earlier this year by accounting
network and consultant KPMG on the
growing importance of the travelling
Chinese consumer to premium brands
worldwide. KPMG Principal Business
Development Anson Bailey will discuss
the findings of the report, which features
case studies from a number of key
suppliers.
Together these two reports will provide a
compelling finish to a busy day of insight
and debate.

Moderated by:
John Rimmer, Conference, Research &
External Affairs Director, TFWA
Trevor Lai, Presenter « Thoughtful China »

Conference hostess outfits:

16:15-16:45
Business networking with coffee

www.tfwa.com
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Striving for
Perfection
Gilbert Ghostine, President Asia Pacific, Diageo, will
address the Morning Plenary session of the TFWA
Asia Pacific Conference, providing a perspective
from the world’s leading premium drinks company.
He outlined his perspective on the conference
theme – ‘Striving for Perfection’ – to Ross Falconer.
Ghostine will focus on the qualities
needed to seize the growth opportunities in Asia Pacific and the importance of having a strong reputation.
He explained that consumers are
looking for luxury travel retail
experiences that they will not be
able to find anywhere else.
“We are investing in building our brand
and category credentials to develop exclusive offerings for travel retail customers.
We always aim to exceed our customers’ expectations of luxury, style and
sophistication,” he commented. “Globally,
international tourist arrivals grew by +4%
in 2012 to reach 1.035 billion. This has

positively impacted the global duty free
market, which grew +16% in 2012, and is
now estimated to be worth over US$60
billion. We have a huge opportunity to
engage this growing number of consumers, with increasing levels of disposable
income, through our brands.”
Last year, Diageo launched the Johnnie
Walker Explorer’s Club Collection, which
paid tribute to its history. This appealed
to travellers who were looking for an
appropriate gift they could take to their
friends in other countries, or those who
were familiar with the Johnnie Walker
brand and were interested to try a new
blend of flavours inspired by different
cultures. “There was no domestic offering
Ghostine: “Specifically in travel retail, it is essential to create experiences with your brand that
build on your credentials, offer travellers something that was designed for them and give them
an experience they will not find anywhere else.”

to compare with it, so our travellers felt
they were getting an exclusive experience
with us,” explained Ghostine. “Last year,
we also launched a super-premium triple
malt, John Walker & Sons Odyssey, through
our Voyager campaign. This campaign paid
tribute to the time when ship captains were
paid on commission by the Walker family to
sell Johnnie Walker around the world.”
For almost a year, Diageo’s luxury
yacht – the Voyager – visited nine ports in
Asia Pacific and hosted 77 events, which
enabled it to provide a unique brand

experience and to launch both Odyssey
and the Voyager edition of Johnnie Walker
Blue Label. Johnnie Walker Odyssey is
also now available in travel retail.
“We are focused on providing our consumers with innovative, luxury offerings that
fit into their changing lifestyles and needs.
Specifically in travel retail, it is essential
to create experiences with your brand that
build on your credentials, offer travellers
something that was designed for them
and give them an experience they will not
find anywhere else,” concluded Ghostine.

Diageo launched John Walker & Sons Odyssey
– a super-premium triple malt – last year.

www.tfwa.com
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The Global Reach
of China Luxury
Anson Bailey, Principal Business Development,
KPMG, will address the Closing Plenary session of
the TFWA Asia Pacific Conference, with an engaging
insight into the findings of the Global Reach of China
Luxury study. He gave a preview to the TFWA Daily.
KPMG has been undertaking the
study on luxury trends in China for
the past eight years, with a combination of case study material from a
selection of prestigious brands with
a strong footprint in China.
It has worked with its strategic research
partner (TNS) over the past several years
to survey those aspirational middle class
Chinese consumers and the recently
published report represents the views of
1,200 Chinese consumers from across
Tier 1 to Tier 5 cities. TNS undertook the
survey during Q2-Q3 2012, with the case
study interviews being conducted during
Q3-Q4 2012 and the final report being
released in January 2013.
Bailey explained that some of his key

Anson Bailey, Principal Business Development,
KPMG, will present key findings of the Global
Reach of China Luxury study.

messages during the conference will
include the need to be ready to embrace
this new Asian consumer and, in particular, the growing Chinese consumer sector.

conference & workshops

“We are going to see a greater impact
of the travelling Chinese consumer as
the aspirational middle class starts to
expand both in China and around the
region. We see that those overseas luxury
brands with a presence in China are
already benefitting from this trend, and
seeing increased sales from the Mainland
Chinese travellers around the globe,” he
said. “Another important factor we see
is the rise of the digital multi-taskers in
China, who happen to be the new generation of tech-savvy Chinese consumers.
They are actively talking about your
brands even before they make their
purchase, and a key challenge is how you
connect with them and get your brand
message out there.”
Bailey also summarised some of the key
findings of the Global Reach of China
Luxury study:
• The number of Mainland Chinese
respondents travelling overseas
increased to 71% in 2012 from 53% in
2008 – a significant change;
• A majority of survey respondents (72%)
said they purchase luxury items during
overseas trips, with cosmetics, watches
and bags winning the top spot;
• Chinese consumers are increasingly
engaged via online forums in
discussions around luxury brands
and there has been a surge in online
shopping intentions;

• The rise of digital and social media
has also helped to increase exposure
for luxury brands with significant
smartphone and tablet adoption;
• There are changing consumer patterns
in China with the rise in popularity of
‘experiential’ luxury consumption and
less ‘bling’;
• Brand recognition continues to
increase, with respondents saying they
recognised 59 luxury brands;
• Chinese consumers also distinguish
among countries of origin and associate
certain countries with particular
products; and
• 2012 proved to be a challenging year
for many of the brands, but they are
still optimistic about the future of the
Chinese consumer.
“We see rising discernment among Chinese
consumers, with the heritage of the brand
playing a significant role. As those Chinese
consumers move up the value chain, we are
going to see more focus on those premium
brands,” said Bailey. “The numbers of
HNWIs and UHNWIs continue to grow in
Mainland China, with the much younger
second generation starting to play a more
significant role in the next few years. Today,
the Mainland Chinese are the biggest single
group of tax-free shoppers in the world,
accounting for a rising chunk of global
sales, and recent statistics have shown they
represented 30% of total tax-free shopping.”
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Designed to simply pamper and Indulge
Experience our luxury collection at the TFWA this May.
Find us at Stand A2
For an appointment contact us:
Email: bodytohome@nougatlondon.co.uk
Tel: +44 207 323 2222
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fragrances feature

03

01 Salvatore Ferragamo CEO, Luciano Bertinelli:
“Promotion is very important, not just in duty free
markets. In Asia, customers want constant newness.
However, limitations on promotion space in travel
retail environment are always a challenge. As a luxury
heritage brand, innovation for us means reinventing our
iconic symbols to follow the current trends.”
02 Oilily’s re-launch of the iconic Oilily Eau de Toilette
provided its distributor Colorful Licenses with the
perfect opportunity to create a unique product
experience for its junior clientele. A seed packet
accompanies the fragrance, so wearers can recreate
the rose water used in the perfume’s creation.
03 ‘‘Guilty parent syndrome’ is key to KOTO Parfum’s
strategy, which revolves around the creation of an
impulse-purchase environment with gift-with-purchase
initiatives and exciting shopping experiences capturing
the attention of its young consumers.

02

04 Puig’s innovative retailtainment concept for the
launch of the Prada Candy L’Eau eau de toilette is a
feast for the senses, and features an extraordinary
visual promotion – a Nouvelle Vague piece of cinema
created especially for the launch by Wes Anderson and
Roman Coppola.

Standing out in
the scent market
An inescapable aspect of any airport shopping experience is
the olfactory sensation with which one is faced – a bouquet of
intermingling fragrances that permeates the entirety of a terminal’s
retail area. That amalgamation of any number of different scents
is a glorious indication that a journey is about to begin and also a
demonstration of the sheer multitude of brands and products, top
notes and bases, that crowd one of travel retail’s biggest segments.
Amy Hanna spoke to some of the leaders in fragrance that have
embraced creative concepts and innovative ideas.

04

The abundance of brands battling
for their position in travel retail’s
competitive fragrance segment
means that scent designers and
distributors are taking their strategies in marketing, design and
product development to the next
level, to make sure that theirs is the
product that captures the attention
of the increasingly savvy shopper.
“The fragrance market is very fragmented
and saturated,” commented Lyndea
Dew, Global Travel Retail Marketing
Director for Puig (Stand K11). “Consumers are targeted with advertising
and marketing campaigns from an

www.tfwa.com

ever-increasing array of brands, with
a constant flow of new launches giving
wider choice. How is it possible to stand
out in such a crowded marketplace?”
Across the category’s brands outside the
box thinking has indisputably come in to
play, with creative new concepts, sensational sales experiences and products
designed exclusively for travel retail
becoming the markers of a brand that
has attuned its offering to the demands of
today’s traveller.

Innovations in
customer experience
Fragrance brands are now more then
ever looking beyond their product and its

packaging for ways to catch the eye of
an airport shopper faced with countless
bottles and boxes. Unique and unforgettable
shopping experiences are moving to the
forefront of the travel retail strategy at
Puig, where ‘retailtainment’ – theatrical
in-store displays that blur the lines between
product and performance – has been
embraced, enabling its brands to stand out
from the competition and give shoppers an
unforgettable retail experience.
“Our retailtainment approach allows us to
maximise the amount of exposure travellers
have to our products and creates a lasting
impression on them,” said Dew. “In the
process, Puig is also able to support our
retail partners, who are constantly looking

to differentiate their stores from downtown
and other airports, and overcome the
age-old challenge of store penetration.”
Puig’s strategy is to adapt a product to suit
a specific travel retail region or category
of customer, building a retailtainment
concept and a complete 360-degree
marketing design around it.
This season, it has captilised on the
momentum that Prada – one of its most
prolific perfume brands – is picking up in
the international luxury fragrance world
and is implementing the strategic launch
of Prada Candy L’Eau, a product tailored
specifically to Asian audiences with a
stimulating retailtainment experience
to match that saw the development of
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an exclusive film by Wes Anderson and
Roman Coppola.
“We have worked with the Prada
fragrance team to develop what I think
is our most engaging retailtainment
concept for the brand to date. Our travel
retail communication plan includes a full
360-degree approach, including retailtainment, inflight videos, airport digital
media, and distinctive point of sale activity
to drive consumers into the shops. The
retailtainment features a cinema experience and series of three short movies
that tell a great story about the product,
providing a unique and surprising interaction with shoppers,” Dew said.
French fragrance expert Lorience Paris
(Stand K10) has applied a similar strategy
to its downtown points of sale. “We opened
a temporary corner for the Courreges
perfume in the infamous Gallery Lafayette
department stores in Paris, and had a
screen with a 3D promotional video for
Blanc de Courreges. This video, paired
with the 3D aspect, really seemed to catch
shoppers’ eyes,” said Gary Schlang, Area
Manager for Asia. The company is now
planning to enhance its operations, both
across the local market and its travel
retail operations, hoping to launch a travel
retail-exclusive miniature set of perfumes
later this year, and examining the prospect
of opening to new, high-potential markets
such as China and Australia.
Exciting and energetic pop-up stores

228x163 FEEL ZONE.indd 1
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05 Cofinluxe is launching Parfum
Dali’s new Dali Collection set of
miniature ‘nomad’ bottles of its
leading fragrances – including the
sculptural reproduction of its Dali
Eau de Toilette, Salvador for men,
Dalilight, le Roy Soleil Extrême for
men and Itisdream.

05
are also offering travellers something
unprecedented and new in their shopping
experience. A pop up Oilily (Stand G15)
store was erected in a pier of Amsterdam
Airport Schiphol, which opened for a
limited time between November 2012
and April this year, and was the most
successful promotion in travel retail so far
for its distributor Colorful Licenses Group.
“To reach so many travellers in only four
months’ time is only possible with the
unique presentation of both products and
shop concept,” explained Marco Veth,
Colorful Licences’ Sales Director.

Playing to the market
Within the fragrance category, children’s
perfume is a segment with an increasingly proliferating consumer base, and

its brands are developing innovative
techniques and using unprecedented
methods to hook the attention of some of
travel retail’s most discerning customers.
Colorful Licenses is this year is implementing the re-launch of the iconic
Oilily Eau de Parfum for young ladies,
a re-launch that provided the firm with
the opportunity to create a uniquely
reinvigorated product that offered the
buyer an exclusive extra and identified
a new customer need. The fragrance’s
redesigned packaging includes a seed
packet, enabling its wearer to recreate
the natural rosewater used the perfume’s
manufacture themselves.
“The time that we are in demands a
different approach,” said Veth. “We saw
that everybody needs something to give

06 Lorience’s Area Manager for Asia,
Gary Schlang: “Even though we are
launching our products worldwide,
we know that some scents will work
better in different continents, for
instance Rose de Courreges was
created with the Asians market in
mind, but for Middle Eastern markets
we will focus more on the stronger
scents of our products portfolio.”
07 Beauty Contact’s Whatever It
Takes collection of fragrances will
raise money for important causes
in Africa, selected by some of the
world’s most recognisable icons –
Lucy Liu, Daniel Craig and George
Clooney, who donated the artwork
for the scents’ packaging.

back to this wonderful world we live in,
and with our new product launch of Oilily
Eau de Parfum, we give the consumer the
chance to give something back to nature
– that which we have borrowed to create
this beautiful perfume!”
Children’s fragrance specialist KOTO
Parfums emphasised the value of giftwith-purchase initiatives in appealing to
the requirements of travellers. Olivier
Mariotti, Export Director of KOTO Parfums

21/03/13 09:42
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(Stand J27) said: “With kid’s products you
have to keep your offer very dynamic and
always changing. It can never be boring!
Yet you also have to respect the rules of
the segment – well priced offers, compact
packaging, and value for money, as well
as delivering an original concept, and, of
course, striving for quality.”
KOTO Parfums develops extraordinary
shopping experiences to appeal to its
junior clientele, the object being to create
great memories and an unforgettable
association with its products right from
the point of purchase.
“Last year we invited kids to draw and
sketch, giving them tables, benches and
pencils for our ‘paint your life’ promotion
for the 60ml Hello Kitty scent, the box
of which could be turned into a pencil
holder,” Mariotti said. This year KOTO
Parfum’s offer is a celebration of the
summer, with a summer holiday-themed
seasonal gift-with-purchase initiative
promoting its Hello Kitty Fragrance.
A 100ml eau de toilette comes with a
pre-packed Wet Bag, while a Hello Kitty
beach ball accompanies the 60ml bottle.
Meanwhile, endearing Japanese dollshaped bottles of KOTO Parfum’s bright
and floral Kimmi fragrance encourage

08

07

young consumers to form an instant
attachment with the characters emblazoned upon them. “We target ‘guilty
parent syndrome’,” Mariotti explained.
“Kids’ products are all about creating an
impulse-purchase environment and bringing retailers additional revenues without
cannibalising the rest of their offers. We
build our offer with strong themes that rely
on visibility and originality.”
Originality is also the focus at Beauty
Contact (Stand D02), where a memorable
concept with meaning is the latest in a
series of innovations. For the first time
Beauty Contact is launching the Whatever
It Takes collection of ethical fragrances
for men and women. The scents have both
style and sensitivity in their exclusively
designed bottles, which bear artworks
donated by George Clooney, Daniel Craig
and Lucy Liu, and Owner Alwyn Stephen
explained that Beauty Contact Inc has
committed to contributing US$175,000
to the causes supported by these 21st
century icons: “The WIT collection is
unique and supports great causes. First
of all, our products are made of the
highest quality ingredients, and under
a strict ethical and social compliance
audit, proceeds from the sale go towards
supporting causes across Africa.”

Dedicated designs
tailored to travel
With travellers being given an everincreasing amount of choice, fragrance
brands have recognised that a unique
selling point is essential to scent success,
and are adapting their offers to meet the
distinct demand of travel retail’s varying
passenger categories. Jean-Pierre
Grivory, CEO and President of Cofinluxe
(Stand N21), representing Parfums Dali,

08 Euroitalia’s Director Claudio Tenan said of the brand’s
latest launch: “Love, passion, beauty and desire are the
key concepts of the new men’s fragrance by Versace.
Versace Eros is a fragrance for a strong, passionate man.
Eros is a clear reference to the Mediterranean Sea and
its lifestyle, but also to Greek-Roman art and culture
revisited in a contemporary way.”

www.tfwa.com
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Anti-aging innovation
12 years of research
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said: “People like to have a different
fragrance, something more personal that
they won’t smell on everybody! Tastes
change from one region to another – the
culture and the lifestyle are different.
This is why Parfums Dali always creates
original and elegant fragrances – created
by the most famous perfumers – with
style and character. We adapt ourselves
to our different markets, with the knowledge that light fragrances, like the new
feminine SUN & ROSES, will appeal to
customers from Asia, and stronger ones
will seduce women and men from the
Middle East.”
Cofinluxe’s specifically customised sets
are carefully considered to encapsulate the
needs of the consumer on the move with
miniature ‘nomad’ bottles of fragrance.
Clever combinations are also taking
centre stage at Le Sultane de Saba (Stand
H33) – a brand imbued with the spirit of
journey and voyage. The French fragrance
and cosmetics house has created sets
that fulfil a specific traveller need, with
travel pouches comprising everything in
fragrance, skincare and beyond that could
be needed for an excursion, in travel–
sized containers designed to be bought
at the airport and used throughout a trip.
The brand’s Founder Vanessa Sitbon said:
“This pouch is a beauty partner, both in
the air and on the ground, with all the
necessary products for your comfort and
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beauty. La Sultane de Saba’s concept
itself is based on the ancient and precious
beauty of the woman. Through its authentic and original products – its fragrances
and bodycare full of flavours and colours
– La Sultane de Saba is an invitation to
travel towards a far away horizon.”
The spirit of the traveller is being embraced
at Euroitalia (Stand E24), where the new
Versace Eros eau de toilette for men has
been launched in sets exclusively for travel
retail – a 50ml eau de toilette is packaged
with a 100ml hair and body shampoo, and it
is also introducing Duo Packs of two 30ml
eau de toilettes of the new scent, which
considers “love, passion, beauty and desire”
as its key concepts, explained Euroitalia’s
Director Claudio Tenan.
Fashion and fragrance house Salvatore
Ferragamo (Stand HS08) has also
introduced a range of new travel retail
exclusives this year – the Signorina
Travel Kit with Signorina Eau de Parfum
and recently launched Signorina Eau de
Toilette miniatures, The Luxury Collection for women and The Selection for
men. Salvatore Ferragamo’s offering
is a marriage of old and new, with its
longstanding brand legacy meeting the
newest fashions in fragrance. Its CEO,
Luciano Bertinelli explained that the
brand’s Asian customers in particular
demand constant newness and product
invigoration. “As a luxury heritage brand,

Tempted to hire
talents who will stay
in their new job?
Less than 20% of professionals hired through BeThe1
will leave in their first 3 years
If you are contemplating to start a recruitment in your organisation,
make an appointment with our consultants during the TFWA in
Singapore (infoasia@BeThe1.com or at BeThe1 booth at internet
central point of the exhibition hall)

Open for a better job?
Or simply willing to keep in
touch with your job market?
BeThe1 manage every year about 60 Travel Retail positions worldwide.
Register your profile free of charge and confidentially on www.BeThe1.com and
BeThe1 will e-mail you confidentially with all (and only) suitable jobs.

BeThe1 Travel Retail Jobs
BeThe1, the employment specialist in fashion, luxury, beauty and retail
Hong Kong | New York | Paris | Shanghai | Singapore | Tokyo
• Expertise in retail, commercial, marketing, finance, HR, creation,
supply chain, management
• Since 10 years, Official and Exclusive Partner of TFWA for Employment
• 20 searching missions / month of middle and senior executive
• Powerful sourcing: pool of 140,000 professionals (including 13.000 in Travel Retail)
plus 1.750 Alumni organizations, social networks, referrals, etc.
• Competitive and fast : short-list within 1 week / 20% service fees
(10% initial + 10% success)
• High quality and efficient : fill rate > 90% / retention rate hired candidates : 93,5%
after 1 year, 87% after 2 years, 80% after 3 years
• Trust, transparency, commitment and humanism
• 300 premium employers including brand principals and distributors
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innovation for us means reinventing
our iconic symbols to follow the current
trends. In 2013 we re-introduced a novelty
to the Signorina franchise with Signorina
Eau de Toilette, a brand new scent,
maintaining the exceptionally elegant
bottle with the Vara Bow in brighter
colours. Furthermore, we have also
developed travel retail exclusive kits such
as the miniature collection and a special
set with our Incanto collection exclusively
for Asian hubs.”
With exclusivity and luxury at the forefront
of shoppers’ minds in the Asia Pacific
region, products specific to travel retail
and attuned to the regional appetite are
emerging throughout the category. Marcio
Dos Santos, Export Manager for ITF S.p.A
(Stand J11), said: “More and more ITF is
trying to diversify its portfolio with the
aim of capturing a more local clientele
and this implies the development of more
tuned fragrances for the taste of locals. It
normally means to create lighter scent for
Asian consumers but not necessarily so;
we are currently working in a project to
have a more rich and strong fragrance for
D2, named Potion Royal Black, which we
will present later in the year. The idea is
to constantly monitor the most important
markets in the world and be ready to
respond in a more targeted way to different local opportunities.”
Much as brands must acclimatise to
the tastes of its Asia Pacific consumers,
retailers in the region are growing to
understand the value of innovation in
enhancing revenues as the market grows

and evolves, explained Puig’s Lyndea Dew:
“Given that we are in Asia, my message to
retailers in this region is to believe in the
impact that these types of concepts can
have on your fragrance sales. Retailtainment for fragrance is very popular and
successful in Europe and the Middle East,
but it has yet to ready take-off in Asia,
with the exception of Changi and perhaps
Sydney airport. However, Puig is really to
partner with Asia Pacific travel retailers
to delight passenger with these innovative
and striking experiences. It’s time to take
thing to the next level,” she concluded.
09 Travel retail has been a highly successful channel
for Le Sultane de Saba’s French-made fragrances. It
has developed its sense with specific regions in mind –
in fragrances tailored to the tastes of its consumers in
Asia, green tea and ginger feature heavily.
10 Marcio Dos Santos, Export Manager, ITF S.p.A.:
“Apart from the excellence of both Hong Kong
International and Singapore Changi Airport’s duty
free stores, we would like to open also in Korea, both
downtown and in airport duty free shops, as well as
Indonesia, Malaysia and Thailand duty free channels.”
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Shining
the light
on Asian
skin types

cosmetics feature

01

02

Companies throughout the world of cosmetics and
skincare are tailoring their products and offers to meet
the needs of shoppers in the most dynamic region in travel
retail. Regionally-researched formulas, uniquely-tailored
shades of foundation and cleansers especially acclimatised
to the conditions synonymous with Asian skin types
are signs that the most fawned over beauty brands are
showering attention on the sophisticated tastes of travel
retail’s most sought after customers. Amy Hanna reports.
The increasing mobility of Asia’s
largest populations, and their
heightening propensity for spending, has propelled the Asia Pacific
market to its position as the most
dynamic in travel retail. An insatiable infatuation with luxury, exclusivity and style is the final ingredient in
a cosmetics and skincare company’s
model consumer, and it is these
qualities that are driving travel
retail’s foremost beauty brands to
customise their offerings in accordance with the tastes – and shopping
habits – of Asia’s women and men.

04

“Not only is Asia Pacific one of the
most dynamic regions in terms of traffic,
but it is also a region where people –
Asian people in general and Chinese in
particular – are very keen on cosmetic
products and skincare,” explained Ava
Yu, Managing Director at L’Oréal Luxe
Travel Retail Asia Pacific (Stand D19).
Some of the most palpable trends
appearing amongst this year’s new
product launches are ingredients,
styles and formulas all designed to
impress the shoppers that are
setting the pace in this vibrant and
dynamic market.

The diversity of beauty
“At L’Oréal Luxe Travel Retail Asia Pacific,
our strategy is ‘universalisation’, meaning
powerful innovations that can talk to
everyone, combined with a regional expertise to tailor-make our products to adapt
to the diversity of beauty in the world. This
strategy is at the heart of our business.
For that reason, we have developed
research centres in various places in the
world to adapt our products in terms of
formulas, textures, and fragrances to the
population we are targeting,” Yu added.
Though the same broad principles
govern the way every type of skin works,

03

01 Alongside its professional makeup collection,
newcomer to travel retail NoUBA is launching its
Green Philosophy line of ethical and eco-friendly
cosmetics in Asia.
02 Polaar’s aim is now to attract the best of partners
for both the domestic and travel retail operations.
It is keen to strengthen its foothold there in the
vibrant Asia Pacific market, and the launch of its
two new lines, IcePerfect and IcePure – with Arctic
Cotton and glacier water – are innovative creations
designed to capture its attention.
03 L’OCCITANE’s brand new Iris Angela collection
of pharmacological treatments is perfectly suited
to Asian market trends, with the Sublime Beauty
Cream combining all the benefits of a face care
balm, velvety foundation and sun protection for
instantly perfect skin, it is available in a lighter
shade for Asian complexions.
04 Peter Stockdale, VP, Asia, La Prairie: “La Prairie
is largely focused on increasing our travel retail
presence throughout major international airports.
More and more people are travelling, spending
additional time at airports, and shopping is now
more than ever part of the travelling experience.
Simply put, 2013 is the year for travel retail as a
strategic area of development for La Prairie.”

www.tfwa.com
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variations relating to skin pigmentation,
thickness and behaviour are dependent on geographical location. Nathalie
Lamandé, CEO of Condensé Paris (Stand
F14), explained that an item that meets
both the needs of Asian buyers and the
requirements of their skin types is a
winning product in the region. “First,
Asian consumers are looking for quality
in the textures and results on the skin,”
Lamandé said. “Condensé meets their
needs by offering surprising and innovative textures, which go quickly into skin,
meaning they can easily apply a layering
treatment. Better yet, every product in
the Condensé range has really noticeable
results that are both visible and immediate. The asset of being natural is the icing
on their cake.”
Lamandé perfected the Condensé Paris
clarifying programme by testing it on
Asian skins, the results of which contributed to the development of the brand’s
oily skin treatment. The treatment is
particularly suited to these skin types,
and is remarkably effective at purifying
and detoxifying the skin and revealing the
luminosity of the complexion.
Refining products by trialling them on
Asian skin is a recurrent process among
beauty’s biggest brands. L’Oréal Luxe
Travel Retail Asia Pacific has developed
a number of specific products dedicated
to region-specific types of skin and
beauty rituals, which are developed in

06

05

locally-based research centres in order
to better meet the expectations of its
Asian clients. “Most of our formulations
are tested on Asian skin so that we can
ensure optimal suitability for our consumers – especially the new products. We
also develop more and more products
specifically adapted to Asian needs,” said
Yu. This season L’Oréal Luxe Travel Retail
Asia Pacific is launching two new variations of Yves Saint Laurent’s emblematic
Le Teint Touche Éclat, especially suited to
the Asian visage and designed to illuminate the complexion and smooth the skin.
Similarly, cosmetics and makeup expert
ARTDECO (Stand L5) worked together
with its Asian distributors to develop
an optimal texture and quality in its
BB Cream, specifically attuned to the
demand in this market. Sandrine Maier,
ARTDECO’s Head of International Public
Relations, said: “Because women want
beauty products that are easy to use, while
still ensuring perfect results, ARTDECO
has developed a collection called Makeup
Innovation – a versatile range of specific
makeup products that combine medical
benefits with colour cosmetics. These are
so-called BB Creams, short for blemish
balm or beauty balm, and these magic
all-rounders are suitable for sensitive
and problematic skin. Designed to offer
nourishment, coverage and UV protection,
they provide much more than a simple
tinted day cream. The result: a radiant,
even complexion.”
BB Creams are also popular among
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Asia’s consumers at L’OCCITANE (Stand
HS09), where the offer is customised to
the region’s current trends and capitalises
upon a growing tendency towards buying
for self-use. “L’OCCITANE continues to
develop products catered to the Asian
market trends – such as BB Creams
with the launch of the new Iris Angelica,”
commented Caroline Lhert, Senior
Marketing Manager, Asia Pacific Travel
Retail at L’OCCITANE.
The Iris Angelica range, which combines
the hydrating and radiance-inducing
properties of the two flowers from which
it takes its name, is particularly suited
to Asian skin – the Iris Angelica Beauty
Cream, a velvety, blemish-reducing
foundation is available in a lighter shade
for Asian complexions. “Particularly
popular in Asia are also face mists, and
L’OCCITANE is launching this year a 50ml
travel size of its Angelica Face Mist, as
well as its new Immortelle Brightening
Face Mist. Some products have also
been developed specifically to meet the
demands of Asian customers such as the
Immortelle Brightening 3D Mask,”
Lhert added.

Exclusivity and the Super
Premium segment
Asia’s travel retail shoppers are
characterised by their appetite for
the upmarket and the exclusive, and,
according to L’Oréal Luxe Travel Retail



cosmetics feature

05 L’Oréal Luxe Travel Retail Asia Pacific’s Ava Yu
explained that the Super Premium segment in Asia
Pacific travel retail has grown even more dynamic,
with travellers in the region growing more and
more demanding. Its Giorgio Armani Cosmetics,
Helena RUBINSTEIN and Lancôme Absolue brands
have enjoyed great momentum in China.

07

06 Condensé Paris has created special exclusive
sets for travel retail. The brand is already sold on
a Chinese airline, and its anti-ageing products are
selling in such abundance that it has developed a
new set comprising its complete anti-ageing range
in travel-sized bottles.
07 The distinctive English feel of Nougat London’s
colourfully illustrated packaging has found fervent
popularity amongst customers in the Asia Pacific
region, who are also drawn to the traditional,
British-produced ingredients contained in all of
the brand’s skincare collections.

Asia Pacific’s Yu, its desire for high-end
goods is growing ever more dynamic,
and its clientele ever more demanding.
L’Oréal Luxe Travel Retail Asia Pacific’s
premium brands, such as Giorgio Armani
Cosmetics, Lancôme Absolue and Helena
RUBINSTEIN, are gaining expeditious
momentum, especially amongst luxurylovers in China.
La Prairie’s (Stand L24) super-luxe treatments also tessellate perfectly with the
taste for high-tier. Its only-in-Asia White
Caviar Illuminating Clarifying Lotion was
introduced in January alongside the Swiss
Cellular White Collection, while in October

of this year, La Prairie will globally launch
two new products within its top-selling
Caviar Collection: the firming Skin Caviar
Luxe Sleep Mask and hydrating Skin
Caviar Luxe Body Soufflé Cream – new
offerings that exemplify the ultimate in
pampering, from top to toe, day to night.
These items speak heavily to the cosmetic
desires of the region, whose skincare
concerns largely focus on brightening
and illuminating the skin. “In terms of
our marketing strategies, our overall
approach is geared towards the global
travelling consumer as a whole, for
example we see Asian, Brazilian and

Russian consumers everywhere in
the world, not only in their respective
countries,” La Prairie’s Peter Stockdale,
VP Asia, went on to say. “However, some
of our stores, services and merchandising
layout will vary based on locale so we can
meet the specific needs of our customers.
For example, in Asia we tend to stock a
few more lighter shades of foundation
than in Europe. In the Middle East we tend
to have more fragrances available than in
the other regions.”
The impact of international brands in Asia
Pacific has also been unequivocal, and
the British-produced solutions of Nougat
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London (Stand A2) have experienced
unprecedented popularity. Philippa
Thomas, Brand Development Manager,
explained: “For Nougat London we have
seen a great excitement about our brand
because we are still new in many markets
across Asia Pacific. We have developed
a strong following in Japan, Taiwan and
Hong Kong, and have recently launched in
the Philippines with Malaysia to follow in
the coming months. We find that customers are attracted by our colourful and
individual packaging, which has a distinctive English feel. We have also received
very positive feedback regarding our
products all being made in England.”
The quintessentially British brand is introducing its brand new Nougat Naturals
collection, a range of products made
with natural ingredients such as Shea
Butter and Argan Oil, and natural extracts
including Seaweed and Cucumber,
carefully selected to moisturise, heal and
soothe the skin. “For us, it is very exciting to be part of such a vibrant, growing
region where international brands are in
great demand and where the consumers are extremely knowledgeable about
products and have such a passion for our
industry,” Thomas said.

‘A young and dynamic region’
Consumers’ enthusiasm for the rich
wealth of products in the category is met
in equal measure by brands’ excitement
towards them, both in the travel retail
and domestic markets, and as well as
the launch of new products from existing
brands, the region’s travel retail sector
is seeing young and debuting companies
chomping at the bit to break the market.
“As a brand, we’re new in travel retail and



we hope to attract a lot of clients with
the freshness of our concept, innovative
ingredients and affordable pricing,” said
Daniel Kurbiel, Founder and CEO of pure,
polar skincare creator Polaar (Stand
A14). “Asia Pacific is a young and dynamic
region, so it is perfect for young and
dynamic brands. Despite the presence
of major brands, there is still room for a
niche concept like Polaar.”
Polaar’s PureWhite line is designed
specifically to brighten and even the tone
of Asian skin, meanwhile it is this year
globally launching two new collections.
The IcePure pre-treatment skincare range
has a base of Arctic Cotton and glacier
water to hydrate, detoxify and soothe
sensitive skin, while IcePerfect is formulated with superfruit Siberian Olive, which
contains 108 active ingredients and 30
times more vitamin C then an orange for
a resplendent glow. “We’re also launching
our IcyMagic eye mask – a fantastic travel
companion. This patch relieves signs of
jet lag under the eyes in only 10 minutes,”
Kurbiel added.
Polaar is among a multitude of brands to
have felt the excitement of the dynamic
Asian market. Condensé’s Lamandé
explained that the Parisian skincare brand
is soon to launch a thorough network of
units across China’s most prolific cities,
while L’OCCITANE is expecting the most
growth from markets in China and Taiwan,
as well as large South East Asian airports
such as Bangkok and Singapore Changi.
“The expansion in travel retail in Asia
Pacific has been significant over the last
few years, and with an evolving customer
mix, marketing strategies constantly
need to be adjusted.” Lhert said. “While
Japanese and Korean customers were the

08
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09

08 Sandrine Maier, Head of International Public
Relations, ARTDECO: “BB Creams, brightening
products for face, nails and body and dry oil
products are the latest trends we have developed,
as well as cooperations with fashion labels that
boost our image, increase our brand awareness
and heighten visibility at points of sale.”
09 Erno Laszlo’s hydrating mask instantly cools
and plumps the skin. Mix-to-activate ingredients
give a burst of hydration for refreshed skin and
reduced fine lines. It is a very special formula
and the brand’s top seller in Asia.

majority a few years back, now Chinese
consumers are driving growth. Besides,
Asia has always been at the forefront of
cosmetic and skincare trends and this
demanding customer base makes it a
competitive and exciting region to be in.”
At La Prairie, customers in Greater
China, South Korea and throughout the
region have embraced the brand’s luxury,
‘access anywhere, anytime’ ethos, and
are expected to deliver significant brand
expansion and growth opportunities in the
next five years.
The market full of so much promise
has seen several compelling companies
branch into travel retail in Asia Pacific for
the first time. Professional makeup artist
NoUBA (Stand A13) has begun developing
relationships in duty free across the Gulf
region, and is now seeking to commence
collaborations in Asian travel retail.
Despite being a new player in airport
travel retail, the Italian cosmetics specialist has a firm foothold in Middle Eastern
inflight. Anna Fendrich, Export Manager,
said: “In 2012 we began cooperation with
Emirates Airlines, where our first step
was to train the Emirates staff on adept
makeup application, as well as advising
them on ‘special’ colours such as a red
sheen on the lips. Next we supplied the

Emirates crew with Millebaci #7, NoUBA’s
signature liquid lip colour (which Emirates
staff can get for free) securing our
emblematic shade as the official lipstick
of Emirates Airlines.”
Erno Laszlo (Stand D2) is also making
its appearance in Asian travel retail for
the first time. The 85-year-old brand is
making a spectacular return to the international market following its acquisition
by newly appointed CEO Charles Denton,
who is re-launching Erno Laszlo with a
renewed vision, built upon the brand’s
enduring philosophy. Laszlo’s aptitude for
tailoring beauty regimes to his every client
was infamous among his followers, and
the reinvigorated brand has an equally
clear-cut strategy in its travel retail
approach. “At the beginning, we will be
introducing mostly our best sellers, after
which we will slowly integrate specially
designed travel retail exclusives,”
Marie-Clothilde Brulé, Erno Laszlo’s
Vice President of International Sales and
Travel Retail, explained. “We first need to
experience the customer reaction
to our lines.”
In Asia, the celebrated beauty expert
is commencing its crusade to educate
women in its personal style of cosmetics
across South Korea, China and South East
Asia, after gaining rapid recognition in
Hong Kong and Taiwan, and every brand
in the category is hoping to make its mark
on the region in the coming seasons.
“We consider Asian customers to be the
most demanding and sophisticated in
terms of cosmetics rituals and habits,”
commented L’Oréal Luxe Travel Retail
Asia Pacific’s Yu. “They ask for the best
products and search for the best innovation. For us, this is a great opportunity to
develop our brands, as these customers
are really able to make the difference.”
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Fresh faces at
TFWA Asia Pacific

01

There are 74 companies either exhibiting at TFWA Asia Pacific Conference &
Exhibition for the first time or returning after an absence. The broad range of brands
covers all product categories and indicates the importance of the event and the
region in their development strategies. Here, we highlight a selection.

Samsonite 01

Ritter Sport 02

Stand M6

Stand F8

Who are you?

Why exhibit now?

Who are you?

Samsonite is the world’s largest travel
luggage company, with a heritage dating
back more than 100 years. The company
is principally engaged in the design,
manufacture, sourcing and distribution
of luggage, business and computer bags,
outdoor and casual bags, and travel
accessories throughout the world. For
more than 100 years, Samsonite has been
pushing the limits of innovation, creating
some of the world’s most revolutionary
travel solutions.

Our participation at TFWA Asia Pacific
Conference & Exhibition this year is a
great opportunity to introduce Samsonite’s
newest innovations in a unique showcase
environment. Participants will see our
remarkable new collections. It is also an
excellent opportunity to showcase other
product categories, such as a business
range of products for executives on the
move, and RED by Samsonite – a collection tailor-made for the Asian market.

Founded in 1912, Ritter Sport is a familyowned manufacturer of high quality
chocolate bars, employing approximately
900 people and headquartered in southern
Germany. Qualified staff ensure our
company’s success, while the current
CEO, Alfred T. Ritter, continues the
family tradition as the company founder’s
grandson. Ritter Sport enjoys a position
internationally as a high quality chocolate
bar with a presence in over 90 countries.
In our home market – Germany – the
brand is placed at the mid- to high-end of
the mass market. Ritter Sport launched a
brand new travel retail exclusive assortment in April 2012.

What are your objectives?
Who buys your products?
Our customer base is mainly Professionals, Managers, Executives and Businessmen (PMEBs) and globally Samsonite is
distributed in more than 100 countries
worldwide. With a colossal range of
products, colours and styles available –
whether you are a business globetrotter
looking for practicality and style, a mother
looking for a variety of luggage to suit
each member of the family’s taste, or
a sports fanatic looking for something
durable yet lightweight – there is a
Samsonite for everybody.

Samsonite is always mindful to
understand and meet the needs of the
consumer, we recognise that in addition to
advancing technology, the smallest details
can make a big difference in luggage
design. TFWA Asia Pacific Conference
& Exhibition can also be a good avenue
to collect feedback and understand the
needs of the global traveller.

What is your unique selling
point (USP)?
Innovation is our USP and Samsonite has
been pushing the limits of innovation,
creating some of the world’s most revolutionary travel solutions.

Who buys your products?
International travellers – male and female.

consumers. Ritter Sport is quite well
distributed and well-known in Asian
domestic markets, so we plan to further
build distribution and brand awareness in
travel retail.

What are your objectives?
•
•
•
•
•

New contacts
New customers
Catch-up with existing customers
Build distribution and brand awareness
Networking

What is your USP?
The Ritter Sport chocolate bars are
unique due to:
• Their square form (they’re different)
• Their vivid, attractive pack colours
• Excellent chocolate quality and highest
quality ingredients
• A modern, practical snap-open pack

Why exhibit now?
Ritter Sport launched a brand new travel
retail exclusive assortment in April 2012.
At TFWA World Exhibition in Cannes
last year, three additional travel retail
exclusives were added to the assortment. Exhibiting at TFWA Asia Pacific
Conference & Exhibition is just a logical
step towards closer contact with the
trade, operators, authorities, press and

Stand G1
w w w. t r a v e l - b l u e . c o m
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02

new & returning exhibitors

03

04

AGATHA 03

Marcorossi - Gattinoni 04

Stand G23

Stand F6

Who are you?

Why exhibit now?

Who are you?

Why exhibit now?

AGATHA, a global French fashion brand
with presence in over 30 countries,
embodies the very essence of French
culture. A wide and versatile product
range caters to females aged 7-70.
Designer Michel Quiniou founded
AGATHA in Paris in 1974. His first jewellery boutique featured outstanding and
innovative designs that earned him deep
adoration from French trend-setting
women. AGATHA has now established
itself as a top brand for international
and trend-setting accessories, merging
the essence of many cultures into one.
Every year, AGATHA defines the trends
of the season and produces SpringSummer and Autumn-Winter collections
that go hand-in-hand with the best of
the fashion world.

Officially launching into the travel retail
sector, TFWA Asia Pacific Conference &
Exhibition provides us with the perfect
opportunity to showcase our brand. It also
coincides perfectly with the launch of our
new marketing campaign. This is a great
opportunity for us to share our brand with
the travel retail community and create
more awareness of our intentions to be
present in travel retail.

Marcorossi Group produces and distributes fashion bags and accessories. It has
been established for three generations,
and is a family company today. In 2009,
Marcorossi signed a global licensing
agreement with Gattinoni Spa to design,
manufacture and distribute handbags
and leather accessories on behalf of the
Gattinoni Maison. Marco Rossi is today the
President of the company, and his daughter Serena Rossi is the Export Manager.

Marco Rossi has been selling brands to
the duty free and travel retail market for
many years, representing various brands.
He had huge global success with Prime
Classe in the 1980s and 1990s. Knowing
that the Gattinoni brand is focused
towards the travelling public, Marco
Rossi has redeveloped his ties with the
duty free channel of distribution for the
Gattinoni brand.

Who buys your products?
Females aged 7-70!

What are your objectives?
First and foremost, our objective is to
establish that we are now entering the
travel retail industry with full force. We
have a team now dedicated to developing
the presence of AGATHA in travel retail,
with many projects already underway.
Secondly, our objective is to create awareness of our brand and our new marketing
communications, as well as to share our
products with the travel retail community.

What is your USP?
With a wide range of products, AGATHA
has the ability to sell an ‘image’ to the
customer. Be it for a formal occasion, a
wedding or even a night out, our pieces
can be mixed and matched to suit the
preference and style of the individual.

www.tfwa.com

What are your objectives?
Who buys your products?
Our main markets today are Europe and
the Middle East. Asia is an emerging
market for us, as the brand was only
introduced in 2009. Our products are
generally aimed at a female customer,
or products purchased by gentlemen for
their female partners. We manufacture
leather goods and accessories for a luxury
market, but with accessible price points.
Mainly the age groups that purchase
Gattinoni are between 25 and 55 years
of age. Our ranges are focused towards
handbags, luggage and accessories for
the traveller.

To meet with buyers that have already
shown interest in selling Gattinoni, and to
meet new friends and markets for Gattinoni distribution in the Asia Pacific region.

What is your USP?
The Planetarium print is both unique
and eye catching. There is nothing like it
in the leather goods market today. The
styles are practical for travel and beautifully crafted. The prices are accessible
for a luxury brand.
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exhibitor LIST – ADDENDUM
Jewellery/Watches

Confectionery/Fine Foods

abiste

brown and haley

Q 23

313 Minami Aoyama Building 7F
3-13-18 Minami Aoyama
Minato-ku
Tokyo 107-0062
Japan
T: +81 334 018 101
F: +81 334 017 183
E: obayashi@abiste.co.jp
W: www.abiste.co.jp

NE W EXHI BI TOR

CONTACT:
Takeshi Obayashi - Overseas Division
Manager

Fragrances/Cosmetics
MEMBER

NE W EXHI BI TOR

CONTACT:
Alexandre Callens - Regional
Director - Travel Asia Pacific

Wine/Spirits
NE W EXHI BI TOR

CONTACT:
Stephen Carrol - Founder

32 – TFWA DAILY

Newell Rubbermaid Asia Pacific Ltd
35/F Tower 6, The Gateway,
Harbour City
9 Canton Road, Tsimshatsui
Kowloon
Hong Kong
T: +852 3926 9688
F: +852 3926 9619
E: virginie.descamps@newellco.com

MEM BER

NE W EXHI B ITOR

CONTACT:
Virginie Descamps - Sr. Vice
President and General Manager
Isabelle Gippet - Retail Activation
Director, APAC
Ray Yu - National Sales Director,
China

E 38

United Dutch Breweries
Minervum 7208
P.O Box 9424
4801 LK Breda
The Netherlands
T: +31 76 578 1000
F: +31 76 578 1001
E: henkan.bakker@udbexport.com
W: www.uniteddutchbreweries.com

NE W EXHI B ITOR

CONTACT:
Henk-Jan Bakker - Regional Director
Asia Pacific

Fashion/Accessories

vinprom peshtera sa
Vinprom Peshetra SA
5 Dunav Boulevard
4003 Plovdiv
Bulgaria
T: +359 32 606 909/933
F: +359 32 606 910
E: egermanova@peshtera.com
W: www.peshtera.com

C4

united dutch breweries

Wine/Spirits
C6

CONTACT:
Richard Nicks - Managing Director,
International

Wine/Spirits

bleeding heart rum company
Chat Noir Co Inc
1651 Dian Street
Barangay San Isidro, Makati
Manila
The Philippines
T: +63 2893 7349
F: +63 2893 7349
E: monica@bleedingheartrum.com

NE W EXHI B ITOR

parker

hs 07

Q 25

3500-C, 20th Street East
Fife, WA 98424-1700
USA
T: +1 253 620 3000
E: RNicks@brown-haley.com

MEM BER

Gifts

clarins group
Clarins Pte Ltd
302 Orchard Road
05-01 Tong Building
Singapore 238862
Singapore
T: +65 6838 6333
F: +65 6838 3660
E: alexandre.callens@clarins.com.sg
W: www.clarins.com

Q 27

hugo boss travel retail
NE W EXHI BI TOR

CONTACT:
Evgeniya Germanova - Head of
Export Department

hs 10

Hugo Boss International Markets AG
Baarerstrasse 133
6302 Zug
Switzerland
T: +41 41 72 73 879
F: +41 41 72 73 998
E: jesper_gustafsson@hugoboss.com
W: www.hugoboss.com

MEM BER

NE W EXHI B ITOR

CONTACT:
Jesper Gustafsson- Head of
Travel Retail
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Perth’s brand new retail areas
will utilise materials and styles
found natively and exclusively
within Australia.

New commercial
opportunities
for Perth Airport
Following an overall increase in passenger
traffic of +10% in 2012, its 2024 Masterplan is
already well underway, and includes a host of
retail opportunities. Callum Tennent reports.
Perth is the largest airport in
Western Australia, handling 10
million passengers a year. Due to
its bifurcated layout, its domestic
terminal (Terminal 2) and its international terminal (Terminal 1) lie
almost seven miles apart.
This unconventional set-up allows for an
interesting approach to travel retail, as
Scott Norris, Executive General Manager
Commercial Services, explained: “The
design and development of T2 and T1
has enabled Perth Airport to redefine its
retail offer. We have allocated more space
to retail in the terminals and created
retail and dining hubs close to departure
gates, as well as walkthrough stores to
maximise the dwell time opportunity. We
have also re-energised categories such as
food and beverage, duty free and foreign
exchange, to establish more contemporary offers that meet the expectations
of passengers flying into or out of
Perth Airport.”
Another key component of the 2024
Masterplan is work on the new Terminal
1 Domestic Pier and International
Departures expansion, which will
include a Domestic Pier exclusively
for Virgin Australia. This provides an
entirely new space for Perth to create
a retail experience from the ground up.
“We currently have 13 retail and food
and beverage stores out for tender. This
will be a brand new facility and the retail

www.tfwa.com

offer has been designed to maximise the
dwell opportunities airside by locating all of the stores in and around the
boarding areas,” said Norris. “We are
also expanding our International Terminal outbound processes and upgrading
our landside offer. We will have a new
duty free store (JR Duty Free), several
new speciality retail outlets focused
on Australian merchandise, a new
food offer with premium coffee, an
innovative eating and drinking social
house concept store featuring regional
produce, along with other prominent
food court brands. This project will start
shortly and most stores will be ready to
open by mid-2014. To accommodate an
expansion in our international arrivals
process at T1, we are establishing three
new foreign exchange outlets (Travelex)
and a creative new walk-through duty
free store (JR Duty Free). LS Travel Retail
and Vodafone have also recently opened
new convenience and mobile telephone
stores in the arrivals hall at T1.”
What is Perth Airport doing to enhance
the retail experience for some of its most
precious clientele? “Perth Airport is
becoming more important every year to
the Asian consumer market, especially
with travellers from Singapore, Malaysia
and China. We work closely with existing
and new retailers to ensure the space
provided is meeting all customer needs,
and that any new customer trends can be
capitalised on,” added Norris.

new products
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The industry at your fingertips
brandsforbuyers.com is a new travel
retail product directory and networking platform. Launched in February
2013, it provides the industry with
a much-needed permanent online
presence, and is free to use. The site
was designed and created by the digital

department at Metropolis Business
Media, and it joins DFNI and Frontier
Magazine in their growing travel
retail portfolio.
In addition to offering the opportunity
to post basic product information for
free, brandsforbuyers delivers premium

product listings that increase the
chance of making valuable new connections. Listings accumulate to serve as
easy-reference product portfolios for
colleagues and the wider industry.

Stand A9

MultiPort USB
Charger

Travel
charms
Pandora’s new collection of travel charms
is inspired by a globetrotter’s romantic
journeys to faraway lands. Beautifully
detailed and crafted from sterling
silver, the dangle charms depict iconic
landmarks from major world cities,
including the Eiffel Tower, Big Ben and the
Sydney Opera House.
Travellers can start collecting summer
holiday mementos for their bracelet –
from Pandora’s miniature passports to
scooters and diving helmets adorned with
splashes of coloured enamel. It is also
said that they can write their own personal
travel journals by combining the nostalgic
yet modern sterling silver charms. They
will be available in stores from 15 July.

Stand E20
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Unconventional Chic
This year marks Lacoste’s 80th anniversary
and, to celebrate, the high-end French
fashion house has collaborated with
renowned British designer Peter Saville
to create some exciting new pieces that
not only look fantastic, but also provide an
exciting insight into the brand’s future.
Epitomising ‘Unconventional Chic’, the
Edition Collection is a chic walk through
the Crocodile’s hall of fame. In designing
the Edition logo, some of René Lacoste’s

Korjo has created the perfect device for
the modern traveller, irreplaceable both
when on the road and at home. Its 4 Port
USB Charger allows you to charge four
different electronics at the same time,
be it mobile phone, tablet, music player,
digital camera, GPS unit, games console,
or anything else that relies on a USB
connection to recharge.
The device’s 2.1A Max output means that
all your devices will recharge as quickly
as possible, despite being routed through
a USB hub. Not only that, but the charger
comes with four different interchangeable
plugs to enable use in Australia, US, UK
and Japan – this means your charger will
work in 99% of the world’s countries.

Stand J3

original drawings were taken from the
brand’s archives and adapted by Saville to
capture Lacoste’s ‘Joie de Vivre’.
The anniversary collection will include
three distinct men’s polo shirts, graphic
t-shirts, a 100% lambskin leather
women’s polo dress, retro eyewear,
colourful jewellery, a contemporary and
stylish men’s watch and more.

Stand K21
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Cool new
watches
Over the last six years Ice-Watch has
quickly become one of the most popular
watch brands in the world, being sold in
over 100 countries. Here at TFWA Asia
Pacific Conference & Exhibition, it is
introducing five trendy new ranges.
The Ice is one for the purists. It is made
from one single piece of material, from
strap to case, acting almost like a second
skin – true minimalist elegance.
In stark contrast to the Ice is the Ice-Star.
Adorned with bedazzling Swarovski
crystals, the Ice-Star is flashy and
feminine – available in three sizes and
eight different models to satisfy all tastes
and needs.
The Ice-Chrono Electrik is the perfect watch
for the confident, active man. Its oversized
face and luminous colours accentuate the
rugged case and matte wristband.
The Ice-Elegant collection is brand new.
Glamorous and vintage, it is originality refined
to the smallest detail, with a retro tortoiseshell strap and a choice of dial – either gold or
encrusted with Swarovski crystals.
Finally, the Ice-Mini is one for the kids.
Ice’s first-ever junior watch, its fun and
colourful chronograph teaches children
how to tell the time, while its materials
are both durable and great to look at.

Stand F10



Noble
Russian
vodka
A brand name revered by vodka aficionados the world over, super premium
distiller BELUGA has three new products
proudly on display at TFWA Asia Pacific
Conference & Exhibition.
BELUGA Noble is a 30-day matured,
richly aromatic malt spirit. Made from the
purest Siberian spring water, its ingredients include honey, oatmeal and thistle
extract. BELUGA is in fact so proud of
this product that it has released a special
travel retail edition, complete with unique
packaging and a complimentary BELUGA
branded glass, to be found at several

new products

major hubs across Europe.
The limited edition BELUGA Gold Line is
for true connoisseurs. With an extended
maturing period of 90 days and extra
luxury ingredients, this vodka is a work of
gastronomic art. Each bottle is individually numbered and specially sealed – the
special hammer and brush provided with
each purchase aid with the uncorking and
removal of the wax.
Finally, the BELUGA Transatlantic Racing
special edition was created to honour
Russia’s grand tradition of sailing, and
the teams which fly the BELUGA sails in
yachting competitions around the Atlantic
and Mediterranean. Like their yachtsman counterparts, the BELUGA master
distillers are passionate artisans of their
craft. This recipe is a unique barley malt
infusion with wild strawberry extract.

Stand D4

Natural
beauty
New exhibitor
Established more than 50 years ago
in La Gacilly in the Brittany region of
France, beauty expert Yves Rocher has
now launched its first botanical beauty
product range.
Taking the best of the botanical world
to serve the needs of the skin using a
combination of nature and scientific
research, Yves Rocher’s scientists
are decoding the biological functions
of plants to pave the way for the
discovery of new active ingredients for
cosmetics.
The Elixir 7.9 Youth Intensifier is the
cumulative result of their hard work
and research. Capable of doubling
the anti-aging effectiveness of usual
skincare regimens, Elixir 7.9 contains
seven plant ingredients and nine antiaging patents to deliver concentrated

power in one drop. Paraben-free and
dermatologically tested, Elixir 7.9 is
the botanical future of beauty and
the highlight of Yves Rocher’s Global

Anti-Aging range – which also features day
care, and night care creams.

Stand J32

Visit us at
Stand J23
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This week, Danish premium confectionery brand Anthon Berg (Stand
D35) proudly presents exciting new
chocolate bottle liqueurs in liquid,
rather than creamy filling, form
to add to its best selling Chocolate
Cocktails range.
They are the Kicking Mojito, the Strawberry Daiquiri, the Margarita and the
Cosmopolitan. The eye-catching bottles
come in three varieties and sizes, each
matching the cocktail inside e.g. sassy
lime for the Mojito. The bumper 26-piece
Grand Cordial Tube comes as a hot
pink package, ideal for gifting or selfindulgence. Ian Hill spoke with Tomas
Bruun, Travel Retail Director Asia about
the mounting success of Anthon Berg in
travel retail.

What do you consider to
be Anthon Berg’s greatest
achievements in 2012?
One of our greatest achievements in 2012
is without a doubt our growth in the Asian
region where we have seen double-digit
growth. We will continue to build on this
platform strategically in travel retail and
domestically in the Asian region. Another
2012 major success is our award winning
brand universe ‘Generosity’. The key to
‘Generosity’ is that our products do not
only give Anthon Berg the opportunity
to offer premium products, value and
visual impact, but it adds emotional and
social value to the consumer purchase,
which differentiates it from all other
premium chocolates in the travel retail
market. The brand opens up to a brand
new way of doing promotions. We have
done consumer testing in Asia and the
concept has tested extremely positive. The
pink colour that represents Anthon Berg
creates a lot of consumer attention and
ultimately drives sale onsite.

How important is travel retail
to Toms Group’s overall sales?
Travel retail is strategically extremely
important for Toms
Group. We are among
the top ten confectionery suppliers
in this market.
We use this
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MELTINGLY DELICIOUS…
significant position in the confectionery
category of travel retail strategically to
grow the overall business. Our global
presence and visibility allows us to tap in
to selected domestic markets instantly, as
our brand awareness is generally high.

What has changed the confectionery category the most in
2012, especially in airports?
In 2012 we saw an increase in the ‘space
game’ in airports. All suppliers are
looking to get more space, and competition has increased in 2012.

Will you continue the Generosity theme through 2013? How
successful has this concept
been for Anthon Berg?
We will absolutely continue the ‘Generosity’ brand universe through 2013. We have
several brand new promotion concepts in
the pipeline, which are completely new on
the market.

How do you anticipate Anthon
Berg will perform in 2013?
We have great expectations for 2013 for
Anthon Berg in travel retail. Our mantra
for 2013 is, that we have ambition for
more. We are performing well in the space
game. And on top of that, our pink brand
color makes good use of this space by
attracting the eye of the consumer. When
more space is available, we pursue this
opportunity. We believe, that our niche
products makes us a great differentiator, and suit any chocolate occasion and
price range. An example is the chocolate
liqueur range, which we invented more
than 50 years ago, and still remain the
undisputed world leader in chocolate
liqueur. This product clearly differentiates
us from our competitors. Our products
meet all price points with
premium offerings.

Which regions will you
target this year and where
do you think there is the most
untapped potential?
We will continue to target Asia this year,
where we also see the most untapped
potential. We expect to see a high relative
growth here.

Is gifting your primary focus?
80% of our products are targeted at
gifting. Our non-alcohol Sweet Moments
product line for example ranges from
informal gifting to sharing and personal
purchase. For a product to target different purchase occasions it must be high
quality chocolate, premium packaging and
good value for the consumer. We work
intensively in our product development to
combine these three elements and hit the
perfect price point for each product.

Gift-with-Purchase (GWP) is
increasingly popular. What
value-added concepts will you
introduce this year?
This year we are running several GWP
promotions. In Asia we are running
an umbrella GWP with Anthon Berg
branded sun/rain umbrellas in pink
or black to target both men and
women. We are running a bracelet
with charm GWP, as well as two
GWPs with cups and bowls in
tasteful minimalistic design.

www.tfwa.com
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children’s items

Product
innovation in
children’s items
The dynamic children’s items category is seeing
growth driven through innovative, travel retail
exclusive products, as well as the importance of
impulse purchasing. Ross Falconer reports.
Scorpio Worldwide (Stand N20) has
seen a solid performance so far
in 2013. Its Just brand of plush is
exclusive to travel retail and offers
a complete range of fun and loveable quality soft toys with character.
“Particularly successful is the Humphrey
Camel range of plush and associated gifts
such as handbag, photo frame, phone
cover, purse, and keyring,” explained
Garry Stoner, Global Director of Travel
Retail, Scorpio. “Also very popular is
the Time Design range of kids’ watch
gift sets with choices for girls and boys.
An example would be the Time Design
Hearts Interchangeable Strap Watch.
This includes a pretty watch with a ring
of hearts around a white dial with threehand quartz movement. The watch has
seven easily changeable straps, one for
every day of the week. Or the Time Design
Police Officer Watch, Flashlight and
Whistle. This set includes a quartz watch
with blue dial and glow in the dark hands
with an adjustable fabric strap.”

02

Character merchandise is always popular,
as is merchandise relating to the latest
blockbuster movies. The Scorpio strategy
focuses on classic plush products with a
flair for design and point of difference over
what can be found in the domestic markets.
Travel Retail Experts (Stand A10) has some
great new on-trend toiletries from Air-Val,
which are a spin-off from Disney classics
such as Mickey Mouse, Cinderella and
The Little Mermaid, from current video
games like Angry Birds, and from TV and
cinema hits including Hannah Montana,
Spider-Man and Ben 10. “Even in this age
of technology, children love products which
relate to their heroes or which transport
them into a world of make-believe,”
commented Travel Retail Experts’ Lutz
Natonek. “Kids enjoy them and adults like
to give them as gifts because they recognise the characters their children love and
are confident in their purchase.”
The ‘Planes’ movie – the follow-up to
‘Cars’ – is out this summer and Travel
Retail Experts has the official toiletry sets,
including a Planes Metallic Zip Case, with
images of ‘Planes’ characters on front and
back, containing a 50ml eau de toilette
(EDT) of the Planes fragrance, and also
the Planes Toiletry Bag, with the EDT and
a shower gel. One of its best-sellers is the
Disney Princess collection. New this year
is the Princess Miniature Set of four 7ml
eau de toilettes. “We are showcasing
a new Barbie Metallic Beauty Set
too, with a 10ml EDT, three
fashion eye shadows

03

www.tfwa.com

01
and one lip gloss, all presented in a pretty
metallic windowed box,” added Natonek.
Meanwhile, Premier Portfolio International’s (Stand M02) products are all based
on the travel theme, so there is a strong
relevance to toy outlets within airports or
onboard aircraft or ships and ferries. New to
the Premier Portfolio Fun Plane signature
range this year is the FUN PLANE WATCH
with pop out LCD display, engine sound
and lights. The watch can be produced
in any airline livery. “Already proving to
be successful on several airlines, we are
looking forward to good sales ahead in
2013,” commented Andrew Webster, Director, Premier Portfolio International.

01 Very popular for Scorpio Worldwide is
the Time Design range of kids watch gift
sets with choices for girls and boys.
02 New to the Premier Portfolio Fun Plane
signature range this year is the FUN
PLANE WATCH with pop out LCD display,
engine sound and lights.
03 The ‘Planes’ movie – the follow-up to
‘Cars’ – is out this summer and Travel
Retail Experts has the official toiletry sets.

It seems clear that the dynamic children’s
items sector will continue to grow, fuelled
by brand and product innovation, and
growing operator interest.

60-second interview
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60-seconds with:
Lyndea Dew, Global Travel Retail Marketing Director, Puig

TAX FREE WORLD
ASSOCIATION
63, Rue de la boétie
75008 Paris France

Over the last five years, Puig has perfected an approach to
international travel retail that is truly beyond the ordinary – offering
customers a unique and unforgettable airport ‘retailtainment’
experience, while vastly enhancing revenues for its retailers. Amy
Hanna spoke to Global Travel Retail Marketing Director Lyndea
Dew, who explained the ingenuity behind Puig’s success.
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Cécile Lamotte
Puig is widely recognised for raising
the bar in travel retail, and with
unprecedented concepts and inventive ideas at the very core of its
approach, creativity is synonymous
with the brand. In the increasingly
saturated fragrance market, Puig
strives to breathe fresh air into the
barrage of advertising campaigns,
ever-increasing array of brands and
constant flow of new launches with
which consumers are met.
The brand’s travel retail strategy centres
around point of sale innovation and
passenger engagement. “We try to find
and implement new and exciting ways for
customers to interact with our products
and discover our brands, and to help
ensure that our launches are winning
launches,” Dew explained. “We seek to
create new experiences that customers
simply don’t expect to find at an airport,
and use this stimulation as a platform for
telling stories about our products.”
That is the vision behind its ‘retailtainment’ approach – entertaining in-store
spectacles designed to promote a
product and deliver an extraordinary
shopping experience, enabling the
brand to maximise travellers’ exposure
to its products while creating a lasting
impression.
“Retailtainment is about bringing excitement and theatre to the retail space,” said
Dew. “We invest in high-profile promotion
(HPP) spaces in major airports, and then

deliver concepts which are visually striking and offer an entertaining, and often
surprising, experience.”
Typically, a strong retailtainment concept
will deliver up to five times more sales
during a launch, and Puig’s most
ambitious retailtainment displays span
from in-store rock concerts and giant
golden safes, to vintage cars and the
world’s first ever flash mob in a duty free
shop, all tailored to the needs of shoppers
in specific regions.
Recently Puig targeted its Asian consumers with a promotion for Valentino’s
Valentina Acqua Floreale at Changi
Airport, in which, for the first time ever,
Puig secured HPP locations in the main
Perfume & Cosmetics store in all three of
the airport’s terminals.
Dew said: “Working in partnership with
Nuance-Watson, our promotion centred
on a stunning piece of retail theatre, with
promoters taking elegant flower blotters
from a bush, spraying them with the
fragrance and tying them on the wrists of
consumers as a decorative accessory that
they could take away with them. This whole
sampling ritual reflected an elegant and
personalised experience of the Valentino
brand that Chinese consumers in particular were greatly attracted to.”
Though the retailtainment design for
fragrance has achieved immense acclaim
in Europe and the Middle East, it has yet to
fully break boundaries in the Asian market.
Puig’s aim is now to demonstrate to Asia’s
airports the impact that such remarkable
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and memorable experiences could have on
fragrance sales in the region.
“Consumers have far more exposure to
brands through a variety of communication and retail channels nowadays – this
obviously makes them more aware of
the choices on offer. Ultimately this
means you have to do more to grab their
attention and also more to gain and keep
their loyalty. Not only do you have to keep
your brand out there in the consumer
consciousness but you also need to
innovate at a product level to evolve and
improve the range, and keep people interested and excited about what’s coming
next,” Dew concluded.

The RRTP, designed in consultation with
liquor suppliers, will teach the principles
of the self-regulatory code of conduct
for alcohol sales which APTRA launched
last year.
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The objective is to train staff at all levels
to be responsible when selling alcohol
in duty free & travel retail, respecting
relevant legislation, advising customers of exactly what they can and cannot
purchase, and refraining from selling to
passengers whose purchases may be
seized by authorities down the line.
Leveraging the programme’s new tagline
“Care is our Custom”, which highlights
the support APTRA gives the industry,
the Association is encouraging stakeholders to adopt the core value of care in
their customer interactions.
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APTRA TAKES CARE
The Asia Pacific Travel Retail
Association (APTRA) is stepping up
its campaign to encourage responsible retailing in duty free & travel
retail with a new Responsible
Retail Training Programme
(RRTP) and an enhanced
communication drive.
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A striking stamp design adds visual
impact to APTRA communications and
has been developed as a reference to
cross-border travel.
APTRA invites stakeholders to see a
demonstration of the RRTP and catch up
on current campaigns at their stand P25.
APTRA members are invited to attend the
AGM on Wednesday, 16.30, in room 3012
MBS level 3.
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