
 

    
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 

  
 

Porthole Cruise magazine’s
2015 Readers’ Choice Awards 

Porthole Cruise Magazine has 
announced the winners of its 17th 
Annual Readers’ Choice Awards, 
which rated a broad range of 
categories. Winners were 
determined by thousands of 
ballots completed by the 
magazine’s readers and on-line 
fans who voted on 54 cruise-
related categories from best ships 
to best itineraries. 
     Some of the highlights of the 
2015 awards include:  
Best Small Ship (Fewer than 
500 passengers) & Best Luxury 
Ship: Seabourn Quest  
 
Best Medium-Sized Ship (500 - 
2,000 passengers) Viking Star 
(Viking Ocean Cruises) 
 
Best Mega Ship (At least 2,000 
passengers) Oasis of the Seas 
(Royal Caribbean International) 
 
Best Value-For-The-Money 
Line 
Carnival Cruise Line 
 
Most Family-Oriented Line 
Disney Cruise Line 
 
Most Romantic Cruise Line 
Windstar Cruises 
 
Best Onboard Shopping 
Princess Cruises 
 
The full list of Readers’ Choice 
Awards winners is published in 
the November/December issue 
of Porthole Cruise Magazine and 
is also featured online at 
Porthole. com. 

Miami-Dade Aviation Department Director Emilio 
T. González’s vision of Miami International Airport 
as a global hub took another step closer to reality on 
October 25, as the airport welcomed an impressive 
mix of new carriers, new routes and new 
superjumbo aircraft. 

Not only did Turkish Airlines’ commence its 
inaugural Istanbul-Miami flight, but longtime MIA 
airline partner British Airways’ introduced daily 
Miami-London Heathrow service aboard the Airbus 
A380 superjumbo, and low-cost carrier Frontier 
Airlines began daily Las Vegas service.  

In addition, Lufthansa introduced expanded 
seasonal service to Munich, SWISS and Virgin 
Atlantic launched additional daily flights and Air 
France kicked off seasonal Airbus A380 service. 
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Miami-Dade Mayor Carlos A. Gimenez, 
commenting on the ‘phenomenal day,’ said: 
“Most airports don’t see this kind of air 
service development in a year or even several 
years, and MIA did it all in a single day. 
Congratulations to our entire Aviation team 
for their hard work.” 

Collectively, MIA’s new air service 
options provide an early jumpstart to the final 
quarter of 2015, which is expected to be 
another busy holiday travel season.  

“New routes, new aircraft and new 
carriers – it’s all part of our strategic growth 
plans, and it’s all in a day’s work for our 
team here at MIA,” said Director González. 

More MIA news on page 2.  

MIA: new carriers, new routes, new superjumbo service  

Dufry unveils new branding strategy and 
corporate logo on back of solid 9-month results 

Dufry Group, following the 
“transformational acquisitions of 
Nuance and World Duty Free,” has 
unveiled a new corporate logo and 
branding strategy, to better reflect 
the three established corporate 
cultures and well-recognized duty 
free brands that now make up its 
entity. 

“The unique character of the 
acquisitions of Nuance and World 
Duty Free and their integration into 
Dufry has considerable implica-
tions at [the] internal and external 
level,” said the company in its third 
quarter earnings report.  

“Dufry’s new corporate logo 
and clearly structured branding 
strategy provide both a common 
starting point with respect to 
corporate culture and identity for 
all Group employees, and a con-
sistent branding approach for the 
markets, allowing to maintain the 
powerful commercial brands at 
local level and to benefit from their 
recognition and positive image 
established with landlords and 
customers.” 

Dufry says that the design of the 
new Dufry logo creates a “symbi-
osis of Dufry’s Swiss heritage and 

the shopping basket as symbol for 
the Group’s key activity – to 
successfully operate travel retail 
shops – with the commitment to 
be WorldWide.WorldClass!” 

The company also announced 
that the Dufry, Nuance and World 
Duty Free identities will in some 
cases be retained, depending on 
the brand recognition at the 
country or regional level. The 
branding will be determined on a 
market by market basis.  

“This will allow [us] to benefit 
from the positive local recognition 
of the existing commercial brands 
and to successfully drive global 
expansion,” said Dufry. 

 The implementation of the new 
logo will be executed on a step by 
step basis. 

In the first nine months of 
2015, Dufry posted a good 
performance, with revenues up by 
43.9% in the year to September, 
reaching CHF 4,216.3 million. 
Organic growth contributed -
4.9%. EBITDA grew by 22.5%, 
totaling CHF 508.0 million with 
an EBITDA margin of 12.0%.  

Cash generation continues 
strong with free cash flow of  

CHF327.1 million, 18.2% higher 
than in the first nine months of 
2014. This performance includes 
the contribution of World Duty 
Free, which has been Dufry 
consolidated from August 
onwards. Like-for-like growth of 
World Duty Free reached 5.0% in 
the first nine month. Changes in 
scope contributed 48.3% to the 
turnover growth, to which the 
Nuance acquisition contributed 
29.7% and the WDF acquisition 
21.6%. 
     Dufry Group CEO Julian Diaz, 
comments: “The performance 
shown by our company during the 
challenging period we have been 
facing due to the high volatility of 
several emerging market curren-
cies, makes me confident on the 
resilience of our business model. 
Our strategy of diversification has 
prepared Dufry to mitigate tempor-
ary disturbances in specific mar-
kets, while benefiting from the 
positive long term trend in travel 
retail.” 
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Coty Inc. – which is expected to 
close on its acquisition of the P&G 
beauty brands in the second half of 
calendar 2016, subject to regulatory 
clearances – last  Monday announced 
that it is acquiring Brazilian beauty 
and personal care company 
Hypermarcas.  

Coty will pay approximately US$1 
billion (R$3.8 billion) in cash for the 
business, which had net revenues of 
$253.5 million (R$977.5 million) in 
2014. 
The Hypermarcas beauty business deal 
comprises brands that hold leading 
positions in Brazil’s highly competi-
tive beauty and personal care market, 
which is the third largest in the world. 
The brands include: 
 
Monange – a multi-category personal 
care brand (body care, hair care, 
female deodorant) 
Risqué – the market leader in nail 
polish in Brazil 
Bozzano – the market leader in men’s 
care in Brazil 
Paixão – largest skin care brand in 
Brazil 
Biocolor – a best-selling hair colorant 
in Brazil 

 
 

First new bottle from Stoli 
Stolichnaya Premium vodka unveiled its  

first ever new bottle design in Cannes. 
Stoli will roll out the new design across  

its assortment, which includes Stolichnaya  
Flavored Premium vodka, Stolichnaya  
100 Proof and Stolichnaya Gold. The new  
design is an evolution of the original, which  
was created in 1938, but with new features  
including a slightly taller and more elegant  
bottle shape that improves both pouring and  
control for bartenders, with the use of anti-slip  
embossing on the neck, a state of the art cap- 
sule with anti-counterfeit and anti-refill  
technology, a revised front and back  
label, and a new upgrade of the main  
Stolichnaya label. 

“The Stolichnaya bottle has been iconic for several 
generations, and now it’s the time for Stoli – as it is 
affectionately known - to make a new bold statement in 
claiming its position as THE Vodka,” says Rob Cullins, CEO 
Stoli Group. 

“Stoli has a long and proud history of vodka distilling. It 
has always been about the liquid: maintaining the original 
bold character and perfecting the unsurpassed Alpha quality. 
Our vision with the new Stoli packaging is to reflect what’s 
inside the bottle and the brands substance and heritage. We 
deliberately seek to contrast today’s superficial vodka 
category,” says Lars Vestbirk, Marketing Director for 
Stolichnaya.  “I will be proud to see this in the hands of 
bartenders around the world.” 

The new bottle will be on shelves and available during end 
of 2015 and early 2016. 

The deal includes Hypermarcas’ man-
ufacturing and distribution facilities in 
the state of Goias, which Coty says 
will give it “critical mass go to market 
capabilities complemented by a proven 
management team.” This will provide 
an “excellent platform to integrate the 
existing small Coty business as well as 
the larger Procter & Gamble Specialty 
Beauty business in Brazil.”  

Bart Becht, Interim CEO and 
Chairman of Coty, said that “Today’s 
announcement is another step in our 
progression towards creating a pure-
play global leader and challenger in 
Beauty.” 

Becht described the Hypermarcas 
Beauty Business as a “leading beauty 
and personal care business in one of 
the world’s most important retail 
markets” and added: “We expect that 
the strength of the brands, the 
impressive leadership team and its 
robust infrastructure will enhance 
Coty’s competitive position and very 
much complement our contemplated 
merger with the P&G Specialty Beauty 
Business.”  

The transaction is subject to 
regulatory clearances and other 
customary closing conditions, and is 
expected to be closed in two stages by 
end of March 2016. 

Coty buys Brazil’s Hypermarcas beauty & 
personal care business 
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MIA surges towards passenger record with 3Q performance  
Following two strong quarters to open 2015, the pace of passenger growth 

at Miami International Airport, already-rapid, picked up yet again in the third 
quarter of 2015.  

Total passenger traffic at MIA was up 7.82% through the third quarter 
compared to the same time period last year. Through September, the global 
gateway welcomed 33.1 million travelers, 2.4 million additional passengers 
compared with the first three quarters of 2014. Domestic travel recorded 
double-digit 10.1% year-over-year growth for a total of 17.2 million through 
the third quarter. The number of international travelers at MIA grew by 5.43% 
to 15.9 million. 

 MIA’s big third quarter performance was buoyed by the busy summer 
travel season, which includes July and the first half of August. September, 
typically a slow month for the airport, this year was more than 15% higher 
than last year.  

The addition of Aruba Airlines and Aerolíneas Argentinas’ new flights to 
Córdoba in July also contributed to strong third quarter results. The final three 
months of 2015 at MIA promise even more growth.  
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Italian winery and distillery Bottega SpA won the prestigious “Best Supplier of 
the Year” honor at the Frontier Awards, which took place during the TFWA 
World Exhibition in Cannes. 

“Our judges were highly impressed by several entries in this category,” said 
Helen Alexander, Frontier Magazine editor, “but felt this supplier was ahead of 
the rest in terms of the scope of its distribution channels, its ability to bridge the 
gap between concessionaire and shop, and the way in which is supports people 
within the industry.” 

Sandro Bottega, Managing Director at Bottega, commented: “We are proud 
and overjoyed: being recognized as Best Supplier Of The Year greatly rewards 
our efforts and investments in the global Travel Retail and Duty Free market: a 
key focus for Bottega, whose products are listed in the catalogues of more than 
fifty airlines and present at the most important Duty Free shops.” 

Earlier this year, Bottega received the “Produttore dell’Anno” ("Producer of 
the Year") award by ATRI (Italian Association of Travel Retail), the prize 
annually given to the Italian company that had most distinguished itself in the 
Travel Retail channel. 
     Bottega previously won Frontier’s “Best Partnership Initiative of the Year” 
 in 2011 (for the “Duty Free  
Shop Puerto Iguazú &  
Bottega Gold Present Italian  
Drops” campaign) and the  
Gold Medal Buyers Forum  
Award in 2010 (for Bottega  
Gold). Bottega was nomin- 
ated in 2008 for the “Best  
Partnership Initiative of the  
Year” (for the Breast  
Health Institute), and in 2015  
for the “Star Product of the  
Year” (for Bottega Stardust). 
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Bottega wins Frontier’s  
Supplier of the Year award 

 Diageo’s Johnnie Walker remains the  
top travel retail spirits brand with  
2.25 million cases as Scotch whisky  
volumes recovered in 2014, according  
to the latest figures from the IWSR. 

The top 10 travel retail spirits  
brands remained almost unchanged  
from the year before, although Finlandia dropped out of the top 
10 mainly due to a decline in sales in Russia with Famous 
Grouse taking its place. 

Johnnie Walker added 47,000 cases in 2014, with growth 
coming from Africa and the Middle East, and recovery in Asian 
markets. 

Overall, Scotch whisky volumes grew 217,000 cases in 2014, 
accounting for 40% of all additional spirits volumes in the travel 
retail channel. In 2014 Scotch recovered from declines in 2013 
to surpass its 2012 levels, as 16 of the Scotch brands in the top 
100 grew in volume, led by Johnnie Walker. 

Spirits volumes grew by 2.5% in 2014, adding 537,000 nine-
liter cases to reach 22.1m cases in total.  

While growth rates remain slow – by comparison volumes 
have increased at a compound annual growth rate (CAGR) of 
5% since 2010 – it represents an improvement on the 1.4% 
increase seen in the previous year. 

Johnnie Walker leads Scotch recovery  
in travel retail's top 100 

Ardbeg whiskies named Whisky 
Advocate’s best value 

 Ardbeg Scotch, part of LVMH’s Moët Hennessy division, swept the board 
in Whisky Advocate magazine’s review of the best single malt Scotch whiskies 
under US$100.  

The Islay Distillery had three whiskies, Ardbeg Ten Years Old, Ardbeg 
Corryvreckan and Ardbeg Uigeadail, lauded for their exceptional quality and 
value. 

Whisky Advocate explained that “the big surprise was the number of truly 
excellent Scotch whiskies still available for under US$100.” 

Its team studied the magazine’s database of 2,880 reviews and selected 92 
whiskies from around the world, with a rating of 90 or more – and an 
affordable price tag. 

Ardbeg Corryvreckan, with a rating of 96, was described as “quite 
stunning,” while Ardbeg Uigeadail was praised for being “incredibly 
complex” by the magazine, and scored a rating of 95. Ardbeg 10YO received 
a ranking of 93. 

       Ardbeg was voted Scotch Whisky of  
       the Year in 2008, 2009 and 2010 by Jim 

        Murray’s Whisky Bible and named World’s  
       Best Single Malt at the World Whiskies  
       Awards 2013. 

 

Sandro Bottega, Managing Director of 
Bottega SpA, (center) accepts the “Best 
Supplier of the Year” trophy from Dubai 
Duty Free’s Colm McLoughlin at the 2015 
Frontier Awards in Cannes. Photo credit: 
Fergus Burnett.  
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Uruguay’s Melancia Mall opens 
Despite the challenging eco-

nomic situation facing retailers 
who depend on Brazilian busi-
ness at this time, the massive 
33,000sqm Melancia Mall 
opened for business in Uruguay 
on Thursday, Nov. 5.      

The complex, located in the 
border town of Rivera in 
Northern Uruguay, is adjacent 
to the state of Rio Grande do 
Sul in Brazil. It is the only 
shopping center its kind in this 
region.  

The Mall is the home of two 
of the newest duty free stores 
in the Americas: Neutral and 
La Riviera (Wisa Group), both 
of which inaugurated 4,000sqm 

duty free mega- shops on 
Thurday. These will be the key 
attraction for Brazilian visitors.  
Melancia also includes 60 duty 
paid stores and food outlets 
specifically designed to attract 
Brazilian shoppers. Developer 
Grupo Marchesano invested 
US$42 million to develop the 
mall with a further US$28 
million invested by retailers to 
fit out the stores. 

Highlights of Neutral’s 
mega-store include Gap, 
Lacoste, Nike and Tommy 
Hilfiger shop-in-shops, as well 
as a color treatment service 
from Dior and a Kerastase Hair 
salon area, a Diegeo bar and  
 

SPOTLIGHT ON LATIN AMERICA 

an extensive section for 
gourmet food.  
     TMI will publish a special 
report on the Melancia Mall 
later this month. 

WISA Group’s La Riviera Foundation helps to 
build new schools 

Panama-based travel retailer WISA Group is to fund the renovation of 
the José Guardia Vega primary school in the coastal town of Colon. Last 
month Sahar Waked, representing the company’s La Riviera Foundation, 
and María Castro, vice minister of Education, signed a letter of Intent to 
initiate the project in the presence of the Panamanian Minster of the 
Presidency Álvaro Alemán. 

Wisa’s Executive Vice President Juan Luis Correa told TMI that the 
Foundation would cover the costs of an extensive renovation of the school. 
“The total cost is still not clear but the first phase of the work will be ready 
in March 2016, the start of the school year in Panama,” he said. 

Over the last three years the Foundation has donated more than 
US$100,000 to fund improvements at the Gobea, Quebrada León, Gandona 
and Río Indio schools, located to the South of the city of Colon. 

 

Congratulations to London Supply whose Duty Free Shop Puerto 
Iguazú won the 2015 Frontier magazine award for Best Land-based 
Border/Downtown Retailer of the Year. London Supply Group 
President Teddy Taratuty accepts the award in Cannes on behalf of 
the company. Photo credit: Fergus Burnett.  

 

Left, above, below: Grupo 
Wisa’s new 4,000sqm La 
Riviera mega-store at 
Melancia Mall.  
All others below: Highlights 
from the Neutral anchor store 
in Melancia, which will 
provide a unique shopping 
experience in the region.  



 
 
 

HEINEMANN AMERICAS, 
Inc. 

has an immediate opening for a 
Junior Category Sales 

Manager 
To handle  

Category Management & 
Sales Coordination  

For Perfume & Cosmetics, 
Confectionary, Liquor, Fashion 

& Accessories 
 

Tasks include: 
Category Management 

Create customer price lists, and 
other customer pricing; manage 
category space responsibilities; 

track and measure sales 
results; work with business 

development to secure category 
information; work with 

purchasing to develop vendor 
supported promotional 

programs, purchasing and 
forecasts 

 
Sales Coordination 

Create new product offers & 
catalogues; communication 

assortment updates; create & 
maintain assortment files and 
information entered in SAP; 

maintain promotional calendar; 
create presentations, etc 

 
Position Requirements 

Full Time, HQ based position 
(Coral Gables); Graduate 

degree (college); English a 
must, Spanish and other foreign 
languages a plus. Please send 

resumes and cover letter to 
info@heinemann-americas.com 

Patrón Spirits has announced 
that starting in the first quarter of 
2016, 750ml and 700ml core 
Patrón tequilas and liqueur bottles 
will be discontinued in global 
travel retail, and the tequila instead 
will only be available in 1-liter size 
bottles. 

The change applies to all three 
Patrón tequilas (Patrón Silver, 
Patrón Reposado, and Patrón 
Añejo), and all three Patrón XO 
Cafe liqueurs (Patrón XO Cafe, 
Patrón XO Cafe Dark Cocoa, and 
Patrón XO Cafe Incendio.) The 
Patrón Citrónge line of liqueurs 
will also continue to be available 
in 1-liter size bottles. 

“By making this enhancement 
to our travel retail offering, we’re 
not only differentiating ourselves  
 

from domestic market sizing and 
other tequilas, we’re also ensuring 
that Patrón consumers will find 
exceptional value when purchasing 
our spirits in duty free,” said John 
Kilmartin, Global Travel Retailer 
Director at Patrón Spirits 
International.  

“For people who enjoy Patrón, 
and for those looking for a unique 
gift, this new larger size 1-liter 
bottle will surely be a welcome and 
attractive offer.” 

Patrón tequila and Patrón XO 
Cafe in the 1-liter bottle will be a 
travel retail exclusive, clearly 
stating “For Duty Free Sales Only” 
on the bottle label and packaging. 

GODIVA 
GTR Americas & Caribbean  

has an opening for an 
Assistant Trade Marketing 

Manager 
In the Ft. Lauderdale office. 

The position reports to the 
Global Travel Retail Trade 

Marketing Manager  
for the Americas Region, to 
support the execution of all 
marketing and promotional 

initiatives in the Region, 
including coordinating all 

collateral and POS materials to 
support and execute special 

events and promotions. 
Main duties and 

responsibilities consist of 
Marketing 70%; Invoices / 

Finance 25%; and 
Administrative 5%. 

English is mandatory, with 
Spanish an advantage. 

Must have experience with the 
creative process – design/layout 

development and print 
production is required, as well as 

advanced computer skills M/S 
Office. 

Must have a 4-year University 
degree and experience with 

luxury/premium brands. Travel 
Retail experience is an 

advantage. 
Please apply online at: 

https://www.godivachoc.apply2job
s.com/ProfExt/index.cfm?fuseactio
n=mExternal.showJob&RID=2338 

Or visit our website at 
www.Godiva.com 

 
 
 
 
 
 

THE MONARQ GROUP 
has an immediate opening for 

a  
Sales and Marketing 

Assistant  
in its Miami Office. 

Candidate must be fluent in 
English and Spanish, as well 

as proficient in Microsoft Office 
programs- knowledge 

of Publisher and Adobe 
Illustrator a plus. 

 
The Sales and Marketing 

Coordinator is responsible for 
key administrative tasks, 
including commercial and 

marketing follow-ups, program 
implementation, reporting, and 

marketing support. 
 

The ideal candidate must 
possess strong organizational 
skills, be able to multi-task and 
be a self-starter. Background in 
the Wines and Spirits industry 

a plus. 
 

Please send your resume, or 
questions about the position to: 

HR@monarqgroup.com 
 
 

 

 

BEAUTE PRESTIGE 
INTERNATIONAL - BPI 

has immediate openings in the 
Miami office for the following 

positions:  
Commercial Assistant (full-time) -

 Candidate must be fluent in 
English and Spanish and possess 
exceptional customer service and 
organizational skills. This position 
will be responsible for processing 

orders and assisting the Area 
Manager with day to day 

operation.   
Knowledge of MS Office 

applications (with strong proficiency 
in Excel) is a must. SAP knowledge 
and industry experience is a plus. 

Use reference 
\u001Amktcrd072015\u001A when 

submitting resume.  
 

Merchandising Coordinator 
(part-time temporary to 

permanent)  
20 hrs/wk to assist the Marketing 
Department with merchandising 
projects. This position calls for 
strong proficiency in computer-
aided design (CAD) packages, 

such as AutoCAD and SketchUp, to 
create/modify designs for counters 

and in-store displays. Use 
reference 

\u001Amrchcrd072015\u001A 
when submitting your resume. 

Knowledge of French is a big plus.  
Send resumes to 

  gcamplani@bpi-sa.com   
(Apply only if you are able to legally 

work in the USA) 
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Patrón Spirits announces new bottle size,  
exclusive to Global Duty Free Crystal Head Vodka releases duty free exclusive  

miniature set 

Crystal Head Vodka has 
announced the release of a duty 
free exclusive 4 x 50 mL 
package. 

The four skull miniatures, 
which contain ultra-premium, 
award-winning vodka produced 
in Newfoundland, Canada, is 
“the perfect set for any gift-
giving occasion,” says the 
company, and provides an 
optimal upsell opportunity for 
any duty free operator. 

The new duty free exclusive 
miniature package will be 
available beginning in early 
2016. 


