
The International Air Trans-
port Association (IATA) reports 
that global passenger traffic in 
March grew by 5.9% compared to 
March 2012. All regions registered 
growth, led by strong demand in 
the emerging markets compared 
to relatively little growth in the 
mature markets.

Seasonally adjusted, demand 
expanded at an 8% annualized rate 
in the six months since October 
2012, says IATA. Capacity rose 
3.5% compared to the year-ago 
period, pushing up load factors 1.8 
percentage points to 80.3%.

International traffic grew by 
6% in March 2013 compared to 
March 2012, and was up 4.5% 
year to date over the same period 
last year. International traffic rose 
0.4% compared to February, with 
the strongest growth taking place 
in Latin America and the Middle 
East.

International traffic by region
Latin American airlines expe-

rienced very strong growth, with 
March demand up 11.8%, second 
highest among all regions. Capac-
ity climbed 13.3% year-over-year 
resulting in a load factor down by 
one percentage point to 76.9%.

North American airlines 
international traffic rose 2.4% 
yoy in March (after rising just 
0.3% in February). This was the 
slowest rise among the regions, in 
part owing to a 0.9% reduction in 
capacity. Load factor rose 2.6 per-
centage points to 83%, the highest 
for any region. The ongoing cuts 
in US federal spending (seques-
tration) could eventually impact 
economic growth and ultimately 
consumer spending (see related 
story this page.)

Asia-Pacific carriers traffic rose 
5.4% in March over March 2012, 
with strong growth in China and 

New Pernod Ricard positions in 
Asia & Asia DF 
Pernod Ricard has reorganized its 
Asian management team, including 
duty free, effective July 1, 2013.
Thibaut de Poutier de Sone, 
currently MD of Pernod Ricard 
Asia Duty Free, has been appointed 
Executive VP Commercial 
Development of Pernod Ricard. 
Based in Paris, he will report to 
Deputy CEO and COO Alexandre 
Ricard.

Con Constandis, MD of Pernod 
Ricard China, has been appointed 
MD of Pernod Ricard Asia 
Travel Retail, a new subsidiary 
incorporating the duty free activities 
of Pernod Ricard China and Pernod 
Ricard Japan with Pernod Ricard 
Asia Duty Free. Based in Hong 
Kong, he will report to Pierre 
Coppéré, Chairman & CEO of 
Pernod Ricard Asia, and will be a 
member of the Pernod Ricard Asia 
Management Team.
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improvements in Asia. Half of 
the growth in international traffic 
since October has been carried by 
Asia-Pacific carriers. Compared to 
February, traffic rose 0.8%.

European carriers international 
traffic rose 3.7% but IATA says the 
trend has been largely flat since 
October 2012, reflecting persist-
ing weakness in the Eurozone 
economy and recent downward 
revisions to growth expectations 
for 2013.

Middle East carriers experi-
enced the strongest traffic growth 
for any region at 15.6% year-over-
year. 

African airlines traffic climbed 
8.2% in March, while capac-
ity rose 5.7%. Although traf-
fic declined 1.1% compared to 
February, the region is seeing solid 
growth, reports IATA.

President Obama last week 
signed legislation to end the air 
traffic controller furloughs that 
were blamed for thousands of 
flight delays and cancellations in 
April, but criticized the measure 
as a short-term solution that does 
not fix the problems caused by the 
spending cuts from sequestration.

The delays were caused by 
across-the-board sequestration-
related budget cuts that required 
the FAA to furlough employees, 
starting on April 21. It effectively 
cut the workforce of air-traffic 
controllers by 10% each day.

The Reducing Flight Delays 
Act of 2013 (H.R. 1765) stopped 
the FAA furloughs by allowing the 
Federal Aviation Administration 
(FAA) to move money around in 
its budget to eliminate furloughs 
for air traffic controllers. The 
money would come from a grant 
program used for airport improve-
ments.

Obama was strongly critical of 
the measure. 

“Congress responded to the 
short-term problem of flight 
delays by giving us the option of 
shifting money that’s designed to 

President Obama signs measure to end air traffic furloughs but blasts impact on future  
repair and improve airports over 
the long term to fix the short-term 
problem,” he said during a press 
conference on April 30. “Well 
that’s not a solution. Essentially 
what we’ve done is, we’ve said, in 
order to avoid delays this summer, 
we’re going to ensure delays for 
the next two or three decades.”

Obama said that he agreed to 
the short-term FAA bill because 
“the alternative, of course, is either 
to go ahead and impose a whole 
bunch of delays on passengers 
now, which also does not fix the 
problem.”

According to the Wall Street 
Journal, the measure allows the 
FAA to redirect as much as $253 
million from its budget to shore 
up staffing and operations. The 
agency had said the furloughs to 
its roughly 30,000 air-traffic em-
ployees, half of whom are control-
lers, would save $162 million.

TFWA Asia Pacific 
Conference opens May 12

A record number of visitors 
and exhibitors are expected at the 
annual TFWA Asia Pacific Confer-
ence & Exhibition that takes place 
May 12-16 at the Marina Bay 
Sands Expo & Convention Center 
in Singapore. Registration is now 
up by 5% from last year, when 
2,164 delegates attended, says 
TFWA.

More than 250 exhibitors will 
be participating. More information 
is available at www.tfwa.com.

THE NEW FRAGRANCE  
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JTI in the Americas: partners with International Shoppes to implement 
category management in BOS; celebrates Centenary for Camel in LA 

JTI (Japan Tobacco Interna-
tional) has introduced a number of 
high-profile new initiatives in the 
Americas duty free market over 
the past two months.

In North America, JTI has part-
nered with International Shoppes 
to introduce its duty free merchan-
dising strategy with the implemen-
tation of category management at 
IS’s main duty free store at Termi-
nal E departures at Boston Logan 
airport. The store’s layout has 
been redesigned to actively drive 
total duty free sales, significantly 
enhancing overall revenues for the 
store, says the company.

“JTI’s duty free merchandis-
ing solutions strategy presents a 
game-changing opportunity for 
travel retailers. For a long time 
now, travel retailers have acknowl-
edged that tobacco is probably the 
most effective footfall generator in 
their entire portfolio of products. 
What we’ve done is to formulate a 
proven strategy for converting that 
footfall into consumer purchases, 
right across the store’s range of 
core products,” said David Fran-
cis, head of JTI’s Worldwide Duty 
Free Business.

“The duty free solution for our 
Boston Logan Terminal E shop 

that was developed in partnership 
with JTI has not only allowed 
for a logical display of tobacco 
products for our customers, but 
has also created an elegant sales 
solution that satisfies the FDA’s 
(Food & Drug Administration) 
non self-service (NSS) policies. 
This thoughtful approach resulted 
in enhanced sales of duty free to-
bacco products and has upgraded 
the overall look and feel of the 
shop as a whole. I am looking 
forward to deploying similar solu-
tions throughout our other duty 
free outlets,” said International 
Shoppes Vice President Matthew 
Greenbaum.

JTI says that its innovative 
duty free merchandising strategy 
has been developed to help grow 
cross-product sales in duty free 
and shows how tobacco products 
as a whole can benefit the entire 

tax and duty free industry through 
their ability to drive footfall into 
the store. By the end of 2012, 28 
JTI category solutions had been 
put in place with 14 duty free re-
tailers. JTI won the Best Supplier 
of the Year 2012 Frontier Award 
for the strategy.

In Latin America, JTI kicked 
off the 100th Anniversary of the 
Camel cigarettes brand with cel-
ebration events in duty free loca-
tions at Mexico City International 
airport with Dufry, Cancun airport 
with World Duty Free and at Punta 
Cana airport with UETA (Duty 
Free Americas) in April.

Special limited edition packs 
and standard Camel products fea-
turing the 100 Year Anniversary 
design will be available through-
out all of Latin America.

Camel’s centenary campaign, 
“100 years remixed”, pays hom-
age to some of the brand’s most 
memorable past advertising 
campaigns by “remixing” their 

imagery into entirely new and 
contemporary presentations. 

To reflect the wide international 
appeal of Camel to adult smokers, 
JTI commissioned twenty interna-
tional artists, designers, painters, 
musicians and DJs, to create im-
ages and soundtracks for over 100 
original artworks for the “Remix” 
celebrations.

The story of the Camel brand 
began in 1913 when the famous 
Barnum and Bailey Circus came 
to Winston Salem (U.S.A.), where 
RJ Reynolds Tobacco is based. 
RJ Reynolds himself saw a camel 
amongst the many circus animals 
and decided to call his new ciga-
rette Camel which then became 
the image of the brand. Ever 
since, the Camel has featured in 
some of the advertising industry’s 
most famous and long-running 
programs including the “I’d walk 
a mile for a Camel” campaign that 
ran successfully for more than 
forty years.

The tobacco area for International 
Shoppes in BOS

BPI to distribute Burberry fragrances in Travel 
Retail, other select markets

Burberry has appointed Beauté 
Prestige International to become 
the exclusive distributor of Burb-
erry Perfumes & Cosmetics in 
the US, France, Spain, and Travel 
Retail (Europe and Asia-Pacific), 
excluding Travel Retail accounts 
managed currently by existing 
distributors. The new arrangement 
became effective April 1.

Under this arrangement, BPI 
will handle together with Burb-
erry, PR for Burberry perfumes 
and cosmetics in these markets. 

Burberry began directly operating 
its fragrance and beauty business 
as a fifth product division, Burb-
erry Beauty, on April 1, following 
the completion of its long-term 
licensing agreement with Inter 
Parfums.  

Essence Corp., which also dis-
tributes fragrance for BPI in select 
markets in the Americas, will 
continue to distribute the Burberry 
fragrances in the Caribbean and 
Travel Retail in the Americas. 
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Miami distribution company Essence Corp. last week participated in 
the annual  Mercedes Benz Corporate Run in Miami -- the third largest 
5K in the US and the largest 5K in Florida. As for all its Corporate 
events, Essence Corp. runs in support of a local charity, which this year 
was The Miami Project to Cure Paralysis (www.themiamiproject.org). 
The Miami Project is doing some of the most ground-breaking research 
and medical procedures in the world to treat spinal cord injuries. Es-
sence Corp. was joined by some runners from Elizabeth Arden, and 
Shiseido/BPI also participated in the event. Family-run Essence Corp. is 
celebrating its 25th year in business in 2013. 

The 7th annual Patrón Spirits Charity Golf Tournament on April 25 
attracted a number of members from South Florida’s duty free com-
munity, including Patrón’s Joe Arenallo and International Duty Free’s 
Lucio Souto (shown back row between the lovely Patrón ladies), and HK 
Global Duty Free’s Alan Huxtable, Horizon Premium Brands’ Jose Chao 
and Carisam’s Kevin Borrosso (bottom row). The charity event has gen-
erated more than $1 million since it began, reported John McDonnell, 
President, Patrón International and COO. This year, the beneficiary of 
the event is the Patron Action Foundation, which is donating to multiple 
worthy charities. 

Brown-Forman and Tequila Herradura launch 
limited edition Port Cask Finish Reposado

Brown-Forman Travel Retail 
and Tequila Herradura released 
the first of a series of small-batch 
tequilas, Colección de la Casa, 
Reserva 2012, Port Cask Finish. 
Each year, a new tequila will be 
released. The inaugural product, 
Colección de la Casa, Reserva 
2012 is a port cask finished 
reposado tequila that acquires its 
complex body and extraordinary 
smooth taste from resting in two 
different types of oak casks.

Crafted by Master Distiller 
Maria Teresa Lara, Casa Her-
radura uses the finest blue agave, 
traditional production methods and 
a proprietary fermentation from 
naturally occurring wild yeast to 
create the tequila. The tequila then 
uses a double maturation pro-
cess, first resting in medium-char 
American oak casks for eleven 
months and is then transferred to 
hand-selected vintage port casks 
from the Duoro Valley in Portugal 
for an additional two months of 
aging.  

“Colección de la Casa is part 

of our longstanding exploration to 
innovate within the category and 
it fills a niche for tequila aficiona-
dos looking for something truly 
unique to add to their collection,” 
said David Page, Trade Marketing 
Manager, Brown-Forman Travel 
Retail. “We are excited to offer 
this new addition that comple-
ments Herradura’s heritage and 
expertise in crafting the finest 
tequilas for more than 140 years.”

Colección de la Casa-Port 
Cask Finish will be available in 
Travel Retail this summer. Only 
2,000 cases are available with a 
suggested retail price of $89.99 for 
750 ml.
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For inquires contact exclusive sales agent Unique Luxury Goods LLC, 
lola.perez@uniquelg.com 

DFS drives LVMH earnings and launches new shopper iniatiatives
LVMH 1Q growth driven 
by DFS

The “excellent performance” 
of DFS and Sephora led the way 
for parent company LVMH Moët 
Hennessy Louis Vuitton to report 
organic growth of 7% to 6.947 
billion euros in the first quarter 
ended March 31, 2013 (reported 
April 15) despite a slowdown of 
expenditure from its key Japanese 
shoppers.

LVMH’s Selective Retailing 
division generated organic revenue 
growth of 17% in the quarter 
compared to 1Q 2012. “DFS 
recorded an excellent performance 
driven by the continued growth in 
Asian tourism despite a decline in 
expenditure from Japanese tourists 
resulting from the weaker Yen,” 
said the company. 

Sephora gained market share 
in all its regions and continued to 
expand its global store network 
highlighted by the opening in 
Shanghai of its largest store in 
China. Online sales also expe-
rienced rapid growth during the 
period, said the company.

Organic revenue growth from 
LVMH’s other categories were: 
Wines & Spirits + 7%; Fashion & 
Leathergoods +3%, Perfumes & 
Cosmetics + 5%, and Watches and 
Jewellery + 2%.

DFS Galleria Singapore issues 
Passport to Paradise destination 
guide

DFS Group (DFS) has created 
its own series of guidebooks titled 
Passport to Paradise to provide 
shoppers with a travel-friendly 
guide to navigating key shopping 
districts, retail promotions at ho-
tels and restaurants, and duty free 
shopping in Hong Kong, Hawaii 
and Singapore.

Passport to Paradise will be 
distributed in key cities in the 
region and published in a variety 
of languages to cater to a broad 
range of travelers. The guidebooks 
and maps are also optimized for 
mobile devices, and can be easily 
accessed online via QR codes 
in the guidebooks, ensuring that 
travelers can retrieve the informa-
tion on the go.

The Singapore edition of the 
Passport to Paradise guidebook 
includes a map of Orchard Road 
and the MRT and LRT system. It 
also offers suggestions on places 
to eat, stay and sightsee, including 
exclusive promotions with hotels 
such as Mandarin Orchard Hotel 
and Royal Plaza on Scotts, and 
restaurants like 10 SCOTTS at 
Hyatt Hotel and TWG Tea Salons 
& Boutiques.

The guide will also highlight 
the Galleria’s products and ser-
vices, such as DFS Singapore’s 
Scottswalk location with its 
complimentary Beauty Concierge 
service – a brand-neutral plat-
form offering skin treatments and 
facials for customers to discover 
skincare and cosmetics that best 
suit them.

DFS also offers shopping 
privileges such as a 100% world-
wide guarantee on all purchases 
made at any of its outlets all over 
the world, and tax refunds to all 
international guests via its Global 
Blue Tax Free Shopping service. 
The Passport to Paradise guide 
is also available online at www.
dfspassport.com.

DFS Group launches “Passage 
to Paradise” campaign

DFS’ new destination guides 
follow on its earlier announce-
ment of its 2013 Spring/Summer 
“Passage to Paradise” marketing 
campaign, in which the Group 
is transforming all its Galleria 
storefront windows and in-store 
displays into an inspired environ-
ment that invites customers on 
an exotic journey into a world of 
distinctive luxuries.

DFS commissioned rising 
Philippine-based artist Daryl 
Feril to envision the new concept. 
Chosen for his rich integration of 
flowing illustrations, watercolors 
and digital technique, Feril’s latest 
creations are on full display at 14 
Gallerias worldwide. Seamlessly 
marrying art with visual merchan-
dising, the resulting landscape 
evokes images of rare chinoiserie, 
majestic elephants, mythical jour-

neys and antique steamer trunks, 
says DFS.

The in-store displays are 
brought to life even further by a 
series of dramatic photos and vid-
eos developed in partnership with 
Craig McDean, a leading interna-
tional fashion photographer, and 
Tabitha Simmons, the renowned 
fashion director and stylist.

“The new storefront visuals and 
advertisements … really demon-
strate the level of creative energy 
we are dedicating to customer 
engagement today,” said Sibylle 
Scherer, President, Consumer 
Marketing and Branding, DFS 
Group.

The campaign will also extend 
directly to the DFS customer 
in late spring when the Group 
launches a variety of promotional 
activities and events in each of its 
local markets. 


