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PEOPLE NEWS
Francesco Trapani, having 
successfully led the integration of 
Bulgari within LVMH, is stepping 
down as the head of LVMH’s 
Watches and Jewelry division, 
effective March 1. He becomes an 
adviser to the Chairman, on jew-
elry matters, and remains a Direc-
tor on the Board of LVMH. 
The Group’s jewelry Maisons 
(Bulgari, Chaumet, Fred and De 
Beers) will now report to Toni 
Belloni, LVMH Group Managing 
Director. Jean-Claude Biver, 
currently President of Hublot, will 
also take responsibility for the 
other watch brands TAG Heuer 
and Zenith. 

Patricia Abergel is the new Gen-
eral Manager of Clarins Group’s 
Miami office in charge of Latin 
America and Travel Retail. She 
will be in Orlando with the Clarins 
team at the Clarins stand, #1717. 
 
Tatiana Lucio-Pradilla, formerly 
with Beaute Prestige International 
and Bulgari, has joined Coty as 
Trade Marketing Manager.  
 
Thania Vazquez has joined Reba 
Americas LLC as area manager 
for the Caribbean. 

Orlando Bajos, CEO of Reba 
Americas says that Vazquez, 
former sr area manager for the 
Caribbean at Essence-Corp., with 
2+ decades of experience in the 
region, comes to Reba at a very 
opportune time when Reba has 
obtained several great brands such 
as the highly waited Pitbull and 
JAY Z [Ed. Note: from Parlux]. 

“[We] see Thania’s appointment 
as key to the development of all of 
our brands in the Caribbean, which 
also include: Travalo, Kenneth 
Cole, Kim Kardashian, Tommy 
Bahama, Selena Gomez, Adam 
Levine, Patou.. and more to come!” 
said Bajos. 

Reba Americas is exhibiting 
at IAADFS, Booth #2401. 

 Contact Vazquez at  
thaniav@rebaamericas.com  
 

CTO Caribbean State of the Industry Report:  

Visitor expenditures up but overall arrivals down 
Visitor expenditure in the 

Caribbean outpaced visitor arrivals 
for the first time in three years in 
2013, reported the Caribbean 
Tourism Organization last week 
during the annual State of the 
Industry Report. 

Visitors to the Caribbean spent 
an estimated US$28.1 billion in 
2013, up 2.3% over 2012. Spend 
was fueled by the accommodation 
sector which recorded a 7.5% rise 
in room revenues, according to 
CTO chairman and commissioner 
of tourism for the USVI, Beverly 
Nicholson-Doty.  

Quoting figures from Smith 
Travel Research, a U.S. company 
that tracks supply and demand data 
for the hotel industry, Nicholson-
Doty said that the three main 
indicators for the accommodation 
sector – room rates, revenue per 
available room and occupancy – all 
showed positive signs of growth in 
2013. 

While the overall growth rate 
for tourism arrivals showed a 
slowdown in 2013 - the 1.8% rise 
in arrivals was a lot slower than the 
4.9% rise reported in 2012, the 
Caribbean nevertheless welcomed 
more than 25 million stayover 
visitors last year, up from 24.6 
million in 2012, she said at a news 
conference to deliver the 2013 
tourism numbers compiled by the 
research division of the CTO.   

Nicholson-Doty especially 
pointed to dramatic rises in visitor 
arrivals from South America and 
travel within the region as evidence 
that the Caribbean’s tourism indus-
try is showing signs of progress. 

South Americans are coming to 
the Caribbean in record numbers, 
she said, along with a record num-
ber of Caribbean residents traveling 
within the region for tourism 
purposes, “despite transportation 
challenges.”  

An estimated 1.5 million tourists 
from South America visited the 
Caribbean last year, up 13% over 
2012 and 70% higher than the 

 

ACI: Passenger Traffic Ends the Year Strong  
Global passenger traffic ended the year strong with year-over-year 

growth of over 6% for the month of December--the month with the 
highest growth over a twelve month period. Both international and 
domestic traffic performed above the annualized average achieving 
growth rates of 6.6% and 6.2% respectively. For the year as a whole, 
2013 saw passenger traffic increase by 4%.  

ACI points out that this growth in air travel occurs in a year that was 
riddled with economic challenges ranging from the cyclical slowdown in 
emerging markets to the lingering economic uncertainties in the euro 
area and the United States.  
      

Latin America-Caribbean: The Latin American-Caribbean region 
experienced one of the highest growth rates in passenger traffic in 
December. With gains of over 10% for the region in December, the 
increases in traffic are largely attributed to Brazil’s burgeoning domestic 
market. In particular, the three major Brazilian airports of Sao Paulo 
(GRU and CGH) and Brasilia (BSB) all experienced double digit gains 
of 19.3%, 12.8% and 35.3% respectively in December. Traffic was up 
4.8% for the year.  
    North America: While growth in North America remains at relatively 
modest levels, it was a banner month for passenger traffic with a growth 
of 6.6% for the month of December, says ACI. Year-over-year growth 
for 2013 was 1.3%.  
 
Other regions: The Asia-Pacific airports were +6.4% for December, and 
up 7% for the year. Europe ended the year with traffic + 5.3% in 
December, and up 2.6% for the year. The Middle East traffic was up 
+10% for December and for the year. African passenger traffic ended the 
year down slightly by 0.6% in 2013. 

859,000 who visited in 2009.  
     Meanwhile, travel among 
Caribbean destinations grew by 
2.1% in 2013, with an estimated 
1.6 million Caribbean people 
traveling for touristic purposes.  
 
USA remains buoyant  

The US market continued its 
recovery, with arrivals up nearly 
three percent. The US continues 
to be the Caribbean’s core market, 
accounting for nearly half of the 
total traffic to the region. But the 
other key traditional source 
markets such as Canada, the UK 
and Continental Europe have been 
contributing fewer stay-over 
arrivals than before.  

Canadian tourism arrivals were 
flat, with a marginal rise of 0.7%, 
the lowest year-over-year growth 

in this market since 1997.  
     Most Canadians went to the 
Dominican Republic, according to 
the CTO. 

Cruise passenger visits were up 
2.7% to 21.8 million, however. 

“The Caribbean anticipates an 
improved performance in 2014,” 
said Nicholson-Doty. “It’s 
generally expected that global 
economies will perform better in 
2014, with the IMF predicting one 
percent growth across Europe and 
2.8% in the US. The demand for 
travel, therefore, will remain 
buoyant. As a result, tourist 
arrivals to the Caribbean are 
expected to rise between two and 
three percent in 2014.” 

Cruise arrivals, she added, are 
likely to rise by about three percent 
in 2014. 
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Hot pro makeup brand NYX to debut in travel retail at 
Orlando Duty Free Show, partners with IBBI for region 

 

De Volontat to launch innovative 
Corioliss hair beauty tools in TR   

Arnaud de Volontat, whose duty free career has 
spanned Longchamp and Estée Lauder Travel Retailing 
has opened his own company, ALTIMETRE LLC, and 
will be exhibiting at the IAADFS Duty Free Show, 
representing the Corioliss brand of high tech hair beauty 
products.  

“We are extremely happy and very proud to 
introduce, for the first time in the Travel Retail Industry, 
a revolutionary product that has yet to find a true 
competitor to match its distinctive and state-of-the-art 
product line,” de Volontat tells TMI.  

Corioliss is now present in 50 countries, says de 
Volontat.  

“It is #1 all across Europe. It has been recently 
introduced in the USA and has already had record sales 
with HSN (Home Shopping Network), and Sephora has 
chosen Corioliss for its private label products.  

“In Travel Retail, some of the biggest retailers have 
already shown their support and trust in our products 
and have had them in their stores since last year,” he 
adds.  
     “We will be attending the Orlando Duty Free Show 
this year for the first time as exhibitor showing this very 
innovative product and bringing to the Travel consumer 
a new and very exciting experience.” 

To make an appointment to see the innovative 
Corioliss hair beauty portfolio, contact de Volontat at 
adv@corioliss.com. The products will be on display in 
Atrium B near Desigual.  

TFWA relocates headquarters  
TFWA is moving to larger premises at 23-25, rue de Berri in Paris (75008) at the end 

of February. The Association says that the new offices at rue de Berri in Paris will 
accommodate all the executive staff, including commercial, marketing, membership, 
finance, conference, research, IT and administrative functions.  

The TFWA now has 17 permanent staff members, up from 8 when it moved into the 
present location in 1996. Phone, fax and email remain the same at Tel: +33 (0)1 40 74 09 
86, Fax: +33 (0)1 40 74 09 85, contact@tfwa.com 

 
Cannes Schedule Update; show moves to  
beginning of October for 2016 and 2017. 

TFWA has also announced that the annual World 
Exhibition & Conference, the major event for the 
duty free and travel retail industry, will continue 
to be staged in the Palais des Festivals et des 
Congrès in Cannes, France for at least the next 
three years. 
     For 2016 and 2017, however, the date of the 
event will be moved to the first week in October, a 
change that TFWA reports was made due to 
member and delegate request.  
     As a result, the Cannes schedule for 2014-2017 
is: Oct. 26-31, 2014; Oct. 19-23, 2015; Oct. 3-7, 
2016; and Oct. 2-6, 2017.  

 

Young and dynamic color cosmetic 
brand NYX Cosmetics will debut into the 
travel retail channel at the IAADFS Duty 
Free Show, partnering with International 
Brand Builders (IBBI) for the Americas TR 
representation.  

The brand – which has been designated 
by many as the fastest growing color 
cosmetic brand in the world and was 
recently awarded the Cosmetic Brand of 
the Year by WWD (Women’s Wear Daily) 
– will be presented by Jeffrey Ten, NYX 
Vice President Int’l Business Development, 
a familiar face in the duty free industry, 
working with IBBI founder Katherine 
Sleipnes.  

“I am thrilled to represent such a trendy 
line with plenty of potential in today’s TR 
sector,” Sleipnes tells TMI. IBBI has 
brought in Astrid Amoriggi Steinhaeuser, 
who worked with Sleipnes at P&G for 
several years, as NYX brand manager 
and to help grow the agency by adding 
Cosmetics to its current portfolio of 
Buckley London, Attwood & Sawyer and 
BOUTON Jewelry. 

NYX Cosmetics, named after the  

ancient Greek goddess who ruled the night, 
uniquely offers an extensive line (+2000 
SKUs) of innovative, professional and 
specialty items at an attractive price point.  

“The NYX brand is one of the top five 
most visible cosmetic brands in the leading 
social media platforms and is known 
globally by celebrated makeup artists, 
beauty vloggers and bloggers,” says Ten, 
of the professional make up brand, with its 
high quality and accessible pricing.   

“We feel it is time to enter this channel 
as we have already built many international 
local markets. We are of course strong in 
the US but we also sell in over 60 
countries. In the Americas we are in 
Canada, Mexico, Brazil, Colombia, Peru 
(April), Chile (April), and Ecuador (July). 
In Europe we are strong in Germany, 
Spain, Switzerland, France (March), and 
the U.K (recently launched). We also are 
building our business in Asia with Sephora 
and other department stores,” he says. 

Jeffrey Ten will be showing NYX Los 
Angeles in Orlando, along with Katherine 
Hong, NYX Marketing Manager Travel 
Retail, at Stand, #2519. 

 



TAG Heuer expands its retail presence in region; 
opens boutiques in NY and USVI 
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TAG Heuer has opened its first 
boutique in the US Virgin Islands, 
in conjunction with the new Little 
Switzerland store inaugurated last 
week on Main Street in St Thomas.  

“Taking inspiration from the 
landmark design of the TAG Heuer 
360° Museum in Switzerland, this 
new boutique concept is the epito-
me of the luxury watchmaking 
culture,” says the official company 
announcement.  

The gala inauguration on Feb. 7 
was attended by Henri Monti, 
Regional Sales Director and Elodie 
Thellier, Sales Manager for  

 

  Benefiting from its strategy of constant 
global expansion, and with healthy growth 
from travel retail, Italian premium lifestyle 
brand Furla closed 2013 with a turnover of 
228 million euros, up +7% (+14.4% in 
constant exchange rates). The overall 
increase recorded in the last three years was 
+ 45%, says the company.  

In the two-year period 2012/2013, the 
company has been intensively involved in 
the renewal of existing outlets as well as 
new openings: in total, 167 retail initiatives 
have been completed, including 97 in 2013 
(51 new openings and 46 renewals) and 70 
in 2012 (13 new openings and 57 renewals). 
The geographical revenue breakdown 
confirms the strong international vocation of 
the company: 24% Italy (with an increase of 
+8% compared to 2012) and 76% abroad, 
broken down as follows: 30% EMEA, 23% 
Japan (at constant exchange rates the 
Japanese market has a very positive trend 
with growth since 2010 to date of + 50%),  
14% APAC and 9% USA. 

The 15 cities worldwide with the highest 
business potential, which constitute the 
“modern Silk Route traveled by Furla,” 

AT THE POINT OF SALE 

Furla reports 2013 turnover + 7%; +45% in the last 3 years 

LVMH Watch and Jewelry 
Caribbean and Latin America, who 
joined Hal Taylor, CEO of Little 
Switzerland, alongside USVI 
Governor John P. de Jongh, Jr. and 
Senator Tregenza Roach for the 
ribbon cutting ceremony on Feb. 7. 
     This new store in St. Thomas 
marks TAG Heuer’s 8th Boutique in 
the Caribbean after St Maarten, 
Aruba, Cayman, Cozumel, 
Barbados, Bahamas and Cancun, 
and showcases the new boutique 
concept that fuses traditional watch-
making culture and the avant-garde 
design of the new era. 

Meanwhile, on NY’s Fifth Ave… 
     The St. Thomas boutique open-
ing follows just a week after the 
renowned watch brand opened its 
newest flagship boutique on New 
York’s Fifth Avenue on Jan. 29.  
     The gala celebration was hosted 
by TAG Heuer’s Global CEO and 
President, Stephane Linder and 
TAG Heuer brand ambassador and 
Hollywood icon Cameron Diaz, 
with a cocktail reception following 
at the Museum of Modern Art 

 

across the street from the boutique. 
     “New York City is the epicenter 
of culture, entertainment and 
fashion, a perfect city to open a 
TAG Heuer boutique,” said Linder 
during his welcoming remarks to  
guests. 

TAG Heuer now has three retail 
destinations in Paris and new flag-
ships set to open in London, Milan, 
Madrid, San Francisco, Los Ange-
les, Honolulu, Macau, Singapore 
and Beijing.  
 

LVMH Watch & Jewelry CLA’s Elodie Thellier at the ribbon cutting 
officially opening the new TAG Heuer Boutique at Little Switzerland’s 
new store on Main Street in St. Thomas on Feb. 7, 2014. 

TAG Heuer’s 
Global CEO and 
President, 
Stephane Linder 
and TAG Heuer 
brand ambassador 
and Hollywood 
icon Cameron 
Diaz, officially 
open the new TAG 
Heuer Boutique in 
NYC on Jan. 29. 

generate 1/3 of the company's turnover: 
London, Paris, Milan, Venice, Florence, 
Rome, Moscow, Dubai, Singapore, Hong 
Kong, Shanghai, Beijing, Tokyo, Honolulu 
and New York. 

Travel Retail is also growing, with an 
increase in turnover from 2012 to 2013 of 
+37%, linked to an increasingly incisive 
presence in major airports: from 33 doors in 
2010 to the current 175 in 44 different 
countries.  

Furla is today present in 100 countries, 
with a widespread distribution network of 
344 mono-brand stores, of which 164 are 
directly managed and generate 59% of 
turnover, plus 180 franchised shops.  

The company also has  
 widespread  
 presence in  
 more than  
 1100 multi- 
 brand outlets  
 and depart- 
 ment stores.  
  
 Furla’s icon 
 Bag  



Heineken fetes crew of NCL’s new Getaway … 
Carlos Candeias, Global Account 

Manager Heineken Duty Free explains:       
“We’re passionate that Norwegian 

guests enjoy the best possible interaction 
with the Heineken brand and our larger 
portfolio. Together with Norwegian and 
Red Bull, we decided to throw a party for 
the crew … bringing them closer to the 
brand … and engaging them with our latest 
bottle technology - the STR UV glow in 
the dark bottle - perfectly suited to a party 
atmosphere, whether it's in early January in 
North Europe or on a Caribbean cruise. For 
us, the crew are essential front-line partners 
in ensuring our shared customer has the 
best possible drinking experience and that 
the essential rituals of the Heineken brand 
are perfectly presented every time.” 
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Tyko Travel Retail appoints 
Worldclassbrands as Americas agent 
Tyko Travel Retail has appointed  
Worldclassbrands as its official  
travel retail agent for the Americas.  
WCB will be showcasing Tyko’s  
portfolio of travel lifestyle brands in 
Orlando  (booth 730) including its  
range of Breo watches and sun- 
glasses, One Tribe watches and Hippie Chic watches and 
bracelet sets.  

Tyko Director Global Travel Retail Martin Lovatt has 
worked with Lenny Di Cristofano and his team at WCB 
previously “[I] have first-hand experience of their absolute 
professionalism, dedication and expertise within the market.  
They will initially be focusing on inflight sales for Breo – 
particularly the new Energy, Bag Buddy, and Twilight 
(Classic & Curve) ranges, along with the Hippie Chic Watch 
and Bracelet set and One Tribe collection.  

“All of these will be exclusive to travel retail within the 
Americas market as we are not present on the domestic 
market in the region.” 

While Tyko has a strong distribution presence within 
Europe, the Middle East and Asia, the company felt that its 
move into the Americas would be better served by using a 
local expert. 

WCB President Lenny Di Cristofano adds: “Tyko Travel 
Retail’s product range is perfect for the travel retail sector in 
the Americas, both inflight and on the ground, combining 
innovation with style, fashion and fun. 

In addition to inflight, WCB will be looking to develop the 
ground store business for Tyko using a new Breo self-select 
concept.  

Heineken Global Duty Free started the 
year with a highly creative brand engage-
ment initiative with Norwegian Cruise 
Lines and the crew from the Norwegian 
Getaway. On January 5, ahead of its 
maiden launch from Rotterdam to New 
York, Heineken and Red Bull invited about 
1,300 crew members to a private party 
featuring two of Europe's top DJs.  
     The Getaway, which home ports year-
round in Miami, began sailing an Eastern 
Caribbean schedule in February. The ship 
has a major focus on entertainment with a 
wide range of bars and restaurants, which 
allowed Heineken to step up its interaction 
with on-board bartenders and hospitality 
personnel with the strategic intention of 
creating brand ambassadors and developing 
advocacy. 
 

For inquiries contact exclusive agent 
Unique Luxury Goods LLC at lola.perez@uniquelg.com 

NEWS BRIEFS

LVMH changes corporate legal status 
The Board of Directors of LVMH Moet 

Hennessy Louis Vuitton have agreed to alter 
the legal status of the Company from that of a 
French Public Limited Company ("société 
anonyme") to that of a European Company. 

The Board noted that this transition has 
already been made by several major Euro-
pean groups and agreed that the status of 
European Company better reflects the 
European and International scope of the 
LVMH Group. 

LVMH’s non-French European brands 
include Loewe, Fendi, Pucci, Acqua di Par-
ma, Tag Heuer, Zenith Hublot, Bulgari and 
Loro Piana. 

The proposed statutory change will be 
submitted to shareholders at the Annual 
General Meeting on April 10, 2014. 
 
Victorinox wins design award 
The Victorinox Spectra 2.0 Dual-Access 
Extra-Capacity Carry-On has been chosen the 
winner of the 2014 Travel+Leisure Design 
Award for Best Luggage.  “This is a huge 
accomplishment and a major win for Victor-
inox Travel Gear!” says Marcos Zobel, 
Victorinox Regional Director for Latam, Car-
ibbean & Travel Retail. The Victorinox travel 
gear can be seen at the IAADFS Duty Free 
Show at booths 227, 326. 

Marcolin signs Zegna Group 
Marcolin Group adds a marquis 

brand to its portfolio with the 
signing of a 10-year licensing 
agreement with Ermenegildo 
Zegna Group for the worldwide 
production and distribution of 
sunglasses and eyeglasses for the 
brands Ermenegildo Zegna and 
AGNONA.   

The agreement marks the 
official debut of AGNONA –since 
January 2013 under the creative 
direction of Stefano Pilati – in the 
luxury eyewear segment, creating a 
synergy with the other product 
categories.The first collections are 
expected for January 2015. 

 
Shiseido sells Carita to 
L’Oréal 

Japan's Shiseido Co Ltd. an- 
nounced that it has signed a deal to 
sell skincare brands Decleor and 
Carita to L'Oreal SA for about 230 
million euros ($316.3 million), 
according to local media reports. 
The two companies had been in 
exclusive talks for the transaction 
since last October. 

… and expands Americas & cruise markets portfolio with 
Amstel Radler and Monteith’s 
Heineken GDF & TR has expanded its Beers of the World portfolio in the Americas and 
Cruise markets with two new drinks: Amstel Radler, a lighter Amstel beer, blended with 
natural lemon juice; and Monteith's craft beers, from New Zealand, which launches in the 
Americas and the Cruise market with a range of 4 beers presented in 33cl bottles. From 
March 1, 2014, both brands are available for cruise, ferries, and border stores alongside 
domestic market launches in Northern Europe and the UK 
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ESSENCE CORP.
Has an immediate opening for an  

Area Manager 
based in South America. 

Willing to travel 50% - 60%  
of the time. Area: Local Markets, South 
America. Extensive follow up of local 

distributors for Fragrances and 
Cosmetic brands. 

Must have minimum 3 years in the 
cosmetic and perfume Business 
(Local Market or Travel Retail). 
Fluent in English and Spanish 

both written and oral. 
Portuguese considered a plus. 

Advanced MS Office 
(Word, Excel, Power-Point) 

and Outlook skills. 
Strong organizational skills, 

self-motivated  and sales driven. 
 

Clarins Division: 
International Trainer. 

based in Miami 
and willing to travel 50% of the 

time. Must have min of 3 years of 
experience within the luxury brand 

industry; and be organized, dynamic 
and self-motivated with Strong sales 
skills and proficiency in Excel, Word, 

PowerPoint and other MS Office 
applications. 

Fluent in English and Spanish both 
written and oral. 

 
Please send resumes to 

    musallan@essence-corp.com 

Gucci Watches & Jewelry 
Has an opening for an 

 Account Executive 
For Latin America/Caribbean 

The position, based in Miami, 
reports to Regional Sales Director. 
 Hands-on merchandising/training/ 

Point of Sale intense, 
plus execution of product 

launches, 
report gathering, working with 

team on forecasting and ordering, 
Trunk shows on island and 

onboard cruise ships, and more. 
Regional Territory:  

Latin America Local and  
Duty Free Market; 

Caribbean Local and 
Duty Free Market  

Skills Set required: 
Fluent in English & Spanish 

Excellent Communicator/Presenter 
Detail Oriented with Excellent 

organizational skills 
Self-motivated, Independent 

Professional – Strong Presence 
Ability to travel 40-60% of time to 

territory; Ability to work some 
weekends 

Please send resumes & cover letter 
to Samuel.herrero@us.gucci.com 

EMPLOYMENT  
OPPORTUNITIES 

BEAUTE PRESTIGE 
INTERNATIONAL, Inc. (BPI)  
has an immediate opening for a  

Travel Retail 
Supervisor/Account Executive 

for Central/South America 
(based in Panama)  

Ideal candidate will have a 
minimum of 2-3 years experience 
in the Travel Retail and/or luxury 
goods industry.  Responsibilities 

include developing sell-out figures 
through recruitment and 

supervision of salespeople, 
implementation of the brands 
merchandising and promotion 

guidelines.  Experience in retail 
sales is a plus.   

Must be fluent in English and 
Spanish. 40-50% travel.  

 
Please submit resumes to  
gcamplani@bpi-sa.com  

BEAUTE PRESTIGE 
INTERNATIONAL 

is seeking an 
Area Sales Manager – 

Local Markets based in  
South America.   

Responsibilities include market 
development, implementing 

business strategies, managing 
sales budget, resources and 

investments; building and growing 
strong account relationships with 
distributors/wholesalers; ensuring 
stock adequacy by proper sales 
forecasting; negotiating space 

opportunities; ensuring compliance 
with company’s systems & 

processes.  
Bachelor Degree in Business 3-5 
years experience in luxury goods 

industry Excellent verbal and 
written communication skills 

(English and Spanish). Strong 
ability in developing and leading a 

team Strong knowledge of 
Microsoft Office programs.  

 
Please send resumes to:   
gcamplani@bpi-sa.com   
(Re:  Area Mgr So. Am.) 

Bacardi launches 2014 Cruise 
Competition with new focus  

Bacardi Global Travel Retail 
has announced the launch of 
the 2014 Bacardi Cruise Competi-
tion, now in its ninth year.    

In a change to the previous 
format, the 2014 competition does 
not feature a culinary aspect; 
instead it is devoted to the ‘Inspired 
Cocktail’ and focuses 100% on the 
skills of bartenders and their 
creativity in using the Bacardi 
family of brands -- including Grey 
Goose vodkas, Bombay Sapphire 
gins and Dewar’s blended Scotch 
whisky -- to develop their own 
signature cocktails. Their challenge 
of the competition is to reflect how 
travel has inspired their personal 
style of cocktail making. 

In September one ultimate 
winner will be crowned 2014 
Bacardi Cruise Competition 
Bartender of the Year at the finals 
in Miami, with a personal prize of 
$5000. The winner will also be 
invited by Bacardi to attend a range 
of events and brand experiences to 
aid in his/hers professional devel-
opment. 

Zachary Sulkes, Regional 
Manager Bacardi Travel Retail 
Americas, explains the strategic 
focus for 2014: “The art of the 
cocktail is the ultimate creative 
expression of our brands – it’s also 
an integral element of Bacardi’s 
remarkable history - and we are 
delighted to bring an elevated focus 
to the professionalism of the 
bartender. 

“Each year the standard goes 
from strength to strength and we 
see this as a key indicator of the 
continual improvement in the 
onboard guest experience. The 
world-class caliber of entrants 
raises the bar for the levels of 
professionalism expected onboard 
and focuses on the importance of 
the bartender as an absolutely key 
contributor to the guest experience.  

“We are grateful for the 
continuing input and enthusiasm of 
our cruise line partners in the 
Bacardi Cruise Competition and we 
look forward to sharing with them 
in an even more influential event in 
2014.” 

The competition will be judged 
by a panel of mixologists, Bacardi 
Global Brand Ambassadors and 
cruise industry executives. 

The final 25 semi-finalist 
recipes will be hosted 
on http://www.cruisecritic.com - a 
leading consumer website for 
cruise lovers – between early June 
and mid-July and, for the first time, 
the public will be able to vote for 
their favorite.  
During this time bartenders will be 
able to download a personalized 
toolkit to display on their bar and 
to engage their customers with 
details of the competition and  

encourage votes. 
In September the finals will be 

held in Miami where all 6 finalists 
compete to be crowned 2014 
Bacardi Cruise Competition 
Bartender of the Year. 

Entries opened on February 18, 
2014 by logging onto http://www. 
bacardicruisecompetition.com - 
part of an enhanced communi-
cation program for the competition 
where entrants can complete the 
online entry form, find advice and 
inspiration to develop their 
ultimate cocktail.  

Adri Ford of Carnival 
Cruise Lines, the winner 
of the Bacardi Cruise 
Competition Bartender 
of the Year in both 2012 
and 2013 
 


