
    
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 

 

Calvin Klein debuts ck2 exclusively in TR for the 
Holidays 

Coty’s Calvin Klein Fragrances is giving travel retail an early Christ-
mas gift, launching ck2, its new gender-free fragrance for men and 
women, exclusively in Travel Retail in December 2015, followed by a 
worldwide launch in February 2016. 

Ck2 was launched in the Caribbean on Dec. 1 by Tairo International, 
which is playing up its Caribbean exclusivity with a fun-filled Instagram 
campaign with Beauty Advisors letting everyone know that they 
have #CK2B4U !!! 

The ck2 fragrance is a dual-faceted urban woody fresh scent by per-
fumer Pascal Gaurin of IFF in collaboration with Ann Gottlieb that 
balances electric freshness with magnetic warmth. 

More than twenty years after it launched its original ground-breaking 
unisex ck one, Calvin Klein is positioning ck2 as  
a “scent for the two of us”, as it celebrates the  
diversity of connections between two people. 

The campaign was shot on location in Puerto  
Rico by Ryan McGinley and features Victoria  
Brito, Dakota Garrett, Luka Sabbat, Erin  
Eliopulos, Kyle Mobus, Sung Jin Park, and twin  
sisters Baylee Soles and Kelsey Soles. 

The launch of ck2 features a global call to  
action asking consumers to show how they  
“Get Together” with the hash tag #the2ofUs.  
Consumers who submit their own #the2ofUs  
content will have a chance to be featured on  
the calvinklein.com gallery. See more photos on page 4.  

Tiffany & Co. has opened its 
first free-standing boutique at sea 
onboard Royal Caribbean Interna-
tional’s Oasis of the Seas. The gala 
opening of the new onboard 
concept took place on Nov. 21, 
with Luciano Rodembusch, vice 
president of Tiffany & Co. Latin 
America; Mark Tamis, senior vice 
president, Hotel Operations, Royal 
Caribbean International; and Beth 
Neumann, president, Starboard 
Cruise Services, doing the ribbon 
cutting honors.  

The partnership is one of the 
initiatives of Starboard Cruise 
Services, which operates the shops 
onboard the Oasis of the Seas. 

The boutique is located in the 
ship’s lush Central Park neighbor-
hood and offers a full selection of 
Tiffany jewelry, including engage-
ment rings and the recently intro-  

duced Tiffany T and  
Atlas collections, as  
well as Swiss made  
CT60 watches.   
    “We are delighted 
that Royal Caribbean 
guests will now have  
the opportunity to ex- 
plore Tiffany’s legen- 
dary collections in an 
environment of lux- 
ury and service that 
is unique among the  
world’s premier jew- 
elers,” said Rodem- 
busch.  “For 178 
years we have been  
creating the most  
beautiful love stories  
and Oasis of the Seas offers a 
unique and memorable setting.”   
     The 875 square foot Tiffany & 
Co. boutique features meticulous 
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attention to detail and materials 
such as marble, glossy lacquers, 
polished metals, cerused walnut 
paneling, velvet drapery and 
upholstered walls. 
   “Tiffany & Co. is a distinguished 
global luxury brand and having a 
boutique on board will truly enrich 
the premium onboard experience 
for our guests,” said RCI’s Tamis.     
    Much like Tiffany’s flagship 
Fifth Avenue store located near 
NYC’s Central Park, the Tiffany & 
Co. boutique onboard Oasis of the 
Seas is situated within the ship’s 
Central Park neighborhood, which 
features more than 12,000 live 
trees and plants. 

The 225,282 gross tons Oasis of 
the Seas is the world’s largest ship, 
with a double-occupancy capacity 
of 5,400 guests. Oasis of the 
Seas is the first ship to tout the 
cruise line’s neighborhood concept 
of seven distinct themed areas, 
comprising Central Park, Board-
walk, the Royal Promenade, the 
Pool and Sports Zone, Vitality at 
Sea Spa and Fitness Center, 
Entertainment Place and Youth 
Zone. The ship currently sails on 
seven-night Eastern and Western 
Caribbean itineraries from Port 
Everglades in Ft. Lauderdale.  
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Left: Robinson Brown IV; 
Right: Tim Young 

Luciano Rodembusch, VP, Latin America at Tiffany 
& Co., Beth Neumann, president, Starboard Cruise 
Services and Mark Tamis, SVP, Hotel Operations, 
Royal Caribbean International, cut the ribbon to the 
first Tiffany & Co. boutique at sea.  

ASUTIL names Fagundes
new president 

 
 
 
 
 
 
 
 
 
 

South American Duty Free Associ-
ation ASUTIL has announced its 
new officers and Executive Board 
for the 2016-2017 period.  

Gustavo Fagundes,  COO of 
Dufry Brasil and Bolivia, has 
been elected president for the 
two-year term. Grupo Wisa 
commercial director Marcelo 
Montico continues as vice 
president of ASUTIL; and 
Martín Laffitte of Zeinal Hnos. 
is secretary treasurer.   

The Board of Directors are 
Oscar García Pedrosa, of 
Dufry Argentina, Victor Hugo 
Bennet, of London Supply, and 
Brightstar’s Javier Carbonati. 

José Luis Donagaray con-
tinues as secretary general of the 
association. 

     The Association has  
      also announced that  
      the 2016 ASUTIL  
      Conference will  
      take place at the 

Sheraton Santiago Hotel & 
Convention Center in Santiago 
de Chile, from June 8 – June 
11.  
 
 
Liliana Fuentes has joined 
Miami-based fragrance company 
Essence Corp as Division 
Director for L brands (Victoria’s 
Secret and Bath & Body Works) 
effective December 1. Fuentes 
has been working with MARS 
for the past 15 years, and has 
headed MARS’ Miami office as 
Business Development Manager 
Travel Retail for the past 8 
years.   

Gustavo Fagundes 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Edrington WEBB Travel Retail 
Americas (EWTRA), closing in on its 
one year anniversary in January, is 
ending 2015 with high profile activities 
for its brands in some of the most 
important airports in the region. 

Its strong spirits portfolio features 
such significant brands as Macallan, 
Tito’s Vodka, Disaronno, and Licor 43, 
all of which enjoyed major presen-
tations over the past few months. 

“We started the business in January 
and, coming up on our one year 
anniversary, we took off very well. We 
have the saying ‘We’ve refurbished the 
boat. Now we need to get it to start 
moving faster.’ You are seeing the 
fruits of all that work now with all the 
displays and the special programming,” 
says Andy Consuegra, EWTRA CEO. 

 
 The Macallan Rare Cask Black 

Launched in October at the TFWA 
World Exhibition in Cannes, Macallan 
Rare Cask Black will be one of 
EWTRA’s main focuses at the end of 
2015 and in 2016.  

“Macallan Rare Cask Black has 
become a strong area of attention for us 
in terms of all our efforts and the 
activities that we are going to do going 
forward the next few months,” says 
Marcelo Colombo, EWTRA Com-
mercial Director. “The product is a 
journey of rarity and intensity and the 
fact that it includes some peated 
Macallan makes it rare and unique. We 
will feature Rare Cask Black at the 
most prominent points of sale with the 
most visibility.” 

Starting in December, Macallan 
Rare Cask Black was featured at the 
rotunda in Mexico City Airport oper-
ated by Dufry. 

“We are staging a huge month-long 
animation at the rotunda in Mexico 
City right in front of Dufry’s main 
Terminal 1 store, featuring the launch 
of Rare Cask Black with tastings,” says 
Colombo, adding that EWTRA has 
high expectations for Macallan Rare 
Cask Black. 

“We think Rare Cask Black can be 
the beacon for the brand Macallan, like 
Johnnie Walker Blue, the must have,” 
says Consuegra. 

 

 “Rare Cask Black is going to be at 
all the top airports in the Americas. 
The targets are all the lighthouse 
airport accounts: Vancouver, LAX, 
San Francisco, JFK, Chicago, Sao 
Paulo, Mexico City, Miami. We 
certainly want to be where the Asians 
are traveling.” 

Macallan Rare Cask Black helps 
build the TR exclusive 1824 Macallan 
range, explains Colombo.  

“Rare Cask Black sells at a point in 
between the 1824 Collection and the 
1824 Masters Series. The core range 
starts with Select Oak, moves up to 
Whisky Makers and Estate Reserve, 
which costs $270, and then jumps to 
Oscuro, which is $900. This comes in 
between at $450.” 

Education is key to the success of a 
brand like Rare Cask Black, says 
Colombo, and EWTRA has trained 
more than 700 sales staffs throughout 
the region in the first part of 2015. 

“We are out all year making sure 
that we get the message across, that we 
give the sales staff the right tools to 
communicate at the point of sale. 
Information is critical. When a 
customer asks ‘how old is it?’ the staff 
need a quick way to explain that it is 
not about the age, it is about the 
maturity, the profile, the taste, etc. 
People are willing to be educated, and 
are more willing to try new things as 
long as you give them  
information and tell the  
story, and explain why this  
product is worth the cost,”  
says Colombo. 

“The consumers see  
Macallan as a luxury brand. 
They know with luxury that 
the quality is going to be  
there. They like the differ- 
ent expressions and appre- 
ciate that in duty free they  
get something that they  
can’t get in the local  
market,” says Consuegra. 

The Macallan Rare Cask 
Black is the second time in  
the last few months that  
EWTRA has had its brands 
featured in Mexico City  
           Continued on next page.  
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EWTRA featured Mexican favorite Licor 43 in the Rotunda at 
Mexico City Airport with Dufry in October, followed by the newly 
launched The Macallan Rare Cask Black throughout December.  
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rotunda following a Licor 43 HPP bar 
with tastings in October. 

“The rotunda in Mexico City is one of 
the most important flagship locations in 
the Americas for these high profile ani-
mations. We were fortunate, working 
very closely with Dufry, to get the rotun-
da twice this year, which is extremely 
rare. For us Mexico is a top priority mar-
ket for Macallan, and Licor 43, because 
the brand is so big in Mexico. Those two 
brands have a strong focus in Mexico,” 
says Colombo. 

“Travelers saw the 43 as soon as they 
walked out of security. It was striking. 
This was really big for us, an amazing 
point of sale, a key priority market, and 
the right consumers are there.” 

 
Well-balanced portfolio 
     Despite the difficulties in Latin 
America led by Brazil, EWTRA’s busi-
ness in the Americas has been positive in 
2015.  
     “Overall the business is strong. We 
are hitting our expectations. Macallan, 
our number one brand, has a pretty 
diverse consumer group. We are strong 
in Asia, in the United States and all 
throughout the Americas and in Europe. 
Brazil might be a little soft right now, 
but Argentina is doing fine. Our stores in 
the west coast of the US are doing well 
with Macallan. The US is picking up 
some of the slack from Latin America,” 
says Consuegra.  

 

 
SUPPLY SIDE SPOTLIGHT  

David Ferreira 
dferreira@cross.com 

Edrington WEBB TRA Continued from page 2.  

    Tito’s Vodka is another EWTRA brand 
that has been doing exceptionally well 
throughout the region. 

“Tito’s Vodka is on fire everywhere we 
put it. The biggest issue has been keeping 
it in stock. We’ve now been able to 
convince the retailers to give it better 
locations and more facings. Consumers 
see Tito’s in all the bars and bring it back 
as part of Americana. Tito’s is now the 
number one brand in on-trade in the 
United States. We are doing really well 
with Tito’s both in the duty free and in 
domestic Caribbean,” says Consuegra. 

Disaronno is also doing very well, says 
the EWTRA team, especially with its high 
profile seasonal bottle, which this year 
features Cavalli.  

“We are reactivating the brand in 
accounts where it had been delisted before 
we took it over. We are now back in DFA 
and International Shoppes, for instance,” 
says Consuegra.  

Looking over the results of year one for 
the new company, Consuegra notes that 
the EWTRA brands are outgrowing the 
category in all its key markets. 

“I think we are ahead of the market in 
pretty much every market that we operate 
with our key brands. If the category is 
declining we are dropping less than 
everyone else,” he says. 

“We have a very well-balanced 
portfolio. Now we have some fantastic 
executions.”              MP 

 

Represented in Travel Retail by www.worldclassbrands.com 

EWTRA featured  
the new visuals for  
The Macallan Masters 
of Photography edition 
by Mario Testino at Los 
Angeles International 
Airport's Tom Bradley 
International Terminal 
in September (at left) 
and featured a tasting 
bar for Macallan and 
Highland Park at 
Vancouver 
International Airport  
in October (below). 

EWTRA is running a high profile tasting for Disaronno in JFK T1 in November and December 
with International Shoppes, featuring this season’s Limited Edition Disaronno Cavalli bottle. 
FASHION 4 DEVELOPMENT – Disaronno, in cooperation with the Maison Cavalli, is 
supporting the United Nations-sponsored Fashion for Development initiative. This marks the 
third consecutive year for Disaronno’s icon project, – which in the first two editions involved the 
collaboration of top-tier Italian fashion maisons Moschino and Versace. Once again ILLVA 
Saronno will donate some of the proceeds to F4D, which contributes to various humanitarian 
activities in Africa.  
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Glenfiddich partners with Baccarat 

On Dec. 1, 2015 – World 
AIDS Day -- United Nations 
Secretary-General Ban Ki-moon 
announced a Fast-Track approach 
to combating the AIDS virus, 
stating that world leaders have 
unanimously committed to 
ending the AIDS epidemic by 
2030 as part of the Sustainable 
Development Goals adopted in 
September.  

M·A·C Cosmetics has been at 
the forefront of raising funds to 
combat AIDS for more than 20 
years. M·A·C Cosmetics and the 
M·A·C AIDS Fund – which was 
created in 1994 to raise money 
and awareness for HIV/AIDS– 
has raised $400 million through 
the sale of #VIVAGLAM lip 
products. 

The M·A·C AIDS Fund is the 
largest corporate non-pharma-
ceutical donor in the fight against 
HIV/AIDS. 

Each decanter is individually 
hand-blown by Baccarat master 
glassmakers, meaning each one is 
truly unique. Every decanter is 
marked with a bottle number, and 
the batch number is hand-written 
on the label alongside the signature 
of Brian Kinsman. The neck collar 
and stopper are made from pre-
mium copper, with hand-engraved 
Glenfiddich wording and the stag 
emblem. The red cartouche, a 
reference to the iconic Baccarat red 
logo, is created using 24 carat gold 
powder. 

“The partnership with Baccarat 
enables us to take the Glenfiddich 
experience to new levels of hand-
crafted luxury. The stunning pre-
sentation of the whisky matches the 
exceptional flavor profile of this 
superlative single malt. Travelers 
who select this product can do so 
knowing that they are purchasing a 
masterpiece, and that centuries of 
craftsmanship have gone into pro-
ducing each one-of-a-kind,” said 
Philip Gladman, Global Chief 
Marketing Officer for William 
Grant & Sons. 

SUPPLY SIDE FEATURES 

Glenfiddich unveiled a long-
term collaboration with crystal-
maker Baccarat and introduced its 
first co-developed product, 
Glenfiddich Cask Collection Finest 
Solera, in Cannes. This will be the 
first in a series of rare whisky 
expressions. 

Finest Solera is the latest and 
rarest expression in the Cask Col-
lection Series, a range exclusive to 
travel retail, and is presented in a 
unique, hand-blown, numbered and 
signed Baccarat decanter with a 
recommended retail price of 
£1,750. 

Glenfiddich’s Malt Master Brian 
Kinsman selected up to 20 casks 
from Glenfiddich’s collection of 
rare whiskies, which have been 
maturing in Glenfiddich Bourbon 
and American Oak casks.  He mar-
ried these whiskies for at least two 
months using Glenfiddich’s Solera 
process, in a specially created tun 
that can only hold 2,000 liters. 

The whisky is hand-decanted 
into Baccarat decanters. Each batch 
is numbered, and there will be a 
maximum of 600 bottles per batch. 

M.A.C VIVA GLAM MILEY 
CYRUS 2: Miley Cyrus returned 
as the iconic Viva Glam 
spokesperson for the second half 
of 2015, with a Viva Glam lipstick 
and coordinating Viva Glam pearl 
shimmer. They were available 
September 2015 at M·A·C Travel 
Retail locations worldwide.  
   Ariana Grande will be the 
24th #VIVAGLAM 2016 
spokesperson. 

Beauty Advisors at Kirk Freeport in the Cayman Islands (left) and in Nassau, The 
Bahamas (right), tell shoppers that they have Calvin Klein’s new ck2 fragrance 
for sale, exclusively in travel retail! Photos courtesy Tairo International.

M·A·C celebrates $400 million milestone to 
combat AIDS 

Since 1994, every single 
penny of the selling price of a 
#VIVAGLAM lip product goes 
directly to the M·A·C AIDS 
Fund to help people around the 
world affected by HIV/AIDS. 

In addition to donating money 
from the sale of #VIVAGLAM, 
each year 19,000 M·A·C artists 
volunteer at HIV/AIDS organiza-
tions around the world. 

The sale of one VIVAGLAM  
lip product can purchase 254 
condoms to prevent the transmis-
sion of HIV, test 14 pregnant 
mothers for HIV, provide fresh 
fruit, vegetables, and grocery 
essentials to a mother and child 
affected by HIV for a full week. 

*According to the United 
Nations, 15 million people are 
accessing life-saving HIV treat-
ment, and new HIV infections 
have been reduced by 35% since 
2000. AIDS-related deaths have 
been reduced by 42% since the 
peak in 2004.  

 

Grants goes Elementary with new TR exclusive range 

William Grant & Sons has launched Grant’s Elementary, a 
range of three Scotch whiskies, exclusive to travel retail. The 
range features Carbon 6YO, Oxygen 8YO and Copper 29YO. 
Each variant explores the impact of carbon, oxygen and copper on 
Grant’s whisky, and the age statement of each whisky relates to its 
position in the Periodic Table of Elements.  
    “Consumers in travel retail are looking for new taste 
experiences yet remain fascinated by provenance – Grant’s new 
Elementary range answers that demand in a way that no other 
whisky brand can,” says Stella David, William Grant & Sons 
CEO. 

 “We’ve drawn on the aged stocks that we’ve accumulated over 
125 years as a family-run business and the expertise of the 
blending team at our distillery to produce these three whiskies.” 

 


