
with a very successful pop-up shop 
in London’s Heathrow Airport. The 
brand is sold in more than 260 
stores in more than 75 countries. 

Tumi will showcase its latest 
travel and lifestyle accessories 
collections in Cannes at stand 
RG14 Riviera Village. 
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Going to Cannes?
To celebrate the Tax Free World 
Association’s 30th anniversary, 
Nice Côte d’Azur Airport, in part-
nership with duty free operator 
AELIA, is treating TFWA atten-
dees passing through the airport to 
a glass of champagne.  
     Cannes guests are welcome 
on Saturday, Oct. 25 & Sunday, 
Oct. 26 at the Baggage Claim on 
Terminal 1 &2 for a sparkling 
arrival! 
  
 
 

Dufry wins Nairobi airport 
contract 

Dufry officially announced 
today that it has been awarded a 
10-year duty free concession at 
Nairobi’s Jomo Kenyatta Inter-
national Airport. 

The agreement for the devel-
opment and management of Duty 
Free Retail Services under a single 
master license was signed with 
Kenya Airports Authority (KAA) 
and includes 751 sq meters of 
retail space.  

The commercial area will be 
located at Departures in the newly 
opened Terminal 1A. Dufry says 
that the new retail space will allow 
it to offer a comprehensive range 
of products, and offer its clients a 
unique shopping exper-ience with 
additional international and local 
bestselling brands especially in the 
tobacco, spirits, fine food, perfume 
& cosmetics, fashion and 
accessories assortment.  

A major hub for Africa, the 
airport welcomed a total of 6 
million passengers in 2013. 
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DOC forecasts record tourism to U.S. over next 5 years  

South American Duty Free 
Association ASUTIL has 
announced that it will be holding 
the Second Border Meeting on 
Wednesday, Nov. 12, 2014 at 
the Rivera Casino & Resort in 
Rivera, Uruguay. 

ASUTIL has again joined with 
the Cámara de Empresarios de Free 
Shops del Uruguay (CEFSU) to 
organize and host the meeting. 
Both organizations “are joined 
together by a common interest 
which is to support, promote and 
develop this flourishing market and 
which we hope will be a key 
growth factor for the country and 
the region.” 

This year’s theme “Facing New 
Challenges,” will feature the parti- 

The U.S. Department of Com-
merce projects that international 
travel to the United States will 
reach a record 88.3 million 
visitors in five years. This 
represents a 27% increase and 
more than 18 million additional 
visitors compared to 2013.  

The latest forecast results in 
a compound annual growth rate 
of 4.0%. 

Five countries are expected 
to account for 72% of the pro-
jected growth from 2013-2019: 
Mexico (30% of expected total 
growth), Canada (17%), China 
(17%), Brazil (5%), and the 
U.K. (3%).  

All but two top 20 visitor 
origin countries are forecast to 
grow between 2013 and 2019. 
Countries with the largest total 
growth percentages are China- 
172%, Colombia - 72%, India -
47%, Brazil - 43%, and Mexico 
- 38%.  

Visitor volume in 2014 is 
expected to increase 5.9% to  

cipation of national and regional 
authorities, together with leading 
professionals in economic matters 
from Argentina, Brazil and 
Uruguay, in a full day of meetings 
running for 8 am to 6 pm. 

Online registration is now open. 
To register or for more information 
please log onto 
http://encuentrodefronteras.com.uy. 
After the payment is made, you 
will be able to book a room at the 
Rivera Casino & Resort.  

This reservation may be made 
only by sending the hotel booking 
form to reservas@riveracasino 
resort.com. You will be able to 
download it from the email you 
will receive with the confirmation 
of your registration. 

South American Duty Free 
Association  
ASUTIL 

announces that the 2015 
Conference 

will take place in 
Panama City, Panama 

June 3 – June 6 
Hotel details to come. 

Tumi opens airport store at New York LGA
Premium travel accessories 

company TUMI has announced the 
opening of a travel retail store in 
the landside retail area of Terminal 
B at New York’s LaGuardia 
Airport.  

This marks Tumi’s 40th travel 
retail location, says the company. 

The newest Tumi outpost is a 
1,200 sqf space, designed using the 
company’s distinctive white and 
ebony color scheme with signature 
red accents. The store will feature a 
wide array of travel, business and 
lifestyle collections. The store also 
features a prominent window 
display featuring the company’s 
new premium collection, CFX. 
Tumi’s debut at LaGuardia follows 
its recent openings in Tokyo Han-
eda Airport in September, New 
York JFK Terminal 4 in August, 

August, as well as other key airport 
and downtown duty free locations 
in Kuala Lumpur, Singapore 
Changi, Kaohsiung and Kinmen in 
Taiwan, Changsha Huanghua, 
Haitang Bay and Haikou in China. 
In the spring of 2014, Tumi 
expanded its European presence  

ASUTIL announces 2nd Border Conference

73.9 million. This growth would 
build on the 4.7% (revised)  
increase in arrivals in 2013, 
which totaled a record 69.8 mil- 

lion visitors. Visitor volume is 
estimated to grow between 3.3% 
and 5.9% between now and 2019, 
says the DOC.  
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Edrington and Beam to end their Maxxium TR JV 

Edrington and Beam Suntory have 
announced that the companies plan to 
end their Maxxium Travel Retail joint 
venture as of April 1, 2015. At the 
same time, the two companies will also 
expand their joint distribution portfolio 
in several key European markets. 

Beam Suntory and Edrington have 
recently formed global travel retail 
divisions, and this change will allow 
both companies to better integrate their 
European operations into their global 
businesses, and consequently manage 
customer relationships around the 
world more effectively. 

Both companies will continue their 
relationships and investment behind the 
brands during the transition period, to 
prevent any disruption in service to 
customers, says the announcement. 

Beam Suntory also announces today 
that its legacy Suntory brands, 
including the Morrison Bowmore 
single malt Scotch whiskies and its 
range of Japanese whiskies, will join 
the Maxxium portfolio in the domestic 
markets of Spain, Russia and the UK, 

further strengthening Maxxium’s 
leading portfolio of premium spirit 
brands. 

In a simultaneous move, Beam 
Suntory’s Morrison Bowmore single 
malts and its Japanese whiskies will be 
distributed by Edrington in the Nordics.  

 
Maxxium Travel Retail is currently 

the third largest spirits supplier in 
European travel retail and has delivered 
significant growth during its five year 
history. It is anticipated that each 
company will create an independent 
distribution business for the travel 
retail channel. 

*    *     * 
Edrington, which is owned by a 

charitable trust, The Robertson Trust, 
recently announced the creation of a 
global duty free division based in 
Singapore under the leadership of 
Tellis Baroutsis, formerly managing 
director of Edrington’s Nordic and 
Central European business. Edrington 
donated over £15m million to a variety 
of charitable causes last year. 

Beam Suntory names new MD of  
“strategically important” Global TR 

Beam Suntory has named David Wilson as managing 
director of Global Travel Retail. Wilson took up his new 
position Oct. 1, reporting to Albert Baladi, president of 
Beam Suntory’s Europe/Middle East/Africa (EMEA) 
region. 

 The announcement follows a strategic review of the 
global travel retail market segment by Beam Suntory 
leadership, which has resulted in a sharpened focus on 
developing and growing this dynamic and strategically 
important channel. 

 “Beam Suntory is now the No. 3 spirits company in the 
world, with an advantaged portfolio in key categories and 
an unmatched global premium whiskeys portfolio,” Baladi 
said. “We are committed to investing and growing our 
brands in the strategic travel retail channel. David brings 
proven leadership skills and expertise in premium brand 
building on a global stage, which will add real value to 
developing our vision.” 

 Wilson most recently was sales and marketing director 
of Morrison Bowmore Distillers (MBD), now part of the 
Beam Suntory family. David served in that position for the 
last five years, leading the strategic repositioning and 
strong growth of MBD’s single malt portfolio. 
 

Pernod Ricard returns to growth in 1Q 14/15 
Pernod Ricard reports that sales for 

the first quarter of 2014/15 returned to 
positive numbers, reachng € 2,037 
million, and representing organic 
growth of +2%. Highlights of the 
report showed a gradual improvement 
of +4% in Asia-Rest of World; a 
mixed performance in Europe  
resulting in -1% decline in overall 
sales, and continued growth in the 
Americas +3%.  

Pernod Ricard’s Top 14 returned to 
growth of +2%. Its 18 Key Local 
Brands (+7%) reported very good 
growth driven by Indian whiskies.  

Total reported growth was +1% 
due to a slightly unfavorable foreign 
exchange effect over the period, said 
the company.  

Travel Retail generally performed 
very well. In Asia-Rest of World, 
Travel Retail posted double-digit 
growth, driven by Martell and the 
whiskey portfolio, said the company 
in its presentation to analysts.  
 

In Europe, Travel Retail sales 
declined, and were adversely affected 
in particular by the Ukranian crisis, 
which resulted in lower passenger 
numbers.  

Alexandre Ricard, Deputy Chief 
Executive Officer and Chief 
Operating Officer, estimates that 
organic growth for the year in profit 
from recurring operations will be 
between +1% and +3%. comments: 
“For the full financial year we 
anticipate a gradual improvement in 
sales, in an environment that will 
remain difficult.  
We plan to  
increase  
investment  
behind our  
priority  
brands and  
innovations,”  
he said.  
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Hour Passion, the multi-brand retail 
arm of the Swatch Group, reports that it 
has experienced unprecedented growth in 
the past three years. With its airport retail 
concept specializing in the sale of watches 
and jewelry in airports and strategic 
downtown locations, Hour Passion has 
opened doors throughout the world. 

With boutiques going by the trade 
name Hour Passion for all multi-brand 
concepts, or under individual brand names 
such as Omega and Swatch for mono-
brand, its stores combine knowledge of 
the airport environment with a 
professional expertise acquired from its 
experience as a watch retailer, says the 
company. 

Hour Passion says that it has the 
flexiblity and know-how to respond to 
customer expectations by offering the 
right brand mix and selection of products 
at each location. The assortment is 
individual to each store and does not 
replicate the mix across all points of sale. 
Each assortment is chosen according to 
the customers.  
 

SUPPLIER FEATURE  
Swatch Group’s Hour Passion expands globally 

Each store is modern and bright with 
wide inviting entrances. The assortment 
includes entry and mid-range brands that 
are laid out for easy access and to enable 
ease of trying on with staff on hand to 
provide assistance, says the company. 

Starting its expansion in Asia in 2011, 
Hour Passion now has ten Chinese airport 
stores. Rolling out in travel retail, it 
opened six airport stores in 2014, for a 
total of 39 travel retail boutiques. In 
Europe over the past three years, Hour 
Passion opened in airports at Venice, 
Düsseldorf, Milan Linate, Malpensa, 
London Gatwick, Nice Côte d’Azur, 
Toulouse Blagnac and Rome Fiumicino. 

It also opened downtown locations in 
New York and Las Vegas, Barcelona, as 
well as three cities in Poland. 

The latest airport location, an 85sqm 
store in China’s Nanjing airport, opened 
in terminal 2 at the end of August and 
houses brands including Rado, Longines, 
Hamilton, Tissot, Calvin Klein watch & 
Jewlery, Mido, Swatch and Flik Flak.  

 

 

ELC buys high-end Le Labo; L’Oréal USA 
adds multi-cultural brand Carol’s Daughter 

It was a week of interesting acquisitions in the beauty industry, with both The 
Estée Lauder Companies and L’Oréal buying niche brands with distinct 
personalities and strong followings.   

On Oct. 15, ELC announced that it had signed an agreement to acquire Le 
Labo (“The Lab”), the high-end fragrance and sensory lifestyle brand with a 
distinct French heritage and an emphasis on fine craftsmanship and 
personalization in its products and services. Terms of the deal were not 
disclosed. The acquisition is expected to close in November 2014. 

Founded in 2006 by fragrance industry veterans Fabrice Penot and Eddie 
Roschi, Le Labo has built a loyal following based on its high-quality products 
and unique retail experiences which emphasize exceptional service, personalized 
products, and exclusivity. Its current product offerings include fragrances, body 
care products and candles, as well as limited-edition “City Exclusive” scents, 
available only in certain boutiques by region. Le Labo has offices in New York 
and London. 

On Oct. 20, L'Oreal USA announced it had acquired American multi-cultural 
beauty brand Carol's Daughter. Headquartered in New York City, Carol's 
Daughter is a pioneer in the natural beauty movement. Created by Lisa Price in 
1993, the brand caters to a diverse, rapidly growing market and has established a 
loyal consumer following across the country. For the 12 months 
ending September 30, 2014, Carol's Daughter had net sales of US $27 million. 

Following a multi-channel distribution model, Carol's Daughter offers a 
comprehensive range of products that are available at specialty beauty stores, 
mass retailers, on HSN, through e-commerce and at Carol's Daughter branded 
stores in New York City. 

 Carol's Daughter will continue to operate out of their New York 
City headquarters under the brand's current leadership team. This acquisition 
further enhances L'Oreal USA's roster of American brands which includes 
Maybelline NY, Kiehl's, Essie, Urban Decay, Clarisonic and NYX. 

Hour Passion downtown store in Las Vegas 

Hour Passion store in Madrid Airport 
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Eyewear specialist B+D is 
presenting its new Traveler Col-
lection of sunglasses at the TFWA 
World Exhibition at Stand # A21. 

After the success of its compact 
Readers Traveler Collection, B+D 
has adapted the concept for its 
Sunglasses line, with their Folding 
One and Folding Two new 
introductions. It is also introdu-
cing a new Twin Packs offer. 

The compact, slim design and 
the unique hard acrylic case of 
each product ensure portability, 
product safety and cleanness, 
reports the company.  

The company is also 
introducing specially designed 
displays to promote impulse 
purchase, exhibiting the products, 
featuring easy access transparent 
cases.  
The B+D Traveler Collection 
includes the following star items: 
 
 
 
 
 
 
 
 
 

B+D Sunglasses Folding One: 
foldable modern sunglasses that 
can be carried in a pocket, and 
offer designs in a strong combin-
ation of texture and fun colors: 
matt salmon/crystal brown, matt 
tricolor, matt blue/demi blonde, 
matt brown/crystal brown, matt 
green/crystal green, and matt 
black/crystal. 

B+D Sunglasses Folding Two:  
a new product that combines metal 
aviator eyewear with the folding 
feature and polarized lenses, and 
comes in classic colors: dark gun, 
black, navy, brown, rose gold and 
silver.  
 
 
 
 
 
 
 
B+D Twin Pack – Sunglasses: A 
fun introduction for the 2015 
season is a Twin Pack for Sun-
glasses: two products in one pack 
+ a discount, which are suitable 

ESSENCE CORP. 
has an immediate opening for 

an Account Executive/ 
Promoter 

 for the Caribbean 
Territory.   

The ideal candidate must have 
retail sales experience 

preferably within the luxury 
brand industry.  Willing to 

travel 50% - 60% of the time.  
Strong communication and 

presentation skills and ability 
to conduct training seminars 
and motivate sales staff. This 
individual will be responsible 
for in-store visits, counters, 

beauty advisors, sell-out 
actions and in store 

promotions.   
Must have a high level of skills 
using Excel, PowerPoint and 
other MS Office applications.   
Fluent in English and Spanish 

both written and oral.  
 

Please send resumes to  
 musallan@essence-

corp.com   

for inflight with compact size, 
good value and consumer appeal, 
at a suggested RSP: Twin Price of 
€88.00  B+D is also continuing to 
offer its ultra compact reading 
glasses, available in a range of 
diopters (+1.00/+1.50/+2.00/ 
+2.50/+3.00) and color combin-
ations.  
     The new B+D Bold Reader is a 
folding reader with thick frame 
suitable for every type of face. It is 
presented in six colorful combin-
ations, with matching matt and 
brilliant textures. A Twin Pack for 
Readers is also being shown for 
2015.   

The new lines come with a 
practical display unit that can be 
used either as a counter-top fixture 
or added to the B+D modular floor 
display unit.  
 

 
 

 

B+D offers compact, colorful  
Sunglasses Traveler Collection in Cannes 

David Carvalho has joined 
Revlon as senior vice-president 
and general manager, global 
distributors, licensees and travel 
retail, based in Barcelona, Spain.  

His experience include tenures 
at Johnson & Johnson, where he 
had assignments of increasing 
responsibilities in Brazil, USA, 
France and Italy, and worked in 
personal care, skincare and 
cosmetics. Here he was a key 
member of the leadership team that 
ran the international business  
 

development of Neutrogena and 
RoC.  

Most recently he headed up 
international business at Alitalia 
Airlines.  

In this newly created role, 
Carvalho will focus on continued 
growth and new opportunities for 
Revlon in Travel Retail. 

In his travel retail capacity, 
Carvalho replaces industry 
veteran Art Miller, who left the 
company last May after a 
corporate reorganization.  
 

L’OCCITANE AMERICAS 
has an immediate opening for an 
East Coast Sell Out Manager. 
The ideal candidate will have 

strong experience in the fragrance/ 
cosmetics industry and have 

worked in similar sales 
management positions. 

Ability to work from home is 
required. 

  
Mandatory requirements: 

Fluent in English; Spanish a plus 
Ability to read, prepare and analyze 

sales reports 
Good proficiency of Excel and 

PowerPoint 
3-4 years of relevant professional 
experience (Account Management 

or Retail Management); 
New York Based; 30-40% travel 

 
Job Description 

Coordinate sales development 
according to brand objectives, 
client needs/considerations 
and guidelines provided by 
Regional Sales Manager. 

Build and maintain link between 
the RSM and respective 
accounts on the territory 

Direct management of dedicated 
Beauty Advisors. 

Maintain proper merchandising 
according to the brands’ 
guidelines. 

Analyze sales on each point of 
sales and reports suggestions 
to the Regional Sales 
Manager. 

Coordinate sales goals, 
recruitment, trainings, 
schedules, etc… for the 
Beauty Advisors on the 
territory. 

Send resumes 
to loccitane.eastcoast@gmail.com 

Heinemann Americas
is looking for an 
Accountant 

based at its headquarters 
in Miami, Florida. 

The successful candidate will 
report directly to the Finance 

Director, and be responsible for the 
month end closing and financial 

reporting on a monthly basis for the 
regional HQ. 

 
Responsibilities of the position: 
Responsible for handling the full 
sets of accounts; Ensure timely 

submission of financial and 
management reports; Prepare 

management and statutory 
reporting, forecasting and annual 

budgeting; Liaise with auditors, tax 
agents and related local 

government agencies; Perform 
other ad-hoc assignments to be 
directed by the line manager. 

 
Competencies and minimum 

requirements: 
Degree qualified accountant with 

strong business acumen; Minimum 
5 years of relevant experience with 

a minimum 3 years handling full 
sets of accounts in SAP; An 
independent self-starter with 
dynamic personality; Strong 

interpersonal and communication 
skills; Strong Excel skills; Must be 
highly pro-active, hands-on and 

motivated; Have an eye for details 
and meticulous; Enjoys working 

independently as well as in a team. 
 

United States/Permanent Resident 
preferred 

Salary will commensurate with 
experience. 

 
Please send resume to 

info@heinemann-americas.com 

 

 

Revlon names Carvalho new head of Travel Retail  

 


