
    
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 

PEOPLE
Eyewear specialist Marco 

Lares, formerly with Marcolin, has 
been named Director of Sales for 
the French-Canadian Aspex 
Group, responsible for launching 
the BMW Sunglass collection 
(among others manufactured by 
Aspex), to Latin America and the 
Travel Retail/Duty Free industry. 

The BMW Sunglass custom-
made designs are assembled from 
the highest quality materials such 
as titanium, stainless steel, acetate, 
TR90 and NXT. Designed with 
style and function, several features 
can be found throughout the 
collection: polarized sun lenses, 
mirror sun lenses and exclusive 
integrated spring hinge. There are 
also folding models and Turboflex 
hinge patented technology. For 
more information, contact 
MLares@aspexeyewear.com  

 
Chase International has appoint-
ted Veronica P. Huber as Trade 
Marketing Manager effective 
October 1, 2015.Huber has 
extensive Marketing and Sales 
Management experience in the 
Americas Travel Retail industry, 
having run her own import 
company Spondilus Inc., and 
previously held various regional 
sales and marketing positions with 
Longines, Cartier, and Diageo. 
 
Emily Wong has been appointed 
to the newly created position of VP 
& General Manager, Asia for 
LVMH-owned Starboard Cruise 
Services. Wong was formerly GM 
for Marc Jacobs in Asia Pacific, 
and held positions with Nike in 
China and Bally in in Switzerland. 
She re-ports to David Goubert, 
SVP, Luxury Cruise Retail & Asia 
Office. Reporting directly to Emily 
will be Stuart Breen, Sr. District 
Manager, Mandy Lau, Merchan-
dise Manager, Anita Tam, 
Planning Manager, and Jennifer 
Pan, HR Scheduler. She will be 
based out of Hong Kong, and work 
regularly from the Shanghai. 
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The devastating flood that hit the city of Cannes 
this past weekend—with widespread damage and 19 
deaths in the Côte d’Azur region-- put a damper on 
preparations for the 2015 TFWA World Exhibition 
& Conference taking place Oct. 18-23 in the Palais 
des Festivals et des Congrès. 

The TFWA Board, Management Committee and 
permanent staff issued immediate condolences to 
the victims and families affected by this tragedy and 
offered their appreciation to Cannes Mayor David 
Lisnard, his teams, and the industry partners in 
Cannes who worked round the clock to ensure that 
our event – and others under way –took place 
without disruption.  

The travel retail business may also be cloudier 
than it has been. TFWA reports that annual growth 
in global duty free and travel retail has slowed from 
+18% in 2011 to just +4.3% last year as cooling 
Asian economies combined with reduced passenger 
flows among higher-spending nationalities such as 
Russians.  

Nevertheless, forty companies which have not 
previously exhibited at TFWA World Exhibition & 
Conference, or who have been absent for a few 
years, will be onstand this year.  

“We aim to offer to our visitors an exciting 
portfolio of brands across the various product 
categories, introducing alongside all the major 
players a selection of companies which are 
relatively new to the sector. We are confident that 
this year’s exhibition will be a true reflection of the 
dynamism of our industry,” said Alessandra 
Visconti, TFWA Vice-President Corporate.  

Keynote speakers headlining the opening plenary 
of the TFWA World Exhibition & Conference on 
Monday, Oct. 19, are former New York Mayor 
Rudy Giuliani, who led his City through the 
aftermath of the 09/11 attacks, and Peter Long, Joint 
CEO of TUI Group, the world’s largest leisure, 
travel and tourism company that operates several 
airlines, hundreds of hotels, travel agencies, retail 
stores plus a dozen cruise ships. 

Estée Lauder’s annual Breast Cancer Awareness initiative: 
“Every Action Counts. What’s Yours?” 

This week is the start of Breast 
Cancer Awareness month and The 
2015 Estée Lauder Companies 
BCA Campaign is issuing a 
universal call-to-action to people 
he world over to take against the 
disease.  In“Every Action Counts. 
What’s Yours?” --The BCA 
Campaign invites people to share 
all the meaningful ways they take 
action on BCAcampaign.com and 
social media channels, and support 
lifesaving breast cancer research by 
making a donation to the Breast 
Cancer Research Foundation 
(BCRF).  

Over the past two decades, The 
Estée Lauder Companies’ Breast 
Cancer Awareness (BCA) 
Campaign has brought together 
people in more than 70 countries to 
help defeat breast cancer in their 
own unique ways, and sparked a 
global movement that enhanced 
awareness and raised more than 
$58 million to support global 
research, education and medical 
services. 

“This year, The Estée Lauder 
Companies’ Breast Cancer Aware-
ness (BCA) Campaign focuses on 
action, which leads to impact, a 
belief that was so important to my 
late mother, Evelyn H. Lauder,” 
commented ELC Executive Chair-
man William Lauder. “When my 
mother first began bravely speak-
ing out about breast cancer more 
than two decades ago, few people 
were talking about it openly or 
publicly. Dedicated to the belief 
that knowledge is power, she 
worked hard toward her vision for 
a world without breast cancer and 
in the process she became a voice 
for women, men and families 
everywhere who had been touched 
by the disease.”  

The 2015 global BCA Cam-
paign print ad showcases the ways 
that people are taking action to 
fight against breast cancer. Using 
Social Media, the campaign also 
invites people to share how they 
are taking action against the 
disease. 

For every action submitted on 
BCAcampaign.com or unique 
post on Instagram or Twitter with 
#BCAstrength between October 
1, 2015 and World Cancer Day 
on February 4, 2016, The Estée 
Lauder Companies will donate 
$25 to fund breast cancer re-
search through the Breast Cancer 
Research Foundation. The goal is 
to fund up to 500 research hours 
($25,000), and is just one part of 
ELC’s global fundraising efforts 
to raise $6 million this year.  
     As part of the fund-raising, 
Estée Lauder Beauty Brands have 
produced several limited edition 
products in support of education 
and medical research. The 
collection includes the Evelyn 
Lauder and Elizabeth Hurley 
Dream Pink collection, featuring 
three mini Pure Color Envy 
Sculpting Lipsticks in a pink bag 
with a cross-body strap, and 
Resilience Lift Night Firming/ 
Sculpting Face and Neck Crème 
with Pink Ribbon Bracelet.  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Bacardi engages consumers with  
Cocktails of the World at LAX 

Bacardi Global Travel Retail, in partnership with DFS Group, 
presented a peak summer activation at Los Angeles International Airport. 

‘Cocktails of the World,’ which ran throughout July and August in the 
main store at the Tom Bradley International Terminal, introduced 
travelers to premium Bacardi brands in malt whisky, rum and vodka, 
including Glen Deveron 16YO, Dear’s 15YO, Bacardi Gran Reserva 
Ocho Años, and Grey Goose VX. 

The destination-focused promotion was created specifically with DFS 
to express the local character at several of the leading travel retailer’s 
flagship airport locations across the world. At LAX, Bacardi and DFS 
incorporated ‘on the rocks’ with these brands to characterize the nightlife 
of Los Angeles, opening up multiple engagement opportunities with 
shoppers. 

Bacardi says ‘Cocktails of the World’ is integral to the company’s 
continuing strategy to “drive category growth through disruptive and 
engaging shopper interaction that delights the consumer and increases 
penetration.” 

“Cocktails of the World is a stylish and entertaining way to engage 
consumers new to the Bacardi portfolio and also to demonstrate to those 
already familiar with the selected brands the ideal way to enjoy them, 
particularly in the classic ‘on the rocks’ style that is instantly understood 
and accessible to all. Our insight program shows that an expertly-guided 
tasting experience is the most effective way to engage, convince and 
convert the consumer, leading to greatly enhanced brand advocacy,” says 
Geoff Biggs, Regional Director, Americas Bacardi Global Travel Retail. 

“Working closely with DFS we ensured a truly high class, 
personalized service experience for the consumer, with immaculate 
presentation and exceptional service to enhance the brand adventure and 
demonstrate how easy it is to replicate the perfect classic serve at home. 
We’ve seen a great response at LAX, not only in driving sales and brand 
awareness but also in the array of ecstatic comments from consumers 
who thoroughly enjoyed the experience.” 

Parker Gundersend, Vice President for DFS North America adds: 
“This is a luxurious experience that has delighted shoppers at the Tom 
Bradley International Terminal, giving them a uniquely local encounter 
and an entertaining and memorable farewell from Los Angeles. We are 
delighted to partner with Bacardi in creating initiatives that drive 
category growth through differentiation, delivering unique experiences 
that truly resonate with the traveler.” 

Bacardi Global Travel Retail and DFS have also partnered to create 
upcoming ‘Cocktails of the World’ presentations at the airports in 
Singapore, Abu Dhabi and Hong Kong. 

  

Casa Botran celebrates its 
75th Anniversary with limited edition rum

Travel Markets Insider 255 NE 3rd Ave., #312, 
Delray Beach Florida USA 33444  

parsnip5@aol.com   www.travelmarketsinsider.net 

Casa Botran, celebrated its 75th  
anniversary on October 1 with a 
special party at the Casino de 
Madrid in Spain, where it present-
ed Botran&CO, an exclusive and 
very limited edition of 9,972 units, 
especially produced to commem-
orate Botran's 75 year history. 

Called “an invitation to co-
creation and a tribute to bartenders 
and the world of mixology,” the 
limited edition was created from 
the family's private reserves, which 
have been aged for up to 30 years. 

The Botran&CO pack also con-
tains two small bottles with rum 
infusions to mix with the first. The 
first contains a mix of rums that 
have been macerated with various 
spices (clove, cinnamon, nutmeg) 
and the second is a mix of rum 
with various citrus fruits. 

The anniversary event was 
attended by key member of the 
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Board of Industrias Licoreras 
de Guatemala, including its 
chairman, Roberto García 
Botran, as well as by distributors 
and distinguished guests from 
the world of culture, business, 
restaurants and bartending.  

Botran&CO was aged in 
different casks: white oak casks 
which had been used for Ameri-
can whisky, toasted casks, and 
casks which had been used to 
age sherries, ports and fine 
South American wines. 
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Japan Tobacco Inc. has 
announced that the JT Group will 
acquire the Reynolds American 
Inc.’s Natural American Spirit 
business outside the United States. 
The deal includes the trademarks 
and all outstanding shares of RAI’s 
subsidiaries outside the U.S. which 
sell the brand. The transaction is 
expected to be completed by early 
2016.  

Launched in the U.S. in 1982 by 
Santa Fe Natural Tobacco 
Company, Inc., the Natural 
American Spirit brand has provided 
a unique product offering and 
established a special brand 
positioning as the only truly global 
“additive free”, premium cigarette 
with a marketing theme that is 
environmentally conscious and 
socially progressive, reports the 
company.  

The brand has enjoyed strong 
growth momentum in the U.S., 
Japan, Germany, Switzerland, Italy, 
Spain, the U.K. and others.  

 

JTI acquires Natural American Spirit 
business outside the United States 

 

“Natural American Spirit, 
which has a strong and 
international presence in a 
premium priced category, will 
allow the JT Group to further 
extend its brand portfolio. This 
strong and unique brand equity 
combined with an energetic 
and experienced team of 
people will further strengthen 
our Group’s business 
foundation,” said Mitsuomi 
Koizumi, President and Chief 
Executive Officer of the JT 
Group.  

The brand has experienced 
significant growth, notably in 
Japan, which accounts for the 
majority of the sales volume 
worldwide excluding the U.S. 

The existing operations of 
the acquired companies will be 
expected to remain unchanged 
in order to fully benefit from 
their extensive knowledge and 
experience, says JTI in its 
statement.  

MBWS to focus on Maison Gautier cognacs 
The Marie Brizard Wine & Spirits Group’s award-winning Maison 

Gautier is celebrating its 260th anniversary with a new commitment to 
travel retail.  

In Cannes ( Yellow Village E32) MBWS will be displaying its full 
range of Gautier Cognacs including VS, XO, Gold and Blue, which 
between them have won 15 major awards including twice being 
recognized as the ‘Best Cognac’ in 2015 (at San Francisco World Spirits 
competition, and the World Cognac Awards) 

The company will also reveal a new brand design and packaging for 
Gautier, created to better express the cognac’s unique qualities and 
heritage. 

“We have a real gem in Gautier Cognac, with fantastic heritage and a 
260 year history that we want to share with the world,” says MBWS 
Global Travel Retail Director Kevin Baker. “Couple this with its 
amazing record of awards every year, including Best Cognac, and you’ll 
understand why I believe it is the perfect brand for Travel Retail. With 
this history, these awards, and a willingness to invest in the right brand 
exposure activities, Gautier Cognac provides a tremendous opportunity 
for profitable sales.” 

“TFWA World  
Exhibition is being  
used as a forerunner 
to the new look  
launch – we will be  
using new back- 
ground visuals and  
communication tone 
to set the scene for  
what will be a major 
 announcement  
later this year,”  
he adds.  

 

 

David Ferreira 
dferreira@cros

ALFA Brands takes on Nishi Pearls for TR 
North America 

ALFA Brands has been appointed the Duty Free/Travel Retail Agent 
for Nishi Pearls, an international jewelry brand with offices in Hong Kong, 
Montreal and the USA. 

Nishi Pearls’ designs are available in a range of sizes, natural colors, 
and shapes, and the company has entered several new collaborative 
ventures, including one with Maple Leaf Diamonds and a co-branding 
endeavor with Swarovski.   

Franco Gabriele – ALFA Brands President stated:  “We are honored for 
having been selected by NISHI Pearls to be their Duty Free / Travel Retail 
agent in North America, and we are thrilled about this very exciting 
partnership”.   

    Amy Hildreth – ALFA Brands Operations  
Manager added: “NISHI Pearls  

   will enhance and enrich our portfolio, and  
   we are eager to present these beautiful pearls  
   to all our long time and loyal customers.”  

    Nishi Pearls will be on display in ALFA  
Brands’ Suite 924 at the Frontier Duty Free  
Association Convention taking place  
November in Vancouver, Canada.  
    For more information, Please visit  
www.nishipearls.com/online.  

 
  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

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 

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)  
\u001A 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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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 

Alpinestars launches in travel retail with 
IBBI TR agent in Americas 

Premium Motorsports fashion 
brand Alpinestars is launching 
into travel retail with a range of 
new and innovative accessories. 
The new products reflect the 
company’s unique position that 
unites high level technology with 
refined craftsmanship to tailor 
performance and stylish high-end 
apparel. 

Founded in 1963 by Sante  
 

Mazzarolo in Italy, the company 
introduced the first dedicated 
Motocross boot. It expanded into 
motorcycle road racing footwear 
and became the global leader in 
motorsports high performance 
footwear technology.  

In the 1990s, the company 
launched an auto racing technol-
ogy program in Formula 1 and 
branched out to all types of tech-
nical protective gear for motor-
cycling.  

Alpinestars has also been a 
pioneer in the development of 
electronic airbag technology for 
motorcycling, and developed 
flame and heat resistant Nomex 
suits, footwear, gloves and 
underwear used by Formula One 
and NASCAR drivers. 

Capitalizing on its world 
brand recognition and the pop-
ularity of Motorsports in high-
end lifestyle, Alpinestars travel 
retail accessory range will 
include watches, electronic 
speakers and bluetooth head-
phones featuring the latest 
technology in noise reduction. 
Also quality leather accessories 
such as wallets and luggage, plus 
a range of fragrance products 
based on the classic and rich 
Alpinestars DNA. 

Debuting in Cannes, the 
company will have an Alpine-
stars Audi Q 7 available to take 
guests from the Palais to its 
Azure Suite at hotel Gray 
d’Abion and invites Exhibition 
goers for cocktails at the suite 
daily 4-6pm.  

For appointments contact 
katherine@internationalbrandbuil
ders.comb 

 

FLO Accessories announces two new partnerships   

FLO Accessories has signed two 
important new partnership agreements 
that expand its on-the-go beauty 
business.  

In a deal signed with Tommy 
Hilfiger, FLO has developed a 
customized perfume atomizer as a 
GWP for the travel retail market. 
The chic silver tube is personalized 
with the Tommy Hilfiger name and 
logo, designed to be more coherent 
with the company’s perfume line.  

FLO Accessories is also now 
expanding in the UK with leading 
retailer WHSmith, who will carry a 
full range of FLO products and 
beauty kits as of November 2015. 
The listing includes FLO 
Refillable Perfume Atomizer, LED 
Tweezers, Crystal Nail Files and  

LED Compact Mirrors, and two 
new beauty sets.  WHSmith is also 
introducing the new FLO Travel 
USB shaver for men.  
         WHSmith operates  
         600 stores on the  
         high street and over  
         600 stores at air- 
         ports, train stations,  
         hospitals and motor- 
         way services. 
           FLO Accessories  
         specializes in the  
         beauty on-the-go  
         sector, and its pro- 
         ducts are available  
         in more than 30  
         countries.  

COUNTDOWN TO CANNES 


