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INTRODUCTION

A BIGGER SHOW –
AN EXCITING MIX
One of the things that
makes TFWA events
different is the range
of products represented. An important
aspect of the VP
Corporate responsibility is to ensure that
the mix accurately
reflects the evolution
and trends of the duty
free and travel retail
industry, both globally
and regionally, on the
trade floor.
This year’s TFWA Asia
Pacific Exhibition &
Conference, as well as
being our biggest event yet
in Asia Pacific with some
256 companies here this
week, also reflects our
ongoing effort to ensure
that the combination of

brands is truly representative. This is particularly
important when we introduce new exhibitors from
the many different product
categories. This year in
Singapore we welcome
60 new or returning
companies from a record
number of applications for
stand space. The result is
a trade floor which has the
potential to bring innovation and freshness to the
business across different
categories. It includes
global brands such as
Calvin Klein Jeans, Cross
Accessories, Delsey,
Freixenet, and Lindt, along
with regional companies
such as Yunnan Tobacco,
Robert Wan and Missha.
The show this year, as
always, opened with the

TFWA Asia Pacific Conference and, at lunch time,
further private discussion
regarding the Duty Free
World Council – of which
TFWA is now a confirmed
member. We consider
it vitally important that
TFWA – and thus its
members – is represented
within industry associations such as ETRC,
MEADFA and APTRA,
and involvement with the
DFWC is essential. We
believe DFWC is going to
play a major role in coordinating and supporting our
industry moving forward
and its now official status,
with Frank O’Connell
elected as President and
Erik Juul-Mortensen and
Alberto Motta as Vice
Presidents, is a milestone.

WELCOME MESSAGE

As always we listen to
our members and react
to their input. Communication is a vital part
of the relationship and
to improve this we have
introduced a newsletter
especially designed for
members, alongside all
the other marketing tools,
which all participants
enjoy. The newsletter
really is designed as a
working tool with useful
content, giving members
the opportunity to learn
more about their fellow
members and gain unique
and exclusive insights
from our Research,
Conference and Workshop
materials.
Members are also very
involved in how TFWA
distributes its funds,
including our charity arm
TFWA Care. With a strong
financial result behind us
for 2013, we are delighted
that the AGM voted to
donate some €402,000 to
13 projects for this year.

MEMBERS ARE ALSO VERY INVOLVED IN
HOW TFWA DISTRIBUTES ITS FUNDS,
INCLUDING OUR CHARITY ARM TFWA CARE.
WITH A STRONG FINANCIAL RESULT BEHIND
US FOR 2013, WE ARE DELIGHTED THAT
THE AGM VOTED TO DONATE SOME
r402,000 TO 13 PROJECTS FOR THIS YEAR.

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
• TFWA Well-Being Area: Level 1

This will include three
new projects: Les Enfants
du Mekong, safeguarding
the education of young
people in the Inle Lake
region of rural Myanmar;
Lupus cosmetic lessons
for the Arthritis Fondation Courtin, aimed at
improving the quality of
life of women suffering
from cutaneous lupus
erythematosus, a painful
skin disease; and Home
from Home. All will be
directly helped through
our funding.
TFWA Care has come
a long way since it was
founded in 2007 with
just three projects, and
funding has significantly
increased year-on-year.
Importantly, all projects
are suggested by TFWA
members and, in each
case, financial resources
are distributed to humanitarian organisations or
charities where direct
results can be achieved. In
Cannes this year there will

be a Charity Run to raise
funds for TFWA Care… so
start training now!
TFWA membership in
2014 now numbers 480,
with the most recent
companies to join including Crabtree & Evelyn,
La Cure Gourmande,
Coccinelle Spa, L’Artisan
Parfumeur and Natkin
Paris. These cover the
gifts, cosmetics, fine
foods, luggage, fashion
and fragrances categories and, again, membership selection is always
done in order to ensure
that each sector has
relevant and balanced
representation.
TFWA membership
brings many benefits;
if you are not yet a
member and would like
to be, please contact
Sabine Parmentier –
s.parmentier@tfwa.
com – or check out the
website – www.tfwa.com
– for more details.

Alessandra
Visconti
Vice-President
Corporate, TFWA

Frédéric
Garcia-Pelayo
Vice-President
Finance, TFWA

WiFi SERVICE

TFWA LINKEDIN GROUP

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.

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

TFWA PRODUCT SHOWCASE
The TFWA Product Showcase is the ideal
place for journalists and buyers to find
comprehensive 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
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SINGAPORE SWING PARTY
Guests experienced drama and spectacle at Alkaff Mansion last night. Combining Italian beauty
and art, the evening featured stilt-walkers, contact jugglers, mime artists and opera.
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FASHIONING GROWTH
With bullish plans for development built on fresh insight into the preferences of Asian shoppers,
fashion suppliers are welcoming a renewed period of growth. By Faye Bartle.
As the fashion category
in travel retail becomes
increasingly competitive,
finding a niche can be a
challenge for even the most
sought-after brands. The
good news is that opportunities abound in Asia, with
great potential for brands
to flourish.
“We are currently developing
our growth in the travel retail
arena in a very targeted way via
openings of monobrand stores
in selected airports,” said Paolo
Selva, Development Manager,
Boggi Milano (Basement 2 B14).
Over the next 12 months, the
aim is to follow the growth of the
brand’s high street presence,
which includes opening at least
one store in a major Asian
airport. “We are in close contact
with Hong Kong International
Airport and are initiating talks
with Changi Airport,” confirmed
Selva. “In addition, we are
launching a store at Frankfurt

Airport this year and are in
ongoing talks with other major
EU hubs.”
While all eyes will be on Boggi
Milano to see if it will make
its Asian airport debut soon,
Lacoste (Basement 2 K21) is
concentrating on strengthening
its position. Asia Pacific travel
retail accounts for 5.5% of total
business for the brand and the
aim is to increase this figure
in the next few years. At the
show this week, the company
is launching a travel retail
exclusive textile collection, along
with a second exclusive inflight
collection (the first was launched
in 2012). “We are actively pursuing larger standalone boutique
spaces globally, as this is where
we can showcase the brand in
the most desirable way for the
best customer experience,” said
Erin-Lillis Arrowsmith, Retail
Excellence & Travel Retail Director, Lacoste.
Among the latest openings
is a 150sqm downtown duty

free boutique in partnership
with King Power Thailand. The
company has also secured
out-of-home advertising sites
in a number of prime locations,
including Changi Airport’s arrivals terminal, providing a major
boost in awareness.
With scarves, jewellery and
a resort collection of linen
dresses, kaftans and tunics,
Pashma (Basement 2 F27) is
positioning itself strategically
between the premium and luxury
segments. Listed on over 20
airlines, the brand has expanded
its footprint across South East
Asia and the Middle East with
new points of sale in Jakarta
with Plaza Bali and Sydney with
Nuance, among others. “Our
business has recently taken
a new and exciting turn in all
three terminals at Singapore
Changi Airport and Indira Gandhi
International Airport, where we
have upgraded our presence
from kiosks selling scarves to a
full lifestyle shop, allowing the
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01 The 150sqm Lacoste
boutique at King Power
downtown duty free complex
in Thailand.
02 “TFWA Asia Pacific
Exhibition & Conference
represents a good bridge to
connect with major landlords
and kick-start flourishing
business opportunities,” said
Paolo Selva, Development
Manager, Boggi Milano.
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brand to showcase its full range
and diversity in travel retail for
the first time,” said Pashma
Director Deepti Kumar.
Plans for the year ahead
include building up its travel
retail business in locations
where Pashma has a strong
domestic presence – namely
Australia, Hawaii, Japan and
Korea. “Koreans and Japanese
are among our best customers
at our travel retail stores in
Singapore,” explained Kumar.
“In Australia we have a small
presence in Sydney with Nuance
and a good inflight business with
Qantas, and we shall look to
increase our presence in other
airports like Melbourne, Perth
and Brisbane. As in Changi,
where we have qualitatively
enhanced our presence from
kiosks to luxury retail stores to
show our brand’s entire lifestyle
offering, we are in discussions
with our partners to give us
more space in order for us to
show a wider range of products.”

03

FINISHING TOUCHES
Looking at fashion accessories,
Furla (Basement 2 J20) has
seen incredible growth within
the travel retail sector over the
03 Pashma’s collection of
printed silk and linen resort
wear is now available at
Singapore’s Changi Airport.
The collection features
free size silk and linen
dresses, kaftans and tunics
with striking prints and
embellished embroidery.

04 Furla is introducing its
Main Collection 2014/15,
which celebrates the best
of Italy. The collection
includes two iconic bags –
Alice and Twiggy (pictured).

04
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past two years, with turnover
in 2013 up 37% over 2012. “We
now have some 175 Furla stores
and personalised corners open
in major airports globally and
expect to open more than 50
new outlets this year,” said
Gerry Munday, Global Travel
Retail Director, Furla. “This is
an amazing increase on 2010
when we had just 33 doors open.
These openings are across all
regions and reflect the growing
popularity and success of the
brand in domestic markets.”
Asia Pacific remains a dominant
force in Furla’s travel retail
business with an emphasis on
growth in China, although there
are also plans for development
in Thailand, Malaysia, Australia
and India. “We are working
with many different retailers
in the region, including James
Richardson for Perth, Brisbane
and Melbourne; Sunrise for
Beijing T3 International and
Shanghai T1 International;
Dufry for Beijing T3 Domestic
and Shenzhen T3 International;
Nuance Watson for Xiamen
Domestic; and China DFG for
Haitang Bay,” said Munday.
The new concept store openings
range from 15sqm in Mumbai

(Nuance) to 58sqm at KLIA2 with
Malaysia Airports/Eraman, and
to 124sqm at Haitang Bay China
DFG, with many more to follow.
Furla may find fresh competition
from American travel brand
Hartmann (Level 1 U14), which
is hoping to crack the Asian
market this year. The brand,
which has a 140-year heritage, has won high profile fans
including US presidents and
Hollywood stars, as well as a
host of affluent business travellers. Its retail boutique, designed
by Gensler (the same architects
who designed Dior’s worldwide
boutiques), will tell the story of
Hartmann’s extensive US heritage within a modern, luxurious environment. “As this is
Hartmann’s first foray into Asian
waters, after the acquisition by
Samsonite, Hartmann is looking
to expand its footprint into Asia
and is targeting 25 boutiques or
more in the region by the end
of 2014,” stated Frantz Braha,
Vice President, Samsonite SEA.
“The first Hartmann store in Asia
will open in the second half of
the year with boutiques located
in Ginza, Tokyo; Lotte Jamsil in
Seoul; and Shanghai, China.”
Fittingly, the Samsonite RED
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“THE TRAVEL RETAIL ARENA
IS CONTINUOUSLY
EVOLVING AND WILL BE
SEEN AS ONE OF THE
MORE CHALLENGING
SHOPPING ENVIRONMENTS
WORLDWIDE, AND MORE
AND MORE TRAVELLERS
ARE DOING THEIR
SHOPPING OUTBOUND,
ESPECIALLY FOR LUXURY
GOODS,” SAID LEO SUH,
PRESIDENT, SAMSONITE
GREATER ASIA.

fashion bag collection is also
being showcased this week.
Launched in 2010 for Gen Yers,
the brand welcomes bi-annual
updates to its range of fashionable bags. “Samsonite is appreciated by travellers for its unique,
durable and finely crafted
products,” commented Leo Suh,
President, Samsonite Greater
Asia (Level 1 U16). “Excellence in
innovation and design expertise
are at the brand’s core and we
will continue to create quality
products with both style and
functionality.”

SHINING A LIGHT ON STYLE
Aside from bags and luggage,
sunglasses remain a key driver
of the fashion and accessories
category and exhibitors are
looking to leverage opportunities
at this year’s show to fulfil their
strategies for the year ahead.
“We entered the travel retail
arena with Red Bull Racing
Eyewear one year ago,” said
Director Global Travel Retail
Karl Stoiber (Basement 2 H10).
“Although the eyewear category
is a very competitive one in travel
retail, we were able to achieve
more than 25 airline listings (Air
China, EVA Air, SAA, Austrian
Airlines, Air Berlin, Condor,
EL-AL, to name but a few) and we

do sell Red Bull Racing Eyewear
in a number of airport duty
free shops, such as Munich,
Hamburg, Salzburg, Moscow
Domodedovo and Pulkovo-St.
Petersburg, among others. Our
main goal in 2014 is to grow the
travel retail business in accordance with our expansion in the
local markets.”
Red Bull Racing Eyewear’s
stylish range of stainless steel
models is inspired by Formula
One technology and design.
With ultra-light materials for
optimum fit and grip and retro
lens shapes, the collection is
ideal for sports enthusiasts with
an eye for good design.
With 2014 marking the
company’s second participation
at TFWA Asia Pacific Exhibition
& Conference, there is already
a good deal of interest in its
products. “This is perhaps due
to the number of Formula
One Grand Prix taking place
in several Asian countries
and cities, such as Shanghai,
Singapore and Japan,” said
Stoiber. “People are familiar
with the Red Bull brand and
curious about our products.
This brand awareness will be
used to carefully develop Red
Bull Racing Eyewear in selected
travel retail markets.”

UNWRAPPING FRESH
POTENTIAL
More contenders in the fashion
category who are illuminating
the show floor include Dutch
fashion brand Oilily (Basement
2 G15), which is growing every
day thanks to the constant
evolution of its products to suit
the market. “While we have
enhanced the femininity and
elegance of our products, they
have remained as playful as
they are original,” said Peter
Jacob Meelker, Marketing Brand

Executive, Colorful Licenses.
“Not only is this reflected in
the continuation of our fashion
accessories, such as handbags
and wallets, but also in the
introduction and reintroduction
of additional product lines.”
With a close eye on the travel
retail market, Oilily is introducing a folding bag concept. This
is displayed on a colourful
totem pole that carries four
different bag shapes in four
colour combinations, each
folded into an eye-catching

O-shape. Furthermore, the
brand is reintroducing its
shawls collection.
“We are realising that the
travel retail market is one with
enormous opportunities, but
also with specific demands,”
said Meelker. “By introducing
special product lines and
adding special items to our
existing lines, we want to meet
these demands.”
Morgan & Oates (Basement
2 J33) is drawing on its rich
experience to further develop

The new Red Bull Racing Eyewear XMP (Extreme Matrix Polymer) Collection features the world’s most advanced
thermoplastic, which is extremely flexible, without compromising durability. In Formula One, XMP is used to strengthen Kevlar
and carbon fibre, for example, to strengthen the racing seats in Sebastian Vettel’s winning RB9 car.
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its presence, now with a focus on achievements on the ground. “Currently, our
brand is in a very strong position. We had a
positive 2013, successfully securing some
very important inflight listings. Our main
goals for this year include consolidating
our airline business and focusing on
in-store distribution,” said Jeannie Archer,
Consultant to Morgan & Oates. “We are
aiming to expand our distribution, with the
main focus being in-store. We are currently
in the midst of developing specially
designed in-store packaging for our
products, which will ensure that we make
the most of the shelf space offered. Our
scarves and wraps are perfect for the retail
shop due to their size and gift appeal.”

ASIAN INFLUENCES
As always, exhibitors are keeping a close
eye on the unique preferences of the
wealthy Asian market and are adjusting
their strategies to suit.
“The global luggage market is projected
to grow with Asia having the fastest and
highest growth,” said Suh. “Huge opportunities lie in key markets like Japan, South
Korea, China, Hong Kong and Singapore,
due to changing consumer habits. Asian
clients are affluent and are willing to spend
more for prestigious merchandise. That
being said, we see a huge opportunity for
Samsonite in the non-travel bag segment.
Samsonite RED was created in response
to this demand and to-date RED products
form almost 50% of the total product
line-up in Korea. Over the next few years
we look forward to inducing RED products
into more of our Asian markets.”
For Red Bull Racing Eyewear, making
the most of its links to Formula One is
guaranteed to serve it well. “Our eyewear
range works in synergy with the official
Red Bull F1 Team and technics derived
from Formula One. Asian culture is known
to have an affinity for technics as well as
connoisseurship in that respect. In short,
this makes it an ideal market for our
sports and lifestyle brand,” said Stoiber.
“The strategy of Red Bull Racing Eyewear
is to use the same materials that are used
to build a Formula One racing car, for

example XMP, carbon and stainless steel.
Plus, everything is tested by Sebastian
Vettel. Having ‘pole position’ in material
science is appreciated in the Asian market
and that’s our biggest business opportunity.”
It may seem that the majority of fashion
suppliers are seeking to operate fullyfledged stores in travel retail, for obvious
reasons, but Colorful Licenses’ Meelker,
believes that bigger isn’t always better.
“Our focus is on smaller shop-in-shop
systems and multiband concepts,” he
said. “Everybody is focusing on bigger
and bigger monobrand stores, but the
consumer is looking for variety. Shopping
time is getting shorter and the consumer
wants easy shopping. So easy presentations and display will be key in future.
It will be a battle for square metres
and a battle for the consumer. So every
brand must be creative in displaying
its products in the most attractive yet
space-conscious way.”
Pashma agrees that a well-planned
smaller space can pay dividends. “In
terms of revenue generation, our kiosk
formats give the maximum revenue per
square metre,” said Kumar. “Typically
we have used heights such as pillars very
creatively and used waterfall displays to
creatively show our printed and embellished scarves. This creates a unique,
colourful aesthetic diversion from a typical
airport environment and engages the
customer’s curiosity.”

TREND SPOTTING
Changing market dynamics are having
a direct impact on the product mix at
the airport. “Japanese customers are
definitely more price sensitive as a result
of the Yen depreciation, as the price
differential between the domestic market
and duty free had eroded substantially,”
said Kumar. “While purchases by the
Japanese did not stop, we found them
switching to lower priced goods. However,
this trend has been reversing since the
onset of 2014. With the imposition of
consumption tax in Japan from 1 April,
we expect this trend to be fully reversed

SAMSONITE’S LEO SUH:
“OUR CHALLENGE WILL BE MATCHING
THE SUCCESS OF RED IN KOREA
WHILE KEEPING THE BRANDING AND
MARKETING MESSAGES LOCALISED.
STYLE PREFERENCES AND THE
POPULARITY OF CERTAIN SHAPES,
COLOURS AND PATTERNS ARE
INFLUENCING THE DECISION MAKERS
WHEN IT COMES TO ROLLING OUT
NEW LINES.”

9 – TFWA DAILY

FASHION AND ACCESSORIES FEATURE

and for the Japanese to
become enthusiastic duty free
shoppers again.”
Another trend is the increasing
sophistication of the Chinese
customers, who are travelling
more frequently. “This has worked
considerably to our advantage as
the Chinese customer no longer
looks for grand mark brands,
but is looking for differentiated,
unique products and wants
to make his or her own style
statements,” said Kumar. “We
have also seen an increase
in sales of our luxury handspun and hand-woven pure
cashmere scarves, especially
among affluent customers from
non-traditional markets such as
Thailand, Vietnam, Myanmar and
the Philippines.”
“Asians are very discerning in
their buying habits and trends
are strongly showing that they
are unwilling to sacrifice quality
for price, even when looking
for value for their money,”
agreed Braha. “Even when they
shop in cheaper places, they
read labels and will not go for
generic brands. This is evident
in their travel purchases for
bags – they want peace of mind
when they travel.”
Suh and his team are busy
reintroducing Samonite RED
– previously only available as
a limited collection – as an
independent brand in Asia. “Our
challenge will be matching
the success of RED in Korea
while keeping the branding and
marketing messages localised,”
said Suh.
Style preferences and the
popularity of certain shapes,
colours and patterns are
influencing the decision makers
when it comes to rolling out new
lines. “On the ground the trend
is towards the very fashionable
mini bag, which is convenient
both for travelling and evening
use,” said Munday. “Clutch bags
are also very popular for matching the weekend look. Asian
customers are looking for vivid
colours and the best sellers at
the moment are in red, pink and
purple, particularly in Saffiano
leather. Our Asian customers
like their bags to be flexible
and used in various ways, with
a detachable single shoulder
strap, for instance. We are
seeing a definite trend towards
buying for a lifestyle. Customers
are not just buying one product
within a line, but are mixing
and matching a handbag with
wallets and pouches.”
Inflight, Furla is seeing growth
in regional home delivery.

“Travellers are ordering goods
on the airplane/inflight website
for delivery to their assigned
address. We are seeing that
customers are not just looking
for inflight exclusives, but also
pieces that they see on the
domestic market,” explained
Munday. “A large percentage
of lines bought inflight are
for gifting purposes, although
lightweight, multifunctional
bags that are convenient for
use during travelling are also
popular. Traditionally in Asia,
inflight buying has mostly
been for the perfumes and
cosmetics, liquor and tobacco,
and confectionery categories,
but we are definitely seeing a
move towards more demand
for fashion, luggage, fashion
jewellery and watches.”
Red Bull Racing Eyewear also
has plans to develop its inflight
business, identifying it as one of
the fastest-growing retail sectors.
Stoiber said that stylish mirrored
glass in trendy colours, with light
materials used for frames, is
generally popular this season.

MAKING THE CUT
Paying close attention to the
finer details, however, will not
benefit a business built on shaky
foundations. “Some products
in the fashion and accessories
category don’t meet the needs
of the specific region they are
meant to be targeting,” said
Archer. “This can lead to poor
sales and airlines reducing the
amount of fashion and accessories products they list in
that region. It’s important that
companies work closely with the
airlines, to ensure they are offering the most suitable products
to that marketplace. The fashion
and accessories retail environment has seen continuous
growth over the years despite
the economic climate. The
combination of offering travellers products that are both high
quality, yet good value ensures
that the trust is maintained
between supplier and consumer.
Our business has continued to
grow over the years, seeing a
very definite increase in demand
for our products.”
“Growth is only possible when
we are working together, as
partners,” agreed Meelker. “That
means that we must intensify the
cooperation between us and the
operator or retailer. By working
closely together we can serve
the end consumer in the best
possible way and that is where
our eventual growth lies – in the
end-consumer’s hands.”
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SPOTLIGHT ON
BUTTERFLY TWISTS
Butterfly Twists (Basement 2 D8)
is launching its AW14 Collection
for stores, including its bestselling
styles with new chic additions.
Butterfly Twists’ unique formula
for its universally-sized inflight
ballerinas will feature its Amelia
in Black and Cream/Black – these
hugely successful folding ballerinas
cover over 80% of the market’s
requirements from fitting sizes 3640. In addition, Butterfly Twists is
launching its latest range of onboard
footwear. The two styles, Kat and
Maya, will be available for general
launch in July 2014.
Butterfly Twists has expanded
rapidly in the travel retail sector
with McG Consultants now placing
the brand in over 35 duty free stores,
including Nuance’s Sochi store just

in time for the Winter Olympics.
Butterfly Twists’ goals for 2014 are
to expand into the Asia & Middle
Eastern markets, as the recent
success the brand is seeing
onboard and in duty free stores,
such as James Richardson, has
proven the sell-through and desire
for its products.
Asia is a huge market for Butterfly
Twists, and the success the
brand is having domestically in
Japan, Singapore, South Korea,
and the Philippines has shown
the opportunity for duty free and
inflight.
All Butterfly Twists products are
displayed on its own (POS) floor
stand to keep the look and feel of
the brand, while helping retailers
display the product in the best way
to maximise sales.

BUTTERFLY TWISTS IS LAUNCHING ITS LATEST
RANGE OF ONBOARD FOOTWEAR. THE TWO
STYLES, KAT (PICTURED) AND MAYA, WILL BE
AVAILABLE FOR GENERAL LAUNCH IN JULY 2014.
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ONE�ONE
MEETINGS
SERVICE
ONE2ONE
AIRPORTS
AUSTRALIA
• Australia Pacific Airports
Corporation Limited
• Cairns Airport Pty Ltd
• Melbourne Airport
• Sydney Airport Corporation Ltd

BRAZIL
• Aeroporto Rio De Janeiro S/A

CAMBODIA
• Cambodia Airports

CHINA
• Beijing Capital Airport
Commercial & Trading Co Ltd
• Chongqing Airport Group Co Ltd
• Guangzhou Baiyun International
Airport Co Ltd
• HNA Airport Group/Haikou
International Airport
• Shenzhen Airport Co Ltd
• Xi’an Xianyang International
Airport Co Ltd

FRANCE

KOREA

• Aeroports de la Cote d’Azur

• Airport Authority Hong Kong

• Incheon International Airport
Corporation
• Korea Airports Corporation
(KAC)

INDIA

MALAYSIA

HONG KONG

• Delhi International Airport
Limited
• GMR Group
• GMR Hyderabad International
Airport Limited
• GVK Bangalore International
Airport Limited
• CPSC/Central Japan
International Airport
• Fukuoka Airport Building Co Ltd
• Hiroshima Airport
• Japan Airport Terminal Co Ltd
• Kansai Airport Agency Co Ltd
• Narita International Airport
Corporation
• Tokyo International Air Terminal
Corporation (TIAT)

INDONESIA
• Angkasa Pura

ONE2ONE MEETINGS SERVICE

The ONE2ONE pre-scheduled meetings service enhances the networking
opportunities at TFWA Asia Pacific Exhibition & Conference. A broad range of
the region’s most dynamic airports and airlines are participating. The ONE2ONE
Lounge is located on Level 1 of the Marina Bay Sands Expo & Convention Center.

THANK YOU TO
OUR SPONSORS:

• Malaysia Airports (Niaga) Sdn Bh

MALDIVES
• Maldives Airport Co Ltd

NEW ZEALAND
• Auckland Internationall Airport Ltd

PAPUA NEW GUINEA

Diamond:

Changi Airport Singapore – Master Logo
Full Colour Positive
CMYK

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

CHINA
• Hainan Airlines

FINLAND
• Finnair Travel Retail Ltd

HONG KONG

INDIA

UNITED ARAB
EMIRATES
• Dubai Airports

CMKY
C:60.0 M:100.0
Y:10.0 K:0.0

• Druk Air Corporation Ltd (Royal
Bhutan Airlines)

SAUDI ARABIA

• Changi Airport Group (Singapore)
Pte Ltd

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

BHOUTAN

• Jacksons International Airport

SINGAPORE

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

ONE2ONE
AIRLINES

• Cathay Pacific Airways Limited
• Hong Kong Dragon Airlines Ltd

• King Khaled International
Airport (KKIA)

Platinum:

KOREA

TAIWAN

• Asiana Airlines
• Jeju Air

• China Airlines Ltd
• EVA Airways Corporation
• TransAsia Airways

PHILIPPINES

• Jet Airways

• Cebu Pacific Air
• Philippine Airlines

INDONESIA

SINGAPORE

• AirAsia/Big Retail

JAPAN
• All Nippon Airways Trading Co
Ltd (ANA)
• Japan Airlines Co. Ltd

•
•
•
•

Jetstar Asia Airways
Scoot Pte Ltd
SilkAir
Singapore Airlines

SRI LANKA
• Sri Lankan Airlines

THAILAND
• Bangkok Airways Co Ltd
• Thai Airways

THE NETHERLANDS
• KLM Royal Dutch Airlines

UNITED ARAB EMIRATES
• Emirates Airline
• Etihad Airways
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PREMIUM CIGARS
Agio Cigars is highlighting its popular Balmoral
Dominican Selection of
premium cigars here at
TFWA Asia Pacific Exhibition & Conference. From
the Small Panatela to the
Churchill Tubos, all cigars
are made in the Dominican
Republic using the finest
tobaccos. It is a shortfiller
providing the experience of
a longfiller.
The Balmoral Dominican

Selection Collection is an
assortment box with 12
cigars, and is presented in
a beautiful wooden box. It
contains a wide selection
of cigars with something to
suit everyone’s taste. The
assortment box is finished
with a beautiful photo sleeve
illustrating the contents.
Gertrude Stormink, Global
Travel Retail Manager, Agio
Cigars, also introduced a
fantastic new gondola for

SWEET
STRATEGY
When space is tight,
competition fierce and
your brand is already
well-established,
maintaining continuous
growth in travel retail
can be challenging.
However, The Hershey
Company believes that
quality research, strategy
management and a
culture of cooperation with
partners will help drive
sustainable growth in a
fast-changing market. “We
have conducted a lot of
research and are sharing

that with our customers
here at the show to help
maximise growth,” said
Amy Wilson, World Travel
Retail Category Strategist.
“It’s all about implementing category management
principles.”
Wilson is focusing on
improving the shopping
experience, gaining a
better insight into the
consumer and creating
more opportunities for
impulse purchases while
consumers are in the
queue in duty free shops.

of innovation, fresh ideas
and forward thinking.
“We have had some
excellent meetings so far.
It is great working with our
Asian partners because
they are always coming
up with new ideas, new
concepts and new ways

Basement 2 H9

CLEAR
VISION

“Everybody is getting on
a plane; everybody has
a long journey ahead of
them, and everybody likes
chocolate.” said Wilson.
“We need to encourage
that impulse to snack.”
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ASIAN INNOVATION
Bottega S.p.A hopes to
bolster its already strong
performance in Asian travel
retail at TFWA Asia Pacific
Exhibition & Conference.
The family-owned Italian
wine producer talked about
doing business in Asia,
which it said was a hotbed

showcasing its products,
which provides a real
engaging brand experience,
perfectly showcasing the
products and even including
an explanatory video. The
gondola has a convenient
storage drawer, and at
140cm is not too high, at
the request of customers.
The gondola can also be
custom-made.

of doing things,” said
Alessandra Piccin, Export
Area Manager – Duty Free
and Travel Retail. “In Asia
we have been able to list a
lot more wines on airlines
because many offer a
home delivery service for
passengers.”

Marcolin Eyewear
welcomed the results of
new research into the
sunglasses category
and believes that
continued cooperation
with its rivals is the
way forward. Marcolin
joined forces with
other brands in the
category to help find
out more about Asian
consumers and the
results were released
at an event on Tuesday
night. “I’m very pleased
with the results of the

Imperial Tobacco (Basement 2 D37) presented its category management research
at the show yesterday. “It’s really essential to understand the different profiles
and preferences of our customers,” said Simone Horn, Imperial Tobacco’s Trade
Marketing & Category Development Manager – Global Duty Free. “My interest is to
get an in-depth understanding of our customers.”

research,” said Chiara
Polverini, Duty Free &
Travel Retail Manager.
“I’m really glad to see
that Asian consumers
are concerned with
authenticity.”
The proliferation
of fake branded
sunglasses had been
a worry for the industry, but the research
suggests genuine
products are of high
priority for consumers. “I’m also really
happy that consumers
are looking for variety
– this means there
are opportunities for
all the players in the
category,” said Polverini. “It is very positive

that competitors are
working together to
help the category
grow – it shows that it
is possible to cooperate with your rivals
and be competitive.”

Level 1 U12

Piccin also commented on
Asia’s growing appetite for
sparkling wine. “Sparkling
wine is doing extremely
well with Asian travellers
who are well educated
about wines and know what
they want,” said Piccin.
“They like luxury brands,
special bottles and hearing
the story behind the wine.”
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MOUTHWATERING AMBITION
In the busy confectionary sector, Mondelez
World Travel Retail is
a global leader. The
Asia Pacific market is
pivotal to its continued
category captaincy, and
the snacking giant is
renewing its offer for

CATEGORY MANAGEMENT

the region. The iconic
Toblerone pyramid bar is
being premiumised with
burnished gold packaging in the ‘Touch of Gold’
campaign. Completely
exclusive to travel retail,
the nod to luxury in the
new design is set to

12 – TFWA DAILY

capture the attention of
Asia Pacific. Cadbury’s
appetising selection has
also been made-over with
sleek new tablet designs,
while the sumptuous
Oreo & Milka sandwich
bar is a completely new
taste experience. The
Mondelez WTR vision is
to delight travellers, by
creating unique surprises
in its offering – a strategy
through which it hopes to

attain its ambition to grow
the confectionary category
by $3 billion. “In confectionary, seeing is buying,”
said Sharon Teo, Regional
Customer Marketing
Manager Middle East &
Asia Pacific. “Mondelez’s
goal is for passengers
to buy, and for current
shoppers to spend more
and come back often.”

Basement 2 J24
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LUXOTTICA AND DFS
DIGITAL PROMOTION

Luxottica Travel Retail and DFS have
partnered to deliver a unique racing-themed
digital activation at Hong Kong International
Airport – Luxottica Travel Retail’s largest
promotional investment in Asia to date.
Under the theme ‘Race with Optimum
Clarity’, the concept promotes the benefits
of polarized lenses through a tie-up with
Gameloft, a leading global publisher of
digital and social games, and their hugely
popular, high-octane racing game, Asphalt
8: Airbourne. Customers making a purchase
of Ray-Ban or Oakley at the promotional
area have the opportunity to compete with

other customers on the game to win prizes.
To date, the promotion is driving strong
double-digit growth for Oakley and Ray-Ban,
as well as increased footfall and total
category sales in the sunglasses area.
“The campaign dramatises the enhanced
sharpness and reduced glare that our polarized lenses deliver. This is a key strategy for
driving premiumisation in our brands and
maximising spend per passenger,” said
Francis Gros, Luxottica Group Travel Retail
& Special Channels Director.
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BEYOND EXPECTATION
The sought-after Swiss Ice Crystal
range, launched last year by extravagant
anti-aging specialist La Prairie, greatly
surpassed the expectations of the Swiss
brand, with sales exceeding forecasts.
The brand is right to be hopeful then
for the results of its coming launches:
a versatile, skin surface-perfecting
exfoliator – the new addition to the
Radiance Collection, and the highly
anticipated Cellular Platinum Rare
Eye Essence with a cooling platinumtipped applicator.
Openings in Brazil and at Doha International Airport are tipped to take place
this year, and the Chinese consumer in

particular is at the crux of La Prairie’s
continued travel retail sovereignty. “We
don’t only see them in Asia, but all over
the world, so we try to cover their needs
by having Chinese-speaking Beauty
Advisors and products to suit their
individual skin specifications,” said
Katherina Walther, Business Development Manager Travel Retail Worldwide.
Customer service is La Prairie’s forte,
and it also offers intensive in-store
advice sessions and treatments for its
airport customers. “We will always try to
deliver beyond expectation,” Walther said.

Basement 2 L24
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LENS IN FOCUS
Karl Stoiber, Sales
Director, Travel Retail for
Red Bull Racing Eyewear,
explained that the lifestyle
brand is enjoying meeting
with new customers at
TFWA Asia Pacific Exhibition & Conference.
The range of eyewear
features frames made of
carbon fibre and stainless
steel, as well mirrored

lenses. In Asia Pacific,
Red Bull Racing Eyewear
is already listed onboard
airlines including Air China
and EVA Air.
Stoiber revealed why fit
never goes out of fashion:
“In eyewear you need to
pay attention to the fit.
The stainless steel frames
are perfect for the Asian
customer, as the nose
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pads are adjustable and
the coloured tips match the
on-trend mirrored lenses
perfectly.”
On plans for the future, he
added: “We have received
good customer feedback
from India, and we are
constantly pushing our
adjustable frames and
extending our range in terms
of colours, with our next
worldwide product launch
scheduled for September.”
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TWIST
OF
SWISS
Lateltin began in 1989 as a
family-run Swiss company
of fine and trendy spirits

JEWELS IN BLOOM
Australian jeweller Toscow
has released two different
collections to appeal to
the Asian market at TFWA
Asia Pacific Exhibition &
Conference. The Lotus
flower, which represents

purity and is the symbol
for fortune in Buddhism,
as well as the sun, are the
themes of the collections,
which have already been
listed by a number of
Asian airlines.

Already available in travel
retail in Hong Kong, Korea
and Singapore, Director
Kitty Lam explained why an
Australian brand has such
huge popularity in Asia: “We
are ahead of the trends,

with all products made
in Switzerland. Sandro
Vetterli, CEO of Lateltin,
commented: “It’s important
to be unique. We are the
only Swiss chocolate
liqueur made with real
Swiss chocolate and we
think it is important for Asia
to have products with a
good history.”
Cresta Swiss Chocolate

Liqueur, which is Lateltin’s
best selling product globally,
will be sold alongside the
Swiss Herbal Liqueur, which
is being launched in Asia
here at the show.
“We are launching the
Swiss Herbal Liqueur
following the success of the
launch in Switzerland, as
we are really keen to bring
our Swissness to Asia,”

Despite only beginning
to develop travel retail
exclusives since 2012,
for DFS Hong Kong,
Singapore, Indonesia and
Japan, Ritter Sport is fast
expanding into the Asia

Pacific travel retail sector.
Katharina Tyrolt, Global
Travel Retail Manager,
said at TFWA Asia Pacific
Exhibition & Conference
that the German chocolatier is currently talking

Basement 2 J29

we were the first to bring
in Tahitian pearls in gold
jewellery for travel retail,
have a before and after
customer service, as well as
support distributors.”
Lam added that Toscow
keeps the Asian customer
in mind when it comes to
design and distribution.
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WONDERFUL WALLETS

SQUARING UP

added Vetterli.
As well as its liqueurs,
Lateltin also produces a
range of brightly coloured
and flavoured vodkas
known as ProVokant, which
is incredibly popular in Asia,
with the pink hued strawberry and raspberry flavour
being the most in demand.

While Tru Virtu is exhibiting for the first time
at TFWA Asia Pacific
Exhibition & Conference,
it is already successful
in travel retail in China,
Russia and Dubai.
With promising meetings
with travel retail

representatives from
Papua New Guinea,
Korea, Taiwan, Malaysia
and Sri Lanka under
their belts, the German
company is feeling confident about the future.
Christin Heldermann,
Head of Sales, explained

to Japanese distributor
Lotte about expanding the
brand in Japan and Korea.
She said: “So far, things in
Asia are going extremely
well, as people are more
open to new products than
in Europe.” Ritter Sport,
which has been established
since 1912, asserted that
its biggest success still lies
inside Europe: “Heinemann

is still our biggest travel
retail customer as we have
been working with them for
40 something years. It’s so
important to us that they
keep us on board.” Ritter
Sport Hazelnut remains the
best selling flavour of the
brand’s famously square
chocolate tablets worldwide.
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why the relatively new
brand is taking off so
quickly: “We have different
models that will protect
cards from fraud scanning,
so credit card information will be protected
from a fraudster trying to
scan details, as well as

de-magnetisation.”
She added: “We design
with the Chinese
customer in mind, but
with German quality.
The case has space for
up to 30 notes as in Asia
people use a lot of notes,
another side for cards
and coins, with another
for business cards.”
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PREMIUM CAVA

Freixenet Group is showcasing its
whole range of products here at TFWA
Asia Pacific Exhibition & Conference.
Renowned for its famous cava, the
company also has an extensive wine
portfolio, featuring products from five
different countries.
Philippe Jamme, Global Duty Free &
Travel Retail Manager, Freixenet Group,
highlighted some impressive new travel
retail packaging for its premium cava.
Freixenet is very strong in several

regions, such as Europe and the Americas, and is now focusing on expanding
its presence in the Asia Pacific region.
Jamme commented that there are
fantastic opportunities to be explored in
the region. “We want Asia Pacific to be
a very important market for us. TFWA
Asia Pacific Exhibition & Conference is
a great opportunity to meet the right
people,” he said.
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SHOP-IN-SHOP
INNOVATION

The Edrington Group stand is truly
eye-catching and the undoubted highlight
is the shop-in-shop concept for The
Macallan – its number one brand in Asia.
The concept really brings The Macallan
brand to life. Claren Wong, Regional
Marketing Manager, Asia Travel Retail,
The Edrington Group, explained that
exhibiting at TFWA Asia Pacific Exhibition & Conference provides an excellent
platform to showcase the brand’s innovation and how it can be displayed. Nice
touches include the fact that the wall bay
on the stand is cask-shaped.

Ryan Hill, Regional Director, Asia Travel
Retail, The Edrington Group, commented:
“The brand is really innovative, and is
becoming the dominant force in the
prestige category – the best case study of
that is in Hong Kong.”
Wong added that The Edrington Group’s
brands believe in innovation, to surprise
and delight the consumer, and premiumisation to satisfy their demand for high
quality luxury spirits, and this is very
much at the heart of its strategy.
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SHOPPER ENGAGEMENT

FRESH
AND FUN
Tyko Travel Retail launched in 2008 with
the breo brand. It has been on an upward
trajectory ever since. A whole breo range
has been developed, as well as a selfselect merchandising concept. Also being
presented are Tyko Travel Retail’s Hippie
Chic and One Tribe brands.
The company’s phenomenal success
has seen it sell eight million watches in
travel retail.
Martin Lovatt, Director – Global Travel

Retail, explained that the self-select
concept, which incorporates breo’s
watches and sunglasses, is receiving its
Asia Pacific debut here at the show. There
are mirrored and non-mirrored versions
of the sunglasses. Lovatt described breo
as “fresh, unique and fun”.
Lovatt highlighted Asia Pacific as a key
focus area. Until January, Tyko Travel Retail
had an agent representing it in the region. It
has now taken its Asian business in-house,
in order to have a better understanding of
the market. The company’s products are
already available onboard 20 airlines in the
region, and it is seeking to expand its airline
listing and ground store presence.

Mars International Travel Retail reports a
great show, as always, with its innovations
generating much excitement in the region.
Lieke Duijmelings, Marketing Director,
explained that Mars ITR is particularly
focusing on its M&Ms portfolio in Asia
Pacific. “We are really focusing on shopper
engagement, and we do that with our new
product offerings, travel retail exclusives
and gifts with purchase,” she commented.
“There are a lot of things we are doing to
bring excitement to this area.”
New products across Mars ITR’s brand
portfolio include the M&Ms Wheels

Dispenser, a Maltesers Teasers travel
retail exclusive, and Celebrations Big
Sweet, which has been designed to
represent a gift-wrapped chocolate.
“We are seeing growth in Asia Pacific
and it continues to be a focus region
for us,” Duijmelings added. Indeed,
Mars ITR will open some new M&Ms
stores and shop-in-shops in the region,
including a new store in Terminal 1 at
Singapore Changi Airport, which will
open in two weeks.
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How safe is your wallet?

Premium South African Wines

HI-TECH WALLETS

Champion Wines from the Champion

HI-TECH
ALUMINIUM WALLETS

The Highest Winery in South Africa

Stand - C34
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Designed &
Engineered
in Germany
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If you would like to taste and discover award-winning premium
South African wines, please visit the Diverse Flavours Stand:

RTIFIED
CE

RFID
P

Diverse Flavours will be showing award-winning wines from Cederberg (highest winery in
South Africa), Ernie Els Wines (Stellenbosch wines owned by the famous golfer), Avondale
(organic/bio-dynamic wines), Deetlefs (second oldest winery in South Africa under same
family ownership), Ghost Corner (from southernmost tip of Africa), Groot Constantia
(oldest winery in South Africa dating back to 1685), Mount Vernon (boutique wines),
Napier (from Wellington), Overhex (multi-brand producer), and Raats Family Wines
(Cabernet Franc specialist with many accolades from Robert Parker).

OT

ECTED

Patented aluminium wallets to store cards, cash, papers & receipts
Protect cards from data theft (illegal RFID

- scanning)

www.truvirtu.com
+27 71 255 7344 | www.diverseflavours.com
S U P P LY I N G D I V E R S I T Y

Visit us at stand A02
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APPETISING EXCLUSIVES

After three delicious years at TFWA Asia
Pacific Exhibition & Conference, Butlers
has experienced sweet success in South
East Asia, and now is turning its focus to
the high-spending consumers in North
Asia. The Irish luxury chocolatier is
committed to creating an unparalleled
experience for its travel retail customers,
with enticing limited editions, channel
exclusives and new cocoa creations. “We
have three new limited editions, all in rigid
white pearlised boxes that emphasise
luxury,” described Karl Marnane, Sales
Director at Butlers Chocolates. “The

EXHIBITION NEWS

WALKING ON AIR

Chocolate Fruit Truffles are the first to
launch in July, and have delicious and
unexpected fruit fillings of passionfruit,
raspberry, mango and blood orange.” In
September Butlers will launch the nuts
limited edition white box, followed by a
champagne selection for Christmas. In the
last six months it has also introduced its
travel retail exclusive Destination selection,
in beautifully illustrated boxes that depict
Dubai, London, Singapore, Hong Kong and
India, with Malaysia launching in July.

With the introduction of the loveable
Angry Birds fragrances collection,
Air-Val has tapped into an auspicious
new pool of opportunity to grow its
consumer base from mainly 4-8-yearolds to children 8-80. Its clientele
in Asia Pacific has picked up on the
characterful scents’ popularity, and
the brand has seen much interest
from airlines, and expects to have
some significant announcements to
make on new Asia Pacific partnerships in the near future.
“Our aim now is to convince duty free
buyers of the justification of children’s
products in travel retail,” said Lutz
Natonek, Managing Director of Travel
Retail Experts, representing Air-Val in
travel retail. “For two reasons – impulse
buying and ‘guilty purchase’ – our
products make the ideal present,” he said.
“In our brand, it’s not just the products
that we make, even more important
is the world we create,” said Cathy
Rolland, Air-Val’s Export Area Manager.
“With the Disney’s Violetta scent for
example, little girls have been dreaming
of the Violetta world, and we need to
perfect it for them.”
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“OUR AIM NOW IS TO
CONVINCE DUTY FREE
BUYERS OF THE
JUSTIFICATION OF
CHILDREN’S PRODUCTS
IN TRAVEL RETAIL.”

THE FUN IN FUNCTIONAL
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Kipling’s Asia Pacific travel retail strategy
has moved away from shop-in-shops
and on to standalone stores, in a move to
give its sophisticated and self-assured
customers a true Kipling shopping
experience – and it has done so with
great success. 10 standalone duty free
doors have opened in the last 12 months,
soon to be joined by a 121sqm space
at Kuala Lumpur’s klia2, and 50sqm in
Haitang Bay.
The House of Kipling store concept
has blown opportunities wide for the
creator of fun and functional bags. “The
standalone concept is very critical in

letting our customers experience the
CMY
true essence of shopping in the House of
K
Kipling,” said Shuzhen Lim, Area Manager,
Kipling Travel Retail Asia Pacific. “The new
space allows us to show what the brand
really can do.” Innovative shop designs –
which include playful features like airport
trolley display units – will house Kipling’s
Travel, Basics and Seasonal collections,
while the cosmopolitan new Julienne bag
embodies the company’s move towards
new raised recognition and a new brand
experience.
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You have the passion for
excellence in duty free.
We have the means to
help you sustain this level
in the long-term…
www.aptra.asia / info@aptra.asia
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FAST PROGRESS
Tonino Lamborghini is
making its travel retail
debut here in Singapore.
The brand is exhibiting a
new line of headphones,
which were developed
with travel retail in
mind. The group’s smart
phones have been stealing the show. “We came
here to show our in-ear
headphones and actually
people have been really
interested in our smart
phones,” said Natalie
Chukaeva, Marketing
Director.
Tonino Lamborghini
has an ever-expanding
portfolio of products and
the brand hopes its new
hotel portfolio in China

will give it leverage
in Asian travel retail.
“Lamborghini will be
opening six hotels in
China by the end of the
year and we are developing many new products
to build on the brand,”
said Chukaeva. “Being

LOCAL
FLAVOUR
International Beverage has
developed successful travel
retail products tailored to
holidaymakers in Thailand.
“It’s important to consider
regionality and to tailor your
offer,” explained James

Bateman, Travel Retail
Director.
In Thailand International
Beverage took two local
liquors, Praya and
Mekhong, and created
exclusive versions of them

here in Singapore is
really important because
our main markets are
China, India, the Middle
East and Russia, and our
products are designed for
people who travel a lot.”
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for travel retail.
“They are selling well,” said
James. “It’s about taking
regional products and
premiumising them for
international markets.”
This tactic, James
believes, will be of
increasing importance as
passengers become more
discerning and keen to try
new things.
He also stressed the
importance of reacting
fast to new opportunities.
“If you can respond fast
enough, there’s a lot
of potential,” he said.
“60% of Praya sales are
to Chinese and Russian
travellers – that’s a
product and a market
that didn’t exist five or six
years ago.”
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GROWING PRESENCE
Schäfer Travel Retail
arrived in Singapore
with a vastly expanded
portfolio of products for
travel retail. Its Brixies
range of micro building
blocks – a gifting product
aimed at children – has
been extended to include
new structures such as
the Burj Khalifa and the
Marina Bay Sands Hotel.
“There are over 1,000
blocks in the Burj Khalifa
and it takes a long time
to build – it will keep the
children entertained,” said
CEO Joachim Schäfer.
However, Schäfer is most
excited about the exclusive
deal it has struck with audio
specialist Harman Kardon.

“We have exclusivity in
travel retail for the brand,”
said Schäfer. “In Singapore
we are showcasing two
speakers, which have
generated a lot of interest.”
The Esquire and Esquire
Mini are Bluetooth speakers aimed at business and

leisure travellers. “You
can make calls through
them and the quality is
excellent,” Schäfer added.
“They’ve generated a lot
of interest here at the
show.”
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BUILDING BLOCKS
LEGO believes it has the
building blocks for success
in Asian travel retail. Its
ever-increasing presence
in domestic markets
across Asia, coupled with
the new blockbuster Lego
Movie, has given it a strong
footing at the brand’s
second appearance at
TFWA Asia Pacific Exhibition & Conference.
“It’s a really good platform
for us,” said Annette
Rosendahl, LEGO’s Travel
Retail Manager. “Travel
retail is very important for
us because it is part of our
strategy to expand in Asia.”
Rosendahl has been
impressed by the amount
of children’s items buyers

attending the show. “There
are lots of buyers for the
children’s categories, which
is great for us,” she said.
“We have had some positive
meetings with them.”
LEGO is focusing much
attention on increasing its
presence in airport shops,
which Rosendahl believes
are now putting more

emphasis on children’s
items. “It’s important for
operators to be able to offer
more impulse buys for the
children’s category, and I
think airports are acknowledging that they need to
have more product offerings
for children,” she said.
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TWIST
AND
SHOUT
The foldable philosophy of
innovative shoe designer
Butterfly Twists is capturing the hearts – and
feet – of travellers across

the globe. After only a
year and a half in the
travel retail business, its
modish, bendable ballerinas are a familiar sight
onboard and in airports
across Europe and Asia.
Gebr. Heinemann nearly
bought Butterfly Twists’
enterprising inventors
Philippe Homsy and Frank
Eribo out of stock – such
was the popularity of their



comfortable, pretty pumps
– and with the distributor Butterfly Twists are
now also stocked aboard
prestigious The World
cruise liner. The footwear
brand has also launched
on Cathay Pacific in recent
months, and is anticipating further expansion into
the Asia Pacific region,
with exciting activities
upcoming in Korea. To the
delight of its followers,
the brand has recently
launched the foldable
rain boot into the travel
retail sector. “Traditionally, wellies are heavy
and clunky, but we have
transformed them into a
very light foldable design
that fits perfectly into our
brand,” Eribo said.
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FIERCELY FASHIONABLE
Paul & Shark is the very
embodiment of Italian
luxury leisurewear. In
the domestic market it
is positioned in the most
iconic retail locations
– from Madison Avenue

and Rodeo Drive to
London’s Harrods – and
its high performance
sailing-inspired clothing
is also proving popular
with travelling consumers.
In the duty free market,
the brand is poised for
global expansion, and for
the heritage-rich Paul &
Shark, the possibilities
are endless. “We are still
strictly ‘Made in Italy’,”
explained Catherine
Bonelli, Worldwide
Travel Retail Director,
“and that is so important
for travelling passengers, especially Asian
consumers.”
Paul & Shark’s ‘shark-fit’

clothing line is uniquely
tailored versions of its
collections designed
especially to suit the
Asian frame. For a family
company that makes all
of its products itself, the
potential in Asian travel
retail is huge, as unique
designs are right at its
fingertips. “We are a
family business, so we
have the luxury of being
able to take our time if
we need to take time,
but we are certainly
motivated to expand and
ready to move forward,”
Bonelli said.
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Sobha’s speciality scarves,
woven from the highestquality natural Himalayan
cashmere, are a delicate
and unique statement in
style. The popular niche
brand is constantly
upgrading and adapting
its product ranges, and
truly values the individuality of its customers,
offering stunning
embroidered shawls,
knitted scarves and value
items like blankets, and
even creating specialised
scarves at customers’
request, to diversify and
increase variation. “By its
nature the scarf is very
versatile,” said Lauris
Tan, Sobha’s spirited
Director. “It means the
customer has lots of
different things that they

SOBHA
UNWRAPPED

want from our products,
and that enables us to do
more for the consumer.”
The fine textiles brand
has a loyal band of
followers in domestic, and
now seeks to expand into
the travel retail market
with listings in duty free
and inflight in Singapore,
Indonesia, Malaysia
and across Europe. The
brand is in conversation
with Guangzhou Baiyun
Airport, and is investigating opportunities in
Papua New Guinea and
Auckland. “Because we
create bespoke products
for our customers, ours

WRAP-TURE
It was 15 years ago that
passionate Pashma owner
Deepti Kumar launched
her stunningly vibrant
pashmina scarves into
the fashion market. Since
then, their popularity has
flourished, now selling in
40 countries worldwide
from over 1,200 retail
locations, including in 20
airports and onboard 20
international airlines. Eight
store openings in the past
year are a testament to
the luxury textiles brand’s
enduring longevity, and the
brand is now upgrading
its retail spaces, making
considerable expansions at
Changi Airport, where it has
eye-catching standalone

stores in Terminals 1, 2
and 3. With bigger stores
come bigger selections,
and Pashma has newly
developed a ready-to-wear,
a resort wear and a jewellery collection, which is
made of silver and natural
semi-precious stones in
accordance with the brand’s

is a niche market, and
we have only a handful
of competitors in travel
retail,” Tan commented,
“our uniqueness really is
our strength.”
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ethos and has just been
launched at Changi. “We
want to grow the world
over,” Kumar said. “Ours
is a very universal product,
that appeals to everyone,
something that is shown
by the fact that at Changi,
our customers mirror the
diverse flight mix.” Australia
and New Zealand are key in
the brand’s global growth.
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TRAVEL
WITH
STYLE
Tintamar is showcasing its
range of intelligent daily
bags, including its new
line of reversible nylon,
ultra-light Duo Bags. A
handy cross-over bag
and a larger bucket bag
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with shoulder straps have
joined the line. There are
five colours in the latest
line: chocolate/raspberry,
chilli red/pepper, duck
egg/cognac, purple/cumin,
and light pink/cappuccino.
Edith Petit, Tintamar President, explained that the
two colours and the shape
of the bag can be seen
on the packaging. “We
are presenting our Fall/
Winter 2014 collection and
have also been working on

exclusive collections for
airlines,” she added.
Petit also highlighted the
handy Bag&Purse superlight foldaway shopper in
its velvety silicone purse,
which has been joined
by a roomy Globe Trotter
Bag and a backpack to
carry extra souvenirs and
shopping on your travels,
then pack away into a tiny
purse when not in use.
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HERO PRODUCTS

two items are going to be
real hero products. This
is a great event, as we
have the opportunity to
speak to the right people.
We have had back to back
meetings and are going
home happy.”

confident it can build on
that success with new
products launched here
in Singapore. The brand
is showcasing its new
Diva line.
“I think there has been a
lack of innovation in the
confectionery category,
but Diva will occupy an
area of the market that

for expansion in Vietnam,
Pakistan and beyond. “The
show has been a productive
one,” he said, “but we must
not confuse noise with music.
Everything needs to be in
harmony – our margins, our
partnerships – and that will
come after the show.”

our competitors haven’t
ventured into,” said Peter
Zehnder, Head of Division
– Global Duty Free. “Diva
offers the possibility of
cross-category appeal
– it can be stretched to
other categories such
as fragrances, fashion
and alcohol.”
The luxury chocolates
come in a range of
packaging formats, which
have been designed to
work with anything from
champagne to perfume.
“It’s a lifestyle product
and the reactions we have
had here in Singapore
have been very positive,”
said Eva-Maria Maute,
Marketing Manager –
Duty Free.
Lindt has also used
the show to launch its
new Hello and Limited
Edition ranges.
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NICE
ICE
BABY

Lindt & Sprüngli has
doubled its business
in Asian travel retail in
the last five years, and
the Swiss chocolatier is

GOLDEN NOUGAT
With customers more
value conscious and
brand aware than ever,
inherently British skincare
company Nougat London
has learnt the value of
the digital image, and has
created an indispensable
online guide to its brand,

There is also a heavy
emphasis on its range of
gadgets and electronics.
The company’s stand
has been extremely
busy throughout the

SWEET
SUCCESS

circles but lengthen lashes
too. Polaar’s expansion in
travel retail is relentless – it
has experienced growth of
20% since last year, and
opened its first doors in
Tunisia, Estonia, Switzerland
and Lebanon. Asia Pacific
is still a focus for its Polar
explorer founder Daniel
Kurbiel, who has high hopes

with ingredients and
scintillating blogs for
customers to explore.
Nougat London’s physical
image is evolving too,
and has been bolstered
with a huge range of new
products, including a
wealth of new launches in

Thornton’s is expanding its global travel retail business with a range of classic boxed
chocolates, truffles, fudges and fruit filled bars. “We are here to increase brand
awareness for Thornton’s within South East Asia. There is definitely a market for midpriced high quality boxed chocolates, along with our best selling Moments and Melts to
share with family and friends,” said Michael Bull, Sales Executive, Stuart Bull Associates.
“The new ‘No Added Sugar’ range has attracted a lot of interest at the show.”

week. Richard Kennedy,
Group Sales Director,
commented: “The Asian
market is going to be
very critical for us in the
next few years. We have
had a great response to
our new products here
at the show, and I can
already see that one or

Scorpio Worldwide is
focusing on its portfolio
of watch brands here at
TFWA Asia Pacific Exhibition & Conference, as well
as its jewellery portfolio.

When pioneering skincare
creator Polaar introduced
the prototype of its newest
launch in Cannes last year,
it became so popular that
it was out of stock before
it had even hit the market.
When the Genuine Lapland
Cream with three arctic
berries went on sale in
November it became the
brand’s third best seller
in two months, and now,
with new additions of hand
cream and lipbalm, it is the
brand’s leading collection.
Its predecessor as best
seller, the IcyMagic rollerball eye serum, has been
reformulated, to not only do
away with bags and dark

MELTING MOMENTS

its Asia-targeted bubble t
range – travel retail-suited
gift sets of under-100mls
that are hotly anticipated
by its Taiwanese clientele.
Also well suited to its
Asian customers are
the gorgeous packaging
redesigns across the

product range, featuring
beautiful illustrations of
the ingredients within.
“The new tones play to the
prettiness of the brand, but
also indicate what’s inside
the bottle, so if English
is not your first language
you can tell the scent of a
fragrance or components
of a product,” Philippa
Thomas, Brand Development Manager, explained.
Asia Pacific remains a

20 – TFWA DAILY

key market for Nougat
London, which hopes its
growth, will continue into
Korea and India. “Things
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are really starting to
snowball,” Thomas said.
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HIGH-OCTANE SCENTS

Edgy, provocative, and eye-catching,
Mercedes Benz Club is a scent for a new
generation of Mercedes-Benz follower,
targeted at young and dynamic trendsetters. The newest fragrance by MercedesBenz Perfume, presented by INCC, is
being launched for global retail in June,
and is expected to cause a stir among
scent-seeking travellers.
Already well established in the domestic
market, Mercedes Benz Perfume’s
reputation as an innovator in fragrance
has seen it excel in the European and
Latin American travel retail markets, and
for 2014 the brand’s focus rests firmly on

EXHIBITION NEWS

BAGS OF CHARM
Popularity with Chinese consumers and
throughout the travel retail realm has seen
Furla grow exponentially in the channel
over the past two years, with turnover
up 37% in 2013 over 2012. “We now have
some 175 Furla stores and personalised
corners open in major airports globally
and expect to open another 50 or more
new outlets this year. This is an amazing
increase on 2010 when we had just 33
doors open,” explained Gerry Munday,
Global Travel Retail Director of the
deep-rooted Italian designer of striking
luxury bags. In the creation of its collections, Furla considers the needs of Asian
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expansion into Asia Pacific. It has so far
established successful sales in Indonesia, Malaysia and Korea, and is looking
forward to upcoming openings at airports
in Incheon, Narita and Hong Kong, where
consumers share the drive and energy
synonymous with Mercedes-Benz. “The
recent launch of Mercedes-Benz Sport,
the fresh new fragrance for men, was
for our Asian consumers,” said Thibauld
de Vaulchier, INCC Vice President Sales,
“while the new L’EAU Eau de Toilette for
women is also perfect for the market.”
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GLITTERING
LONDON

PEACHY PLANS

IN THE
SPIRIT
Jewellery from Buckley
London and Bouton is
available in 20 duty free
stores across China,
Malaysia and Singapore.
When asked why the
British designs are so
appealing to Asian customers, Neil Thompson, Sales
and Marketing Director
said: “Our strong design,
competitive pricing
and high quality makes
us popular. When we
design, we have the Asian
customer in mind so tailor
the product to appeal to

customers, and is seeing a definite trend
in buying for lifestyle, with fashionable
mini bags popular on the ground in vivid
colours. “A large percentage of lines
bought inflight are for gifting purposes
although lightweight, multifunctional
bags which are convenient for use during
travelling are also popular.”
Asia continues to be the most important
region for Furla, but it is also seeing
growth in the Americas, and many
openings are planned in Europe and the
Middle East.

their tastes. We also reflect
global trends, but find
jade and sapphires are
very popular in Asia, and
the Asian market loves
a European brand from
London.”
Sam McDermind, Brand
Director, reported on
success so far: “We are
looking to reinforce our
relationships here and
find new business opportunities, and it has been a
healthy mix of the two.”
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Victoria Leonova, Head of
Travel Retail Development
at Beluga Vodka said at
TFWA Asia Pacific Exhibition
& Conference that despite
vodka not being the spirit
of choice in Asia, the brand
is very keen to get ahead.
Beluga is in 130 airports
globally in six different continents, but Leonova noted
that even though the beverage is not the most popular
among Asian consumers,
the Russian brand is eager
to tap into the growing trend
towards white spirits in the

region. “We see 10-25% of
purchases come from Asia,
so despite Asia not being
a main market for vodka
it still has much potential,
so we should get ahead.
We have been in Bali duty
free for six months and are
hopeful to complete orders
we have lined up in Kuala
Lumpur and Delhi,” said
Leonova. Beluga hopes that its
lavish packaging will appeal
to an Asian audience: “We do
very nice packaging, and as
Asians have the habit of buying
presents for colleagues and
family, we also have a bottle
which comes with a glass on
sale in Kuala Lumpur duty
free, which makes an attractive gift,” added Leonova.
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Lambretta Watches brought
a slice of Italian summer to
TFWA Asia Pacific Exhibition & Conference with its
range of Gelato watches.
From peachy pastels to
mint greens, the Italian
watch brand has over 22
different designs that all
embody the 60s trend for
fun fashion, and is now
planning to introduce the
brand to Asia.
Christian Hoffmann,
Marketing and Art Director, said: “Asia is the last
territory for us to conquer,
we are already big in the

Middle East and Europe,
so Asia Pacific is the top
priority going forward.”
Each watch comes with a
complimentary lip balm that
matches the ‘flavours’ of
the watches, all inspired by
Italian ice cream flavours.
Rosella Golluscio, Sales
Director, Travel Retail,
commented: “Inflight we
are already strong. We are
listed onboard Philippine
Airlines and Qantas, and we
would like to explore more
opportunities in airports.”
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ITALIAN
HERITAGE
Boggi Milano Business Development
Manager Paolo Selva asserted at TFWA
Asia Pacific Exhibition & Conference that
high street retail has heavily influenced how

the brand has translated into the duty free
market. “We have met with Hong Kong,
Shenzhen, Dubai and Changi travel retailers, following our large high street development this year,” he said. When asked what
it is about the Italian brand than the Asian
consumer finds so appealing, Selva continued: “We are very innovative, they don’t find
anything like this, and they like the fact that
our brand has Italian heritage and Italian

TASTE OF GENEROSITY
Stine Kjaer Lomholt, Brand Director at
Anthon Berg, reported that, though the
brand is already stocked in most Asian

airports, its aim at TFWA Asia Pacific
Exhibition & Conference is to build
new relationships, and renew existing

staff in the stores every business day of the
year – as well as our product and prices.”
Boggi Milano is well established with Delhi
Duty Free, but its focus for the future is to
establish a presence in China. The demure
and sophisticated brand, however, is in
no rush. “I want to introduce the company
slowly but surely to the Asian market.”
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Amy Hanna
ones. The Danish chocolate company
is also launching its Generous Box in
Singapore – available in dark and milk
varieties, with sweet terms of endearment in the style of old-fashioned Love
Hearts sweets etched on the individual
wrappers. Lomholt explained the inspiration behind them: “Because you can
never be too generous, and generosity
is a massive trend globally, which we
are tapping into as doing something
generous brings something good back in
return.” On appealing to the Asia Pacific
market, Lomholt revealed that Anthon
Berg is paying particular attention to
the product’s packaging. “We like to use
gold, because it is attractive and popular
with the Asian market, and inside the
box is rich with assortment, which we
know Asians like. The golden sleeve was
created especially for the Chinese New
Year and features our best selling liqueur
chocolates and cocktail liqueurs.”
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WiT SUCCESS
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At the WiT (Women in Travel) meeting held on Monday, it was disclosed
that last year’s efforts to raise money for Hong Kong-based NGO A Drop
of Life were a resounding success. A total of HK$520,000 was raised.
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