
This is the story of the little 
spray that could.  With the an-
nouncement last week in Women’s 
Wear Daily that Travalo, the pat-
ented refillable perfume atomizers 
that have become such a travel 
retail favorite, has signed one of 
the most famous ad men in the 
world, the brand is taking a giant 
step forward on the global stage.

Travalo’s creators have hired 
award-winning American art 
director, designer, and author 
George Lois, to shoot five memo-
rable and amusing commercials to 
expand awareness of the sprayers 
and protect the image of the often-
copied product.

A colorful TSA-approved little 
tube that allows travelers (and oth-
ers) to bring their favorite perfume 
onboard in purse or carry-on, 
Travalo has become a $70 million 
brand in the two-years it has been 
on the market, reports WWD.  It 
sold more than 3.5 million units 
globally by the end of last year.

The product and commercial 
success to date is due to three very 
savvy and creative people; Israeli 
inventor Carmit Turgeman, UK 
entrepreneur Yusuf Okhai, and 
Mike Hui.

“We all started as contribu-
tors to the project, and have now 
merged all our interests into one 

PEOPLE
Grégoire Martinon, after 20 years 
with Grupo WISA, most recently as 
executive vice president of purchas-
ing and director of sales, is leaving 
the company at the end of February. 
Martinon’s position at Grupo WISA 
will be assumed by Matthieu Cas-
tillon, vp of local markets.

“My affection and dedication 
to the group throughout my long 
career here are well known, and I am 
leaving with the certainty that our 
organization will keep growing with 
the same dynamism and profession-
alism which have always been our 
trademark… I would like to person-
ally thank each and everyone of you 
for teaching me so much over these 
years. I have deeply enjoyed work-
ing with you, your organizations and 
your brands. Above all I would like 
to thank the Waked family for the 
privilege of working with them, and 
for giving me their trust and support 
for so long,” said Martinon in his 
announcement. 

Speaking with TMI, Marti-
non says he will be staying in the 
cosmetics and perfumes business 
managing local market operations 
in Venezuela, Mexico, and the 
Caribbean: “I will be managing local 
market companies, Distribuidora Las 
Villas from Venezuela and México, 
as well as Caribbean operations to 
be confirmed,” he said.  

Michael McGratty, long-time duty 
free executive most recently with 
Diamonaire, has joined fashion 
jewelry company Erwin Pearl, Inc. 
as director of sales. McGratty, who 
reports directly to Mr. Erwin Pearl, 
will be handling all retail sales, 
including travel retail. He can be 
reached at mmcgratty@epearl.com

Premium accessories brand Furla 
has announced the appointment of 
Vivian Li as its Travel Retail Man-
ager Asia Pacific. Based in Hong 
Kong, Li most recently was with 
DFS Group.
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Travalo to launch major media campaign created by 
US “adman” George Lois
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company that owns all the IP 
and assets, each retaining equity 

The International Associa-
tion of Airport Duty Free Stores 
– IAADFS – reports strong pre-
registration figures for buyers and 
a sold-out exhibit hall featuring 
nearly 200 exhibiting companies 
for the 2013 IAADFS Duty Free 
Show of the Americas. 

The annual event will this year 
be held April 7-10 at the Orlando 
World Center Marriott in Orlando, 
Florida. 

Advance registration for the 
show has been open since Novem-
ber, and buyer registrations are 
running 13% ahead of 2012 totals, 
based on the same number of 
weeks out from the event. 

Attendee RSVPs for the 2013 
Gala Evening and hotel booking 

are also strong, says IAADFS. 
IAADFS is welcoming more 

than 30 first-time exhibitors, 
including A. Fuente & Co., ATRA 
World Jewelery Group, Biaggi 
USA, BMC Imports, Bodegas 
Franco-Espanolas, Desigual, 
Eclectic Collections, Elite SRL, 
Extreme Design Srl, F Beverages 
Ltd., Fervor, Flawless Holding, 
Haribo GmbH & Co. Kg, Ice SA, 
LuckyClover, Marlite, Naf-
tali, Omron Healthcare, Parfums 
Berdoues, Reba Americas, Sarkli 
Repechage, Sayan, ScentStory, 
Schaefer Toy Company GmbH, 
Shopper Shop, Toxic Eyewear/
Opticaset, TPR Holdings, Tu-Be 
Branding, Wefort, Wonderful 
Pistachios, and Zeikos. 

IAADFS: Buyer pre-registrations ahead by 13% over 2012 as 
organizers look forward to a strong business show in 2013

For 2013 IAADFS also wel-
comes back over a dozen previous 
exhibitors returning to the show 
after an absence, including Anne 
Klein Watches, CBM / Meade 
Ray, Crislu Corporation, INCC 
Group, Joanel, Motta Internacio-
nal SA, Parlux, Specialty Brands 
Wines & Spirits, SPI Spirits 
Cyprus, The Underberg Group, 
Troika Germany GmbH, Victori-
nox Travel Gear, and Viva Sales 
& Services. The exhibit hall has 
continued to grow each year since 
the show’s return to Orlando in 
2009, and the 2013 floorplan is 
2.7% larger than 2012. 

The updated floorplan and ex-
hibitor list can be found at www.
iaadfs.org/2013floorplan.

TRAVALO
AIRLINE PILOT 
30 SECOND TV SPOT
1 OF 4

HANDSOME AIRLINE PILOT:

I’d like to thank Travalo 
for their ingenious 

invention of a refillable 
perfume container 

that is aircraft approved for 
our female passengers. 

In the words of Shakespeare, 
“Who art so lovely and 

smell‘st so sweet.”

PSST...PSST!

Here is a sneak peek at the draft of one 
of the Travalo visuals for the campaign 
under development. 
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shares,” Yusuf Okhai, Manag-
ing Director of Travalo producer 
Aydya Ltd. told TMI.

The Travalo concept was 
invented by Carmit Turgeman and 
the patent was originally regis-
tered in her name, says Okhai.  
The mechanisms – which is the 
valve and how it works – were 
invented and built by Mike Hui, 
who held the utility patent. Yusuf 
Okhai created the Travalo brand 
and is responsible for the com-
mercial success.

The original patent, the utility 
patent and the Travalo brand name 
are all now owned by the Genie-S 
company, with each of the three 
contributors owning an equity 
stake, explains Okhai.

One of the biggest challenges 
the young company has faced 
is protecting the integrity of the 
brand. A key development took 
place in December 2011, when the 

Travalo patents were fully granted 
and enforceable in the US.

“We [began] methodically 
instigating the removal of illegal, 
copycat products from US retail-
ers,” said Okhai. The new ad 
campaign by George Lois aims 
to bring this message directly to 
consumers. 

George Lois has a long list of 
high-profile successes, points out 
Okhai. 

“With his ‘I Want My MTV’ 
campaign, Lois made MTV 
successful for the first time. 
He also launched and managed 
Tommy Hilfiger from the start, 
and designed more than 90 covers 
for Esquire magazine between 
1962 and 1972, many of which 
were exhibited in the Museum of 
Modern Art in New York. He also 
worked on major campaigns with 
Pirelli, Time magazine, Reebok 
and ESPN,” says Okhai. 

While the legal cases decided 
in favor of Travalo have played a 
part in the development of the new 

campaign, Okhai says they are not 
the whole rational behind it.

“Legal aspects do play a part 
in that once our patents that were 
pending in the US and Europe 
were fully granted, it made it 
possible for us to invest in the 
campaign. But the other main 
drivers were that Travalo was now 
achieving excellent store penetra-
tion and availability, and was 
getting an excellent response in 
existing channels.  

“In addition, fundamental core 
research conducted by an indepen-
dent company tells us that over 
30% of people who have heard 
of Travalo buy it within a short 
time frame. And over 95% say it 
is useful for travel and they would 
carry it.”

“Therefore,” says Okhai, “the 
goal is that the campaign will 
bring us the awareness we need 
and, we hope, the results we 
expect.” 

Travel retail is a strategic part 
of the Travalo growth plan, and 
the company has been working 
with key players to develop new 
“special” editions exclusively for 
the channel. The company recently 
appointed Premier Portfolio as 
its global travel retail partner and 
Reba Americas as its partner in the 
Americas. 

The visuals for the new cam-
paign are still in draft form, but 
TMI has a sneak peek of one of the 
campaigns under development on 
page one 

Travalo
Continued from page 1

TFWA Asia Pacific Conference & Exhibition 
to move to new venue for 2013

A woman has the right 
to be beautiful 

wherever she goes.
Travalo, the refillable perfume container, are aircraft-approved to be taken on any airline in the world in your carry-on luggage. 

The most awarded new beauty product in the last decade, Elle magazine called Travalo, 
“The most genius beauty gadget, ever!” and Vogue wrote, “It’s amazing...magically, it’s full. Don’t travel anywhere without it.” 

Women keep it handy even when they go out shopping, or for a quick spritz or two at the office –
and never fly without it! No assembly, no spills, no kidding – available in spray or rollerball in over a dozen classic styles. 

Merely refill directly from your favorite fragrance bottle, in seconds, with no possibility of any spills! 
And never Travalo without it. 

(Our brilliant refill mechanism is patented, so beware of purchasing a cheap knock-off that leaks.)
Available at travalo.com or at most health and beauty stores worldwide.

triumphs!

TFWA has announced that it has moved the venue for the 2013 Asia Pacific 
Conference & Exhibition from the Singapore Suntec Centre to the Marina Bay 
Sands Expo and Convention Center in Singapore. The event will still take place 
on May 12-16. 

TFWA says the change was due to construction delays at the Suntec Centre.  
The major refurbishment begun last May will not be completed in time for the 
2013 TFWA event.

The Marina Bay Sands, an impressive new conference, hotel, and entertain-
ment development facing Marina Bay in central Singapore, will be able to 
accommodate all confirmed exhibitors, which are up 6% to 235 to date,  reports 
TFWA. 

The conference and workshops program, as well as the popular One2One 
pre-arranged meeting service, will also take place in the Marina Bay Sands. The 
social and networking program will be staged as originally planned.

Erik Juul-Mortensen, President TFWA: “We remain committed to stage a 
highly successful event in May although it is obvious that, given the huge com-
plexity of this move, there are still a vast number of issues to be considered and 
answers to be given... 

“We are acutely aware that a change of venue at such a late stage is very un-
settling and we profoundly regret the inconvenience that this has and will cause. 
We will continue addressing all the issues to secure a smooth transition to the 
new venue and to do whatever we can to minimize the inconvenience.” 

Pre-registration for TFWA Asia Pacific Conference & Exhibition will open at 
www.tfwa.com on March 6, 2013. 
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 Dufry Group’s Dufry Sports 
division has signed an agreement 
to operate stadium merchandise 
stores for the FIFA Confederations 
Cup Brazil in 2013 and the FIFA 
World Cup Brazil 2014.

The agreement, which was 
signed with Globo Marcas, the 
master licensee for the FIFA 
events in Brazil, covers all the 
official stores at domestic and 
international airports as well as 
official stores in the cities where 
the events will take place.

 Dufry do Brasil President, 
Humberto Mota, said: “By signing 
this agreement, Dufry Sports con-
solidates its position in the retail 
market of sports goods, especially 
when it comes to major events.

 “In the 2007 Pan American 
games, we were chosen to market 
items licensed by the Olympic 
Committee. Dufry Sports also 
performed such a mission success-
fully at the Military World Games.

 “Now we will market the Of-

ficial Products licensed by FIFA, 
both in the Confederations Cup, 
this year, and in the 2014 World 
Cup.

 “We are proud of actively par-
ticipating in these Major Events, 
in line with Dufry Policy: ‘Think 
Globally, act Locally’.”

 Dufry Sports operated the 
official store at the draw for the 
grouping of the FIFA Confed-
erations Cup 2013 in São Paulo, 
where it sold t-shirts and souvenirs 
and, soon after its launch, the 
competition’s official ball.

 Established in 2007, Dufry 
Sports is in charge of selling of-
ficial sports-related products. The 
brand first participated in the Rio 
2007 Pan American Games, op-
erating 72 stores at all the event’s 
sports facilities, and a Megastore 
in Copacabana beach, where 
it sold more than 500 licensed 
products.

Since then, Dufry Sports has 
been present as the official store 

Dufry signs major FIFA World Cup retail deal in Brazil
of other major sports events, 
such as Stock Car (Brazil’s larg-
est category of car racing), Rio 
Military World Games 2011, Novo 
Basquete Brasil – NBB, and in 
a series of street running events, 
such as São Silvestre, São Paulo 
Marathon, Rio Half Marathon 
and Volta da Pampulha Running 
Event.

 Following the success of these 
pop up stores in Brazil over the 
past five years, Dufry has hired a 
technology and innovation com-
pany to develop a special store 
concept for sports fans, which will 
be launched in early 2013 with the 
opening of two stores in Brazil’s 
Congonhas and Santos Dumont 
airports.

 The Congonhas unit in Sao 
Paulo will offer products for a 
broad array of sports, and the San-
tos Dumont store in Rio de Janeiro 
will offer theme products linked to 
car racing.

Stoli Hot and Stoli Sticki 
make worldwide Travel 
Retail debut in Brazil 
through Dufry  

 Stolichnaya 
Premium vodka has 
launched Stoli Hot 
and Stoli Sticki in the 
travel retail market 
via Dufry Do Brasil. 
Originally created for 
the 50th anniversary 
of Stolichnaya flavors, 
Hot and Sticki are 
based on Stoli’s first 
Pepper and Honey & 
Herb flavors intro-
duced in 1962. Fol-
lowing the availability 
in travel retail of Stoli 
Premium vodka, Stoli 
Chocolat Razberi and elit by Stoli-
chnaya; Stoli Hot and Stoli Sticki 
will launch in Rio De Janeiro and 
San Paulo airports with a special 
introductory offer of two 1L bot-
tles for US$35 instead of US$40. 
Tasting bars will allow shoppers to 
sample the two flavors.

Chicago sends 10 specialty retail contracts at O’Hare 
to City Council for approval 

The City of Chicago has announced ten specialty retail contracts at O’Hare 
International Airport, which now must be approved by the Chicago City Council. 

The five-year contracts are for 10 agreements to lease, develop and operate 13 
locations at the airport’s domestic terminals. The space covers a total of 13,242sq 
ft of which 5,446sq ft is existing concessions space and 7,796sq ft is new space. 

“The new shops at Chicago’s global gateway will include new personal 
and business service concepts for travelers and stores that will greatly expand 
O’Hare’s retail offerings,” said Chicago Mayor Rahm Emanuel. “The new con-
cessions lease agreements also provide opportunities for disadvantaged business 
enterprises and will optimize concession revenues to the airport.” 

The proposed retail outlets and services includes a luxury Montblanc Bou-
tique, as well as apparel, accessory, jewelry and electronics outlets, a Terminal 
Getaway Spa, and Minute Suites, which offers private extended-stay suites 
featuring a workstation, internet access and other amenities, available by the 
hour or overnight. 

The other winning retailers include Erwin Pearl (2 locations), Brooks Broth-
ers, Johnston & Murphy, Brookstone, and InMotion Entertainment (2 locations). 

All the proposed companies have committed to making a considerable capital 
investment and improvements to the concessions spaces at O’Hare. 

The new contracts – which are direct leases with the airport – will collectively 
pay a Minimum Annual Guarantee Fee of $5,635,937, annual percentage fees 
between 12% and 19%, and $47.75 per square foot of base rent with +3% an-
nual increases. Each agreement has an option for an additional two years per the 
City’s discretion. 
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Independent Rep Wanted
 A local South Florida-based 

spirits company is looking for an 
independent sale rep currently 
doing business with the cruise 

lines and US Duty Free market, 
and would like to add some 

revenue to their income. Please 
contact Bob Syner at info@

specialtybrands.net.       

Alexandre Tabacoff, Chief 
Executive Officer for Island 
Companies Ltd. Grand Cayman, is 
pleased to announce the addition 
of Bozidar “Boz” Pavlovic to 
the organization of the company 
as Sales Manager, Camana Bay/
Airport.

Boz joins Island Companies 
Ltd. from Kirk Freeport where he 
has been one of the top producing 
sales associates specializing in fine 
watches. He is also a GIA certified 
diamond grader. Prior to Kirk 
Freeport Boz served in manage-
ment positions on the Holland 
America Lines with Starboard 
Cruise Services. Boz will report 
directly to Island Companies’ Vice 
President of Operations Anthony 
Barnett.

“The addition of Boz to the 
management team is yet another 
step and commitment by the com-
pany to be the retailer of choice 
in Grand Cayman. We are excited 

to have Boz as a partner and look 
forward to him bringing his 
expertise and knowledge of inter-
national luxury jewelry and watch 
brands to Island Companies,” said 
Tabacoff.

“With the launch of our certi-
fied Watch Maker Shop in Novem-
ber of last year, our capacity to 
create world class events for our 

Cayman’s Island Companies Ltd. names new Sales Manager
brands, our ongoing commitment 
to provide brand and vendor train-
ing inside our high-tech training 
facility to our Sales Professionals, 
Boz’s addition to the management 
team is another step forward to 
offer both residents and visitors 
to Grand Cayman an extensive 
assortment and service of some 
of the most prestigious watch 
and jewelry brands in the world,” 
concluded Tabacoff.

Boz will be reached at 345-
323-0792 or by e-mail at BPav-
lovic@islandcompaniesltd.com

Left to right: Alexandre Tabacoff, Bozi-
dar “Boz” Pavlovic, Anthony Barnett.

Distilled Spirits Market 
Share in US Edges 
Upward in 2012

Miami Dade Aviation Depart-
ment Director José Abreu today, 
Feb. 13, unveiled the next major 
expansion of Miami International 
Airport (MIA), a 33-acre hospital-
ity center, business park and con-
venience center known as “Airport 
City at MIA.” 

“Airport City will put our 
airport on the global map in ways 
never before dreamed possible,” 
said Abreu, during Miami-Dade 
County’s annual State of the Ports 
briefing. “In my opinion this is 
truly a transformational moment 
in the entire history of all US air 
transportation.”

Anchored by a four-star hotel 
linked to the terminals, up to one 
million square feet of Class-A 
office space, and a convenience 
retail plaza, Airport City will 
straddle the Central Boulevard 
entrance to MIA and its parking 
garages.

The “airport city” concept is 
not new, and similar projects are 
planned or operate successfully 
in Dublin, Frankfurt, Amsterdam, 

Dubai, Singapore, Hong Kong 
and Incheon. Beyond traditional 
handling of aircraft, passengers 
and cargo, the concept integrates 
non-aeronautical facilities to cre-
ate a diverse commercial environ-
ment serving travelers and local 
residents alike.

Airport City at Miami was pro-
posed by a team led by Odebrecht 
USA, an organization known 
for its broad array of significant 
public-sector achievements across 
the South Florida landscape since 
its founding 23 years ago in Coral 
Gables. The development will cost 
$512 million, creating some 5,800 
jobs with an economic impact of 
$827 million. When completed, 
operations will create some 10,000 
permanent (direct and indirect) 
jobs with an economic impact of 
$1.63 billion per year, accord-
ing to a study by the Washington 
Economics Group.

The project consists of three 
major components: the Hospital-
ity Center – ±425-room, four-star 
hotel and conference center; Busi-

MIA unveils next major expansion during annual State of the Ports briefing
ness Park – An office space with 
150- to 300-room limited-service 
hotel accommodations, retail and 
restaurant facilities, and MIA 
Mover station,and Convenience 
Center – to include convenience 
retail, dry cleaner, gas station, pet 
hotel/spa and other services.

“By literally creating new 
commercial uses on what is today 
vacant land, and connecting them 
to the mass-transit lines, we will 
create a sustainable array of com-
munity benefits that will prosper 
for generations to come,” said 
Gilberto Neves, President & CEO 
of Odebrecht USA. 

The development contract 
with Odebrecht is expected to be 
presented to the county’s Trans-
portation and Aviation Committee 
in March and shortly thereafter to 
the Board of County Commission-
ers for final approval. Odebrecht is 
responsible for all of the project’s 
financing, construction, and opera-
tional expenses, and the county’s 
Aviation Department will share in 
project revenues.  

The distilled spirits industry 
market share in the US edged 
upward in 2012, gaining share 
from both beer and wine, accord-
ing to the Distilled Spirits Council 
(DISCUS).

DISCUS says that companies 
innovating with new, sophisticated 
line extensions, and a decade of 
regulatory modernization for spir-
its helped drive the growth.

Overall, US supplier sales grew 
3.0% in volume to 202 million 
cases, while supplier revenues 
grew 4.5% to $21.3 billion as 
consumers continued to move to 
higher end premium and super 
premium products. The distilled 
spirits industry grew its market 
share of sales for the third straight 
year to 34.3%.

Since 2002, 17 more states 
have passed legislation to allow 
distilled spirits “tastings” at liquor 
stores, for a total of 44 states that 
allow some form of tasting. This 
has made a significant contribution 
to the consumer fascination with 
high end premium and super pre-
mium products. Council data show 
that while 2003-2012 supplier 
sales of value-priced products 
have grown from $3.75 to $4.08 
billion, a 24.5% rate of growth, 
super premium products have 
grown from $1.48 to $3.90 billion, 
a 163% rate of growth.

The Council also projected a 
third-straight record year of export 
growth to $1.5 billion, showcased 
by the continuing strength and 
appeal of American Whiskeys, 
which represent nearly 70% of ex-
ports and had solid gains in most 
traditional markets while growing 
rapidly in emerging markets. US 
distilled spirits 
exports now 
exceed wine 
exports by nearly 
a quarter of a 
billion dollars 
and are more 
than triple beer 
exports.  


