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Handcrafted in Mexico. 
Coveted worldwide.

Patrón tequila is made in small batches in Jalisco, 
Mexico, the home of authentic tequila. The fruits 

of that craftsmanship are cherished worldwide. patronspirits.com
Simply Perfect.
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I N T R O D U C T I O N

ASIA: SHAPING THE WORLD

NEW BREAKFAST 
SERVICE
New this year is the breakfast service, which is available 
in the TFWA Asia Pacific Bar from Tuesday to Thursday, 
08:00-09:30.

Level 4, Marina Bay Sands Expo & Convention Center

TFWA LINKEDIN GROUP

Please note that the WiT 
(Women in Travel) meeting 
takes place today at 17:30 in 
the TFWA Asia Pacific Bar, 
which is located on Level 4 of 
the Marina Bay Sands Expo & Convention Center. 
The meeting will feature an update on the project to 
provide a water dam sufficient to supply one whole 
village in northern China. Meanwhile, attendees will 
also hear about this year’s challenge – to purchase 
a lorry in Sierra Leone. All Women in Travel are 
welcome to attend, and meet old friends and make 
new ones.

Today’s TFWA Asia 
Pacific Conference 
brings together an 
unprecedented level 
of expertise, knowl-
edge and opinion 
of this region’s 
opportunities and 
challenges. It is 
going to be a packed 
day with a huge 
amount of informa-
tion and debate, 
offering delegates 
a unique overview 
of the region and 
plenty of food  
for thought.

We welcome former 
Australian Prime 
Minister Julia Gillard as 
our keynote speaker 
this morning to explain 

why this is “the Asian 
century” and what the 
implications are for 
business – including 
ours. Best-selling 
author and global strat-
egist Parag Khanna; 
APTRA President Jaya 
Singh; and Tommy 
Soetomo, President 
Director of Indone-
sian airport company 
Angkasa Pura Airports, 
will all be providing 
their own analysis and 
commentary on the 
region this morning, 
following the annual 
state of the industry 
address by TFWA 
President Erik Juul-
Mortensen.
As usual you can 
then choose from two 

regional workshops, 
depending on your own 
specific interest. (Don’t 
forget that all presenta-
tions will be on the 
TFWA website after the 
event, so you can also 
check the highlights 
from those you do not 
attend… and there will 
also be a full report in 
tomorrow’s Daily.)
Pivotal East Asian 
giants China, Japan 
and Korea are the focus 
of Workshop A, with 
a high profile panel 
including Masahiro 
Gamo, President & CEO, 
NAA Retailing; Zhao 
Feng, Deputy General 
Manager, China Duty 
Free Group; and Sang 
J. Ahn, Director of 

Concession Team 1, 
Incheon International 
Airport Corporation. 
In the spotlight at the 
moment, Australia and 
New Zealand are the 
subject of Workshop B 
with speakers including 
JR Duty Free Chairman 
Garry Stock; Auckland 
Airport’s Richard Barker 
(General Manager of 
Retail and Commercial); 
and Matthieu Mercier, 
CEO of LS travel retail 
Pacific.
Then a well-earned 
lunch (free to all 
conference delegates)… 
and there will be a 
TFWA Industry Associa-
tion Working Lunch also 
taking place at this time 
for invited guests to 
discuss various issues 
of importance to the 
industry – including the 
progress of the Duty 
Free World Council, 
represented by newly 
elected President, 
Frank O’Connell.
Then back to workshop 
choices – either 
Workshop C, which 
tackles South-East Asia, 
or Workshop D, looking 
at India and South Asia. 

Both will be fascinat-
ing. In Workshop C, 
Robert Waloni, Director 
and Board Member, 
Angkasa Pura Airports; 
Tony Detter, Managing 
Director, Inflight Sales 
Group; and Peter Harbi-
son, Chairman, CAPA 
– Centre for Aviation, 
will discuss the ongoing 
potential of a region 
attracting attention 
from all over the world, 
while in contrast the 
ongoing emergence 
of India and South 
Asia will be examined 
by Flemingo Interna-
tional Director Paul 
Topping; CEO of Delhi 
Duty Free Services 
Duncan Lawley and 
Arghya Chakravarty, 
CEO of advertising 
agency Times OOH.
To finish the day, we 
all gather again for the 
closing session: “Asia 
2020”. In what I am sure 
will be a compelling 
end to proceedings, 
Director Brand Alliance 
Jorge Rodriguez, and 
SimpliFlying Vice 
President Shubhodeep 
Pal will analyse the 
shopping behaviour and 
consumer thinking that 
drives Asian travellers. 
The question is how we 
can best take advantage 
of these opportunities!

We will all have earned 
a drink after the day, 
so I hope you will join 
me in the TFWA Asia 
Pacific Bar on Level 4. 
It’s a great venue with a 
beautiful open terrace 
and is open daily after 
the show. This year you 
can also take breakfast 
there from Tuesday to 
Thursday morning.  
A great way to start  
the day!
Finally, let me take 
this opportunity to 
thank all the compa-
nies which have made 
today’s Conference 
possible, including 
Diamond sponsor Qatar 
Duty Free, Platinum 
sponsors Changi Airport 
Group and Nestlé 
International Travel 
Retail, along with Oilily, 
Ferrero, Perfetti Van 
Melle and Pashma.

Thom Rankin
Vice-President 
Conferences & 
Research, TFWA

WE WELCOME FORMER AUSTRALIAN 
PRIME MINISTER JULIA GILLARD AS OUR 
KEYNOTE SPEAKER THIS MORNING TO 
EXPLAIN WHY THIS IS “THE ASIAN 
CENTURY” AND WHAT THE 
IMPLICATIONS ARE FOR BUSINESS – 
INCLUDING OURS. 

TFWA’s LinkedIn Group is an ideal 
place to go for the latest news on 
TFWA Asia Pacific Exhibition & 
Conference. Join the TFWA Group.

Reminder of locations 
within the Marina 
Bay Sands Expo & 
Convention Center:

•	 Two	exhibition	levels:	Basement	2		

(as	last	year)	and	Level	1	(at	street	level)

•	 Registration	desks	and	ONE2ONE	Lounge:	Level	1

•	 Conference/Workshops	&	TFWA	offices:	Level	3

•	 TFWA	Asia	Pacific	Bar:	Level	4

•	 New	sushi	bar:	Level	1

•	 Asian	Bar:	Basement	2

•	 Western	Bar:	Basement	2

•	 Well-Being	Area:	Level	1

WiFi 
SERVICE
TFWA is pleased to provide free WiFi access  
within the exhibition halls.

Please choose the SSID TFWA_APE&C and 
enter TFWA2014 as the password.

WiT MEETING, 
TODAY, 17:30

Please note that the Press Centre this year has a new 
location on Level 1 of the Marina Bay Sands Expo & 
Convention Center.

PRESS CENTRE: 
LEVEL �
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AFTER HOURS
The popular social programme at TFWA Asia Pacific Exhibition 
& Conference provides fantastic opportunities to relax and 
network outside business hours. The events are the perfect 
complement to a busy week on the exhibition floor.

TFWA ASIA 
PACIFIC BAR
Monday 12 May to Thursday 15 May 
 
Breakfast	from Tuesday to Thursday, 08:00-09:30 
Drinks from Monday to Wednesday, 18:00-19:30  
(except Monday, open from 17:00) 
Level 4, Marina Bay Sands Expo & Convention Center

The TFWA Asia Pacific Bar has become 
firmly established as the ideal onsite 
networking venue, and is the perfect place 
to unwind with friends and colleagues. The 
large terrace overlooking Marina Bay is 
sure to again be a popular feature, as will 
the new breakfast service available from 
Tuesday to Thursday.

Wednesday 14 May, 20:00, Alkaff Mansion

TRBUSINESS ROCKS SINGAPORE
Monday 12 May, 21:30, Barber Shop’s Address: No. 1 Old Parliament Lane,  
#01-03, Singapore, 179429 (next to Timbre @ The Arts House)

TRBusiness would like to invite 
all TFWA Asia Pacific Exhibition 
& Conference delegates to its 
‘TRBusiness Rocks Singapore’ 
party – following on from 

its successfully relaunched 
‘TRBusiness Rocks Cannes’ 
event in October last year – for 
another night of exceptional live 
music and hospitality. Doors 

open at 21:30, with free admis-
sion to all TFWA badge holders.

Badge holders only
Dress code: Casual

This year’s Chill-Out Party 
features a spectacular 
new venue – the SkyPark, 
perched on the 57th floor 
of the Marina Bay Sands. It 
is a venue highly conducive 

to contemplation and, alongside 
the soft lighting and chilled 
soundtrack, guests will find 
aromatherapy, sophrology, 
massages, games to exercise the 
mind, and canapés.

By invitation only (part of 
the full delegate package)
Extra tickets can be 
purchased at registration, 
Level 1
Dress code: Casual

Tuesday 13 May, 19:30, SkyPark, Marina Bay Sands

KINDLY 
SPONSORED BY: 

The Singapore Swing Party is always a highlight of the 
week. This year guests will experience a night with a 
difference, featuring stilt-walkers, contortionists, contact 
jugglers and mime artists. This drama and spectacle will 
take place in the historic setting of Alkaff Mansion – one 
of Singapore’s architectural treasures.

By invitation only  
(part of the full delegate package)
Dress code: Smart Casual

DFNI AWARDS
Tuesday 13 May, 18:00, The Begonia Ballroom, Level 3,  
Marina Bay Sands Expo & Convention Center

DFNI will celebrate its 17th 
annual DFNI Awards for Travel-
Retail in Asia/Pacific, recognis-
ing industry excellence and 
innovation in Asia Pacific, with 
awards in several categories 

decided by a vote open to  
all companies operating in 
 the region.

Free entry to all badge holders
Dress code: Business
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Welcome to the world of LINDT DIVA
Treat yourself to the LINDT DIVA moment. The diva is a queen amongst women,

and the tru�  e is the queen of pralines. Combining the two creates
a unique praline range – a must-have for all modern and stylish women...

LINDT DIVA – exclusive gold-dusted tru�  e pralines with deliciously creamy fi llings.



Michael Riemondy and Steve Bentz, both The Hershey 
Company; Michael Pellegrotti, CRM Accessories; and 
Miki Aho, Fazer.

Olivier Gerhardt, Rachel K Cosmetics; Giles Marks, 
Maui Jim Sunglasses; Sergio Clavell, Campeny 
Distilleries; and Antoine Goetgheluck, IMAGE Duty Free. 

Swee Hing; Hugues Dusséaux, Parfums Christian 
Dior; Patrick Chong, Luxasia; and Jacques 
Gouallou, L’Beauty.

William Desouza, WorldConnect AG; and Vincent Chew, 
Bryan Tan and Adrian Teng, all Inflight Sales Group. 

01

04

0302

01 David Butler, Pandora; Patrick Dorais, Al Nassma; 
Julian Mullins, Pandora; and Mike Gamo, NAA Retailing. 

02 Jessica Tay, Mitch & Marc Lifestyle; Veronica de 
Pracomtal; Nancy Miller; and Patricia Poon, WHSmith. 

03 Peter Sant, Rémy Cointreau; Emmanuel de Place, 
Lagardere Services; Xavier Desaulles, Rémy Cointreau; 
and Renaud Boisson, Interparfums Singapore.   

04 Garry Maxwell, Premier Portfolio; Art Miller; 
Andrew Webster, Premier Portfolio; and James Kfoury, 
Wonderful Pistachios.

TEE TIME
There were times 
during yesterday’s 
TFWA Asia Pacific Golf 
Tournament when 
competitors wished 
they could make like 
the local lizards and 
take a cooling dip in 
the course ponds. “It’s 
always hot in Singa-
pore but today, phew, 
it’s particularly hot,” 
said Renaud Boisson, 
Managing Director of 
Interparfums Singa-
pore, wiping the sweat 
from his brow. 

Renaud was one of 63 
early risers to tee off 
at the award-winning 
Tanjong Course at Sentosa 
Golf Club yesterday 
morning. “I could have 
used a lie in today, but it’s 
a lovely course and a great 
morning,” said Patrick 
Dorais, Director of Sales at 
Al Nassma, as he spliced a 
ball into a nearby property. 
“Oops – they just got a 
wake-up call.”
As well as enjoying 
beautiful greens and 
sweeping views from 
the course’s loftier 
holes, competitors got to 
observe the local wildlife, 
including kingfishers, 
peacocks and Malaysian 
water monitor lizards. 
The tournament was won 

by Subash Adwani, Chair-
man of Parfraindo Utama 
PT, who went around the 
course in an impressive 
83 strokes. “I had two 
birdies and I think that’s 
what helped me win the 
tournament,” he said. “It 
is a very difficult course; 
it’s rather narrow and 
the greens are very fast. 
To play here it’s all about 
strategy, I think.” Adwani 
won a set of Callaway 
irons and golf bag, plus a 
Karl Lagerfeld watch. 
The tournament runners-
up were Julian Levy, 
Chief Operating Officer 
at Valiram Group, and 
Michael Kho, Sales 
Director at First Global 
Alliance, who both went 
around in 88.

IN PARTNERSHIP WITH: 

And the winner is…: 
Frédéric Garcia Pelayo, 
Director and Executive Vice 
President, Interparfums, 
and Vice-President, TFWA; 
Renaud Boisson, Managing 
Director, Interparfums 
Singapore; and tournament 
winner Subash Adwani, 
Chairman of Parfraindo 
Utama PT.
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STYLE & SHAKE
Last night’s Welcoming Cocktail took place at the iconic Raffles Hotel. It was a truly exceptional 

evening, with the theme ‘Style & Shake’. The evening blended taste with colour. Mixologists created 
delicious cocktails, including the famous Singapore Sling, and refreshing fruit smoothies.
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06 Vijay Samyani, Managing Director, Concept Big Brands 
General Trading, with Mosquitno’s Erwin Wijnen.

07 TFWA President Erik Juul-Mortensen and Vice-
President Marketing Carla Guiducci.

08 Christian Neusser, VP International and GM Global 
Travel Retail, Godiva; Maj Strooker, TFWA Account 
Manager, Export Marketing Ltd; Jaclyn Wampler, 
President, Moodie International S.A; Barry Fitzpatrick, 
Managing Director, Skylink; and Thomas Wesch, 
Owner, Skylink.

09 Andy King, General Manager, Travel Blue 
(Shanghai); Keith Ma, Sales & Marketing Manager, 
Greater China & South East Asia, Guylian; and Joey 
Zhang, International Business Manager, Sujiu Group 
Trading Co. Ltd.

10 Keith Spinks, Secretary General, ETRC, with Thom 
Rankin, Vice-President Conferences & Research, TFWA.

11 Stephane Michel, Principal, Federico Iguzzini; Frank 
Cancelloni, President, Calvin Klein Asia Pacific, Calvin 
Klein; Leila Lim-Loges, Managing Director Asia Pacific, 
Kincannon Reed; Bharat Mimani, Consultant, Boston 
Consulting Group; and Kunal Rana, Principal, Boston 
Consulting Group.

01 Bruce Wolpe, Senior Advisor, Office of the Hon Julia Gillard; Julia 
Gillard, Prime Minister of Australia (2010-2013); Sarah Branquinho, 
Business Relations & External Affairs Director, World Duty Free Group, and 
ETRC President; and Erik Juul-Mortensen, TFWA President.

02 Eric Leung, Karli Cheng and Teresa Li, all of King Power Group (Hong 
Kong); Mariette Scoop of Brilliant Idea Cosmetics; Catherine Bonelli, 
Worldwide Travel Retail Director, Paul & Shark; Christina Leung and Sunil 
Tuli of King Power Group (Hong Kong); Jessica Howells of Yam Seng Pte 
Ltd; and Judy Yan and Hydie Cheng of King Power Group (Hong Kong).

03 Richard McGratty, Managing Director, McG Consultants Ltd; Barbara 
Rihl, CEO and Designer, Barbara Rihl; and Peggy McGratty, Director, McG 
Consultants Ltd.

04 Renaud Boisson, Managing Director, Interparfums Singapore; Laurent 
de Rougemont, Managing Director, Bluebell Hong Kong; and Mohamed 
Snoussi, General Director, ALD International.

05 Choupinette’s Agnes Verrier, with Buying the Sky’s Nadia Skouri.

01

02
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09:00-11:00 Morning Plenary
Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

Measured by value of sales, Asia Pacific 
is now the leading duty free & travel 
retail region in the world, and given the 
pace of development across the market, 
it is unlikely to relinquish that status any 
time soon. Across the spheres of politics, 
economics and commerce, the world’s 
centre of gravity is increasingly shifting 
towards Asia Pacific.
This year’s edition of the TFWA Asia 
Pacific Conference, themed Asia: Shaping 
the World, will explore how developments 
in this region will set the tone for the 
world’s future path. It will also study the 
latest consumer trends and infrastructure 
developments in each part of the region, 
reflecting the diversity of travel retail’s 
most vibrant market.
The morning plenary session will set the 
duty free and travel retail sector within a 
broad Asian context thanks to contribu-
tions from high-level speakers from 
within and beyond the industry, providing 
a fascinating contextual backdrop for the 
industry-focused workshops to follow.

ERIK JUUL-MORTENSEN,  
PRESIDENT, TFWA
In his state of the industry address, TFWA 
President Erik Juul-Mortensen will 
present the latest data on travel retail 
performance in Asia Pacific, and look at 
how the development of markets beyond 
the Asian giants is providing rich opportu-
nities for the industry.

JAYA SINGH, PRESIDENT, ASIA PACIFIC 
TRAVEL RETAIL ASSOCIATION
In his first appearance at the TFWA Asia 
Pacific Conference as President of APTRA, 
Jaya Singh will address the current 
challenges faced by the industry in Asia, 
and update delegates on the important 
work being done by APTRA on their behalf.

JULIA GILLARD, PRIME MINISTER OF 
AUSTRALIA (2010-2013)
As Prime Minister of Australia from 2010 
to 2013, Julia Gillard played a pivotal 
role in steering the world’s 12th largest 
economy through the global financial 
crisis, and in strengthening the country’s 
ties with its neighbours in Asia Pacific. 
At the TFWA Asia Pacific Conference she 
will explore how and why this is predicted 
to be ‘the Asian Century’, and look at the 
implications for trade around the world.

TOMMY SOETOMO, PRESIDENT 
DIRECTOR, ANGKASA PURA AIRPORTS
Tommy Soetomo heads Angkasa Pura 
Airports, the Indonesian airport company 
that celebrates its 50th anniversary this 
year. He will look at the challenges ahead 
for Angkasa Pura as it manages rapid 
growth in traffic in one of Asia’s most 
promising markets.

PARAG KHANNA, AUTHOR AND 
STRATEGIST
A former foreign policy advisor to Barack 
Obama and author of several acclaimed 
books on the changing world order, 
Parag Khanna is well-placed to assess 
the rise of Asia Pacific. In Singapore 
he will explain how current and future 
geo-political trends in Asia will affect the 
way the world does business.

The opening session will be moderated by 
John Rimmer, Conference, Research and 
Corporate Affairs Director, Tax Free World 
Association

11:00-11:30
BUSINESS NETWORKING WITH COFFEE

WORKSHOP	A:	EAST	ASIA:	CHINA,	
JAPAN	AND	KOREA
Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

In terms of duty free and travel retail, 
East Asia is arguably the motor of the 
global industry today. China is home to the 
world’s highest-spending travellers and 
is a rapidly growing tourist destination 
in its own right; Japan remains a signifi-
cant generator of business for retailers 
worldwide; and South Korea is home to 
the world’s leading airport retail location 
by sales value.
This workshop will explore East Asia 
from the perspective of specialists with 
experience on the ground. Delegates will 
hear how consumer behaviour in China, 
Japan and Korea is evolving, and how 
slower economic growth might affect that 
behaviour in future. The session will also 
look at travel trends and infrastructure 
development in this pivotal region.

MIKE GAMO, PRESIDENT & CEO, NAA 
RETAILING
ZHAO FENG, DEPUTY GENERAL 
MANAGER, CHINA DUTY FREE GROUP
SANG J. AHN, DIRECTOR OF 
CONCESSION TEAM 1, INCHEON 
INTERNATIONAL AIRPORT CORPORATION

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

WORKSHOP	B:	AUSTRALIA		
AND	NEW	ZEALAND
Begonia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

The Australasian region is home to some 
of Asia Pacific’s most impressive airport 
retail environments – and to some of the 
most enthusiastic duty free shoppers 
anywhere. This workshop will focus on 
a region that is set to draw the spotlight 
over the coming year, as a number of 
tenders attract the attention of the world’s 
top operators.
The wide range of touchpoints available 
to retailers in Australia and New Zealand 
– where travellers’ spend can be targeted 
downtown, in departures, arrivals and 
inflight – make this a market rich in 
opportunity. This workshop will explore 
those opportunities in full thanks to 
contributions from true market experts.

GARRY STOCK, CHAIRMAN, JR DUTY 
FREE
RICHARD BARKER, GENERAL MANAGER 
OF RETAIL AND COMMERCIAL, 
AUCKLAND AIRPORT
MATTHIEU MERCIER, CEO, LS TRAVEL 
RETAIL PACIFIC

Moderator: Gary Scattergood, Editor, 
Duty-Free News International

13:00-14:15
BUSINESS NETWORKING LUNCH
Heliconia Ballroom, Level 3, Marina Bay 
Sands Expo & Convention Center
 

MONDAY 12 MAY 2014 11:30-13:00 MORNING WORKSHOPS
Please note: Workshops A & B run simultaneously

JULIA GILLARD
Prime Minister of Australia (2010-2013)

ERIK JUUL-
MORTENSEN
President, TFWA

JAYA SINGH
President, Asia 
Pacific Travel 
Retail Association

CONFERENCE 
& WORKSHOPS

The theme of today’s TFWA Asia Pacific Conference 
is Asia: Shaping the World. The distinguished 
speaker line-up promises to deliver enlightening 
insights into developments in the region and the 
ways in which Asia is shaping the world.
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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.

FRANK O’CONNELL, PRESIDENT, DUTY 
FREE WORLD COUNCIL
ERIK JUUL-MORTENSEN, PRESIDENT, TFWA
SARAH BRANQUINHO, PRESIDENT, 
EUROPEAN TRAVEL RETAIL CONFEDERATION
KEITH SPINKS, SECRETARY 
GENERAL, EUROPEAN TRAVEL RETAIL 
CONFEDERATION

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

WORKSHOP	D:	INDIA	AND	SOUTH	ASIA
Begonia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

India has been described as the “sleep-
ing giant” of duty free and travel retail, 
lagging behind its Asian neighbours with 
regard to infrastructure and quality of 
environment. However, new terminals 
in the key airports of Delhi and Mumbai 
are changing perceptions of the market, 
while the rise of the Indian middle class 
provides opportunities for brands and 
operators alike.
This workshop will look in depth not only 
at India and the Indian consumer, but also 
at key markets elsewhere in South Asia, 
including Sri Lanka, where new develop-
ments in infrastructure are designed to 
enhance the island’s appeal to tourists.

ARGHYA CHAKRAVARTY, CEO, TIMES OOH
PAUL TOPPING, DIRECTOR AND BOARD 
MEMBER, FLEMINGO INTERNATIONAL
DUNCAN LAWLEY, CEO, DELHI DUTY 
FREE SERVICES

Moderator: John Sutcliffe, Travel Retail 
Consultant

16:15-17:00 CLOSING 
PLENARY SESSION: 
ASIA 2020
Cassia Conference Hall, Level 3, Marina 
Bay Sands Expo & Convention Center

Translation available in Mandarin 
and Japanese

The 21st century is regarded by many 
as the period of most rapid change in 
history. The way in which we consume and 
communicate is constantly evolving, with 
profound effects on all sectors. Consum-
ers and companies in Asia Pacific, having 
long embraced innovation and change, are 
shaping tomorrow’s business landscape.
Entitled Asia 2020, the closing session of 
the conference will explore how tomor-
row’s Asian traveller will behave; what 
they will buy, where and how they will 
buy it. Jorge Rodriguez, Director of brand 
development consultant Brand Alliance, 
will share exclusive research on ‘Genera-
tion Y’ shoppers, whose aspirations and 
behaviour will shape the way brands and 
retailers market their products in future.
Jorge will be joined by Shubhodeep Pal, 
Vice President of SimpliFlying, an aviation 
marketing consultancy that is changing 
the way airlines and airports do business. 
Shubhodeep will explore how mobile 
connectivity will continue to transform the 
way customers behave, and how travel 
retail companies can take advantage at all 
points within the travel chain.

JORGE RODRIGUEZ, DIRECTOR, BRAND 
ALLIANCE
SHUBHODEEP PAL, VICE PRESIDENT, 
SIMPLIFLYING

This session will be moderated by  
John Rimmer, Conference, Research and 
Corporate Affairs Director, Tax Free World 
Association.

14:15-15:45 AFTERNOON WORKSHOPS
Please note: Workshops C & D run simultaneously

13:00-14:15 
TFWA INDUSTRY 
ASSOCIATION 
WORKING LUNCH WORKSHOP	C:	SOUTH-EAST	ASIA

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

Translation available in Mandarin 
and Japanese

From established hubs such as Singapore 
Changi and Hong Kong International 
to rapidly emerging markets such as 
Indonesia and Vietnam, South-East Asia 
is a patchwork of dynamic and diverse 
travel retail locations. Many of the world’s 
most profitable travel links are to be found 
in the region – between Singapore and 
Jakarta, for example, or HKIA to mainland 
China – and South-East Asian travellers 
are among the most brand-conscious 
shoppers anywhere.
Recent hotly-contested tenders and 
the investment being made by leading 
international operators are testament to 
the potential of the region. This workshop 
will feature contributions from some of 
the companies seeking to exploit that 
potential.

ROBERT WALONI, DIRECTOR AND BOARD 
MEMBER, ANGKASA PURA AIRPORTS
PETER HARBISON, CHAIRMAN, CAPA – 
CENTRE FOR AVIATION
TONY DETTER, GROUP MANAGING 
DIRECTOR, INFLIGHT SALES GROUP

Moderator: Doug Newhouse, Editorial 
Director, Travel Retail Business

15:45-16:15
BUSINESS NETWORKING WITH COFFEE

TOMMY SOETOMO
President Director, Angkasa Pura Airports

PARAG KHANNA
Author and Strategist

2014 CONFERENCE & WORKSHOPS SPONSORS

Morning 
conference 
coffee break:

Afternoon 
conference 
coffee break:

Conference 
portfolio:

Hostess 
outfits:

Platinum:Diamond:

Changi Airport Singapore – Master Logo
Full Colour Positive
CMYK

CMKY
C:0.0  M:20.0  
Y:30.0  K:70.0

CMKY
C:0.0  M:20.0  
Y:100.0  K:0.0

CMKY
C:0.0  M:100.0  
Y:90.0  K:0.0

CMKY
C:60.0  M:100.0  
Y:10.0  K:0.0
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ASIA 2020
The closing plenary session of today’s conference – entitled Asia 2020 – will 
feature insightful addresses from Jorge Rodriguez, Director of brand development 
consultant Brand Alliance, and Shubhodeep Pal, Vice President of aviation 
marketing consultancy SimpliFlying. They gave a preview to Ross Falconer.

GENERATION	Y	SHOPPERS
The aspirations and behaviour 
of ‘Generation Y’ shoppers 
are expected to shape the way 
brands and retailers market 
their products in future. Jorge 
Rodriguez, Director of brand 
development consultant Brand 
Alliance, will share some exclu-
sive research, relating it to travel 
retail. He explained that 2020 is 
a significant milestone, in which 
today’s ‘Generation Yers’ are 
expected to contribute up to 50% 
of total sales in Asia duty free. 
“Their expectations are evolving 
and more brands will need to 
adjust quickly to their require-
ments if they wish to attract 
this very important segment,” 
commented Rodriguez.
The future of travel retail is 
evolving quickly with the speed 

of technology adoption by 
Generation Y travellers. Due to 
the high penetration of internet 
and mobile across all markets 
in Asia, Rodriguez forecasts a 
high growth in M-commerce, 
In-Store Navigation and Proxim-
ity Marketing in coming years.
“The definition of Generation Y 
has gone beyond demographics 
of age, but it is now a term to 
group a certain population of 
people with the same mental-
ity,” he explained. “Gen Y’s see 
themselves as global citizens 
and they carry a different set 
of values from that of the baby 
boomers who are known to 
be more industrious, change-
adverse and prudent. Gen Y, 
often more highly educated and 
connected through the use of 
technology, tends to be more 
concerned about brand purpose, 
can be influenced by peers and 
seeks work-life balance which 
will provide them the flexibility to 
explore.”

To better understand the 
emerging Gen Y shoppers, 
Brand Alliance conducted 
research entitled ‘Insights to 
Gen Y shopping behaviour’. 
More than 1,000 Generation 
Yers were asked to identify the 
key factors influencing their 
shopping decisions, the most 
important criteria when choos-
ing a product and their social 
media/digital habits.
While comprehensive findings 
will be shared during this 
afternoon’s closing plenary 
session, Rodriguez previewed 
some key statistics:

• Generally more impulsive on 
purchases. Highest impulse 
category is Apparel (73%) and 
the lowest is Skincare (21%);

• Although Gen Ys are more 
connected on digital and 
social media, about 80% 
of those surveyed do not 
actively follow brands on 
social media platforms;

• QR codes are not widely used 
by the Gen Ys, with about 92% 
who have a preference not to 
use QR codes; and

• About 70% make online 
purchases with the top 5 items 
purchased being Apparel 
(18%), Accessories (14%), 
Bags (13%), Shoes (9%) and IT 
gadgets (8%).

“To stay relevant to the emerg-
ing scale of Gen Y shoppers, 
we will see an evolution of the 
retail store layout, ambience and 
communication style at different 
stages of the consumer journey. 
For brand owners, there will be a 
change in how they present their 
brands and their products to 
ensure Generation Y’s values are 
embedded into the brand and 
products,” concluded Rodriguez.

THE	CONNECTED		
TRAVELLER
SimpliFlying is an aviation 
marketing consultancy that 
works at the cutting edge 

of digital/social engage-
ment – with a focus solely on 
aviation. Shubhodeep Pal, Vice 
President, SimpliFlying, will 
expand on three key messages 
during this afternoon’s closing 
plenary session:

1. “We are living in the age of 
the Connected Traveller – a 
person constantly tuned into 
the internet, on-the-go, via 
smartphones. This person 
is also an avid user of social 
networks and turns to them to 
seek travel inspiration, plan 
travel, as well as to share 
travel experiences.”

2. “Learning how this person 
behaves – and how best to tap 
into these new behaviours – 
will enable travel brands to 
not only gain more data about 
the Connected Traveller’s 
preferences, but also to drive 
more revenues.”

3. “The future of travel will be 
more personalised than ever.”

Mobile connectivity is set to 
transform the way consum-
ers behave. Indeed, they are 

increasingly dependent on their 
smartphones to not just get 
information, but also to make 
purchases. Pal will outline his 
insights into mobile connectiv-
ity in the conference, and 
concluded by telling the TFWA 
Daily that “travel retailers that 
are able to put decision-making 
and even purchase-enabling 
tools in the pockets of travellers 
will see success”.

SHUBHODEEP PAL,  
VICE PRESIDENT, SIMPLIFLYING 

“Research shows that consumers’ 
preferences that are reflected on 
social media closely mirror their real-
life preferences. Brands that are able 
to mine this data and personalise 
recommendations will reap the benefits 
of the Connected Age.”

JORGE RODRIGUEZ, DIRECTOR, 
BRAND ALLIANCE

“While most brands and retailers in 
travel retail are reaching out to their 
current demographic of travellers, we 
cannot ignore the emergence of the 
Gen Y travellers who are increasing 
in Asia due to their earning power as 
they move into the workforce, and the 
increasing popularity and acceptance 
of low-cost carriers.”
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INDIA:	‘THE	GIANT	IS	
WAKING	UP’
Duncan Lawley, CEO, Delhi Duty 
Free Services, is participating 
in Workshop D: India and South 
Asia. Delhi Duty Free offers an 
extensive range of products, and 
brands, across categories such 
as perfumes, cosmetics, liquor, 
tobacco, confectionery, souve-
nirs and fashion. In addition 
to showcasing some of the 
industry’s top luxury brands, it 
endeavours to provide travellers 
with an unmatched shopping 
experience in India.
“Even in my short time here 
in India, I’ve come to realise 
the immense potential there 
is in this country for retail – 
especially premium, luxury 
brands that have up until now 
been accessible to only a few,” 
commented Lawley.
A strong economy, along with 
increased employment, has 
resulted in an increase in 
disposable incomes, with the 
ever growing middle/upper-
middle class contributing 
the most to the demand for 
high-end retail. “More and more 
Indians now travel overseas 
with business travel increasing 
significantly,” Lawley added.
The privatisation of airports 
under a public-private-partner-
ship model has resulted in infra-
structure majors GMR and GVK 
building world-class airports at 
Delhi, Mumbai, Bangalore, and 
Hyderabad that rival some of the 
world’s best airports, providing 
travellers with an engaging retail 
experience.
Consumer attitudes towards 
duty free shopping are also 
changing. “Duty free has tradi-
tionally, and primarily, meant 
liquor to most Indians – given 
the significant price difference to 
High Street,” Lawley explained. 
“While liquor continues to 

be the driver of the duty free 
business, we are now seeing 
demand for a wider offering, 
including perfumes, cosmetics, 
apparel, and luxury fashion 
brands. Indians, who constitute 
the majority of our passenger 
base, are now looking for high-
end brands and travel retail 
provides suppliers with an ideal 
platform to take their products 
to our customers. A number of 
premium/luxury fashion brands 
have set up shop in India, both 
in the downtown market as 
well as in travel retail, in recent 
times, with many more in the 
pipeline. The giant is definitely 
‘waking up’.”

AUSTRALASIA’S	VAST	
RETAIL	POTENTIAL
Richard Barker, General 
Manager of Retail and Commer-
cial, Auckland Airport, will 
address Workshop B: Australia 
and New Zealand. He will 
introduce the Auckland Airport 
duty free and retail business, 
highlighting the key ‘backbones’ 
of the business, which are not 
only solid but growing. These 

are the Trans-Tasman (New 
Zealand and Australia) and 
Chinese customers, both of 
which are avid duty free and 
retail spenders, but in their own 
distinct ways. “We’ll be taking 
the opportunity to talk about 
the much anticipated upcoming 
duty free tender and looking to 
see what retail brands are in the 
market that we can see would 
do well here at Auckland,” 
Barker explained.
The Australasian region, and 
certainly both Auckland and 
New Zealand within that, is an 
appealing location for retail, 
having survived the impacts of 
the Global Financial Crisis very 
well relatively speaking. “The 
opportunity and outlook for both 
the airports and retailers in 
our region is positive,” Barker 
added. “We know the opportunity 
at Auckland is vast – our retail 
is the busiest and most valuable 
retail space in the country, 
significantly outstripping sales 
per square metre versus the 
highest performing malls in 
New Zealand. Our relatively 
small population belies our 

high-spend when the product 
and presentation is right, and 
customers here are demanding 
more than is currently available. 
This highlights a key strength 
for Auckland Airport’s retail and 
specifically specialty retail – we 
are very different to places like 
Europe and Australia where the 
brands are often all represented 
in the High Street. Our strength 

basic facilities of Terminal 2, 
including the commercial ones, 
are now in the design phase,” 
Ahn commented. “Terminal 2 
is planned to have the optimal 
layout for commercial facilities.” 
The retail and food & beverage 
area will total 20,000sqm.
Ahn added that contracts with 
its current retailers expire in 
February 2014 and it is currently 
preparing for the new tender 
process. While details are not yet 
finalised, the selection process 
is expected to conclude in 
mid-2014.
Incheon is, of course, the world’s 
single biggest airport retail 
location by sales value, and 
features major international 
brands across all product 
categories. Indeed, its wide 
portfolio includes the first-ever 
Louis Vuitton airport store. Ahn 
explained that there is also a 
strong focus on Korean brands. 
“Keeping up with the worldwide 
craze over the ‘Korean Wave’, 
Incheon Airport opened stores 
last April that exclusively sell 
Korean products popular among 
foreign tourists,” he said.

RICHARD BARKER, GENERAL 
MANAGER OF RETAIL AND 
COMMERCIAL, AUCKLAND AIRPORT

“Auckland Airport represents an 
appealing location where market-
leading brands and hospitality 
operators are increasingly competing 
for space; we have a perfect cross 
section of high quality space, high 
spend rate, desirable demographic, and 
a collaborative mindset that encourages 
innovation of retail.”

SANG J. AHN, DIRECTOR OF 
CONCESSION TEAM 1, INCHEON 
INTERNATIONAL AIRPORT 
CORPORATION

“As a gateway to Korea, where 
travellers from all around the world 
come and go, Incheon Airport offers 
Korean brands a great opportunity 
to effectively promote themselves to 
international travellers.”

DUNCAN LAWLEY, CEO, DELHI DUTY 
FREE SERVICES

“Delhi Duty Free aims to be a planned 
stop on the travel itinerary of every 
international traveller passing through 
Delhi. To do this, we need to constantly 
work on building our brand, improving 
our offering and raising our customer 
service levels to offer an even more 
compelling duty free experience to our 
customers.”

in New Zealand is that we don’t 
have that same competition 
domestically, but there is high 
customer brand awareness.”

THE	‘KOREAN	WAVE’
Sang J. Ahn, Director of 
Concession Team 1, Incheon 
International Airport Corpora-
tion, is participating in Workshop 
A: East Asia: China, Japan 
and Korea. He will provide 
an overview of retail strategy 
and commercial performance 
at Incheon Airport over the 
past year. A topic sure to be 
of interest will be commercial 
plans for the new Terminal 2 
that will open in 2017, including 
the retail design concept. “The 
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Find out on Tuesday 13 May 2014 
Marina Bay Sands Convention Center
Begonia Ballroom Level 3

To see the full shortlist, visit: http://asiapacific.dfnionline.com/shortlist/ 

All exhibitors and show attendees invited

The event is 

FREE
to attend

6.00pm: Drinks reception
6.30pm: Awards ceremony
7.15pm: Ceremony closes

Dress code: Business suit

Winners to be Announced

Sponsor of the
Airport Travel Retailer of 
the Year in Asia/Pacific

Sponsor of the
Asia/Pacific 

Supplier of the Year

Sponsor of the
Airport Authority with 
the Most Supportive

Approach to Travel-Retail

Sponsor of the
Most Innovative 

New Product

Sponsored by

PREPARING FOR TOMORROW TOGETHER
To help protect the 
future of our unique 
industry and ensure 
that travel retailers 
meet their obliga-
tions to the consumer, 
APTRA (Asia Pacific 
Travel Retail Associa-
tion) has introduced 
the Responsible Retail 
Training Programme, 
a bespoke web-based 
training package for 
staff who work on the 
front line in airports, 
ferries and downtown 
duty free stores. 

The RRTP is designed to 
implement the principles 
of the Self-regulatory 
Code of Conduct for 
Alcohol Sales which 
APTRA unveiled in 
2012, and in so doing 
will demonstrate to the 
consumer and the wider 
community that the 
industry conducts itself 
in a law-abiding and 
ethical manner.
“It is essential that the 
duty free and travel retail 
industry continues to 
be perceived as a highly 

professional and caring 
business that behaves 
with absolute integrity,” 
asserted Jaya Singh, 
President APTRA. “Our 
intention is clear, namely 
that all stakeholders 
in the alcohol business 
should be aligned on 
these principles.”
He added: “I commend 
the APTRA Respon-
sible Retail Training 
Programme to all, both 
on the front line and 
in the control room. 
Ignorance of the key 

guidelines cannot be a 
defence for a potential 
lack of integrity.”
An RRTP pilot 
programme will be run 
with staff at selected 
APTRA member retail-
ers to ensure that it 
is user-friendly and 
effective, after which the 
programme will be rolled 
out across the region 
from July. The next stage 
will be to encourage 
Airport Authorities also 
to seek their support and 
endorsement.

The RRTP is designed to ensure that staff members 
behave responsibly when selling alcohol in duty free and 
travel retail stores, respecting legislation relevant to 
their market, advising customers of what they can and 
cannot buy on their journey, and refraining from selling to 
passengers whose purchases may be seized by authorities 
during their onward journey.

DUTY FREE WORLD COUNCIL HOLDS INAUGURAL MEETING
The Duty Free World 
Council (DFWC) met for 
the first time on 11 March, 
during the Duty Free Show 
of the Americas in Orlando, 
Florida, in order to elect 
the Board and Execu-
tive Committee who will 
oversee the activities of 

the DFWC in its formative 
phase. The DFWC’s Board 
members are drawn from 
the key global and regional 
duty free associations, 
namely TFWA, IAADFS, 
ASUTIL, ETRC, MEADFA, 
APTRA and FDFA. The 
meeting saw the election 

of Frank O’Connell, ETRC 
Vice President and Special 
Advisor to the Board, as 
DFWC President. Complet-
ing the DFWC Executive 
Committee as Vice-
Presidents are Alberto 
Motta, President IAADFS, 
and Erik Juul-Mortensen, 

President TFWA.
“The DFWC will play an 
important role in support-
ing and strengthening the 
work that is being done by 
the regional associations 
and we are confident it will 
help our industry speak 
with one voice,” said Motta.

INDUSTRY NEWS TFWA ASIA PACIFIC EXHIBITION & CONFERENCE MONDAY 12 MAY 2014 





Visit us at Stand N19, Basement 2

11850_GLEN_CC_TFAP SINGAPORE DAILIES_478X328_V2.indd   1 09/05/2014   12:42



Visit us at Stand N19, Basement 2

11850_GLEN_CC_TFAP SINGAPORE DAILIES_478X328_V2.indd   1 09/05/2014   12:42



b a t h    b o d y   &   h o m e 

N G T 
by Nougat

for Men

Experience Nougat Naturals, our spa inspired aromatherapy
collection lovingly made in the UK using nature’s finest ingredients.

Explore the world of Nougat London in our new location.

Find us:
Level 1, Stand V13

www.nougatlondon.co.uk                      www.bubbletcosmetics.com

 



THE ASIA PACIFIC INFLUENCE
International passenger demand in the Asia Pacific region flourished once 
again last year – rising by another 5.3% according to IATA – and the region 
continues to lead the world’s passenger traffic with a 29% share. Against a 
global backdrop of economic unrest and industry obstacles, the increasing 
mobility, high spending power and strong gifting culture of the Asia Pacific 
customer is contributing significantly travel retail growth, and brands 
across the fragrance segment are striving to meet the needs of these 
consequential consumers in all their diversity. Report by Amy Hanna.

The regional fragmen-
tation of global travel 
retail is integral to the 
energy of this dynamic 
and fast moving indus-
try. It is the rich medley 
of cultures and unique 
idiosyncrasies of each 
international market 
that inspire the creation 
of its yearned-after 
product exclusives; 
cause retailers to 
pursue certain consum-
ers and markets; and 
provoke the unique 
shopper behaviour that 
makes the industry 
what it is.

At present, one quarter 
of the Asia Pacific travel-
lers who buy in duty free 
will purchase from the 
beauty category, but the 
increasing propensity for 
spending, and a growing 
consumer tendency 
towards urbanisation in 
the region are markedly 
driving sales.
“Consumers in the Asia 
Pacific region want 
something new, innovative, 
and are seeking a classic 
twist on a modern creation, 
whereas consumers in 

01 House of Sillage’s 
newest prestige 
fragrance release 
Passion de L’Amour 
coincides with the 
Asia Pacific market’s 
tendency towards 
luxury. “Our Unique 
Selling Point is quality, 
and we will never 
sacrifice quality to gain 
better margins,” said 
David Rueda, Director of 
Sales and Marketing.

02 Estée Lauder’s new 
fragrance Modern 
Muse is the olfactory 
embodiment of the long-
acclaimed beauty brand. 
Inspired by its founder 
Estée Lauder and 
today’s modern woman, 
Modern Muse is a lush 
floral, woody scent that 
conveys confidence, 
style and creativity with 
a modern, youthful 
attitude.

03 Rogue by Rihanna, 
the outspoken new scent 
presented by Parlux, 
plays to the travel 
retail market’s love for 
celebrity. Perfumer 
Marypierre Julien 
said: “I was inspired to 
create a fragrance that 
is as spontaneous and 
direct as Rihanna is 
and emulates her bold 
approach to her life. She 
is not afraid to reveal 
her mischievous side, 
showing off her true 
powerful femininity.”

02

03

01

Europe are look for classic 
and rich history in the 
fragrance sector,” estab-
lished David Rueda, Direc-
tor of Sales and Marketing 
at luxury California 
haute parfumerie House 
of Sillage (Basement 2 
A13). “House of Sillage 
brings together innova-
tive design and a classic 
blend of fragrances for 
each product produced.” 
Rueda explained that in 
the Asia Pacific region is a 
discerning customer who 
differentiates themself 
from other consumers, 
and that the appeal of 
House of Sillage is quality 
and innovation of design, 
married with the perfume 
house’s niche character-
istics. “The consumers’ 
need for qualitative and 
exclusive products present 
a big opportunity for House 
of Sillage. We have a new 
fragrance for women, 
Passion de L’Amour. It’s a 
modern, sensual take on a 
traditional oud fragrance, 
and customers will really 
appreciate its unique 
qualities. Our Unique 
Selling Point is quality, 
and we will never sacrifice 

quality to gain better 
margins,” he said. In the 
creation of extraordinary 
fragrances rivalled only by 
its breathtaking crystal-set 
bottle-art designs, House 
of Sillage delivers a luxury 
product that engages 
with the Asia Pacific 
consumer’s partiality to 
luxe exclusivity. “Our retail 
strategy is worldwide 
exclusive and handpicked 
points of sale. Even in 
travel retail and duty free 
markets the point of sale 
has to be in line with the 
company’s values,” Rueda 
added. “House of Sillage 
is not only a luxurious 
product, but also a luxuri-
ous experience.”
A preference for luxury 
goods is a commonly 
referred to trait of the 
Asia Pacific consumer’s 
purchasing habits, while 
in new product selection, 
brand names and images 
are principal sales drivers. 
Prominent names in 
fashion and fragrance 
continue to prove univer-
sally popular, with the 
brand heritage of these 
companies shown to be a 
dominant draw.

Estée Lauder’s (Basement 
2 HS08) vibrant new 
fragrance Modern Muse is 
the olfactory embodiment 
of the long-acclaimed 
beauty brand, whose 
history was the founda-
tion for the creation of 
the scent. Inspired by its 
founder Estée Lauder, 
Modern Muse celebrates 
the independent, confident 
woman and her creative, 
irreverent style. “Our 
founder, Estée Lauder was 
an amazing muse, inspir-
ing women of all ages with 

her dynamic personality, 
creativity and brilliant, 
connective storytelling,” 
described Karyn Khoury, 
Senior Vice President, 
Corporate Fragrance 
Development Worldwide, 
The Estée Lauder Compa-
nies Inc. “She always 
understood the power of a 
muse, and while inspiring 
others she also took inspi-
ration from the women 
around her, especially her 
beloved customers. This 
heritage of inspiring and 
being inspired by women; 
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05 Salvatore Ferragamo is 
adhering to the needs of the 
Asia Pacific market with its 
preferred miniature coffrets of 
its best selling scents. Luciano 
Bertinelli, CEO, Salvatore 
Ferragamo Fragrances, 
said: “A strong trend now is 
customisation. Consumers are 
looking for unique and exclusive 
products more and more, and 
therefore many brands have 
developed niche fragrances. 
Salvatore Ferragamo has also 
met this market need with 
the launch of the first niche 
fragrance collection, the Tuscan 
Soul Quintessential Collection.”

06 Jean-Charles Brosseau’s array 
of opulent accords fits well with 
the needs and requests of the Asia 
Pacific market. Its light, floral and 
fruity fragrances are already best 
sellers in the region – particularly 
its Fleurs d’Ombre collection: 
Jasmin-Lilas, Rose, and the 
covetable new launch Nymphéa 
are performing very well.

07 For the modern consumer 
Rallet, presented by Empire of 
Scents, has created four new 
exclusive niche fragrances that 
represent the brand’s heritage, 
but have been reworked for 
today: Aqua Mystique, Flou 
Artistique, Spectre Noir and 
47* Vyatskaya St., which was 
inspired by the historic address 
from which the perfume house 
was launched.

08 Antoine de Pracomtal, 
Parfums Princesse Marina de 
Bourbon CEO: “Mobility and 
access to information has made 
the consumer more aware and 
demanding today. Customers 
expect constant novelties, 
fast product turnover and 
adapted offers to meet their 
needs and lifestyle. Our new 
perfume Tendre Reverence will 
be a subtle blend of tradition 
– invoked by our strong 
royal French heritage – and 
modernity, with a new concept 
based on the Nude theme.”

05 0706

08

of artistic creativity; of 
dynamic confidence; and 
of balancing strength and 
softness, is part of Estée 
Lauder’s DNA.”
Women’s fragrances have 
traditionally been at the 
vanguard of the scent 
sector, and will likely 
continue to engender 
strong demand in coming 
years as a consequence, 
in part, of stimulating 
and innovative products. 
“What makes Modern 
Muse very different from 
other fragrances on the 
market is its unique ‘dual-
impression’ construction, 
the delicious sense of 
luxury conveyed by its 
texture, the richness of the 
highest quality ingredients 
and the distinctive signa-
ture and memorability 
of its presence,” Khoury 
added. “These aspects 
are the ways in which 
Modern Muse continues 
and evolves Estée Lauder’s 
tradition of fragrance 
creativity and innovation.”
The evolving acceptance in 
Asia Pacific towards male 
grooming products – and 
the rising investment male 
consumers are making in 

their appearance – means 
that the men’s fragrance 
segment is also expected 
to exhibit greater growth 
than ever before in the 
coming years, while 
the growing interest in 
fragrance among teenag-
ers and young adults is 
expected to boost the 
market too.

SCENTS	APPEAL
Increased demand for 
floral, youth-orientated 
aromas and celebrity-
endorsed scents has also 
set the pace for significant 
market expansion. Parlux’s 
(Basement 2 F10) newest 
launch into the Asia 
Pacific market plays to 
this predilection perfectly, 
with a fragrance designed 
to push the envelope and 
explore new territories, 
just like the celebrity it 
epitomises. Rogue by 
Rihanna is an adventurous 
scent that exemplifies 
world-renowned singer 
Rihanna’s notoriously 
unpredictable passion 
and personality, and is 
designed for the woman 
who, like the songstress, 
radiates edginess and 

confidence, but is also 
flirty and feminine. “Every 
element of the fragrance 
reflects Rihanna’s dynamic 
spirit and relentless 
passion and strength. It 
is an amazing fragrance 
befitting this amazing 
talent,” said Donald Loftus, 
President of Parlux Ltd, the 
company that produces all 
of Rihanna’s modish and 
marketable fragrances. 
The expert nose behind 
the scent, perfumer 
Marypierre Julien, 
added: “I was inspired to 
create a fragrance that 
is as spontaneous and 
direct as Rihanna is, and 
that emulates her bold 
approach to her life. She 
is not afraid to reveal her 
mischievous side, showing 
off her true powerful 
femininity.”
Enticing new products 
by First American 
Brands (Basement 2 B2), 
meanwhile, appeal to the 
market’s increased interest 
in children’s, teen and 
adolescent fragrances. 
Already its popular, playful 
fragrances for youngsters 
are onboard airlines in 
the Middle East and South 

East Asia, and this year 
First American Brands is 
launching a creative array 
of scents and sets that 
are perfectly fitted to the 
travel retail environment. 
The new SpongeBob 3D 
collection, the Lalaloopsy 
Dolls, the Winx Fairies 
Couture fragrance, a 
Dora the Explorer scent 
and a full range of Disney 
Princesses, Mickey’s 
Fairies, and Winnie the 
Pooh perfumes have all 
been devised to engage the 
attention of travellers, with 
eye-catching designs that 
have been proven success-
ful in onboard sale.
As its business progresses, 
First American Brands has 
moulded its offering to suit 
the developing tastes of the 
travel retail market. “We 
have experienced a growing 
interest for our children’s 
brands, and from now we 
are going to have all of 
these brands under the 
‘Petite Beauté’ umbrella, 
where we believe they have 
a better chance of growing 
and improving our retail 
business,” detailed Antonio 
Lemma, CEO of First 
American Brands. “We are 
also investing into brands 
like Love Is… Betty Boop, 
and Smurfette Magic, as 
they are targeting young 
girls who are now the best 
focus for us.”
It is of pivotal importance 
though, Lemma explained, 
that brands do not address 
the Asia Pacific market as 
one homogenous territory, 
but that they recognise the 
distinctive essence and 
demands of the consumer 
in each, very divergent, 
market.

EXCLUSIVITY	REIGNS
According to research by 
m1nd-set for TFWA, for 
Asia Pacific consumers, 

specifically Chinese 
passengers, shopping 
for duty free goods at 
the airport is considered 
advantageous for a 
number of reasons. 48% 
of Chinese passengers 
questioned in its study said 
that the airport was the 
most convenient place to 
shop while on a trip, while 
42% told that they shopped 
in the airport because it 
had the best product selec-
tion, and 34% because 
in airside duty free they 
had the highest chance of 
finding a typically regional 
or unique item.
“A strong trend now 
is customisation,” 
commented Luciano 
Bertinelli, CEO of Salvatore 
Ferragamo Fragrances 
(Basement 2 HS11). 
“Consumers are looking 
for unique and exclusive 
products more and more, 
and therefore many brands 
have developed niche 
fragrances. Salvatore 
Ferragamo has also met 
this market need with the 
launch of the first niche 
fragrance collection, the 
Tuscan Soul Quintes-
sential Collection. Four 
olfactive creations – part 
of a growing project – that 
completely reflect the 
authenticity and excellence 
of the brand.” Recognising 
also the inclination in the 
Asian markets towards 
smaller fragrance sizes, 
as opposed to the 50ml 
or 100ml as preferred by 
western regions, Salvatore 
Ferragamo is launching 
the Mini Fragrance Collec-
tion – 20ml sprays of its 
five signature scents; three 
of the Signorina franchise 
and two of the young 
collection. “In terms of 
fragrances, Asian consum-
ers are always in search of 
young, joyful products with 
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Into the increasingly 
popular children’s 
fragrance segment First 
American Brands is 
¬releasing Lalaloopsy, 
which is an American 
line of plastic dolls from 
MGA Entertainment. The 
concept behind the sweet-
smelling Lalaloopsy dolls 
is that they are animated 
cloth dolls who take on a 
personality determined 
by the type of fabric they 
are made out of.

a touch of extravaganza. 
Furthermore, perfumes 
are strongly seen as a 
product to gift, therefore 
miniature kits are very 
popular among custom-
ers,” Bertinelli stated.
The penchant for unique 
and uncommon products is 
a developing trend within 
the fragrance category, 
and is increasingly opening 
up the market for historic 
and prestigious niche 
and local brands, added 
House of Sillage’s Rueda, 
who explained that “the 
fragrance category is 
moving into more niche, 

luxurious products and 
back to the roots of haute 
parfumerie”. “Going 
forward, the niche category 
is going to take market 
shares from the commer-
cial category. Consumers 
are already looking more 
towards the niche category 
for quality and unique-
ness over the commercial 
market for the name 
brand,” he said. 
Among the plethora of 
niche brands that are 
emerging and re-emerging 
into the travel retail sector 
is one of Russia’s oldest 
and most legendary 

perfume houses; Empire 
of Scents (Basement 2 
F22) is relaunching iconic 
perfumes by Rallet for the 
domestic and duty free 
markets. Founded in 1843 
in Moscow by Alphonse 
Rallet, by 1900 Rallet 
had become Russia’s 
leading manufacturer of 
fine perfume, soaps and 
cosmetics using alcohol 
concentrates from France. 
When Rallet’s Russian 
assets were nationalised 
in 1917, the company 
was re-established in 
France and became Haute 
Parfumerie Rallet Paris 

1843. In 1926, Rallet was 
sold to François Coty, but 
not before Technical Direc-
tor Ernest Beaux created 
a series of perfumes for 
Gabrielle Chanel, one 
being No. 5, in 1920. The 
brand’s deep-rooted, 
majestic heritage – the 
company was also named 
‘Perfumer of the Court of 
his Imperial Majesty’ by 
Tsar Nicolas I in 1846 – has 
been used as inspiration in 
the creation of compelling 
products for the modern 
consumer, and to the 
travel retail market Rallet 
is introducing four new 
exclusive niche fragrances: 
Aqua Mystique, Flou Artis-
tique, Spectre Noir and 
47* Vyatskaya St., which 
are rich with the values of 
the brand, but have been 
refreshed for today.
It has also been noted 
that in airport retail the 
globe-trotting Chinese 
consumer – a demographic 
so important to the Asia 
Pacific travel market – 
seeks out exclusivity in 
limited editions, travel retail 
only offerings, and goods 

that have a ‘local touch’.
Another brand whose 
legendary heritage 
has enduring appeal 
with consumers is the 
fragrance house of famed 
milliner-turned-perfumer 
Jean Charles-Brosseau 
(Basement 2 N02). It has 
developed a keen under-
standing of the needs of 
the Asia Pacific consumer. 
“In Europe, people are 
usually consuming bigger 
sizes and fragrances with 
character, whereas in Asia, 
consumers prefer smaller 
sizes and lighter and more 
flowery fragrances,” said 
Benoît Brosseau, CEO, 
Jean-Charles Brosseau. 
“Our creations fit pretty 
well with the needs and 
requests of the market. 
We have light, floral and 
fruity fragrances, which 
are already best sellers 
in the region, especially 
in our Fleurs d’Ombre 
collection. Jasmin-Lilas, 
Rose, and the recently 
launched Nymphéa are 
performing very well.” 
Jean-Charles Brosseau’s 
scents are housed in 

arresting trademark 
art-déco bottles, recognis-
able and synonymous with 
the brand’s image. “Then 
some of our juices are 
particularly adapted to the 
taste of Asian clients, and 
we also put the emphasis 
on promotional activities 
through luxury gifts with 
purchase,” Brosseau said. 
“We try also to showcase 
the products through giant 
dummies, which makes 
the presentation quite 
spectacular.”
Brands that emphasise 
their origins and create 
products with indigeneity, 
meanwhile, are forging a 
prosperous position in the 
market, and inherently 
Italian designer Salvatore 
Ferragamo knows the 
value of proclaiming its 
national heritage in the 
Asia Pacific region. The 
area continues to be an 
important one to its global 
development, and the fact 
that Ferragamo has very 
high brand recognition 
in the area as a fashion 
brand strongly supports its 
fragrance business. “One 
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Valérie Dufournier, Director of Communication, Cofinluxe, presenting Parfums Dali: 
“People like to have a different fragrance, more personal, that they won’t smell on 
everybody. Tastes change from one region to another, the culture, the lifestyle is different. 
We mean to adapt ourselves to the markets, with light and soft, fruity floral fragrances, 
like the new feminine fragrance DaliA that should seduce women of the Asia Pacific area.”

of the main characteristics 
highly appreciated by our 
clients worldwide is the 
‘Made in Italy’ values of 
our products,” Bertinelli 
explained. “Attention to 
detail, quality, craftsman-
ship and creativity are 
all elements that make 
Ferragamo creations 
unique to the final 
consumer.”
Meanwhile, created at 
the heart of prestigious 
French royal family the 
Bourbon Dynasty and 
still overseen today by 
Princesse Marina de 
Bourbon herself, French 
perfumery Parfums 
Princesse Marina de 
Bourbon (Basement 2 B10) 
builds its history around 
a real royal heritage and 
a strong French touch, 
which appeals to its Asian 
customers. “The Princess’ 
love for flowers also makes 
it a very suitable fit for 
this market,” said Antoine 
de Pracomtal, Parfums 
Princesse Marina de 
Bourbon CEO. “Mobility 
and access to information 
has made the consumer 

more aware and demand-
ing today. Customers 
expect constant novelties, 
fast product turnover and 
adapted offers to meet 
their needs and lifestyle. 
Limited editions and 
travel retail editions are 
certainly development 
opportunities that one 
should explore carefully. 
For the coming season, 
we will focus our offer 
on combining light 
and fresh scents and 
colours, together with 
a very feminine touch. 
Our new perfume Tendre 
Reverence will be a 
subtle blend of tradition 
– invoked by our strong 
royal French heritage 
– and modernity, with a 
new concept based on the 
Nude theme.”
In general, de Pracomtal 
explained, the brand’s 
Asian customers prefer 
floral and fruity scents, 
and in a market that 
is gradually growing 
consumers are more 
receptive to novelties and 
open to more exclusive 
brands.

THE	INDUSTRY’S	
MOST	POWERFUL	
CONSUMER
Understandably, the Asia 
Pacific market is a pivotal 
area of expansion in the 
strategies of brands. The 
attractive nature of its 
consumer’s tastes and 
purchasing habits creates 
a wealth of possibilities, 
while the relative under-
penetration of the still 
developing fragrance 
category provides 
opportunities for brands 
and products that might 
otherwise be quashed 
in the more congested 
markets in other parts of 
the world.
“The curiosity of customers 
and dynamic of the Asia 
Pacific market represent 
a real opportunity for our 
brand. Therefore, we focus 
our work on creativity and 
the development of appeal-
ing products in order to 
offer unique fragrances 
and ways to present 
them. It is a growing 
market, especially in the 
fragrance sector, so it is a 
market of opportunity that 

cannot be overlooked,” 
de Pracomtal clarified. 
A progressive strategy, 
Parfums Princesse Marina 
de Bourbon’s development 
in Asia Pacific relies on 
strong ties with its partners 
and providing them with 
optimum support.
For Cofinluxe (Basement 2 
N21) and Parfums Dali, the 
celebrated brand behind 
the signature scents of 
Salvador Dali, the Asia 
Pacific market carries 
significant weight. “Salva-
dor Dali used to rank in 
second position in Japan 
at the end of the 1990s, 
and was the first fragrance 
brand to have 80 counters 
in department stores at 
the same time. So the 
notoriety of the artist and 
that former exceptional 
distribution gave the 
brand big notoriety still 
existing in consumer’s 
memory,” said Valérie 
Dufournier, Director 
of Communication at 
Cofinluxe. Now, Cofinluxe 
is striving to keep on 
increasing the sales of 
its products in Korea, 
Thailand, Indonesia, Hong 
Kong and Greater China, 

with its unique Salvador 
Dali fragrances concept 
– mixing selective perfum-
ery with art – as well as 
focusing on the individual-
ity of its Charriol luxury 
perfume brand and its 
strong presence in China, 
where there will be 200 
Charriol stores by the end 
of 2013. “We also intend to 
expand our sales with duty 
free accounts all over the 
area, catering to mainland 
Chinese and Koreans in 
particular,” Dufournier 
commented. 
In the Salvador Dali 
fragrance brand Cofinluxe 
has a unique and distinct 
offer, communicated in its 
offbeat and individual yet 
feminine new fragrance. 
“People like to have a 
different fragrance, more 
personal, that they won’t 
smell on everybody,” 
Dufournier said. “Tastes 
change from one region to 
another, the culture, the 
lifestyle is different. This is 
why Parfums Dali always 
creates original and elegant 
fragrances, elaborated by 
the most famous perfum-
ers – creators, with style 
and character. We mean 

to adapt ourselves to the 
markets, with light and soft, 
fruity floral fragrances, like 
the new feminine fragrance 
DaliA, which should seduce 
women of the Asia Pacific 
area.”
And the possibilities 
created by the region are 
not limited to the Asia 
Pacific consumer alone. 
The exotic tastes of the 
market have inspired 
creations that hold appeal 
not only within the region, 
but with consumers the 
world over. “There are 
definitely different oppor-
tunities related to single 
areas and markets which 
we develop in our business 
strategy,” Ferragamo’s 
Bertinelli said. “The new 
collection Tuscan Scent for 
example is characterised 
by intense colours and 
oriented to the Middle 
Eastern taste. These kinds 
of projects are created 
to satisfy local needs, 
but are then distributed 
globally since international 
consumers love to have 
access to diverse products 
and scents inspired by 
different cultures,” he 
concluded.
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The world of travel 
retail is a highly sophis-
ticated and competitive 
environment. In the 
cosmetics and skincare 
segment the prolif-
eration of brands has 
never been higher, and 
rivalry is rife – not only 
between the cornucopia 
of products within the 
travel retail realm, 
but with brands that 
offer conveniently 
delivered, economically 
priced goods in digital 
market places, and the 
increasingly attractive 
offering in the domestic 
channel. 

Shoppers, meanwhile, 
have a growing sagacity 
of the industry, and, in 
the Asia Pacific market 
especially, have more 
product knowledge and 
are more brand aware and 
value conscious than ever 
before – able even to make 
price comparisons on their 
phones seconds before 
they decide whether or not 
to buy.
To ensure that theirs is 
the product of choice for 
travel retail consumers, 
brands in the cosmetics 
and skincare category 
are upping the ante. 
Unsurpassable customer 
service, innovatory 
product creations and 
memorable in-store 
experiences are pivotal, 
while forward thinking 
digital strategies have 
also been implemented to 
reach out to consumers – 
all in the interest of serving 
the them better.
“The customer is becom-
ing more informed and 
searches for exclusive 
products that are more 
and more sophisticated in 
terms of performances and 
formulas. Besides this they 
call for substantial direct 
assistance in terms of 
training,” established Anna 
Fendrich, Export Manager 
at fashion cosmetics brand 
NOUBA (Basement 2 
D02). “For some years we 
have developed flagship 
stores in the world – in 
Dubai, Brazil and Lithu-
ania – that are able to 
offer to our customers 
a 360-degree service, 
where trained staff provide 
detailed information and 
trials of our products. 

With customers growing 
ever more expectant and 
competition in the sector 
being fiercer than ever, 
cosmetics and skincare 
companies are going to 
new lengths to create 
extraordinary experiences 
for the consumer.  
Amy Hanna explored the 
ways in which travel retail’s 
most progressive brands 
are embracing innovation 
to stay ahead in the  
fast-growing category.

AT  YOUR 
SERVICE

La Prairie is a brand 
synonymous with 
prestige customer 
service in travel retail, 
and its most popular 
products in the channel 
are within its luxury 
collections, namely the 
iconic Caviar Collection, 
and also the Cellular 
Hydrating Serum, 
Anti-Aging Stress 
Cream or Extrait of 
Skin Caviar Firming 
Complex. Not only 
are they in a travel-
friendly size, but are 
extremely nourishing 
and hydrating, which 
skin needs.

The service most beloved 
of all is the one provided 
by our make-up artists, 
who realise ‘tailor made’ 
make-up for customers 
and dispense invaluable 
advice on the application 
of our products.”

SERVICE	SECRET
Italian professional 
make-up firm NOUBA 
revolves around the 
creation of intelligent, 
high-performing products 
that pay attention to 
the demands of its 
customer base. It has, 
for example, developed 
its new DIVINOUBA CC 
Cream in response to its 
consumers’ fondness for 
the synthesis of make-up 
and treatment qualities in 
Colour Control Creams. 
DIVINOUBA CC Cream is 
a compact, innovative and 
multipurpose foundation 
cream that moisturises, 
protects and enhances the 
complexion, with active 
ingredients that have a 
soothing effect on the 
skin and stimulate tissue 
regeneration. In the last 
year, meanwhile, the 
company has also fulfilled 

its buyers inclination 
towards the concepts 
of “eco” and “bio” in 
cosmetics and skincare 
by developing the new 
natural Green Philosophy 
make-up line, created 
from a selection of the 
best botanical compo-
nents. Green Philosophy’s 
are functional products 
with active ingredients 
that come exclusively from 
companies that promote 
the concept of fair trade, 
ensuring eco-friendly raw 
materials and processes.
“Our claim is ‘NOUBA, 
before it becomes fashion’, 
because we always try to 
be trendsetters,” Fendrich 
said. “Innovative drive and 
creativity are the tools 
we use to develop our 
make-up products and 
fascinate the cosmetic 
market. Today NOUBA 
is certainly able to offer 
outstanding products that 
reflect quality in every 
aspect – from design to 
the choice of ingredients 
and production methods 
– and ensure flawless 
performance.”
Evolving airport environ-
ments can increasingly 

provide skincare and 
cosmetics brands with 
boundless opportunities 
to create in-store experi-
ences that measure up 
to and even far surpass 
that which can be offered 
downtown. Swiss luxury 
anti-aging expert La 
Prairie is renowned 
for its unsurpassable 
customer service, and 
in its airport stores is 
delivering extraordinary, 
spa-like experiences for 
its customers that don’t 
just offer products, but 
indispensible advice from 
the authority on lifelong 
care for skin.
Patrick Rasquinet, CEO 
and President, La Prairie 
Group (Basement 2 L24), 
gave an insight into the 
prestigious brand’s strat-
egy to excel its discerning 
consumers’ expectations. 
“First and foremost,” he 
said, “we offer luxury, 
high-performance 
products that incorporate 
the latest in ingredients 
and technologies – this 
in and of itself makes our 
brand highly coveted. For 
travel retail specifically, 
we have implemented 

Italian professional make-up firm 
NOUBA revolves around the creation 
of intelligent, high-performing 
products that pay attention to the 
demands of its customer base. 
“Innovative drive and creativity are 
the tools we use to develop our 
make-up products and fascinate the 
cosmetic market,” Export Manager 
Anna Fendrich said.
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THIS SEASON’S
PLAYFUL
VOLUME

WITH
TONI&GUY VOLUME
PLUMPING WHIP
& DIGITAL PRINTS

01 ARTDECO’s products blend 
trends with ingenuity for original 
products that fulfil the needs of the 
travel retail consumer. This season 
ARTDECO is taking its consumers 
on an exotic journey with beautiful 
bronzing products in the Jungle 
Fever collection.

02 SLA Creation has a large number 
of explanatory tutorial videos on 
YouTube, which are linked to QR 
codes found directly on the products 
themselves. It only takes one 
smartphone flash to be directly 
linked to the online tutorial, which 
features explanatory tips in the art 
of make-up.

02

some navigation tools 
that make it easier for the 
customers to find the right 
product. We have also 
upgraded our counters 
in main locations such as 
Hong Kong, Dubai, Los 
Angeles, Tokyo, Doha 
(and soon, Terminal 2 
at London Heathrow) 
to make the shopping 
experience in travel retail 
a more enjoyable one with 
premier services.”
La Prairie has invested a 
lot of time and resources 
into new tools and the 
continuing education for 
its specialist in-store 
staff, or BAs – called 

BAs because they are 
thought of not only as 
Beauty Advisors but also 
Brand Ambassadors. It has 
also implemented special 
treatment techniques 
for “perfect pre-flight 
pampering”, to ensure 
its customers arrive with 
healthy, hydrated skin in 
perfect condition at their 
destination.
La Prairie began its 
travel retail business 
in the early 1990s with 
openings in Korea and 
Amsterdam. Today, it 
has approximately 300 
doors globally, and travel 
retail has become one 

of the main pillars, and 
a primary focus for the 
company. “We cater to 
the global customer, 
and with our travel retail 
doors we can meet their 
La Prairie needs and 
wants no matter where 
they are,” Rasquinet 
commented. The firm has 
also performed exten-
sive counter upgrades 
across the board. In Asia, 
La Prairie focused on 
upgrading its existing 
network following the 
strong results of counter 
upgrades at Hong Kong 
International Airport, 
and in 2013 commenced 

01
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THIS SEASON’S
TROPICAL
TEXTURES

WITH
TONI&GUY SEA SALT
TEXTURISING SPRAY
& BOLD BOTANICAL PRINTS

THIS SEASON’S
NAUTICAL
WAVE

WITH
TONI&GUY
WAVE MEMORISER
& NAVY COLOUR BLOCKING

THIS SEASON’S
LAYERED
UP DO

WITH
TONI&GUY
STYLE SPRAY WAX
& SPORTS LUXE

THIS SEASON’S
WINDSWEPT
RUFFLE

WITH
TONI&GUY
STYLING FIBRE
& A LOOSE KNIT

In answer to the unique 
expectations of the 
customer journey in the 
travel retail market, Nuxe 
has a comprehensive 
e-business and 
m-commerce strategy. 
For the Asia Pacific 
region NUXE launched 
the new NUXE White 
range at the end of 2013.

a counter upgrade and, 
where possible, expansion 
programme at its key 
airports in the region, 
including Tokyo, Bangkok 
and both concessions at 
Incheon Airport in South 
Korea. 

LET’S	GET	DIGITAL
Understanding consumers 
and their myriad diverse 
needs is central to the 
delivery of incomparable 
customer service, and 
those who wish to stand 
out against brand competi-
tors with must-have 
products must know what 
shoppers want. Enterpris-
ing cosmetics and skincare 
companies are investing 
heavily in their digital 
travel retail strategies, to 
communicate with buyers 
and capture customer 
attention in new ways.
“Our target group is 
‘smart shoppers’, looking 
for good value for money. 
More precisely, women 
who look for the latest 
trend and innovation, who 
take care of their appear-
ance, and know exactly 

what they want,” explained 
Christian Kaefer, 
International Marketing 
Director of imaginative 
cosmetics company 
ARTDECO (Basement 
2 L5). ARTDECO is in 
direct dialogue with its 
target group on social 
media platforms such 
as Facebook, Twitter 
and Google Plus – a key 
component of ARTDECO’s 
online marketing strategy. 
“The channel is growing 
more and more important 
to us, and helps us to find 
out the individual wishes 
of our customers,” Kaefer 
said.
Alongside its wide variety 
of online marketing 
measures ARTDECO is 
expressing ingenuity in 
the digital realm with its 
innovative advertising 
concept, internet soap 
opera ‘Beautiful Life’. 
In the online episodes 
young ladies discuss life, 
beauty and lifestyle, while 
product placements create 
a new emotional bridge 
between the brand and 
its clients. “Every country 

differs in its customer 
expectations, which is why 
it is of great importance 
to monitor each market 
individually,” Kaefer added. 
“To reach the target group 
in every country, ARTDECO 
makes use of customised 
marketing strategies, 
and in addition the basic 
assortment promotions 
must be adapted to the 
needs of every country. 
Only if customer wishes are 
constantly considered can a 
brand be successful on the 
market.”
SLA Creation (Basement 
2 A16) possesses 25 years 
of experience of constant 
trends and movement, 
but has adapted to the 
changing industry with 
fresh new ideas and by 
enriching its consumers’ 
knowledge of cosmetics. 
The professional, natural 
and organic make-up 
range created by master 
of make-up artistry Serge 
Louis Alvarez has also 
employed highly original 
means of getting close to 
its customers. The compa-
ny’s primary objective is 

to foster an intimate 
relationship with its 
clientele, and to convey 
its extensive expertise 
to anyone – from profes-
sional make-up artists 
to its sophisticated 
customers, who may 
have a large or very little 
knowledge of make-up. 
To do this, SLA Creation 
has a large number of 
explanatory tutorial 
videos on YouTube, 
which are linked to QR 
codes found directly 
on the products 
themselves. It only takes 
one smartphone flash to 
be directly linked to the 

online tutorials, which can 
be accessed at any time, and 
teach the art of making-up 
with simple gestures, and 
tips and methods for profes-
sional techniques.
As one of travel retail’s most 
frequently spoken names, 
L’Oréal Luxe Travel Retail 
(Basement 2 D19/HS01) 
knows the values of under-
standing its customers, and 
has developed an exhaustive 
digital strategy that moves 
with the times, and enables 
the creation of ever more 
exceptional customer 
experiences. “Know 
them better – serve them 
better. That is the L’Oréal 

philosophy,” explained 
Branislav Peric, Global 
Digital & CRM Director of 
Travel Retail Worldwide at 
L’Oréal Luxe Travel Retail. 
“We’re trying to better 
understand how travellers 
behave – how they prepare 
for their travel, how they fly, 
what they do in the airport, 
and how they use their 
mobile phones when travel-
ling – all to find out what 
it is they want from their 
travel retail experience.”
The leading name in 
luxury beauty is investing 
in digital techniques to 
learn about the needs and 
wants of its consumers, 
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Scott Friedman, CEO, NYX 
Cosmetics, explained that 
consumers’ expectations 
of the fragrances and 
cosmetics category are 
escalating. “They want 
selection and they want 
to be entertained, and 
expect to be assisted by 
knowledgeable experts 
in-store,” he said.

Philippa Thomas, Brand 
Development Manager, Nougat 
London: “We have found that the 
way consumers buy has changed 
dramatically over the last few 
years; consumers are better 
educated on available products, 
price points and even ingredients 
and their benefits. Due to this we 
are really seeing great innovation 
is essential.”

and is developing new and 
sound ways to acquire 
and share knowledge of 
its customers together 
with the various stake-
holders throughout the 
traveller’s journey. “We 
call it quadrinity,” Peric 
said, “connecting the 
dots between us – the 
brands selling products 
in airports, and the entire 
travel distribution cycle 
– retailers, airlines and 
airports. And if the four 
of us do things right, the 
traveller will have a better 
experience.”
Peric explained that L’Oréal 
Luxe is listening carefully 
to what matters to airports 
and airlines, to what 
state-of-the-art facilities 
will feature in the airport 
terminal of the future, and 
what new and dynamic 
means will be available for 
brands to communicate 
with travellers. “Ours is 
much more than just a 
travel retail strategy,” he 
said, “it is a strategy to 
serve the customer better.”
The travel retail environ-
ment presents unique 
opportunities and fresh 
challenges for L’Oréal 
Luxe – the fragmented, 
global nature of the 
business meaning that 
rules and restrictions vary 
from region to region, 
and price points differ 
between countries. “That 
is the advanced way of 
doing digital. The digital 
landscape in China doesn’t 
have anything to do with 
the digital landscape in the 
western world for example. 
Everything single thing is 
different. You have to play 

within parameters that are 
really different from one 
area to another. But that 
is part of the excitement 
of it,” Peric said, “the fact 
you’re playing at the level 
of the world.”

CUSTOMER	
COMMUNICATION
NUXE (Level 1 V12) is 
a modern and timeless 
brand specialising in 
innovative skincare 
products with a high 
percentage of natural 
ingredients, exquisite 
textures and fragrances, 
and exceptional value for 
money. Its digital strategy 
is strong, and at its Paris 
headquarters a team of 
16 people are dedicated 
to the digital, communi-
cating with its clientele 
through online and 
mobile measures to offer 
customers a frictionless 
experience of the brand 
through all digital devices 
and means.
“Thanks to our depart-
ment dedicated to digital 
activities, we constantly 
know more about our 
customers, using customer 
data and social media,” 
Marion Bruimaud, NUXE 
Travel Retail Director, 
described. “It is essential 
to define tailor-made 
offers and promotions 
which correspond to our 
customers’ needs. I think 
that customers expect 
another retail experience 
in the travel retail sector. 
All brands which are 
present have to adapt their 
marketing and commu-
nication to this different 
environment.”

In answer to the unique 
expectations of the 
customer journey in 
the travel retail market, 
NUXE has a growing 
e-business strategy with 
an m-commerce specific 
focus that is active today 
in France, the UK and 
Benelux, and will soon be 
rolled out to many more 
countries. “We also will 
continue to work strongly 
on our visibility in social 
media – Facebook, Twitter, 
Pinterest, Instagram and 
YouTube – to develop 
loyalty and commitment to 
the brand. NUXE is strong 
in France, Europe and 
Asia, and we will again 
target these regions this 
year,” Bruimaud added. 
As a resource, the social 
media channel is a focal 
point of Nougat London’s 
strategy for expansion, 
Philippa Thomas, Brand 
Development Manager, 
Nougat London (Level 1 
V13) explained. Nougat 
London actively encour-
ages customer interaction 
through social media, 
in particular Twitter 
and Facebook, as well 
as directly through its 
website. “For us, it is 
essential to communicate 
with our customers, to 
understand what they 
believe we are doing 
well and equally what 
they feel we can improve 
on,” Thomas said. “We 
also work with market-
ing companies such as 
UK-based GlossyBox, who 
have enabled us to reach 
out to a wider consumer 
base and collect very 
specific data about 

consumer shopping and 
spending habits, direct 
feedback on the brand 
and product and general 
information regarding the 
marketplace.”
It is by communicating 
with the customer and the 
compilation of extensive 
consumer intelligence 
that prominent brands 
develop striking and 
innovative cosmetic and 
skincare solutions that 
capture the attention of 
the travelling consumer 
by meeting an inherent 
need. ARTDECO stands 
for trends – no matter 
if created internally, by 
celebrities or by fashion 
designers, and for spring, 
Kaefer explained, the 
latest trend – not only in 
the world of cosmetics – is 
for jungle. This season 
ARTDECO is taking its 
consumers on an exotic 
journey with beautiful 
bronzing products in the 
Jungle Fever collection. 
ARTDECO’s products 
marry trends with ingenu-
ity, and create refreshing 
expressions that appeal to 
the travel retail consumer 
on some of the most 
important levels – conveni-
ence, innovation and 
indulgence.
“The heart of the ARTDECO 
collection is the Système 
Mosaique, which enables 
the customers to define 
their own make-up 
depending on their needs. 
This unique refillable 
system changed the market 
for eye shadows and makes 
ARTDECO so special, as 
it is,” Kaefer stated. “But 
ARTDECO also stands for 
special products which solve 

small problems, enhance 
the long-lastingness of 
basic products to fulfil 
even the most extravagant 
consumer needs. The secret 
of ARTDECO’s success has 
been its constant focus 
on the latest trends and 
the quality of its products, 
and, due to the fact that 
ARTDECO is still a family 
owned company, fast 
decision-making processes 
means that market niches 
can be realised on a short-
term basis.”

CONSTANT	
IMPROVEMENT
With service standards in 
the dynamic travel retail 
industry flourishing as 
they have done in recent 
years, consumer expecta-
tions of their shopping 
experience are higher 
than ever, and continue to 
spiral. “They want selec-
tion and they want to be 
entertained, and expect to 
be assisted by knowledge-
able experts in-store,” 
said Scott Friedman, CEO, 
NYX Cosmetics (Basement 
2 J202). “They also want 
high quality products at 
an accessible price. NYX 
Cosmetics offers a wide 
range of exceptional 
quality products at prices 
consumers can afford. 
We have just entered the 
category but have a team 
of highly experienced 
employees running the 
travel retail department,” 
Friedman continued. 
“We leverage consumer 
insights, fashion trends 
and make-up artist 
trends to develop our 
new products. Innova-
tive products we have 
launched include The 
Curve eyeliner and Jumbo 
Lip and Eye pencil. We 
are also offering special 
value sets for travel 
retail, including lip sets 
and a complete eye look. 
We are also offering 
sets made up of our top 
selling products, including 

palettes.”
Brands in the category 
fulfil these consumer 
expectations and maintain 
modernity in the fast-
moving travel retail sector 
with unprecedented 
promotions and product 
concepts that distinguish 
them from others in the 
saturated sector. “There 
is very little today that 
you have to wait for, 
information is readily and 
immediately available and 
peoples’ time is more and 
more precious. Because 
of this consumers have 
high expectations of all 
services from product 
quality to delivery to 
customer service,” Nougat 
London’s Thomas explained. 
“We have found that the way 
consumers buy has changed 
dramatically over the last 
few years; consumers are 
better educated on available 
products, price points and 
even ingredients and their 
benefits. Due to this we are 
really seeing great innovation 
is essential whether it is 
product or ingredient innova-
tion, packaging innovation 
or the way brands interact 
with consumers. Consumers 
need to see something fresh, 
different and eye-catching 
just to be interested.” 
As a rapidly growing niche 
brand, Nougat London has 
its own unique strategy for 
making an impression on 
the shopper. “As a small 
brand in a large industry 
it is difficult to stand out 
with in-store promotions 
and features, however, 
our ethos to offer high 
quality products made of 
the finest ingredients and 
all manufactured under 
strict controls in the UK has 
enabled us to earn consum-
ers’ trust,” Thomas said. 
“In addition, our personal, 
efficient and professional 
customer service ensures 
that customers are always 
happy to recommend the 
brand and come back to 
us time and again.”
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LOLAANDGRACE	01
BASEMENT 2 L11

INSTITUT	KARITÉ	PARIS	02
BASEMENT 2 B17

NEW BRANDS 
ON THE BLOCK
With 256 exhibitors presenting their products this year, TFWA Asia Pacific 
Exhibition & Conference 2014 is the largest ever and will certainly be the 
most compelling yet. The number of new and returning exhibitors at the show 
is a testament to the dynamic pace of the travel retail industry, and here we 
highlight a selection of the exciting newcomers debuting in Singapore.  
Look out for further instalments of our focus on new and returning exhibitors 
in subsequent issues of The Daily.

WHO	ARE	YOU?
lolaandgrace – a fresh new 
jewellery and accessories 
brand launched in 2012 
– is the creation of the 
Swarovski group. We offer 
fashion-forward jewellery 
with a strong mix-and-
match character, suitable 
for all moments. Our 
pieces complete the outfits 
of women with a zest for 
life and give them the 
confidence and optimism 
to go out, stand out, and 
make the moment.

WHO	BUYS	YOUR	
PRODUCTS?
The lolaandgrace consumer 
is an independent young 
woman. She is style 
conscious and creates her 
own path in life – occasion-
ally going off the beaten 
track. She is positive, active, 
and fun loving.

WHY	EXHIBIT	NOW?
We know our products 
appeal to the duty free 
customer with already 
great successes seen in 
EMEA, but we have also 
done well in Australia, and 
we now therefore want to 
expand our presence in 
Asia Pacific. We are confi-
dent that lolaandgrace 
jewellery will see success 
in this region.

WHAT	ARE	YOUR	
OBJECTIVES?
To present our new collec-
tions to existing partners 
in the Asia Pacific region, 
and to meet new duty free 
partners in the region and 
expand our distribution.

WHO	ARE	YOU?
Institut Karité Paris is a 
French cosmetic brand 
launched in 2004 and 
specialising in Shea. We 
are distributed in more 
than 20 countries in selec-
tive market channels such 
as department stores, 
perfumeries, beauty 
centres, spas and duty 
free shops. Well known as 
the ‘Expert of Shea’, we 
now have 100 products 
exclusively developed with 
this special and natural 
ingredient. As a Parisian 
brand, we develop high 
quality perfumes, and our 
products are all guaran-
teed ‘made in France’.

WHO	BUYS	YOUR	
PRODUCTS?
Our target is very 
broad – from seven to 
77 years old. It is very 
important for us to offer 
Shea-based products 
for all types of skin with 
different richness of Shea 
(butter, cream or oil) to 
cover all customers’ needs 
and skin types. This is a 
point that distinguishes us 
from our competitors.

WHY	EXHIBIT	NOW?
TFWA Exhibitions & 
Conferences are the most 
important professional 
events dedicated to travel 
retail in the world and 
bring us the opportunity 
to communicate with 
other luxury companies, 
exhibitors and visitors, to 
share ideas and opinions 
on different subjects and 
to do business.

WHAT	ARE	YOUR	
OBJECTIVES?
We are already estab-
lished in Asia, which is 
a big market for us. Our 
main objective is to carry 
on developing in Asia.

WHAT	IS	YOUR	USP?
One of our unique selling 
points is our main ingredi-
ent, Shea. Our brand is an 
institution – our expertise 
in Shea one of the most 
important parts of our 
business. The other is our 
Parisian spirit.

WHAT	IS	YOUR	UNIQUE	
SELLING	POINT	(USP)?
lolaandgrace has must-
have-it-now products that 
boost any look, mood and 
occasion. From easy-to-
wear to dare-to-wear, the 
outstanding difference of 
lolaandgrace comes from 
a conceptual design based 
on intricate craftsmanship 
and a well-researched 
blend of materials. Our 
product mastery means 
you get refined execution 
and a quality that exceeds 
expectations, enhanced by 
the beauty of Swarovski 
crystals, at an affordable 
price point.
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DV	FRANCE	04
BASEMENT 2 F30

WHO	ARE	YOU?
DV France is a specialist in 
sweet regional products.
• Studying new flavours: 

The privileged 
relationships built 
with the local French 
producers, who provide 
such things as salted 
butter caramels, 
biscuits, chocolate-
based specialities and 
confectionery, allow 
for DV France to work 
in close collaboration 
with producers in 
order to come up with 
new ideas and work 
on current and future 
developments;

• Studying new designs: 
Seducing and pleasing 
consumers and 
reminding them of 
their holidays – these 
requirements are met 
when we create our 

packaging, and we 
draw our inspiration 
from the many regional 
atmospheres and 
sceneries. Over the 
last five years we 
have created over 600 
designs; and

• Packaging and 
logistics: DV France 
acquired modern 
means of production 
to meet its customers’ 
requirements quickly, 
all the while maintaining 
its artisanal style when 
adding the finishing 
touches to its products, 
which still deserve its 
full attention.

WHO	BUYS	YOUR	
PRODUCTS?
Our targets are travellers 
who bring back memories 
of their trips and consum-
ers looking for French 
products.

WHY	EXHIBIT	NOW?
DV France is well estab-
lished in France and 
Europe. The company 
wishes to conquer new 
markets, and Asia appears 
to be a growing market 
awaiting French food 
products.

WHAT	ARE	YOUR	
OBJECTIVES?
DV France aims to present 
its new range and learn of 
the interest aroused by its 
products.

WHAT	IS	YOUR	USP?
Two highlights of DV 
France are its ability to 
customise its products to 
all the world’s cities and 
its high quality French 
sweet products.

03 0402

TRAVELLER’S	TROVE	03
BASEMENT 2 H32

WHO	ARE	YOU?
Traveller’s Trove takes 
care of all commercial 
aspects of the sales 
and marketing of the 
brands it represents in 
the travel retail and duty 
free channel. We create 
the best marketing and 
promotional plans for 
our brands and we lead 
the flawless execution of 
those plans.

WHO	BUYS	YOUR	
PRODUCTS?
We have a broad brand 
portfolio all with very 
different target consum-
ers. Cognacs from 
Maison René Laclie are 
for connoisseurs who 
appreciate the finest 
quality products and who 
are willing to look beyond 
better-known brands.
Maison Dandoy has been 
baking biscuits since 1829. 
Their artisanal products in 
elegant packaging offer a 
truly premium biscuit offer 
to the traveller seeking a 
really special gift.
Beyond Chocolate 
Australia has developed a 
range of products under 
the brand 1875 Sweet 
Discovery, with packaging 
and promotions to drive 
sales in the informal gifting 
and sharing segment.

WHY	EXHIBIT	NOW?
We are focused exclusively 
on travel retail, so partici-
pation at the main industry 
events is a key part of our 
development strategy. 
Why now? Because we are 
new and this was our first 
opportunity to exhibit.

WHAT	ARE	YOUR	
OBJECTIVES?
To increase the distribution 
of our brands in the region.

WHAT	IS	YOUR	USP?
Through our 20 years’ 
experience in duty free 
in Asia Pacific we have 
identified some of the 
gaps that exist in the offer 
in duty free locations 
today, and offer innova-
tive brands and products 
to address those gaps 
and enhance the overall 
shopping experience for 
the traveller.
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TFWA PRODUCT 
SHOWCASE
The TFWA Product 
Showcase is the ideal 
place for journalists and 
buyers to find compre-
hensive details on the 
brand innovations being 
presented at TFWA Asia 
Pacific Exhibition & 
Conference.

Many of the exhibiting 
brands have uploaded 
information on the 
latest launches across 
all product categories. 
Visitors can search 
for products by brand, 
company or product 
sector.

Scan the QR code or visit www.tfwaproductshowcase.com

RICH REWARDS

Jacobsens, a family-
owned company and 
manufacturer of famous 
Danish butter cookies, is 
as renowned for the 
buttery goodness of its 
products as it is for the 
beautifully decorated 
tins in which they are 
sold. A veteran in the 
premium category, 
Jacobsens is participat-
ing for the fourth time 
at TFWA Asia Pacific 
Exhibition & Confer-
ence – a clear sign that 
it has gained a sure 
foothold in travel retail 
in the region. “There 
are very encouraging 
signs,” recounted Jan 
Jacobsen, Managing 

Director, “the market 
is up, and we see an 
ever-growing interest 
in our products.” To 
keep up with the stead-
ily increasing demand, 
Jacobsens has had to 
invest in a new produc-
tion line. New recipes 
with an Asian twist have 
been formulated to 
appeal even more 
to the Asian 
palate. “We 
have high 
expectations 
for the show. 
Several 
high-level 
meetings 
have already 
been scheduled,” 

Jacobsen said. “Our 
tinned cookies, modest 
in size and price, repre-
sent a great opportunity 
for travel retail, as they 
are the perfect answer 
to the small, handy gifts 
for family and friends. 
Very few other similar 
products hold such 
appeal or represent so 
good a value.”

Basement 2 C10

STYLE 
OF THE 
TIMES
Finding a watch that 
stands the test of time 
can be difficult, which 
is why Fortune Concept 
has a stylishly curated 
collection to choose from. 
The precision and skill of 
Swiss Military is captured 
perfectly in its new gents 
chronograph timepiece. 
The stainless steel 
casing, complemented by 
a contrasting black top 
ring and crisp white dial, 
makes for a watch with 
perfect proportions and 
unparalleled elegance for 
the modern man of today. 

For the sportier timepiece 
connoisseur, Superdry’s 
fire engine red-Scuba 
Multi Gents watch could 
be the vibrant wrist piece 
to keep timings in check. 
The eye-catching blood 
orange casing and plastic 
bracelet contrast superbly 
with the ever-classic 

black dial. The reliable 
multifunctional movement, 
removable front clips and 
10ATM water resistance 
ensure durability when you 
need it most, allowing you 
to enjoy weekend adven-
tures in Superdry style.

Level 1 S8

NATURAL SKINCARE
Yves Rocher has devel-
oped its range of youthful 
skincare products with 
nature in mind, taking 
inspiration from the 
biggest source of energy 

for the living world – green 
plants. The complex Elixir 
7.9 skincare range is 
made up of a combina-
tion of seven botanical 
actives including apple 

Oligosides, sandthorn, 
Inositol from green rice, 
Tara Seed extract and Aloe 
Vera Polysaccharides, all 
of which have powerful 
anti-aging qualities. These 
unique complexes boost 
the energy centres of the 
skin cells, which produce 
the properties required 
to retain its youthful 
appearance. The fruitful 
combination of ingredients 
used in the range of 
serums, eye creams and 
moisturisers promises to 
stimulate four times as 
much collagen production 
for a radiant, younger-
looking glow. 

Level 1 T8

HOSTESS WITH 
THE MOSTEST
Luxury cashmere and 
lifestyle brand Pashma 
is making a stylish 
impression today, as it 
glamorously dresses 
the TFWA Asia Pacific 
Exhibition & Conference 
hostesses. The ladies will 

be modelling a custom-
designed pristine white 
dress with an asymmetric 
hem, complete with a 
vibrant Pashma scarf. 
“Each hostess will sport 
a different scarf, which 
will be styled in differ-
ent creative drapes to 
showcase the versatility 
of Pashma scarves in 
what promises to be a 
captivating spectacle,” 
said Director of Pashma 
Deepti Kumar.  
The bold and beautiful 
trans-seasonal scarves 
are available at Pashma’s 
18 stores across Japan, 
the US, Singapore, Hong 

Kong and India, including 
its flagship store at the 
iconic Raffles Hotel and 
the luxury kiosk at Marina 
Bay Sands in Singapore, 
and at all three termi-
nals at Changi Airport. 
Pashma’s products are 
also available at travel 
retail stores globally and 
onboard over 20 interna-
tional airlines, including 
Singapore Airlines, Cathay 
Pacific, Air France, British 
Airways and Qantas.
As well as jewel-toned 
scarves Pashma is 
launching a new range 
of handmade jewellery, 
composed of exotic 
semi-precious stones set 
in silver in unconventional 
shapes, to complement the 
brand’s vibrant aesthetic. 

Basement 2 F27

33 – TFWA DAILY

TFWA ASIA PACIFIC EXHIBITION & CONFERENCE MONDAY 12 MAY 2014  NEW PRODUCTS



no
n 

co
nt

ra
ct

ua
l v

is
ua

ls

TFWA_AP2014_AnnPresseDaily_WebApp_AP_250x353mm

Android? Blackberry? iOS? Windows Phone?
At TFWA Asia Pacific Exhibition & Conference, 

we’ve an app for everyone.

Our new web app is accessible 
on any mobile OS via your browser. 

Go to: 
app.tfwa.com/APEC

Koto Parfums is present-
ing a range of charming 
and different travel 
retail exclusive perfume 
sets for the young and 
inquisitive at TFWA Asia 
Pacific Exhibition & 
Conference. Ange Lapin 
Eau de Senteur by French 
perfumer Maison Trous-
selier is a playful scent 
that is fresh and floral, 

MAGICAL 
MINIATURES

as well as alcohol free 
– perfect for both little 
girls and boys. 
Fans of the cute 
Japanese cartoon bobcat 
Hello Kitty will not be 
disappointed with Koto’s 
range of five colourful 
miniatures. The set even 
comes with an adorable 
little Hello Kitty figurine 
that changes the colour 

of its mood at the press 
of its pink heart-shaped 
button. 
Meanwhile, traditionally 
inspired by Japanese 
Kokeshi, the Mini Kimmi 
doll perfume set has 
been recreated in five 
individual characters – 
Lily, Millie, Mimi, Holly 
and Ella – who each 
come in 5ml bottles in 
boxes that have been 
sculpted with refined 
origami art papers for a 
vibrant and quirky gift.

Basement 2 E24 

Brixies gives you the 
blocks to rebuild some 
of the most spectacular 
buildings in Singapore 
from scratch. From the 
awe-inspiring Marina 
Bay Sands to the futur-
istic Singapore Flyer 
and high-rising Changi 
Airport Tower, Brixies 
gives its target customer 

of eight years and up the 
opportunity to rebuild 
famous Singaporean 
landmarks brick by 
brick. This exclusive 
collection is part of the 
ever-expanding range of 
micro-block construction 
sets from Schäfer Travel 
Retail, and is available 
in both inflight and retail 

packaging. Budding 
construction workers 
can also expect to craft 
Merlion, the mythical 
creature with the head of 
a lion and the body of a 
fish, who has become the 
national emblem  
of Singapore.

Basement 2 B11

BRICK BY BRICK
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Savour 
the wave 
of tastes

The World’s Favourite Belgian Chocolates
www.guylian.com

© 2014 Chocolaterie Guylian N.V., Belgium

Savour Guylian’s chocolate Sea Shells, 
marbled with 100% pure, silky smooth milk, 
dark and white Belgian chocolate. Each shell is
fi lled with Guylian’s signature Hazelnut Praliné. 
Savour the wave of tastes.
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DFASS DRIVING ITS 
ASIA PACIFIC INFLIGHT 
BUSINESS
DFASS Singapore Pte Ltd continues with its aggressive drive for inflight business in the 
Asia Pacific region. The company is hosting its inaugural ‘Inflight Imagineering’ Sympo-
sium for its airline partners, as an innovative platform for the launch of new products and 
technology planned for introduction during the course of this year. The majority of DFASS’ 
airlines are sending senior representatives for the conference and subsequently planning 
to attend TFWA Asia Pacific Exhibition & Conference. DFASS also plans to announce 
new contract wins with two additional airlines during the course of this week’s show. 
Additionally, the company is seeking to recruit experienced individuals in the fields of 
sales and marketing, account management and training. For further information contact 
Lee Hwee Ming at +65 6822 8790 or hweeming.lee@dfassgroup.com

Adding the luxurious 
ingredient of white caviar 
to its latest line, Spanish 
hair master Miriam 
Quevedo is pushing 
boundaries in hair care 
with its opulent new 
Glacial White Caviar 

CAVIAR CARE FOR HAIR
Hydra-Pure collection. 
The intensive anti-aging 
hair care line is made 
with caviar to restore 
vibrancy and elasticity, 
achieve an extreme shine, 
and replenish and protect 
hair with sophisticated 

anti-aging technologies. 
The bespoke selection is 
formulated to take care 
of the hair and scalp 
with the same anti-aging 
properties that are applied 
to skin, and prevents the 
aging effects of chemicals, 
protecting against the 
environment.
Miriam Quevedo is launch-
ing the line exclusively 
in the UAE in November. 
The collection includes 
four key products: Glacial 
White Caviar Hydra-Pure 
Shampoo; Glacial White 
Caviar Hydra-Pure Rescue 
Masque; Glacial White 
Caviar Hydra-Pure Rejuve-
nating Mist; and Glacial 
White Caviar Hydra-Pure 
Timeless Beauty Cream, 
which complement 
each other to leave hair 
luxuriously hydrated and 
revitalised.

Level 1 V14
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HANSEATIC KNOW-HOW IN 
THE ASIA PACIFIC MARKET

Four years ago, German bastion of duty free Gebr. 
Heinemann took the bold step of moving into the emerging 
Asia Pacific market. After establishing business relations 
in 13 different nations, Heinemann Asia Pacific has become 
known in the region for creativity and originality backed by 
shrewd duty free know-how. Recently appointed CEO Max 
Heinemann explained his strategy to challenge the status 
quo in the swiftly developing market.

For Gebr. Heinemann, 
understanding the world’s 
diverse duty free markets 
is paramount to good 
business. Even as the 
company grows on a truly 
global scale, trading locally 
is a fundamental principle, 
and it was for this reason 
that in 2010 Heinemann Asia 
Pacific was established in 
Singapore. Under the direc-
tion of then CEO Steffen 
Brandt, and his recent 
successor Co-founder Max 
Heinemann, the last four 
years have seen Heinemann 
Asia Pacific engage in a 
number of stimulating 
opportunities in the interest 
of unravelling the complex 
Asia Pacific market. 

And now, after years of learning, 
the time has come for Heine-
mann Asia Pacific to make its 
mark on the exhilarating region.
Unrivalled originality and enter-
prise has historically defined the 
Heinemann DNA, and in the Asia 
Pacific realm Max Heinemann 
is bent on forging a distinct 

personality, and creating duty 
free concepts that have never 
before been seen by the market. 
“We are known in this region 
for being very open-minded, 
for being very creative, and for 
challenging the status quo. To do 
that we need to be very asser-
tive in what we do, but we also 
need to be very respectful,” he 
explained. “In this fragmented 
region we cannot take a one-fits-
all approach to the market, but 
need to take our time to learn 
the underlying core values of 
each market as well. This is 
one of the things that leads our 
growth in this part of the world.”

LONG-TERM	ASIA	PACIFIC	
PARTNERSHIPS
As well as its long-standing duty 
free alliances in Macau – with 
fashion brand Canudilo in the 
Esscents fragrance store – and 
Laos – with Haven Duty Free 
– Heinemann Asia Pacific is 
developing important unions 
all across the region, with new 
relationships steadily emerging 
in testament to the rapidity of 
its growth. Shrewdly, ahead of 

upcoming multiple tenders in 
Sydney, Heinemann Asia Pacific 
opened the National Geographic 
and A Little Something stores 
in the latter part of last year 
to establish a presence in 
Australia, while the recent 
awarding of the duty free 
contract in Surabaya will see 
the opening of almost 700sqm 
of airside retail space at Juanda 
International Airport’s Terminal 
2 in June. In recent months 
Heinemann Asia Pacific has 
also made its first foray into the 
Asian cruise line market with 
the opening of two new duty 
free stores at the Tanah Merah 

Ferry Terminal in Singapore, 
in partnership with Singapore 
Cruise Centre (SCC), and now 
awaits with anticipation the 
opening of its 1,240sqm multi-
category concession at Kuala 
Lumpur International Airport’s 
new terminal klia2. 
Sustaining its thus-far 
prolific growth in the evolving 
environment is Heinemann 
Asia Pacific’s priority, but to 
where will the company’s next 
move be? “I think at this point 
everybody expects the answer 
China,” Heinemann answered. 
“It’s clear that China is an 
incredible region in itself and 

personally I have a great inter-
est in the culture and language. 
Let’s just say if ever there are 
changes to come in China, or 
if we can influence them from 
our side, we will – and we will 
be ready for the moment when 
it happens. Family business is 
an embedded part within the 
Chinese culture. You need to 
treat this with respect. We know 
how to do that.”
While Heinemann is open to the 
possibilities that China holds 
for Heinemann Asia Pacific, he 
is also staunchly realistic about 
the potential growth awaiting 
the company in other countries 
with robust spending power, 
with regions such as Indonesia, 
Laos, Vietnam and Myanmar, 
all important dots on his radar, 
as well as Australia, where he 
hopes the two new five-year 
contracts in Sydney will be just 
the beginning of a much  
longer residency. 
“We are four years old in this 
part of the world – 135 years 
old on the other side of it – and 
to an extent we want to repeat 
history, we want to be equally 
successful and embed our 
history into that of the group,” 
Heinemann said. “But one 
thing we have learned is that 
you need to be very smart and 
you need to have patience as 
well. Which is not to say you 
should just wait and see what 
happens, but you cannot put 
your head through the wall. 
You have to find the door or a 
window to start that process, 
and, as we always have, we will 
keep our manners. We will ring 
the bell on the door instead of 
kicking it in. And if one day this 
strategy ceases to work, I will 
let you know.”

A Little Something, one of two recent 
openings at Sydney Airport, is a 
prominent example of how Heinemann 
Asia Pacific is creating new and original 
experiences for consumers. Designed 
to remove passengers from the barrage 
of social media and touch screens so 
synonymous with travel, the gourmet fine 
food gifting concept prompts consumers 
to put down their telephones, and stop 
and browse the unexpected wealth of 
locally sourced produce within.  
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NEW NOVELTIES IN CHILDREN’S ITEMS
The vibrant children’s items category is home to real product innovation, and 
many of the brands exhibiting at TFWA Asia Pacific Exhibition & Conference 
are keeping up with the latest trends. Ross Falconer reports.

01

04

03

01 Premier Portfolio’s 
Fun Plane Jumbo Watch 
features a fun design, 
lights and sounds, whilst 
also incorporating the 
functionality of a digital 
watch.

02 Annette Rosendahl, 
Travel Retail Manager, 
LEGO: “The best selling 
product line in travel retail 
is our LEGO CITY range 
– this product line is very 
much related to everyday 
life and heroes, focusing 
on great vehicles, police 
and fire.”

03 Socatec is developing 
and carrying Emirates 
licensed collections, 
meeting the growing 
demand of passengers 
for exclusive aviation and 
travel related gifts.

04 Air-Val International and 
Travel Retail Experts are 
combining forces to present 
their latest fragrances. 
Stella, the Pink Bird from 
the Angry Birds flock, now 
has her own fragrance, 
which will be exclusive to 
travel retail and comes 
with a cute toiletry bag and 
lip balm.

02

Premier Portfolio 
(Basement 2 M02) has 
fulfilled a requirement 
for multi-functional 
products in the 
children’s items 
category with its Fun 
Plane Jumbo Watch. 

“The novelty item features 
all the key aspects of a 
toy – fun design, lights 
and sounds, whilst 
also incorporating the 
functionality of a digital 
watch,” explained Garry 
Maxwell, Sales and 
Purchasing Director, 
Premier Portfolio.
The Jumbo Watch makes 
a great souvenir or gift 
item for children. Premier 
Portfolio has produced a 
logo version of the item 
for a number of airlines, 
including Thai Airways, El 
Al and Philippine Airlines. 
“We are also excited 
about the new ‘3 strap’ 
version launching on 
KLM, allowing customisa-
tion for any occasion,” 
Maxwell added.
Premier Portfolio feels 
it is important to supply 
products that are unique 
to the travel retail market, 
and its range offers items 
which act as mementos 
of a child’s travels. It 
produces a number of 
logo items, such as the 
newly listed Construction 
Set for Aer Lingus. This 
assembly project provides 
inflight entertainment and 
is exclusively available 
to customers travelling 
onboard.
“Here at Premier 
Portfolio we’ve been 

having great success 
with our Fly Range in the 
airport ground stores,” 
commented Maxwell. 
“The assortment offers a 
number of travel-related 
toys in the theme of a 
particular region. Fly 
Russia and Fly Espana are 
two of our most popular 
ranges and we are hoping 
to see great success with 
the new Fly Germany 
assortment.”
For the inflight market, 
Premier Portfolio 
continues to see good 
performance with its 
scale model aircraft. It 
has worked on creating 
models of new aircraft 
types, such as the 
Dreamliner (for Thomson, 
British Airways and LOT 
Polish) and the A320 
complete with sharklets 
(for Tiger Air, Jetstar 
and Wizz Air). Looking 
forward, it is hoping to 
add more models, such as 
the A350 and the 787-900 
series, to the extensive 
range.
LEGO (Basement 2 G28) 
will present, as always, 
a large range of its new 
2014 portfolio at TFWA 
Asia Pacific Exhibition 
& Conference, with 
special focus on its best 
selling core lines, such 
as DUPLO, CREATOR, 
CITY, FRIENDS and STAR 
WARS. Based on the 
very positive reception 

to The Lego Movie, it is 
also showcasing its LEGO 
Movie products.
“The best selling product 
line in travel retail is our 
LEGO CITY line – this 
product line is very much 
related to everyday life 
and heroes, focusing on 
great vehicles, police and 
fire,” commented Annette 
Rosendahl, Travel Retail 
Manager, LEGO. “We are 
able to offer high quality 
branded products, and in 
travel retail, especially, 
there is a demand for 
well-known established 
brands. We have a 
dynamic assortment with 
more than 300 products to 
offer every year, enabling 
us to constantly introduce 
novelties for the travel 
retail sector as well.”
Air-Val International 
(Basement 2 H5) and 
Travel Retail Experts 
are combining forces 
to present their latest 
fragrances. “We will 
showcase Stella, the 
Pink Bird from the Angry 
Birds flock, who now has 
her own fragrance which 
will be exclusive to travel 
retail and which comes 
with a cute toiletry bag 
and lip balm,” explained 
Travel Retail Experts’ Lutz 
Natonek.
There is a new Minnie 
Eau de Toilette 50ml and 
lip balm gift set, which is 
exclusively for travelling 

fans of Minnie Mouse. 
Meanwhile, other junior 
Disney favourites include 
items related to the new 
movie ‘Planes: Fire and 
Rescue’, which comes 
out this summer. “We 
are offering an exclusive 
toiletry bag with a cologne 
and hand sanitizer for 
all our little travellers,” 
said Natonek. He added: 
“Children’s toiletry and 
accessories gift sets 
with hair clips, combs 
and mirrors have always 
appealed to little girls who 
like to imagine themselves 
as grown-ups, and I am 
pleased to say that the 
boys’ cologne and toiletry 
bag sets are becoming 
very popular too.”

Socatec (Basement 2 F28) 
is developing and carry-
ing Emirates licensed 
collections, which are 
increasingly available in 
duty free shops to meet 
the growing demand of 
passengers for exclusive 
aviation and travel 
related gifts: BAGTAG 
DESIGN as well as 
toys (glider plane) and 
collector aircraft models 
(A380). Socatec offers a 
full range of Emirates 
licensed toys, includ-
ing glider plane with 
catapult, pullback plane, 
radio-controlled plane, 
magic plane, bump & go 
plane and even a cabin 
crew doll with official 
Emirates uniform.
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BETHE1 COMPLETES 
SURVEY OF HR TRENDS IN 
ASIA PACIFIC TRAVEL RETAIL
International recruitment firm BeThe1 has completed a comprehensive survey 
of HR trends among travel retail sales professionals in the Asia Pacific region. 
Olivier Hui-Bon-Hoa, BeThe1 – General Manager Asia (Hong Kong, Shanghai, 
Singapore), outlined a summary of the survey to the TFWA Daily.

BeThe1 has been working with 
this community for more than 
10 years now. The travel retail 
industry is increasingly signifi-
cant for BeThe1, with 20% of its 
missions worldwide, currently 
taking place in the sector. This 
gives it unique access to a wealth 
of valuable information, and 
with such privileged insight 
and access to travel retail sales 
professionals – from manager to 
director level – based in Asia and 
focusing on Asia Pacific markets, 
BeThe1 decided to conduct a 
survey and try to outline possible 
HR trends. It reviewed more than 
100 travel retail sales profes-
sionals profiles located between 
Hong Kong, Shanghai and Singa-
pore, and whose information was 
updated in 2013 and early 2014 
in its in-house database as well 
as collected from actual recruit-
ment missions.

“We believe there has never been 
a true study done before dedicated 
to travel retail professionals in the 
commercial area,” commented Olivier 
Hui-Bon-Hoa, BeThe1 – General 
Manager Asia (Hong Kong, Shanghai, 
Singapore). “We felt it was important 
to share our knowledge with industry 
professionals and to allow employers 
and employees to have access to it 
and help them better understand what 
is happening in terms of recruitment 
within the travel retail community.”

KEY	FINDINGS
The figures outlined in the survey 
make for interesting reading. For 
example, Hong Kong and Singapore 
accommodate 95% of travel retail 
sales professionals, with the remain-
ing 5% based in Shanghai. Meanwhile, 
the survey found that the Beauty and 
Fashion/Fashion Accessories catego-
ries employ 77% of the travel retail 
sales professionals. Hui-Bon-Hoa 
explained that this may be due to the 
large and increasing number of brands 
and companies operating in these 
product categories.
“We clearly notice that the 

geographical location of the travel 
retail sales professionals is connected 
to the portfolio of countries assigned 
to them: Hong Kong harbours 95% 
of travel retail sales professionals 
managing the Greater China region, 
while Singapore accommodates 93% 
of the travel retail sales professionals 
responsible for the South East Asia 
region,” Hui-Bon-Hoa added.
It was also found that the level of 
cultural diversity within the travel 
retail sales professional community 
is perhaps among the highest when 
compared with any other retail 
community. Indeed, the survey 
highlights that non-Asian natives 
represent close to 40% of the total 
pool based in Asia.
With regards to compensation, BeThe1 
observed very consistent distribution 
against number of years of experi-
ence. “We also observe that among the 
travel retail sales professionals who 
are in the top percentile for a given 
bracket of number of years of experi-
ence, 90% are under expatriation 

package, including at least one 
relocation within the same company,” 
said Hui-Bon-Hoa. “We also notice 
that around 80% of travel retail sales 
professionals with 15-20 years of total 
working experience – including more 
than 70% in the travel retail sector 
alone – have reached director level.”
Finally, Hui-Bon-Hoa noted that 
BeThe1’s pool of travel retail sales 
professionals seems fairly stable 
in terms of specialising by product 
categories. 57% specialise in 
one category during their career. 
Meanwhile, when examining the data 
by market segment, it seems that 
84% of travel retail sales profession-
als tend to work in the same market 
segment throughout most of their 
career (61% within luxury and 23% 
within mass segment). This is perhaps 
indicative of the growing level of 
expertise that professionals build  
over the years in a particular  
market segment.
For more information on the survey, 
contact: olivier@bethe1.com

OLIVIER HUI-BON-HOA, 
BETHE1 – GENERAL 
MANAGER ASIA (HONG 
KONG, SHANGHAI, 
SINGAPORE) 

“We felt it was important to share our knowledge 
with industry professionals and to allow employers 
and employees to have access to it and help them 
better understand what is happening in terms of 
recruitment within the travel retail community.”
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