
 

    
  
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 

Dufry reports first quarter 2016 
turnover growth of 60.0% reaching 
CHF 1,630.2 million (US$1.7b) 
and improved organic growth.  

The company reports that gross 
profit margin improved consider-
ably by 110 basis points to 58.6% 
from 57.5%. Earnings (before 
interest, taxes, depreciation, and 
amortization) reached CHF 146.5m 
(US$154.7m). 

The World Duty Free integra-
tion is proceeding according to 
plan, and will remain a focus area 
for the year, along with the acceler-
ation of organic growth, cash 
generation and deleveraging. The 
integration is expected to be 
completed by mid-2017. 

 
Earnings down 

Earnings, however, are still 
being negatively impacted. EBIT 
reached CHF -39.5m in the year to 
March compared to CHF 4.6m in 
the same period in 2015. Lineariza-
tion (non-cash accounting treat-
ment in regards to certain Spanish 
concessions) reached CHF -43.1m. 
Dufry says that linearization varies 
by quarter and due to seasonality 
the first quarter charge is more 
than half of the full year amount. 
Other operational results (net) were 
CHF -5.4m, with most of the 
restructuring costs of WDF still to 
be incurred and accounted for in 
the next quarters.  

Net earnings to equity holders 
stood at CHF -85.6m in the first 
quarter of 2016, compared to CHF 
-9.0m one year earlier.  

Cash earnings, which add back 
the acquisition-related amortiza-
tion, reached CHF -2.7m from 
CHF 39.0m in the same period in 
2015 mainly because of the linear-
ization charge. 

Cash flow from operating 
activities and free cash flow 
generation were both strong with 
CHF 118.9m and CHF 78.8m 
respectively. 

quarter and countries impacted by 
Brazilians and Russians continued 
to recover.  
     “Overall we saw improvements 
as we were expecting when com-
paring to previous quarters. This 
confirms our view that organic 
growth will see a gradual improve-
ment along the year and will end up 
positive for the whole year.  

“The wide range of initiatives to 
accelerate organic growth which 
Dufry launched in the second half 
of 2015 such as the refurbishment 
plan, the brands plan as well as the 
customer retention and promotional 
activities confirm their success by 
showing good results and will thus 
be continued.”  

Continued on page 2. 

Dufry 1Q earnings: improved organic growth, focus on WDF integration dominate, 
but earnings impacted by devaluations   
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Turnover 
North and South America now 

account for half of Dufry’s 
turnover.  

In North America turnover 
reached CHF 367.3m compared to 
CHF 267.1m in the first quarter of 
2015. Underlying growth reached 
4.9% as a result of strong perfor-
mance of Hudson and other duty-
paid concepts. On the duty free 
side, the stronger US Dollar 
positively impacted operations in 
Canada, opposite to the effect in 
the United States. 

Latin America: South America 
was impacted by the devaluation of 
local currencies, resulting in under-
lying growth in the division falling 
by -13.1%. The devaluation of the 
Argentinean Peso by 66% yoy  

in Q1-16 impacted sales in Argen-
tina. Brazil is seeing a gradual 
improvement in the business, based 
on the stabilization of the Brazilian 
Real in recent months.    

Overall Latin America reported 
turnover reached CHF 351.8m 
from CHF 327.1m one year earlier. 
Operations in Central America and 
Caribbean saw positive perfor-
mance, benefiting from an overall 
increase in passenger numbers, 
particularly by Americans, due to 
the strong US Dollar.  

 
Julian Diaz, CEO of Dufry 

Group, said: “We had a good start 
in 2016, with the continuation of 
the improving organic growth 
trends we started to see in Q4 
2015. Europe had another strong  
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Paraguay’s border operators take 
the Capital route to Asuncion 

Ciudad del Este-based Monalisa is set to open a 3,500 
sqm luxury department store in the Paraguayan capital, 
Asuncion. The store will be one of the anchor stores in the 
new Paseo La Galeria shopping and office development, 
built by Guatemalan business group Blue Tower Group. Blue 
Tower owner Mario Lopez Estrada has invested close to 
$200 million in the 280,000 sqm complex. 

The Paseo La Galeria shopping center, located in one of 
the fastest growing districts in Asuncion, will feature 45,000 
sqm of retail space distributed over three floors.  

Monalisa will be joined by fast growing luxury retailer 
Sax, also based in Ciudad del Este. Sax, under Paraguayan 
entrepreneur Armando Nasser, was a specialist sunglasses 
store, until the owners changed their strategy in 2008, 
converting the operation into a luxury department store. By 
2011, the original two-floor store had grown to 12 floors in 
an iconic building located on the main shopping avenue in 
the border town.  

Sax looks after some 200 luxury brands in Paraguay. Sax’ 
3,600 sqm luxury store in the new Asuncion shopping mall is 
the company’s first venture outside of Ciudad del Este.  

The company told TMI that the Asuncion store is key to 
the company’s future development. “The new complex will 
generate many new jobs. The new development is an 
important step for the future development of luxury retail in 
Paraguay.” 

The new stores are scheduled to open for business on May 
11.  

J. Gallagher 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Dufry’s Julian Diaz comments on 1Q results 
Continued from page 1.  
Diaz continues: “In the first quarter we have opened 4,500 sqm of retail 
space and have another 22,000 sqm already signed for opening in the 
current business year, equal to over 5% of our current retail space. 

“One of the priorities for 2016 is the integration of World Duty Free. 
Most of the planning phase is already completed and we are already 
executing on several action plans. The initial synergy targets remain 
unchanged at EUR 100m.  

“We believe that there will be volatility in some markets but provided 
that currency levels remain relatively stable, we expect overall improving 
performance. As for developed markets, Southern Europe – particularly 
Spain, Greece and Italy – report record numbers of bookings and we 
expect to have a very strong performance in those markets along 2016.” 
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Dufry’s Hudson Group has 
released an infographic that illus-
trates several new travel trends it 
sees for 2016, some of which could 
be of interest to travel retailers.  

#1. Hudson sees the rise of 
“Bleisure travel,” business travel 
combined with some vacation time. 
Quoting Forbes, Hudson says oper-
ators could appeal to this consumer 
with more lifestyle marketing.  

#2. Wellness travel is growing, 
with consumers looking to de-
stress and get healthy. Offering 
outdoor and hiking gear could at-
tract this consumer.  

Other trends include more vaca-
tioners looking to try something 
new and a rise in multi-generation-
al travel, with grandparents cover-
ing the cost of the family trip. 

 

David Ferreira  dferreira@cross.com

 

The trend survey also reports 
that 1 in 3 travelers plan to spend 
more on travel this year than they 
did last year, another positive 
development that could boost 
airport retail sales.   

Meanwhile, Hudson has 
successfully transitioned from its 
iconic “Hudson News” brand to 
just Hudson. The rebranding 
began in 2013 and included the 
new name, store design, mer-
chandise, and overall modern 
look/feel. 

“And the numbers speak for 
themselves: the company’s seen 
a 20-40 % profit increase in the 
redesigned stores,” Daniel 
Vahab, Hudson Group Manager, 
Social Marketing & Brand 
Communications tells TMI.  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ACTIUM
Has an opening for an 
Account Coordinator 

Responsible for developing and 
implementing tools to support 

the growth of the brand's 
portfolio, including 

merchandising, marketing 
plans, new product launches, 

animations, and training of sales 
associates. The brand 

coordinator partners with the 
Brand Manager to 

reach/surpass sell out 
objectives, and increase 

markets share by maintaining 
an active presence in POS, and 

an excellent relationship with 
clients, beauty advisors, and in 

store personnel. 
  
º Bachelor's degree in related 

field 
º 1-3  years of relevant pro-

fessional experience 
º Very open to travel, around 

40% of the time 
º Bilingual English - Spanish. 

French is a plus 
º Excellent communication and 

presentation skills 
º MS Office skills (Excel and 

PowerPoint mainly) 
Company is based in Miami. 

Send resume to 
prodrigues@actium.us   

Prospects grow for nonstop MIA - China flights 
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Heinemann Americas 
Has an immediate opening for a 

Logistics Customer 
Service Officer 

The position maintains a 
professional business relationship 

between our Customers and 
Third-party logistics provider, 

ensures that U.S. Compliance is 
being upheld, and maintains 

updated status’s on all outbound 
orders. 

Professional qualifications: 

5-10 years of experience in supply 
chain management and or 

logistics 
Basic user knowledge of SAP 
At least 5 years of experience 

working in logistics environment 
Experience working in 

international logistics companies 
Strong analytical, communication, 
negotiation and decision making 

skills 
Business fluent in English 

Advance knowledge of MS Office 
Able to work independently 

Experience in handling small to 
medium sized teams 

Please send resumes to 
info@heinemann-americas.com 

Essence Corp 
has an immediate opening  

for an  
Acct Manager for  

Travel Retail  
The ideal candidate will be 
based in Miami and must 

have a minimum of two years’ 
experience within the luxury 

brand industry.  
Willing to travel 50% - 60% of 
the time to Mexico and West 

Coast.  
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 advisers, 

sell-in/out actions and in store 
promotions.  

Must have a high level of 
skills using Excel, PowerPoint 

and other MS Office 
applications. Mandatory 

Bilingual: English/Spanish,  
written and oral. 

 
Please send resumes to 

musallan@essence-corp.com 

 
 
 
 
 
 
Leader in recruitment for 
the Luxury Goods industry 
in Travel Retail & Latin 
American local markets. Offices 
in Miami & NYC. 
 
Read more, apply and subscribe to 
our Email-Job-Alert on 
www.AccurServices.com. 
 
Latest Travel Retail jobs: 
Area Sales Manager Americas, 
Cognac - Fort Lauderdale, FL 
Regional Director Americas, 
Skincare - Miami, FL 
Area Manager Caribbean, 
Wines & Spirits - Miami, FL  
Sr Area Sales Manager North 
America TR, Jewelry - Miami 
Brand Manager, Central 
America, Beauty - Panama 
Area Sales Manager Europe, 
Beauty - Geneva 
Area Sales Manager Europe, 
Fragrances - Geneva or Paris 
 

 

IATA reports that Asia-Pacific 
and Latin America had two of the 
highest growth rates globally in 
2015, with traffic growing by 9 
and 8%, respectively.  

In addition, passenger demand 
between Asia and the Latin 
American/Caribbean region has 
risen 55% in the last five years.  

“This joint trip with Commis-
sioner Diaz and the International 
Trade Consortium was a land-
mark event in our ongoing pursuit 
of nonstop passenger service to 
Asia,” said González. “We look 
forward to continuing our dis-
cussions. There are now a number 
of strong prospects for the first 
Asia-Miami passenger route.”  
     The Miami officials visited 
the cities of Shanghai, Hangzhou 
and Guangzhou in China, as well 
as Taipei, Taiwan, to meet with 
officials from China Eastern 
Airlines, China Southern Airlines 
and Hainan Airlines to discuss the 
potential for nonstop passenger 
service between MIA and China. 

Miami International Airport is 
a step closer to achieving Aviation 
Director Emilio T. González’s 
vision of expanding the airport 
into a global hub from its base as 
one of the leading regional hubs in 
the Americas.  

MIA airport officials met with 
representatives of China and the 
Republic of China (Taiwan), and 
three of China’s leading passenger 
airlines on a trip in April. 

The MIA officials say that non-
stop service from Miami to Asia 
dominated talks with Chinese 
business and tourism leaders, who 
expressed strong interest in the 
routes.  

“We had exceptionally positive 
talks with some of China’s most 
prominent airlines,” said Miami-
Dade County Commissioner José 
“Pepe” Diaz, Chairman of the 
Trade and Tourism Committee 
and International Trade Consor-
tium Board. “All three expressed 
great interest in route development 
to Miami.” 

The Estée Lauder Companies Inc. reports that net sales for the 3Q 
ended March 31, 2016 were $2.66 billion, up 3% compared with 
$2.58 billion in the prior-year quarter. Net earnings were $265.6 
million, compared with $272.1 million last year, and diluted net 
earnings per common share were $.71, the same as last year.      

Excluding the impact of foreign currency translation, net sales 
increased 6% and diluted net earnings per common share rose 4%. 

ELC’s Travel Retail business saw strong net sales growth from 
new launch initiatives, global airline passenger growth, expanded 
distribution and the launch of additional brands, although sales were 
affected by the softness of certain key foreign currencies, says the 
company. 

For the nine months ended March 31, 2016, ELC reported net 
sales of $8.62 b, up 4% compared to $8.26b in the comparable prior-
year period. Net earnings were $1.02b, up 9% from $935.9m in the 
same period last year. Excluding the impact of foreign currency 
translation, net sales increased 10% and diluted net earnings per 
common share rose 22%. Net sales in constant currency grew in each 
of the Company’s geographic regions and product categories. 

ELC also announced a new initiative, named Leading Beauty 
Forward, designed to continue driving sales, reduce costs and enable 
new organizational capabilities. TMI will report details on Leading 
Beauty Forward in the next issue.  


