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Introduction

It’s all
in the
mix
This has been another record week
for TFWA – our biggest Singapore
show ever. 253 exhibitors – of which
74 are new or returning; it’s an
impressive number, but the real
importance is in the mix.
Much of the work undertaken by TFWA
during the year is to ensure that the mix
of exhibitors in the hall evolves to reflect
the changing nature of the industry,
along with consumer trends and specific
regional tastes. And here this week you
have seen the result of that effort over
the year; we have energetically and
enthusiastically worked to bring you a
vibrant and dynamic melange of exhibitors
that not only represents the importance
of the various sectors, but also combines
international brand leaders, with young,
upcoming brands, with travel retail and
regional specialists. Not surprisingly,
fragrance and cosmetic companies are
still the main category at just under 24%
of exhibiting companies, and wine &
spirits remains vitally important at almost
18%. But fashion, accessories and leathergoods is close behind at nearly 17%,
followed by jewellery/watches at 14.5%
and confectionery at 13%.
The number of new and returning
exhibitors is really exciting this year with
a fabulous mix of companies, again strong
in the fashion, fragrance and wines/spirits
sectors. We hope you have had a
great experience.
The mission of TFWA is to develop exhibitions and conferences that are perfect



commercial platforms for the travel retail
industry; and a ‘one stop shop’ for travel
retailers – airports, airlines, border and
downtown stores, cruise ships and ferries.
In order to develop these conferences
and exhibitions we rely on input from
our members. An example of this is the
highly successful inaugural TFWA China’s
Century conference held in Beijing in
March. TFWA membership now numbers
445, with new companies joining from
across the globe – a selective group of fine
brands that represent the best in their
category and who are committed to travel
retail. This year we welcome companies
including Polo Ralph Lauren Europe,
Gianni Versace, Treasury Wine Estates,
Illva Saronno, Haribo, Tea Forte and
Sennheiser Electronic.
This year’s great start follows an equally
successful 2012 for TFWA with two excellent shows in Singapore and Cannes both
recording excellent attendance figures,
particularly in the key operators and
retailers category – TFWA ended the year
in a very strong healthy financial position.
Obviously this year’s enforced move to the
Marina Bay Sands has had some financial
implications for TFWA, but we have been
able to meet these with the objective of
maintaining the financial balance of the
whole event, whilst protecting the interest of our exhibitors. Generally however,
financial success for TFWA means that
we can continue to invest in initiatives
designed to benefit our members –
whether that is creating a premium
exhibition environment, providing useful
networking events, or providing in-depth
research on regional and global markets.
It also includes investing in technology,
and we continue to develop the tools
intended to make life easier – whether
they be our smartphone apps, free WiFi,
touch sensitive screens, and our new
TFWA LinkedIn page.
Financial success also enables us to
continue with our important TFWA
Care initiative. This year TFWA Care

welcome message

This year we welcome new
member companies including
Polo Ralph Lauren Europe, Gianni
Versace, Treasury Wine Estates,
Illva Saronno, Haribo, Tea Forte
and Sennheiser Electronic.
is continuing its support for a number
of multi-year projects still underway.
These are the Lotus Flower Trust,
which maintains its programme of
school-building in some of India’s most
poverty-stricken regions; Toutes à l’école,
which built the Happy Chandara school
for girls near Phnom Penh in Cambodia,
and where TFWA Care is the sponsor of
class 3D; Nosy Komba Solidarité, which
works to improve living conditions on
the impoverished island of Nosy Komba
near Madagascar; and the Na’an ku sê
Foundation in Namibia, where TFWA Care
is supporting the work of a Lifeline Clinic
offering the only free healthcare service in
the remote region of Epukiro.
In total, TFWA Care has pledged
€364,000 to help these 10 good causes
in 2013, building on the €252,000
donated in the previous year. Please do
contact us if you have any suggestions

for possible beneficiaries for the future.
For our own financial efficiency we
also need to continually look at how
we operate. This year will see TFWA’s
permanent office in Paris move to
larger, convenient, premises within the
city. This will also enable us to meet
with the new needs of the Association
today, both from an economic and
technological perspective.
We are also changing our fiscal year
to May 1-April 30. This enables us to
prepare the accounts and have them
approved for the AGM in Cannes each
year – and is in line with French
legal requirements.
We hope that you have all had a successful business week and, if you are not yet
a member of TFWA, then now is the time
to contact us re joining. Please email
s.parmentier@tfwa.com or visit us here
in the onsite offices.

Alessandra Visconti
Vice-President Corporate,
TFWA

Frédéric Garcia-Pelayo
Vice-President Finance,
TFWA

MBS restaurant special offers
TFWA Asia Pacific Conference & Exhibition delegates can enjoy
special offers at four restaurants located in the Marina Bay Sands:
Guy Savoy

The Moluccas Room

Terms & Conditions:

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

15% discount off a la carte food & drinks
The Shoppes at Marina Bay Sands
2 Bayfront Avenue L1-81
Tel: 6688 7367

• Valid for lunch & dinner
• Valid on all a la carte food & drink
• Discount is not valid with any other
promotions, discounts, offers, vouchers
or set menus
• Offer valid from 12 May 2013 to
16 May 2013
• Guests must call for a reservation and
state TFWA Asia Pacific Conference
• Guests would be requested
to show their event badge/entry
ticket when they request the bill.

Punjab Grill
Pizzeria Mozza
Exclusively for TFWA delegates: Complimentary Italian soda with every pizza.
The Shoppes at Marina Bay Sands
B1-42-46, Galleria Level
Tel: 6688 8522

www.tfwa.com

10% off a la carte food & drinks
The Shoppes at Marina Bay Sands
B1-01A, Galleria Level
Tel: 6688 7395

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.
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singapore swing party
Last night’s Singapore Swing Party took place at the majestic Alkaff Mansion.
Guests were transported back to the roaring twenties for an evening of
jazz music, dining, dancing and casino entertainment.
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Subtle, understated style could
often be described as anything that
is not bold. But, with the emergence
of whimsical themes making their
way into the fashion accessories
palette, it is clear the term goes
one stage further.
“Colourful materials, enchanting natural
treasures and poetry continue to play a
key role in the look this fall and winter,”
said Colorful Licenses (Stand G11)
Marketing & PR spokesperson, Annique
Grooff, describing the PiP Studio collection of fashion accessories and bags. “The
details are refined, including delicate
floral embroidery and an elegantly
handwritten logo.”
Furla (Stand H15) Director of Travel Retail
Gerry Munday explained that “understated
elegance is certainly important. There is

Subtle style
Whether sleek in classic shapes or with a hint of historic style, fashion
accessories are, this year, moving away from loud and brash branding,
instead linking collections with elegant designer labels and subtle colour
schemes. Jessica Mason finds out which products are leading the trend.
also a case for bags which are fun, funky
and clearly identifiable with a brand.
After all, there’s a big global audience out
there and consumers have very different
tastes and style requirements. The Furla

04
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logo, through bag furniture, is always – of
course – subtle, consistent, and in keeping
with the brand image,” she added.
Paola Bolzani, Ufficio Commerciale,
Marcorossi SRL (Stand F6) pointed out

that “every season the Gattinoni collection
launches new shapes and styling – always
with elegance in mind.” Bolzani revealed
that “this season the inspiration has
been the sea shore and nature, so pebble

05
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and woody neutral colours with soft suede
and leather textures have been integrated
into the Planetarium design with
fabulous results”.
But for La Perla (Stand L11), elegance
is not a trend, but a code that the brand
is built upon. Anne-Sophie de Guerry,
Marketing Director Asia-Pacific, La
Perla, commented: “It is a more intimate
elegance, for ourselves rather than a
status symbol. La Perla customers have
reached the ultimate level of luxury, which
is self-indulgence. La Perla outfits are
described as the ultimate elegance also
because of the refinement and subtlety of
designs and styles.”
And it’s that sense of refinement that is
key to what’s selling right now. But how
might a brand avoid being brash and
ostentatious while still trying to court
attention from busy travellers passing by?
“Most of our products do not have
shouting logos,” said Chiara Polverini,
Spokesperson at Marcolin (Stand M28),
giving some clue to the game of ‘subtlety
appeal’. But Polverini also agrees that
“the value of the brand in which the
consumer feels comfortable to identify
himself is of course the most important
thing. We try to reach it with the design
and quality of the style to make him or her
feel fashionable and elegant”.



fashion & accessories

01 New exhibitor Couronne is an
accessible luxury handbag brand. The
colour palette of Couronne bags is
particularly distinctive, and the brand
combines fashion with classic design.

08

02 Red Bull Racing Eyewear is designed
for sports-loving people who are
passionate about technology, innovation,
quality, precision, design, fashion
and lifestyle.
03 Marcolin is showcasing new eyewear
frames from Tom Ford. The hallmarks
of the new eyewear design are
classic silhouettes, touches of
vintage influence, and extremely
modern fabrications that are
steeped in minimalist luxury and
attention to detail.
04 Colorful Licenses is presenting
the PiP Studio collection of fashion
accessories and bags, which
includes refined details, delicate
floral embroidery and an elegantly
handwritten logo.
05 Desigual is highlighting its exclusive
pack of two Desigual pashminas, which
feature exotic, ethnic inspired prints.

Accessible luxury
So that’s what’s changed in fashion.
People don’t want to be obvious, they want
to simply seem knowing and confident in
mixing things up themselves in a way that
represents them best.
One way that fashion accessories can use
the power of branding to subtle effect is
through their logos. For some brands, this
can be seen more recently on the inside
of a bag, rather than the outside, or with a
simple crest detail.
For the Oilily (Stand G15) branded bags,
being showcased by Colorful Licenses, the
collection demonstrates “an all-over Oilily
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logo print polyester lining,” explained
Grooff, also highlighting the PiP Studio
range, which displays a “distinctive PiP
cameo rosette brooch to complete each
item with the signature” to make items as

characteristic of PiP Studio as possible.
Displaying brand confidence and also
proving it doesn’t matter when a brand
is iconic in its style, Polverini at Marcolin
said that “you can take off the logo and
you will still understand which collection
they belong to”.
Which leads us on to the fact that fashion
accessories have become canny ways of
affording luxury goods, simply because
they are available at a more accessible
price-point than larger fashion items.
For some, the appeal of owning items that
are also owned by celebrities can be a big
attraction. According to Maui Jim (Stand

06 Butterfly Twists are positioned for
the woman on-the-go. The company
has designed a stylish yet practical
pair of ballerinas that can be worn
for any occasion.
07 This year marks Lacoste’s 80th
anniversary and, to celebrate, it has
collaborated with renowned British
designer Peter Saville to create some
exciting new pieces.
08 Boggi Milano is making its debut
at TFWA Asia Pacific Conference &
Exhibition. The leading menswear brand
is inspired by the Italian lifestyle, in
particular the Milanese business style.

www.tfwa.com

K9) Global Travel Retail Director Giles
Marks: “Maui Jim makes the best polarized sunglasses in the world favoured by
top sportsmen and women, but also by
regular guys driving on the highway and
fashion conscious young ladies on the
boulevard.”
Similarly, Red Bull Racing Eyewear (Stand
B2) Sales Director Travel Retail Karl
Stoiber stated: “Red Bull Racing Eyewear
is designed for sports-loving people who
are passionate about technology, innovation, quality, precision, design, fashion
and lifestyle. The sunglasses are worn
by Infiniti Red Bull Racing drivers Mark
Webber and triple Formula One World
Champion Sebastian Vettel.”
René Lacoste helped raise the standing
of tennis in France to that of a great
sport. “He invented the style of ‘casual
elegance’,” commented Nicolas Poire,
Retail Excellence & Travel Retail Executive for Lacoste (Stand K21). “To obtain
greater freedom of movement and more
comfort during his matches, he created
a lightweight, open weave, short-sleeved
white knit shirt with a ribbed collar – the
celebrated Lacoste polo shirt was born.”
This year, Lacoste will be introducing
something new, however, a fashion
accessory that has all of the iconic style of
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the polo shirt as a way of reinventing the
brand. “The idea of the handbag collection comes from our intention to go back
to the roots and values of the brand by
combining Petit piqué, block colour, and
simple and elegant design. New shopping
bags are combining the Petit piqué PVC
with the elegance of leather in a chic
and minimalistic way. After 15 years of
uninterrupted growth in the Asia zone, the
usual competitors in the casual/upmarket
ready-to-wear sector are present, and it is
becoming important to stand apart from
them,” said Poire. “We have a trump card
in our DNA: French chic, very recognised
in Asia, and the models to follow in terms
of consumer experience in the luxury
sector. It is this sector, which must inspire
us to align the consumer experience with
our ‘accessible luxury’ positioning.”
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09

forms,” said Grooff.
It is this ‘edge’ that classic designs
have mastered over the years, so it’s no
surprise that certain accessories are
offering up a modern take on a tried and
trusted style. Groof explained that this can
be seen by the use of traditional materials combined with new and innovative
textiles. Other ways are by reintroducing
bag shapes that remind consumers of a
bygone era and add a hint of nostalgia
and charm. For the PiP Studio brand,
Grooff commented that “the boxy design
is clean and retro”, while “this vintage feel
emphasises the PiP signature and reflects
the latest trends”.
Ashley Kwon, Spokesperson at Couronne
(Stand B26) agrees that the trend for
new takes on the classics is giving
global travel retail a lift. “Couronne has
brought a breath of fresh air into local
markets, along with its new and fashionable experiments on classic design,”
explained Kwon, adding that the brand
is “a pioneer of ‘affordable luxury’ in the
Korean market”.

Stand-out appeal
At Desigual (Stand D11), the brand is
characterised by its different, optimistic
and colourful designs, which also give it
immediate stand-out appeal. But, here we
see that what is at the heart of its style is
its slogan – like a mantra – ‘Desigual is
not the same’, which reflects the uniqueness of its products.
One of the stand-out features of this
year’s subtle style among fashion accessories is a more mature, warm and pared
down palette that offers up subdued hues
based on nature, and which, every now
and then, shows brighter colours just in
the trim.
Morgan & Oates (Stand J33) is showcasing its latest range of cashmere/merino/
silk mix wraps and scarves at TFWA
Asia Pacific Conference & Exhibition. Its
products are exclusive to travel retail, so
the range will not be available in other
markets. Jeannie Archer, Consultant
at Morgan & Oates, explained that the
brand tends to “offer a range of modern
and classical designs in the colour of the
moment which will appeal to the greatest
number of purchasers”.
Colorful Licenses, meanwhile, is introducing cases for the iPhone (4,4S & 5) to its

Fashion and function

10
travel collection, as well as a hard-shell
trolley. “Each sturdy polycarbonate or
polyester form is available in one of three
striking colourways to ensure these musthave bags and accessories stand-out in
any crowd – and on any conveyor belt. A

sizzling blend of deep red, fuchsia pink
and fiery orange is cooled with pops of icy
blue and sand; Mother Nature’s hues of
dusty rose, iris blue, stone and poppy red
enrich a sky blue backdrop; while stone,
white and vivid pinks brighten up ice blue

But, while travel retail gets updated,
the needs of consumers are still rather
everyday as they travel through airports
looking for essentials. Paolo Selva, Development Manager, Boggi Milano (Stand
B14) commented that there are ways
that fashion accessories can be mindful
of suiting traveller’s needs without
compromising on style. “The brand is
attuned with today’s cosmopolitan and
contemporary men and with their lifestyle;
it offers them high quality Italian design,
exquisitely hand-finished products, made
with the finest Italian material,” said
Selva. “Accessories are not an exception to
this rule, but in the menswear segment,
especially in travel retail, they are mostly
bought out of necessity.”
He explained that his mind runs
immediately to ties, which are meant to
be matched to classic shirts, to scarves
and sporty sweaters, belts and matching
shoes. “All these items remain the best

11
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sellers for us in the travel retail segment
in all our airport stores (Europe and India).
They are a powerful tool to make the brand
known to customers that become almost
immediately loyal followers due to our
pristine quality,” added Selva.
It is a good example of how everyday
needs push the fashion segment even
further towards function. People need
items, and when items have a need, they
can be shopped for on impulse.
“Butterfly Twists are positioned for the
woman on-the-go,” said Philippe Homsy,
Co-founder at Butterfly Twists (Stand D8).

13



“We have designed a stylish yet practical
pair of ballerinas that can be worn for
any occasion, be it for ensuring she has
a pair of flats to complement her work
outfit when commuting to and from work,
jet setting between cities, shopping,
driving, or simply because they’re
fabulous. Butterfly Twists complement her
busy and fashionable lifestyle.”
And with two reasons to buy an accessory
– need as well as style – the greater the
impulse for purchasing it. For instance,
Desigual is making available a pack that
includes two exclusive pashminas with
ethnic and tropical inspired prints. “The
larger first style is designed for a variety
of uses: wear it as a scarf, on the beach
as a sarong, or even as a dress on a hot
summer evening. The second style is a
triangular-cut scarf with eye-catching
disc-shaped tassels,” said Gemma Villarroya from Desigual Marketing Department.
Tintamar (Stand L10) has established
itself in the travel retail industry as a
designer, manufacturer and supplier of
ingenious handbags and small accessories. Its first big success in the channel
was the Very Intelligente Pocket – a
clever little pouch which holds all of one’s
precious little items like phone, keys
and cards inside a bigger bag. It can be
swapped from a tote to a briefcase to
a holdall. The company then followed
that with a stream of bright ideas under
the Intelligent Daily Bags banner and

fashion & accessories

09 Anne-Sophie de Guerry, Marketing
Director Asia-Pacific, La Perla: “La Perla
outfits are described as the ultimate
elegance also because of the refinement and
subtlety of designs and styles.”
10 Maui Jim offers a wide range of frames
to suit every face shape and lenses to suit
varying light conditions.
11 Furla is showcasing its expanding Candy
Lifestyle collection at TFWA Asia Pacific
Conference & Exhibition. This includes new
shapes and bright, funky colours.
12 Morgan & Oates is showcasing its latest
range of cashmere/merino/silk mix wraps
and scarves at TFWA Asia Pacific Conference
& Exhibition. Its products are exclusive to
travel retail.

14

13 Paola Bolzani, Ufficio Commerciale,
Marcorossi SRL explained that “every season
the Gattinoni collection launches new shapes
and styling – always with elegance in mind.”

aims to make stylish problem-solving
bags, recognised for their practical and
aesthetic qualities, which make their
owners’ lives easier around town, at work,
on trips or for hobbies. “We cope with the
wet swimming costume or the melting
make-up or the overstuffed travel bag in
terrific style,” explained Tintamar CEO,
Edith Petit, showing that the everyday
needs of travellers are encroaching
further into the fashion accessories
category and becoming appealing, useful
items in their own right.
As Marcolin’s Polverini states: “There are
some everlasting classics that are always

14 Tintamar has established itself in
the travel retail industry as a designer,
manufacturer and supplier of ingenious
handbags and small accessories.

on the top, there are vintage inspirations
and cat eye shapes that can make you feel
like a Hollywood star, there are capsule
collections for very special customers, and
there are many sparkling bright colours that
give vitamin energy when you wear them.”
Indeed, the real trick of a good fashion or
accessories brand is to make sure that
there is always something for everyone.

VISIT US AT BOOTH N18
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Share your experience at philipstein.com
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Marlboro
Premium
Black

Traditional tequila

Philip Morris International is introducing
its newest and most exclusive Marlboro
offer at TFWA Asia Pacific Conference
& Exhibition. Marlboro Premium Black
is described as the reference in premiumness, prestige and style, offering a
distinguished cigarette in every detail.
Marlboro collaborated with Pininfarina, the designer of Ferrari cars,
to create a luxuriously elegant
packaging. Marlboro Premium Black
contains the finest, high quality tobaccos, which are blended to deliver a
smooth and mellow taste sensation.
Meanwhile, Marlboro’s latest innovation – the ProFresh seal – delivers
premium freshness protection for the
cigarettes. The unique automatic seal

opens and closes in one move.
Philip Morris International held a
private revealing event at its stand,
at which it presented Marlboro
Premium Black.
Michael Pettersson, Manager Trade
Marketing, Philip Morris International,
commented: “The exhibition has been
going really well for us. We have had
back to back meetings.”
He explained that Marlboro Premium
Black has already been launched in
Dubai and will be introduced at Beijing
and Shanghai airports, targeting those
Chinese consumers looking for exclusive, premium products.

Automatic
watches

Watches range includes around 1,100
models, with retail prices of between
US$50 and US$650.
“We’re finding that the big push
currently is towards automatic
watches – that’s a big trend,” said
Bhudiya. “We caught on quickly to that
trend and are doing very well with our
automatic watches. We are highlighting
them to visitors here at the show.”
The reliability of the product is, of
course, vital and Royal London Watches
ensures this by using Japanese-produced
movements in its watches, which Bhudiya
described as very reliable.
“We have enjoyed our first time exhibiting
here. We have arranged lots of meetings
and have also been participating in the
ONE2ONE meetings service. We are new
to travel retail and feel the Asia Pacific
region has a lot of potential for our
products,” he added.

New exhibitor
Royal London Watches is exhibiting for
the first time at TFWA Asia Pacific Conference & Exhibition. Raj Bhudiya, Office/
Export Manager, said the value for money
products offer an excellent price versus
quality ratio. The entire Royal London

Stand HS01

Stand D01

First
class
wines
For a business that only started up three
years ago, Diverse Flavours has made
huge strides in travel retail – and it
arrived in Singapore with a new product
for the Asian market. The South African
vintner is launching its Cape Nectar,
Muscat Gold Soetwijn here, at the show
– a drink that has been part of South

10 – TFWA DAILY

African culture for many generations.
“This is a fantastically designed
product that beautifully blends the
story behind the wine into the packaging,” said Anthony Budd, Managing
Director. “It should have strong appeal
to Chinese, Japanese and Korean
female consumers and customers
looking to purchase a special and
unique gift.”
Diverse Flavours has secured
listings on airlines and in airport
shops across Asia, but perhaps the
biggest coup for the company is
wooing the master sommelier of All
Nippon Airways, who placed one of
its wines on the first class menu.

Patrón Spirits International is expanding its team in Asia Pacific and reports
notable success in the region. In terms
of its travel retail business, listings have
been secured at Hong Kong International
Airport and Tokyo Narita Airport, with
Tokyo Haneda Airport soon to follow.
“Every year, we are growing in the Asia
Pacific region,” commented Quincy
Wei, Regional Director of Marketing &
Commercial Strategy, Asia Pacific, Patrón
Spirits International. “It is a very exciting region with huge potential. We are
working with the key retailers.”
The company is introducing a new tequila
here at the show – Gran Patrón Piedra.
It is Patrón Spirits International’s first
extra-añejo tequila, produced in the
traditional ‘tahona’ method, and its first
travel retail exclusive product. Gran Patrón
Piedra is meticulously aged for more than
three years in new American and French

oak barrels, offering a distinct range of
flavours and aromatics to satisfy the most
discerning palates. The ‘tahona’ production process is a time-consuming and
ancient method of creating tequila; the
steam-cooked agave is slowly crushed
with a large stone wheel, and the resulting
juice is fermented and distilled along with
the agave fibre. The taste is described as
sweet, yet rich and complex.

Cool
watches

Conversely, the Ice-Star is adorned with
Swarovski crystals; it is available in
three sizes and eight different models.
The Ice-Chrono Electrik features an
oversized face and luminous colours to
accentuate the rugged case and
matte wristband.
“We also have a collection for children
– Ice-Mini,” explained Jean-Philippe
Balon, Travel Retail Manager, Ice-Watch.
“The show has been fantastic. We have
met with lots of customers and new
prospects. We see a lot of potential in
Asia Pacific. We are already very strong
in Europe and are now trying to expand
our travel retail presence in the Asia
Pacific region.”
Ice-Watch is also proud of the fact that
it has more than four million ‘fans’
on Facebook, making it the number
one brand in the watches & jewellery
category in terms of Facebook ‘fans’.

Ice-Watch is presenting a variety of new
ranges at TFWA Asia Pacific Conference & Exhibition. The Ice is described
as true minimalist elegance; made
from one single piece of material, it is
said to act almost like a second skin.

“I have worked all over Asia and thought
there was a market for South African wine
here,” said Budd. “Since then we have

Stand L25

Stand F10
been building up the listings.”

Stand A7

www.tfwa.com
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Universal
appeal

Desigual has big ambitions for its
travel retail business and expansion
in Asia is key to achieving its goals.
“We want travel retail to make up 5%
of our business,” said Sergi Thomas
Pérez, Travel Retail Director for
Desigual. “It’s not there yet, but we
are getting there.”
While Europe remains at the core of



its business, an increasing presence
in Asian travel retail is certainly
helping it gain a foothold in the
Far East; the company has opened
stores in Singapore Changi Airport,
Kuala Lumpur International Airport
and Shanghai’s Hongqiao Airport –
with more stores planned in Southeast Asia and China. “Last year was
our first time exhibiting at TFWA
Asia Pacific Conference & Exhibition,
and it was very productive,” said
Pérez. “We have been developing our
Asian market presence ever since.”
The brand has developed unique
lines for travel retail and is
currently listed on more than
15 airlines.
Renowned for its unique styles,
Desigual claims the products selling
well in Europe are also popular in
other markets. “Our bestsellers
in Europe are also our bestsellers
in Asia and North America,” said
Pérez. “Our appeal is broad.”

Stand D11

Sunglasses
with soul
Marcolin is presenting a plethora of
sunglasses from brands including Tom
Ford, Roberto Cavalli Eyewear, and Tod’s.
“The show is going very well for us. There
are more visitors than ever before. TFWA
events are always exceptionally well
organised,” said Chiara Polverini, Duty
Free & Travel Retail Manager, Marcolin.
“Asia Pacific is a dynamic market. We are
still growing and there is room for us to
grow further in this region.”
The new eyewear frames from Tom Ford
feature classic silhouettes, touches of
vintage influence, and extremely modern
fabrications that are steeped in minimalist
luxury and attention to detail. The collection includes 11 new sunglass frames.
Also being presented is the Swarovski

Collection by Marcolin, which is described
as a creative, sophisticated collection of
sunglasses.
“We like to emphasis the design aspect of
our sunglasses – the soul of the brand is
really in our design,” added Polverini.

Popular
Polaar

without a visitor all week – its new
launches – Ice Perfect, the brand’s
first wrinkle-relieving serum; Ice Pure,
its cleansing preparation line; and Ice
Repair, advanced-ageing remedy – as
well as its renowned, jet-lag relieving Icy
Magic under-eye serum, have received
unprecedented attention.
Daniel Kurbiel, polar researcher, and
Polaar’s Founder, said: “We have been
overwhelmed by the amount of visitors
we have had so far, but I think that we
have been noticed because our products
are so unique. We tend to say that our
competition is everyone or no one. In
skincare we all compete, but there is no
one else doing what we do.”

Polaar is always learning. About the
regenerative power of Arctic extremophile
micro organisms, the skin-smoothing
properties of Antarctica’s adaptive plants,
and last year in Singapore, how to repackage its products, to strengthen the brands
presence in Asia Pacific travel retail.
The lesson has paid off, as the stand
of the one-of-a-kind cosmetologist
of polar-based skincare has not been

www.tfwa.com
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Smooth
smoking
JT International (JTI) is presenting the
evolution of one of its flagship brands.
Mild Seven has been rebranded as
Mevius. The brand is said to be about
smooth smoking satisfaction. It was
launched in Singapore on 1 May and
will be introduced in key markets,
such as Korea, Taiwan, Thailand
and Malaysia.
“Asia Pacific is one of biggest growing
regions for JTI; it’s really booming,”
explained Antonio Venceslà,
Corporate Affairs & Communication
Manager, Worldwide Duty Free, JTI.
“We have received a very good reception to the new Mevius branding. We
have been conveying information on
the change to consumers for the past
six months.”
JTI is also celebrating the 100th

Fresh
fragrance

Mavive has tapped into the widely pursued
potential of the Asia Pacific fragrance
market with its desirable Into the Blue
scent by Zippo Fragrance, which is specifically tailored to harness the interest of
the brand’s Asia Pacific consumers. With
a topaz, flip-top casing influenced by the
iconic elements of the Zippo brand, the
new fragrance was developed based on
research into the needs of the
regional market.
Emanuela Riva, International Sales
Manager, Mavive, said: “In our communication and positioning of the new scent we
initially targeted men, but have maintained
a unisex design as our research found that
in Asia, especially in Japan, young men
and women have similar tastes and like to
share their fragrances, more than in any

anniversary of its Camel brand this
year, with a new limited edition that has
already been launched in Singapore
and Korea.
JTI is also working alongside other
stakeholders on addressing threats to
the travel retail industry, including the
World Health Organization’s desire to
ban tobacco sales. Venceslà said that a
cross-category approach is needed, as
the threat to tobacco sales is a threat to
all categories – tobacco is, of
course, such as key footfall driver in
travel retail.

Stand B38

other region.”
Light and uplifting Into the Blue is a fresh,
floral scent suited to the tastes of Asia
Pacific, and is leading the way in Zippo
Fragrance’s continual growth in the duty
free and inflight markets.
Mavive is also showcasing Police TO
BE The King – a new eau de toilette for
men, and Police TO BE The Queen eau
de parfum – a new eau de parfum for
women. Both are available in 40ml, 75ml
and 125ml bottles, as well as gift sets.

Stand P20

The regional appeal of Polaar’s products
has been clarified by the influx of visitors
to its stand, from areas such as Malaysia,
South Korea, Myanmar and Sri Lanka, as
well as Singapore.
“It isn’t just small firms that have been
approaching the stand, but big and
powerful players in travel retail – we are
attracting the distributors of the world’s
best brands, which is very encouraging
and exciting,” Kurbiel added. “We hope
to join the first league of top skincare
companies, because Polaar is not a
small brand – it is a big brand that is still
small. But not for long.”

Stand A14
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Subtlety
and
success
Australian master of costume jewellery,
Toscow, is launching two brand new collections here at the show, that represent
something of a departure from the vibrant
crystal-cut stones that are so synonymous
with the brand, and the beginning of a
season of pastels, subtlety and success.
The new signature collection La Vie en
Rose boasts intricate masterpieces in
pinks and pearls, with muted resin roses
set into rhodium in elegant drop pendants,
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New Exhibitor

Stand J28

Leather
and stone Agat’You
babe
If there is one brand that has mastered the
art of consistent newness unlike any other,
it is Tateossian. The leader in rugged yet chic
leather and silver accessories for men creates
more than 150 fresh and original pieces for
every season, and is acutely attuned to the
needs of its customer-base, having introduced
a new range tailored to suit it exactly.
While its iconic visible-gear cufflinks and
braided leather bracelets remain widely
successful and sought after, Robert Tateossian, the brand’s Founder, has worked hard to
customise its current collections, and deliver
products specifically for travel retail and
inflight that embody Tateossian’s signature
style and standard, and a lower price point.
“This season we have launched our leather
bracelet with a carbon fibre clasp to replace
the traditional silver, which gives the same
feel, but is more suited to the travel retail
market,” Tateossian said. “We have also, for
the first time, developed titanium cufflinks
that replace our usual silver, so that men
can wear the semi-precious stones they are
looking for at a price they want.”
Running alongside the brand’s classic pieces,
the new lines are between 30% and 50%
less expensive for inflight, and the designer
has even developed distinct products for
its individual airlines – a turquoise stone
bracelet with silver nugget meets the price
point at Japan Airlines exactly – and special
sets have also been created – a his and hers
bracelet bundle in chocolate and beige is
available onboard Emirates.

Nothing
by
halves

statement necklaces and bracelets. The
Porcelain collection meanwhile bears
elements of old-world China, bearing
enamel etchings in the blues and whites
of its traditional porcelain.
The new lines are overwhelmingly eye-catching, and walk-in visitors to the Toscow stand
have been approaching in their masses. “It is
surprising, because our new collections are
quite tailored to this region – with a focus on
the trend for understated and delicate pieces
– so we expect to meet with mostly Asian
clients,” explained Mark Rooney, Account
Manager Middle East & Europe. “But we are
getting just as much unexpected attention
from Europe, the Middle East and the US for
the new pieces, which is wonderful to see.”

New Exhibitor
When Maxime Elgue became CEO of
French costume jewellery designer
Agatha eight months ago, he pioneered
the nationally renowned brand’s transition
into international travel retail, and with
it brought a vibrant, re-energised image.
Agatha’s new advertising campaign featuring Alexa Cheung, a British model with a
Chinese heritage, is the visual embodiment of the brand’s new presentation as
youthful, trendy and energetic, with an
international aura.

“Agatha is already onboard seven airlines,
and as relative newcomers to the travel
retail market our goal now is to enhance our
presence in Asia Pacific,” stated Elgue. “I think
we have a unique quality in that we are an
international brand, producing luxury pieces
that are affordable, which is ideal for our Asian
customers, who have an infatuation with
brands from an early age – an 18-year-old
trendsetter can still own a piece of luxury.”
The brand is launching its new Agat’You
line of bracelets especially for this market,
and with travel retail in mind. The fluro,
silicon-leather bands with attachable slideon charms are collectable and exchangeable, and Arabic and Chinese letter embellishments are the latest developments in
the globally appealing range.

Stand G23

Just 18 months since its launch, exclusive hair accessories brand Moliabal is
growing at an impressive rate. Already
at the exhibition the Italian brand has
secured listings on major airlines, and
in duty free and domestic stores, across
Korea, China and Taiwan, and the beautiful monochrome hairpieces have also
attracted interest from Heinemann for its
India operations.
The spirited Founder of one woman-run
company, Monica Masini, is thrilled
with the attention the young brand has
received. She said: “As a brand still in
its infancy we are interested in niche
distribution and I’m being very selective.
I’m not interested in opening 100 doors
in every area, I want 10-15 in the right
places. Moliabal became a brand because
of its wonderful product, I never wanted
people to buy the product just because it
is made by a brand.”
The handmade Italian barrettes, bands
and bows were stocked at just 50 points of
sale at their launch, but in 2012 generated
US$1.9 million, a number expected to
increase to more than US$3 million this
year, a large portion of which will come
from sales in travel retail.
“Moliabal is not a big brand, but I can see
that it will be – we are always investing
in new ideas, but I won’t do anything by
halves, I want every detail to be perfect,”
Masini concluded.

Stand C8

Sunglasses success
ALD International is showcasing a
broad range of sunglasses brands
at TFWA Asia Pacific Conference &
Exhibition. It has a strong focus this
year on two recent additions to its
portfolio – Furla and Loewe. “These
two brands have a high appeal in Asia,
particularly in China, Japan and Korea.
We have increased our presence in Asia
Pacific – in countries such as Thailand,
China, Singapore and Korea,” explained
Jerome Bihet, International Sales

Manager, ALD International. “We have
also achieved great results with Chopard
this year, with new openings. The
brand has a strong appeal with Chinese
customers, and we are still focusing on
developing Chopard in the region. At
the same time we are trying to create
synergies with Furla’s developments in
terms of fashion accessories. We have
high expectations for the Furla brand.”
ALD International also has a strong
presence in Asia Pacific with Givenchy.

Stand M11
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Golf
glasses
Silhouette International is presenting its
collaboration with sports giant adidas on
sunglasses designed especially for golfers
– the tourpro. The tourpro is ultra-protective and equipped with light-stabilising
and contrast-enhancing filters to support
precise vision. “The consumer response
to the tourpro has been fantastic. It is
already available in Korea and Japan, and

Eco time
There are more opportunities for
children’s products in travel retail than
ever before.
That’s according to watchmaker, Jaques
Farel, which has launched new children’s
products in Singapore to cater for
the increase in demand. One of those
products is an eco-watch, made from
largely recyclable materials and features
an organic cotton strap. “Children are
learning about sustainability at school

www.tfwa.com

will be introduced at Kuala Lumpur International Airport. We will also be looking
at several other airports over the next 12
months,” said Joel Jelderks, Global Head
of Travel Retail, adidas eyewear. “They
are really positioned towards a high-end
buyer. We want people to see eyewear as a
key part of their golf attire.”
Meanwhile, in the Silhouette range, the
company is presenting Titan Minimal Art –
The Icon. Hollywood star Patrick Dempsey
is the face of the brand. Titan Minimal
Art – The Icon comes with both clear and
shaded lenses.

Stand G8
and these are the values we want to
instill in them,” said Joanne Nixon,
Director of Sales and Marketing. “We
have also launched a watch and
jewellery package, plus a watch and
sunglasses package.”
Founded in 1984, the company made its
foray into travel retail seven years ago
and today it makes up 30% of its overall
business. “We have used Singapore to
meet potential new customers, renew
deals and meet our existing clients to
make sure they are happy – which they
are,” said Nixon.

Stand A23
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Sweet success

New exhibitor
Developing a clear market strategy and
exclusive products has enabled Ritter

Sterling
silver
jewellery
Scorpio Worldwide is using its industry
experience and a new line of products
to help it gain more of a foothold in
travel retail outlets across Asia. The
company, which has a base in Hong
Kong, is using Singapore to unveil its
new Hot Diamonds line to Asian travel
retail.
“The sterling silver jewellery has real
diamonds and the prices are affordable,” said Gary Stoner, Director of
Sales – Travel Retail. “Items will retail
from between $65 and $160.”
Scorpio Worldwide already has listings
with over 120 airlines, but aims to
increase its presence in airport shops,

Pen
Ultimate
New Exhibitor
“Colibri fills a really important gap in the
market,” said Paul Martin, Travel Retail
Representative, Colibri. “We are an access

14 – TFWA DAILY

Sport to gain a foothold in the travel
retail market. The confectionery brand
is hoping to build on its travel retail
success and increase its footprint
around the world – particularly in Asia,
which is one of its most important
markets. “We have a retail presence
in many airports, including Beijing,
Shanghai and Singapore,” said
Katharina Tyrolt, Global Travel Retail
Manager. “Business is good in airports
and we want to keep building on that.”
A new line of gifting and selfconsumption products has enabled
Ritter Sport to boost confectionary
sales. “About two years ago we
developed exclusive products for
travel retail and they have been really
successful,” said Tyrolt. “Asia Pacific
is a really important market for us
domestically, so the travel retail range
gives us a great opportunity to build
on this.”

Stand F8

particularly in Asia.
TFWA Asia Pacific Conference &
Exhibition has been a productive event
for the brand so far, which bodes
well for the company’s ambitions.
“There’s a big opportunity for us here
and we have had lots of meetings
and walk-bys,” said Stoner. “In
Asia I think we’re about where we
were in the Middle East five years
ago – and now we have shops, a
warehouse and a new office there.”

Stand N20

point for luxury. You have your very top
brands, and then little of high quality
underneath it, but Colibri fills that void.”
The London-based manufacturer of
premium pens and accessories has
undergone brand regeneration, with a new
range of high quality, in-house-designed
products prompting a total focus on its
image of affordable prestige.
Colibri re-entered the international
travel retail market in February this
year, with the hope of embracing every
opportunity with which a brand with

Delicious
debut
New exhibitor
Rausch has been in the business of
confectionery for 95 years, but its
presence in Singapore proves there’s
always time for an industry first. Making
its debut here this week, the brand
branched out into travel retail last year
after recognising the huge potential for
additional sales of its fine chocolates.
Rausch arrived here with a host of new
products that are exclusive to travel retail.
“We realised in Cannes that it doesn’t
work selling your domestic products
in travel retail,” said Jörn Schumann,
Managing Director. “So we have developed
specific items for travel retail that are
ideal for gifting and sharing – we have had
a lot of interest.”
Berlin-based Rausch is a family run
business and owns the bragging rights
to having the biggest chocolate shop in
Europe. Using fine cocoa from South

America and Asia, sustainability and
ethics are at the heart of its business.
“We are trying to use plastic as little as
possible; our chocolate boxes are made
from wood and can be used again,” said
Schumann. “We think our products will be
very successful in travel retail.”

Stand A6

Guylian
growth
Guylian reported a very positive first two
days in the exhibition, with many appointments, some surprise stand visits, and
some very optimistic meetings. Steven
Candries, Director Export & Travel Retail,
Guylian, said that 2013 looks like being
a very positive year in the Asia Pacific
region. Indeed, Guylian enjoyed doubledigit growth of +20% last year. “The
mainland Chinese are a very important
factor in this,” commented Candries.
“Growth is being seen across the region.”
Among the new products on display at
this year’s TFWA Asia Pacific Conference
& Exhibition is a large 537g pouch pack of
Guylian’s Temptations, and a new smaller
pouch pack is also being presented.
The new perlines come is a 180g pack, featuring milk, white and dark chocolate, complete
with two delicious fillings – caramelised

nearly 80 years of history is faced.
It is developing relationships with retailers both onboard and on the ground,
and has created exclusive sets of its
merchandise for inflight that are tailored
to the needs of its clients. British Airways
has listed a business card case and
ballpoint pen combination, while Virgin
passengers can purchase a ballpoint pen
and a pair of cufflinks. “We offer suggestions as to a how an airline can put
together a beautiful set with a theme,”
added Martin. “The combinations are

hazelnut and truffle filling. Candries explained
that the Perlines are generating a lot of interest and retail at US$12-13.
Meanwhile, the icon of the company – its
Seahorses – now features a new, refreshing
vanilla filling. The milk and white chocolates
are filled with white chocolate cream and
vanilla. The 152g box retails at US$10.
Something completely new and being
previewed here at the show is a new
tin filled with seahorses and perlines,
which is a more premium item targeted
towards airlines. In fact, two airlines have
expressed an interest in listing the item
during the show.

Stand H24
finite, but only just – there are wonderful
ranges to choose from.”

Stand J5
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Sure shot
Tequila travels well; if you need
proof, look no further than Tequilera
Corralejo, which is using Singapore
to showcase a new book of tequilabased cocktails that have been
produced by India’s top mixologists.
The recipe book is a joint venture with
Delhi Duty Free and aims to highlight
the Tequilera Corralejo brand, which
is Mexican-based with a global vision.



exhibition news

“Corralejo is a superior tequila with an
affordable price tag,” said Sanil Manocha,
Marketing Director – Asia Duty Free. “The
tequila is made using 100% blue agave
and all the bottles are hand-blown.”
Tequilera Corralejo has already gained a
foothold in the Asian travel retail market,
although it hopes to bring a taste of Mexico
to the rest of Asia with the help of this
event. “We have had some great meetings
here and I can confidently say that we will
have at least four new listings within the
next couple of months,” said Manocha.

Stand B02

Beautiful
results

Luxury
and
freedom

Beauty
turns 30
30 glamorous years have passed since
Collistar, the emblematic institution of Italian
beauty, launched its first bronzing powder.
This year it remembers the occasion with its
Anniversary collection – a beguiling range of
its icon products, dusted in gold in celebration
of the event, including its Talasso Scrub for
bodies, now enriched with glimmering flakes
of gold. “We also have our masterpiece – the
Manuro glass-cased Puro Lipstick, which
has now become the Icon Lipstick Gold. We
have taken our most important products from
throughout the ages and will re-release them
in periodic launches this year,” explained
Simona Sangalli, Export Area Manager.
The limited edition lipstick has proved so
popular that Collistar is considering giving
it a place in its permanent collection. For
Spring/Summer, it unveiled the Happy
Birthday commemorative cosmetics range.
The brand has also revealed a stunning
advertorial campaign, showing models
from the ‘80s, ‘90s and ‘00s, to show how
the brand has maintained its concept of
natural, radiant beauty for three decades.
In four months’ time Collistar’s products
will be implemented in Singapore, and
following that in Indonesia. Sangalli
explained that it hopes to expand its
operations to include Vietnam, Myanmar,
and the Philippines: “Asia is like a mirror.
We have launched with great success there
and we hope it will continue, but we are in
no hurry, and want to make sure we have
the right product assortment for the right
points of sale for the right customers.

Stand D29
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Coveted fresh water pearl jewellery expert
Misaki has introduced its newest collection,
Summer Roadtrip, at TFWA Asia Pacific
Conference & Exhibition. The glimmering
embodiment of liberty and spontaneity,
the line is a marriage of refined luxury and
freedom, inspired by convertible-cruises
through the Nevada desert.
Misaki found its success in travel retail
onboard aircraft, and business continues
to bloom inflight for the brand – activities are only increasing among its 100
or more airlines. President Philipp Wille
said: “In April we launched for the first
time on what was, to my mind, the last
remaining major airline that we weren’t
on yet – Korean Air. It is the world’s
biggest duty free airline and we consider
it a grand catch, we are expecting really
good things.” In duty free on the ground,
Misaki is opening in Singapore Changi
Airport, and is also refurbishing some of its

retail areas, in locations such as Malaysia.
“Inflight was the starting point for Misaki,
and continues to be its strongest area, with
duty free coming second,” Wille added.
“Our priorities now are to continue taking
excellent care of our clients, and hopefully
expand our business into other regions,
with additional products and new airlines.”

Stand J20

Rare release

Rémy Cointreau Global Travel Retail
hosted a cocktail party at its stand last
night to celebrate the release of its
exclusive Louis VII Rare Cask. Only 738
bottles of the Cognac will be available

and it is set to retail at $23,000. Matthew
Hodges, Global Marketing Director, told
the TFWA Daily that while it is important
for brands to increase their footprints in
new markets, staying relevant in existing
ones is just as important. “We release
one limited edition a year and have had 14
product launches in the last fiscal year,”
he said. “It’s about staying relevant.”
Of the Louis VII Rare Cask he said: “Every
now and then our cellar master comes
across something special. She puts it
aside and tells us several years later
when it is ready to be released.”

La Prairie’s growth in global travel
retail has been as smooth as the
brand’s trademark creams for
decadently healthy skin. Growth of
+15.5% in travel retail worldwide for
Q1 is an enlightening indication of a
global faith in the rejuvenating power
of its products, while in Asia, excluding its largest market in Korea, the
Swedish luxury skincare specialist has
grown by +27%. “We have managed to
do this without changing our strategy
at all – it simply comes down to the
increasing popularity of our products,”
commented Katharina Walther,
Business Development Manager. “In
fact we have less stores than in 2012.
We just continue to innovate, using the
latest in skincare technology. There is
also, of course, the growing recognition of our brand, and our customers
in China – wherever they travel we get
fantastic results.”
La Prairie is now launching two new
additions to its Anti-Aging Collection –
Anti-Aging Eye and Lip Contour Cream,
and Anti-Aging Eye and Lip Perfection
à Porter, moisturising and freshening
portable solutions for the young and
dynamic woman looking to try her first
La Prairie product. It is also extending
its immensely popular Skin Caviar
signature range, with the covetable Skin
Caviar Luxe Soufflé Body Cream and the
regime-revolutionising Skin Caviar Luxe
Sleep Mask.
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Experienced electronics
New exhibitor
Capi Trading has been a force in the
electronics world for 45 years, but
its presence has not been felt in Asia
Pacific – until now.
Looking to expand its reach in the Far
East, Capi Trading offers a unique
combination of wholesale and retail
experience. This means that outfits
looking to stock Capi Trading products
and the brands its represents will be
receiving an excellent level of expertise
and insight, from a company that has
done it itself.
Capi Trading is also looking to open its

An Italian
experience Rustic
Sandro Bottega, Export Manager,
Bottega SpA, does not believe in
patronising the Asian market, nor
would he ever compromise on his
products’ authentic Italian heritage.
“Rather than release an Asianoriented product, we would rather
teach them the Italian way,” he said.
“Matching food with fine spirits is an
Italian tradition, as is the notion of
aperitifs. This is what we want
to encourage.”
Amarone, Bottega SpA’s new wine, is
one of the aperitifs of which Bottega
speaks. Packaged in a luxury leather
box exclusively for Asia, its chocolatelaced bouquet is both traditional and
original – and only available in duty
free.
As one of the top Italian brands in
the whole world, Bottega SpA is now
enjoying vast success in Asia. “We
do not rip off the Asian consumer.
We insist on tailoring good value
for them, and we long to establish
loyalty,” he commented. At the
stand here in Singapore, they can try
absolutely everything we offer – we
particularly advise upon sampling
the new, Dolomite-distilled vodka,
Alexander, and flagship aperitif
Prosecco, Alexander Gold.”
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truffles

Belgian chocolatier Duc d’O Chocolaterie, the worldwide leader in luxury
flaked truffles, has recently refreshed
the look of its entire brand. Following
extremely positive consumer research in
Europe and Asia, the new look perfectly
exemplifies the brand’s fine craft
and artisanship.
“Gaudy gold is out – the fashion now is
rustic, home-made and natural looking
packaging,” said Luuk Reijnders, Global

Stand N11
Business Director. “We have worked
to tap into the trend, and it has been
overwhelmingly popular in Asia. The
product is still the same delicacy as ever,
but now our design is totally unique in
the world of confectionery – the sustainability of the packaging now matches that
of the chocolate.”
Present in 80 major airports, including
Changi, Incheon, Delhi and SoekarnoHatta, Duc d’O Chocolaterie is in frequent
contact with Asian market experts
to ensure the best penetration in the
region and that the “foot in the door”, as
Reijnders put it, can enable real growth.

Stand C32

French
vintage
With over 150 years’ pedigree in winemaking, French vintner Bardinet is still a
family-owned company, and is sharing
some of its love and experience with
delegates at TFWA Asia Pacific Conference & Exhibition in Singapore.
“We are never happy with what we have,
in a good way of course,” said Patrick
Joanny, Regional Manager Asia. “We
are constantly pushing to be the perfect
one-stop-shop for French spirits and
wines in Asia. We are always developing and already have an extremely wide
variety of products.”
Bardinet has a product to cater to every
variety of taste throughout the diverse
Asian market, from premium spirits in
China to quality wines in Singapore.
“It is important to work with customers
and to build a relationship with them in
the long term. It is what Bardinet is known
for – we always offer the right product for
the right price,” said Bardinet, who also
encouraged buyers to stop by the booth to
enjoy a sample and provide face-to-face
feedback.
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Fabulous
Ferrero
Fresh off the back of its first ever doubleexclusive launch dedicated to the Asian
market, Ferrero would like to take the
time to thank consumers and delegates
alike for taking to its new products with
such gusto.
Those interested are free to visit the
Ferrero stand for a goodie-bag, sample
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own stores across Asia, with 45 travel
retail shops already standing in Europe.
Its unique design – minimalist and clear
– ensures that consumers are enticed
upon first glance. Its own Mitone brand
is exclusive to duty free, and offers an
attractive new price point for those
looking to purchase portable speakers
or battery packs, setting off the stores’
ultra-premium sections nicely. Each
store’s Gifting Table is sure to provide
Asian consumers with a variety of
fantastic products to take home to their
loved ones.

or taster. “More than that,” said Ferrero
Sales Director Juan-Miguel Cabrera, “we
are all about people taking away pleasure
and emotion. We are not here to educate
– the Asian market is already very familiar
with us – we want to demonstrate how we
can indulge a whole range of demographics and tastes.”
Cabrera stressed how receptive the Asian
market always is to Ferrero products,
such as the exclusive Ferrero Rocher
Chinese New Year Edition. Ferrero is
now happy to premiere its new travel
retail exclusive here in Singapore, with
the Asian traveller in mind. The Ferrero

Rocher Cube is perfectly sized for travel
and vacuum packed for added freshness.

Stand N1
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Smart accessories
New exhibitor
It’s almost the perfect travel retail item;
a product that is both desirable to the
consumer and a useful publicity tool for
the aviation industry. Let us introduce the
Bag Tag Passport Cover, a new product
that is being unveiled in Singapore by
Socatec. Produced by Bag Tag Design,
the cover is designed to look like an
airline baggage tag and features the three
letter codes of airports from around the
world. This is the latest in a new line from
Socatec, which already includes mugs,
smartphone covers, luggage tags, travel
notebooks and beach towels that follow a

similar theme.
“Airports are trying to offer a retail experience and we wanted to be part of that,”
said Amélie Keromnes, Marketing Executive for Bag Tag Design. “Our products
combine design with functionality and
durability – and it’s a way for airlines to
promote their destinations.”
Bag Tag Design has just signed an exclusive
deal with China Southern, which will sell
products bearing the codes of Chinese
airports onboard its planes. We think the line
will be successful in Asia where people are
keen on new designs and modern items.”

Royal offering
Diageo launched a travel retail exclusive
yesterday, unveiling the Johnnie Walker
Royal Route, which will form part of its
prestigious Explorer Club Collection. The
whisky aims to capture the spirit of travel
through its packaging and flavour, which has
been delicately blended to appeal to female
drinkers, as well as traditional male clients.
The new blend is intended to capitalise on
the success of Spice Road and Gold Route,
which were launched earlier this year.
“Those blends have been a great success;
we sold one million units in the first four
months,” said Rudi Paoli, Regional Director
of Global Travel Asia, Diageo. “Royal Route
is the latest product and it is inspired by

Stand A8

©2013 The Hershey Company

the old trade routes from Asia to Europe,
which were used to transport jewels to
royalty.” Royal Route is a balanced blend
with subtle hints of spice and fresh fruit
aromas. “This is a unisex whisky, which
we want to appeal to male and female
drinkers,” said Paoli. “This is an exclusive
brand for travel retail and you will never
see this in the domestic market – we want
to make it very clear to shoppers that they
are getting this exclusively.”
Royal Route will be priced at $159, pitching it as the most prestigious product in
the Explorer Club Collection.

Stand K28

PREMIUM SOUTH AFRICAN WINES

Champion wines from the champion.

The highest winery in South Africa.

Enjoy Premium South African Wines at the TFWA Asia Pacific 2013 Diverse Flavours Stand, A7.

Discover HersHey’s portfolio of iconic global brands and innovative Travel retail exclusive products.
®

These travelers’ favorites are joined in 2013 by premium BrOOKsIDe chocolates, made with smooth
®

dark chocolate-covered real fruit juice pieces offering unique flavor combinations.

Connect with us at Stand D231 at the Tax Free Asia Pacific Show.

Diverse Flavours will be showing award-winning wines from Cederberg (highest winery in South Africa), Ernie Els
Wines (owned by the famous golfer), Avondale (organic/bio-diversity wines), Deetlefs (second oldest winery in
South Africa under same family ownership), Eagle’s Nest (steepest winery in South Africa), Hidden Valley (from the
top terroir in Stellenbosch), Mount Vernon (boutique wines), Napier (from Wellington), and Raats Family Wines
(Cabernet Franc specialist with many accolades from Robert Parker). Experience and taste these premium wines at
TFWA Asia Pacific 2013, Stand A7.
+27 71 255 7344 | www.diverseflavours.com
S U P P LY I N G D I V E R S I T Y

H E R S H E Y ’ S  I H E R S H E Y ’ S K I SS E S  I R E E S E ’ S  I I C E  B R E A K E R S  I J O L LY  RA N C H E R  I  B R O O KS I D E
®

®

®

®

®

®

®

T +27 21 851 1358 | F +27 86 668 0755 | anthonybudd@diverseflavours.com | Suite 162, Private Bag X34, Somerset West, 7129, South Africa

exhibition news

Toys
and
beyond
“In the toy industry, it is easy to be pigeonholed,” said Chris Winstanley, Sales Director
Duty Free for Schäfer Toy Company. “People
stopping by the stand can learn a thing or
two about us. Anything is achievable – toys
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are only a part of that. We are constantly
inventing and adding to our range.”
After only 18 months in Asia, Schäfer
is already a familiar face within travel
retail, with products present in 12 major
airports. Production in smaller, more
client-specific batches ensures that the
retailer gets just what they need, while
Winstanley believes its toys can make a
big change in Asia. “There is a huge lack
of educational toys in Asia, yet Asia as a
culture loves creativity,” he explained. “We
have many ranges, including our bestselling Brixies, to cater to that deficit.

Ideal gifts
New exhibitor

It is also of course perfect for sale both
in-flight and in-store.”

Stand J29

Naturally Nestlé

A ubiquitous sight at any travel retailer
the world over, confectioner Nestlé is still
striving for more. “There is always growth

Happy
Haribo
While being an enormously popular
confectionery brand all over the world,
German candy giant Haribo’s real
strength lies within its localisation.
It has factories in dozens of regions, ands
each one is encouraged to develop new
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potential, even in a field like confectionery,” explained Head of Sales Roland
Stieger. “Even if the field is experiencing
comfortable +10% growth, why not push
for +15%?”
This attitude is summed up in Nestlé’s
new ‘Perfect Store’ campaign. It hopes to
not only maximise the potential of confectionery, but also to increase sales all
throughout the travel retail store. Working
closely with the alcohol sales sections by
advertising chocolates as compliments
to liqueurs, as well as other popular

products in line with the demands of its
respected consumer bases. For example,
the Haribo Sour Mango is the result of 25
years’ experience in the Asian market.
Once exclusive to Asia, the product proved
so popular that it is now available in
Western Europe too.
While Haribo has been available in travel
retail for many years, the Haribo World
Travel Retail branch of the company has
only recently been established, illustrating
the brand’s dedication to reaching out to
the travel retail audience and distributors.
Despite a strong presence in Asia, it is

purchases such as bottled water,
allows for both businesses to thrive,
and result in a happier consumer.
Nestlé is also taking an unconventional
approach towards the Asian market.
“There are more Chinese shoppers
at Charles de Gaulle Airport than
at Beijing Capital Airport. We don’t
just tailor our products for retail in
Asia – we make sure they can be found
everywhere, it’s fundamental.”

The market leader in high quality, innovative keyrings, Troika produces a number
of goods that fill an intangible yet crucial
niche of the travel retail market.
Troika’s range of keyrings, cast metal
goods and general miniature gifts have
already been very well received in Asia,
with a five-year presence in Hong Kong
as well as strong relationships with
Changi Airport and Asiana Airlines. Having
already produced a Chinese horoscopes
line exclusively available in Asia, Troika is
ready to resume its focus there as the ideal
inexpensive travel retail gift purchase.
Here in Singapore, Troika is always open
to new contacts and would love to hear
consumer and buyer feedback. This
is a valuable chance for all involved to
familiarise themselves with the brand,
and explore the possibilities of the brand’s
expansion in Asia.

Stand H25

Stand K24

still expanding into Asian airports on an
almost fortnightly basis.

Stand A28

www.tfwa.com
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Mosquitno!

exhibition news

Chocolate’s
number one

New exhibitor
Mosquitno is a truly unique product,
and is reaching out to Asia for the
first time ever here at TFWA Asia
Pacific Conference & Exhibition.
The market’s only safe and natural, oil and
spray-free mosquito repellent, Mosquitno
could make an exciting and lucrative
partner for Asian travel retailers.
A young company with a strong presence
in European hospitality and domestic
retail, it is looking to make new contacts
in the travel retail sector. Mosquitno’s
unique combination of function and fun is
the perfect recipe for the lifestyle-loving
Asian consumer base, and the reaction
so far has been overwhelmingly positive,
from consumers and stockists alike.
What’s more, there is no direct competition on the market right now, so retailers

need not worry about Mosquitno detracting from the sale of other brands.
Another major appeal for the customer is
that the product is suitable for the whole
family – one Mosquitno bestseller is a set
of repellent stickers, which parents worried
about applying oils to their children’s skin
can use as a fun and safe alternative.

Stand G01

Philips’ evolution

Philips is a brand recognised throughout the world, and Asia is no exception. Recently named one of China’s
‘Power Brands’, Philips is a name
trusted by Asian consumers – in fact,
over 10 million of its shavers were
sold in China last year alone.
Here in Singapore, Philips is trying to
educate the Asian consumer about its

latest ranges. Fidelio is a high-end
range of audio accessories made to
the absolute highest of standards.
Premium leather trim and unparalleled sound quality are to be expected.
While the Asian consumer knows this
about Philips, what they are unaware
of is the brand’s story and history,
which is an educational prerogative.
Philips is no longer simply an electronics
company either – its new VisaPure range
is all about health and wellbeing, and the
company’s first feminine beauty venture.
Asia demands authenticity, and the Philips
name guarantees Dutch excellence they
can trust. It provides meaningful innovation capable of changing your life.

Stand N10

As the first trade show under its
new brand name Mondelez World
Travel Retail (previously Kraft Foods),
TFWA Asia Pacific Conference &
Exhibition represents a key point
in Mondelez’s brand presence.
“We can utilise customer feedback to
increase our relevance,” explained Middle
East & Asia Pacific Region Director, Jaya
Singh. “We try to understand customers more than regions, as travel retail
customers do not stay in one place. Whilst
many companies may be trying to expand
into Asia as rapidly as possible, we instead
wish to hone our efforts. We are strongly
represented and loved throughout Asia
– now we wish to concentrate our time
and resources. There is no doubt in my
mind that through this we can get the

best value – both for us, the airport
operator and the consumer. We are the
go-to confectioner here, not because we
are the number one in travel retail, but
because we have the most insight and
understanding.”

Stand J24

VANILLA
VOOM
VOOM
J. Cortès launches a gift pack of its best
selling 5 x 20 Neos Vanilla filter cigars in
June, available as a travel retail exclusive. The pack has been made sturdier
and more colourful in a pillar style for
greater visual impact. “This is ideal for
the Asia Pacific region because Asians
are variety seekers and vanilla is their
most popular flavoured cigar,” said Tissa
Dissanayaka, Export Manager, Asia/
Middle East.
The Belgian cigar maker has seen its
duty free sales increase by +17% in
global travel retail over the past year and
has opened up new markets in Vietnam,

Cambodia, Indonesia, the Philippines,
India, Sri Lanka and Myanmar. “The
most popular lines are Neos Mini filter
vanilla cigars and the Cappuccino 5 x
10 pack,” said Jacques Carlens, Sales
and Marketing Director International.
“Staff training in customer service is
very important. Sales staff must know
the history of the brands, background
of the company and be able to tell a
story that draws the customer in,”
added Dissanayaka.

Stand J10

Visit us at
Stand J23

www.tfwa.com
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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

NEW EXHIBI TOR

CONTACT:
Takeshi Obayashi - Overseas Division
Manager

Fragrances/Cosmetics
MEMBER

NEW EXHIBI TOR

CONTACT:
Alexandre Callens - Regional
Director - Travel Asia Pacific

bleeding heart rum company
NEW EXHIBI TOR

CONTACT:
Stephen Carrol - Founder
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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

ME MBER

NEW EXHIBI TOR

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

NEW EXHIBI TOR

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

Wine/Spirits

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

NEW EXHIBI TOR

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

ME MBER

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
NEW EXHIBI 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

ME MBER

NEW EXHIBI TOR

CONTACT:
Jesper Gustafsson- Head of
Travel Retail

www.tfwa.com
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APTRA Board
elections

At its Annual General Meeting yesterday, the APTRA Board was all re-elected with the
exception of Richard Ferne of Camus, who has retired from the Board. The new member
elected to replace him is Tony Detter of Inflight Sales Group (Hong Kong), who has also
become APTRA Treasurer. Sunil Tuli has retired as APTRA President, and been replaced
by Jaya Singh of Mondelez World Travel Retail. Sebastian Clausen of Imperial Tobacco
Group was re-elected as APTRA Secretary.

buyer feedback

Busy buyers

Judy Fan, Merchandise Vice
President, Shanghai C.O.C
Duty Free

Koya Kujime, Senior Managing
Director, Blanc de Blancs Co

“It is my first time at this exhibition, and
I’ve come to find some really interesting
brands suitable for duty free in China.
So far I’ve really liked the things that I’ve
viewed in perfumes & cosmetics, skincare
and chocolate, and hopefully I will get to
know some more vendors and suppliers,
as there is a fantastic product selection.”

“I have been attending TFWA Asia Pacific
Conference & Exhibition for many years; it
is good for discussions with our suppliers.
This year we are looking for new cosmetics brands and new fashion brands. I have
had many meetings with brands such as
Hermès and Estée Lauder. It has been
very productive.”

www.troika.org

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

Pocket LamP
TROIKA lets the light blossom ...
With its LED lamp, the pretty petal
torch provides perfect illumination
to aid you in handbag searches and
unlocking doors and even creates a
lovely atmosphere.
Just pull on the cord.

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

TOR11/CO

Singapore
12-16 May 2013

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

Booth No.
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Non contractual visuals

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

H25

one2one meetings service
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ONE�ONE
meetings service
The ONE2ONE pre-scheduled meetings service enhances the
networking opportunities at TFWA Asia Pacific Conference & Exhibition.
Korea Airports Corporation is among the participants.
ONE2ONE airports
• Abu Dhabi Airports Company (ADAC)
• Airport Authority Hong Kong

TAX FREE WORLD
ASSOCIATION
63, Rue de la boétie
75008 Paris France
Tel : +33 1 40 74 09 86
Fax : +33 1 40 74 09 85

Alain Maingreaud
Managing Director
a.maingreaud@tfwa.com

Cécile Lamotte
Marketing Director
c.lamotte@tfwa.com

Produced by:

• Bangalore International Airport Limited
• Beijing Capital Airport Commercial
& Trading Co Ltd
• Brisbane Airport Corporation
• Cairns Airport Pty Ltd
• Cambodia Airports
• Centrair Passenger Service Co Ltd
• Central Japan International Airport Co Ltd
• Chengdu Shuangliu International Airport
• Chongqing Airport Group Co Ltd
• Delhi International Airport
• Dubai Airports
• Erdos Airport Trading Co Ltd
• Fukuoka Airport Building Co Ltd
• Guangzhou Baiyun International Airport
• Haikou Meilan International Airport
• Hangzhou Xiaoshan International Airport
Choi explained that the best-selling
categories at KAC’s airports are
liquor, tobacco, and cosmetics.

• Incheon International Airport Corporation
• Japan Airport Terminal Co Ltd
• Korea Airports Corporation (KAC)
• Malaysia Airports (NIAGA)

ONE2ONE with:
Korea Airports
Corporation

• Malaysia Airports Group (MAHB)
• Maldives Airport Co Ltd
• Narita International Airport Corporation
• Perth Airport
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Amy Hanna
Assistant Editor
amy@pps-publications.com

Callum Tennent
Assistant Editor
callum@pps-publications.com

Gavin Haines

Corporation (TIAT)
• Xi’an Xianyang International Airport

• Air Busan
• All Nippon Airways Trading Co. Ltd. (ANA)
• Asiana Airlines/Cabin Commerce Team
• Bangkok Airways Co Ltd
• Cathay Pacific Airways Limited
• Druk Air Corporation (Royal Bhutan Airlines)
• Emirates Airline
• Etihad Airways
• EVA Airways Corporation
• Hong Kong Dragon Airlines Ltd
• Japan Airlines Co Ltd
• Jet Airways
• KLM Inflight Retail & Media

Commenting on KAC’s strategy to
maximise commercial revenues, he
added: “To take advantage of our good
accessibility to Seoul, we will continue to
implement airport development projects
on the extra space in the whole airport
area, as well as the retail development in
the terminal.”
KAC aims to exchange useful information
and ideas on airport terminal concessions
during the ONE2ONE meetings.

Editor
ross@pps-publications.com

Assistant Editor

• AirAsia Berhad

Choi: “We will continue to implement airport development
projects on the extra space in the whole airport area, as
well as the retail development in the terminal.”

Ross Falconer

• Tokyo International Air Terminal

• Cebu Pacific Air

Choi Seok-ho, Deputy Manager,
Terminal Operations & Planning
Team, explained that the best-selling
categories at KAC’s airports are liquor,
tobacco, and cosmetics.
“After the transfer of international routes
to Incheon International Airport, half of
the international terminal area at Gimpo
has been used as an outlet mall, cinema
and convention hall,” said Choi. “Since
our international passenger numbers are
growing continuously, we are planning to
transfer the commercial area to airport
facilities in 2015, when the lease of the
commercial area is due. When transferring the commercial area to airport facilities in the international terminal, we will
commence additional retail development.”

Paul Hogan
Managing Director
paul@pps-publications.com

• Sydney Airport Corporation Ltd

ONE2ONE airlines
Korea Airports Corporation (KAC)
manages and operates a total of 14
airports in Korea, including Gimpo,
Gimhae, Jeju, Daegu, Gwangju,
Cheongju, and Yangyang International Airport.
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