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One on One with MarketPlace Development President
Paul McGinn: Developer brings a hands-on, personalized man-

agement approach to Washington airports concession programs

MarketPlace Development
President Paul McGinn

The concession management contract that airport retail
group MarketPlace Development commenced at Washington
Dulles International and Reagan
Washington National airports at
the beginning of January represents a significant step for the

Massachusetts-based company,
which also manages the awardwinning concession programs at
Philadelphia International Airport
and the Central Terminal at New
York’s LaGuardia Airport.
The new five-year extendable
contracts awarded by the Metropolitan Washington Airports Association (MWAA) encompass the
91,000 square foot retail program
at Dulles International Airport,
and the 66,000 square foot retail
program at Ronald Reagan Washington National Airport.
Dulles, which has more than
100 tenants and 15 RMU (retail
merchandising units) and served
about 23 million passengers in
2012, is a major hub for domestic
and international air travel around

the world, and Reagan National
– which has more than 70 tenants
and 15 RMUs and served more
than 19.5 million passengers, saw
growth up more than 3.6% from
the year earlier.
Paul McGinn, MarketPlace Development President, sees a broad
array of opportunities ahead from
the new contract.
“Our responsibility to the
Metropolitan Washington airport
authority is to develop the merchandising plan that meets the objectives for the airport; implement
that plan through leasing to others
through a competitive process to
select the tenants, and then market
the program and manage it on a
day to day basis,” he tells TMI.
Continued on page 2

International tourism passes 1 billion mark in 2012; UNWTO sees
more robust growth in 2013: Americas consolidate growth

The Americas held its own
in terms of international tourist
arrivals in 2012, according to the
latest UNWTO World Tourism
Barometer.
Although its tourism growth
was not quite as vibrant as that in
the top performing Asia and the
Pacific region (+7%), tourism arrivals were up by 6 million arrivals in the Americas (+4%), reaching 162 million in total. Central
America destinations (+6%) led
the growth, while South America,
up by 4%, showed some slow-

down as compared to the doubledigit growth of 2010 and 2011.
The Caribbean (+4%), on the other
hand, is performing above the
previous two years, while North
America (+3%) consolidated its
2011 growth.
The UNWTO World Tourism
Barometer reports that total international tourist arrivals grew by
4% in 2012 to reach 1.035 billion.
Emerging economies (+4.1%)
regained the lead over advanced
economies (+3.6%), with Asia and
the Pacific showing the strongest

results.
Growth is expected to continue
in 2013 only slightly below the
2012 level (+3% to +4%) and
in line with UNWTO long term
forecast.
With an additional 39 million
international tourists, up from
996 million in 2011, international
tourist arrivals surpassed 1 billion
(1.035 billion) for the first time in
history in 2012. Demand held well
throughout the year, with a stronger than expected fourth quarter.
Continued on page 3
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EXCELLENT PERFORMANCE
FOR LVMH IN 2012
Despite “the context of the economic slowdown in Europe,” luxury
products group LVMH Moët Hennessy Louis Vuitton chairman and
CEO Bernard Arnault today reported
a “remarkable year” in 2012, with
revenue up 19% over 2011 to €28.1
billion and net profit up 12% to €3.4
billion.
Organic revenue growth was 9%,
with all business groups in Europe,
Asia and the US showing excellent
momentum. Profit from recurring
operations increased by 13% to
€5.9 billion, which comes on top of
strong growth in 2011.
Highlights of 2012 include: Profit
from recurring operations close to
6 billion Euros; market share gains
throughout the world; strong momentum in the US; continued rapid
growth in Asia; strong progression
in Wines & Spirits; remarkable year
for Parfums Christian Dior; ongoing strengthening of the market
positions of DFS and Sephora;
excellent results for TAG Heuer and
the integration of Bulgari.
The Selective Retailing business
group recorded organic revenue
growth of 14% and profit from
recurring operations up +19%.
DFS won three major concessions in 2012 at Hong Kong Airport
and the concession at Los Angeles
Airport was renewed. DFS also
opened a 3rd Galleria in Hong Kong.
Sephora opened stores for the
first time in Denmark and Sweden,
and renovated several flagship stores
in New York; expanded in China and
opened its first stores in the high potential markets of Brazil and India.
The company said it expected another healthy performance in 2013,
saying: “…LVMH is well-equipped
to continue its growth momentum
across all business groups in 2013.
The Group will maintain a strategy
focused on developing its brands by
continuing to build up its savoirfaire, [and] strong innovation and
expansion in fast growing markets.”
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Paul McGinn

Highlights from MarketPlace
Development’s programs at LGA
(left) and PHI (right).

McGinn says that MarketPlace
Development takes a very individual, hands-on, directed approach
to each airport that it works with.
“It really is our model to develop and implement a merchandising plan that is customized for
that airport, to reflect the local
area where it operates, to reflect
the unique demographics of the
airport. Hopefully, we also take on
and respond to what the airport authority wants to see for its airport
in terms of the services and amenities for its passengers,” he says.
This very hands on, personalized approach has led to the
tremendous success that MarketPlace has developed at New York
LGA and all seven terminals in
Philadelphia, says McGinn:
“We look forward to doing the
same thing for the Washington
Airport Authority in both Dulles
and National. We want to take the
programs in both of those airports
to the next level.”
Even as McGinn admits that
the commercial programs at both

are all sorts of ideas that are in
play for both of the Washington
airports. As spaces become available we will be talking to multiple
tenants and evaluating them on a
number of criteria to determine
who are the best matches for
the program that we are putting
together.”
MarketPlace is also in the midst
of a major redevelopment program
in commuter Terminal F at Philadelphia International Airport that
will be opening later this year.
“We are dramatically expanding the retail and food & beverage program. We are adding a
couple of major restaurants, one
of which is Revive, and expanding the retail program to include
Sound Balance, Solstice, Fire &
Ice, with Hudson News and Stellar
Partners opening new newsstands.
We are also adding an XpressSpa
location, and multiple food court
units. So there is quite a bit going
on there.”

Continued from page 1

Dulles and Washington National
are fairly mature at this point,
he sees the potential to build an
expedient and improved service,
as well as improve revenues and
see sales numbers go up.
“It is important to us to address
a number of criteria in every
airport: we are certainly looking to
drive up the spend per passenger
and improve the rental return to
the airport, but we are also very
focused on making sure that we
address the airport’s interest in
having local tenants, regional
tenants, and also to make sure that
we achieve the ACDBE requirements that the airport requires,” he
explains.
MarketPlace has historically
seen substantial increases from
when it begins a new program,
says McGinn. The company is

currently in the process of working
with the Metropolitan Washington
Airports Authority to develop a
commercial schedule for both
airports, and plans to have some
leasing activity later this winter
and new tenants in place later this
year.
“There are quite a few tenant contracts at both Dulles and
National that either have expired
or will be expiring in the not too
distant future. So we are in the
process of developing plans for
multiple locations,” he adds.
While McGinn did not specify
exactly which retail and food &
beverage outlets will be added, he
notes that MarketPlace has many
ongoing relationships and talks
with tenants every day: “There

NITR launches exclusive Twitter feed for the TR industry
Nestlé International Travel Retail (NITR) has launched a Twitter feed as part of
its new 2013 trade-focused advertising campaign.
The new campaign is part of an ongoing collaboration with its design agency,
DCActiv – and a key next step in the partnership’s Perfect Store initiative.
www.twitter.com/nestleITR will further strengthen NITR’s category leadership
and trade engagement – both as an information resource on new products and as a
useful tool for delivering category insight, says the company.
Twitter, NPDs and the Perfect Store
@NestleITR will highlight a series of insight-driven NPD launches for 2013 and
inform the trade on the latest developments from the ever-evolving Perfect Store –
which provides highly effective, real-world solutions for retailers through understanding shopper needs and their emotional triggers to purchase.
NITR Marketing Manager, Frédéric Porchet, believes Twitter will “boost
NITR’s digital interaction with the trade” and prove to be a highly effective communication tool going forward.
NITR is the first confectionery supplier to offer both travel retail and trade-specific ‘Tweets’ for the industry – and the full trade press campaign will be live from
the end of this month.
Customer enquiries: frederic.porchet@nestle.com
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World Tourism

Continued from page 1
By region, Asia and the Pacific
(+7%) was the best performer,
with the sub-regions of South-East
Asia, North Africa (both at +9%)
and Central and Eastern Europe
(+8%) topping the rankings.
“2012 saw continued economic volatility around the globe,
particularly in the Eurozone. Yet
international tourism managed to
stay on course,” said UNWTO
Secretary-General Taleb Rifai.
“The sector has shown its
capacity to adjust to the changing
market conditions and, although
at a slightly more modest rate, is
expected to continue expanding in
2013. Tourism is thus one of the
pillars that should be supported by
governments around the world as
part of the solution to stimulating
economic growth,” he added.
UNWTO forecasts international
tourist arrivals to increase by 3%
to 4% in 2013, much in line with
its long term forecast for 2030:
+3.8% a year on average between
2010 and 2020. This outlook is
confirmed by the UNWTO Confidence Index. Compiled among
over 300 experts worldwide, the
Index shows that prospects for
2013 are similar to the evaluation
of last year (124 points for 2013
against 122 for 2012).
By region, prospects for 2013
are stronger for Asia and the
Pacific (+5% to +6%), followed
by Africa (+4% to +6%), the
Americas (+3% to +4%), Europe
(+2% to +3%) and the Middle East
(0% to +5%).
Emerging economies regain
the lead
In 2012, growth was stronger
in emerging economies (+4.1%) as
compared to advanced economies (+3.6%), a trend which has
marked the sector for many years
now.
Outside of the Americas,
international tourist arrivals to
Europe, the most visited region

in the world, were up by 3%; a
very positive result in view of the
economic situation, and following
a strong 2011 (+6%). Total arrivals
reached 535 million, 17 million
more than in 2011. By sub-region,
Central and Eastern Europe destinations (+8%) experienced the
best results, followed by Western
Europe (+3%). Destinations in
Southern Mediterranean Europe
(+2%) consolidated their excellent
performance of 2011 and returned
in 2012 to their normal growth
rates.
Asia and the Pacific (+7%)
was up by 15 million arrivals in
2012, reaching a total 233 million
international tourists. South-East
Asia (+9%) was the best performing sub-region much due to the
implementation of policies that
foster intraregional cooperation
and coordination in tourism.
Growth was also strong in NorthEast Asia (+6%), as Japanese
inbound and outbound tourism
recovered, while it was comparatively weaker in South Asia (+4%)
and in Oceania (+4%).
Africa (+6%) recovered well
from its setback in 2011 when arrivals declined by 1% due largely
to the negative results of North
Africa. Arrivals reached a new
record (52 million) due to the
rebound in North Africa (+9% as
compared to a 9% decline in 2011)
and to the continued growth of
Sub-Saharan destinations (+5%).
Results in the Middle East (-5%)
improved after a 7% decline in
2011, yet the region recorded an
estimated 3 million international
tourist arrivals less in 2012 in spite
of the clear recovery in Egypt.
Receipts confirm positive trend
in arrivals
Available data on international
tourism receipts and expenditure
for 2012 covering at least the first
nine months of the year confirm
the positive trend in arrivals.
Among the top ten tourist
destinations, receipts were up sig-

nificantly in Hong Kong (China)
(+16%), the USA (+10%), the UK
(+6%) and Germany (+5%). At the
same time, a significant number of
destinations around the world saw
receipts from international tourism
increase by 15% or more – Japan
(+37%), India and South Africa
(both +22%), Sweden and the
Republic of Korea (both +19%),
Thailand (+18%) and Poland
(+16%).
Traditional source markets show
renewed dynamism
Although the highest growth
rates in expenditure abroad among
the ten top markets came from
emerging economies – China
(+42%) and Russia (+31%) – important traditional source markets,
showed particularly good results.
In Europe, and despite economic
pressures, expenditure on international tourism by Germany held
well at +3%, while the UK (+5%)
returned to growth after two flat

years. In the Americas, both the
USA and Canada grew at 7%. On
the other hand, France (-7%) and
Italy (-2%) registered declines in
travel expenditure.
Smaller markets with significant growth were Venezuela
(+31%), Poland (+19%), Philippines (+17%), Malaysia (+15%),
Saudi Arabia (+14%), Belgium
(+13%), Norway and Argentina
(both +12%), Switzerland and
Indonesia (both +10%).
The Americas (+4%) saw an
increase of 6 million arrivals,
reaching 162 million in total.
Leading the growth were destinations in Central America (+6%),
while South America, up by 4%,
showed some slowdown as compared to the double-digit growth
of 2010 and 2011. The Caribbean
(+4%), on the other hand, is performing above the previous two
years, while North America (+3%)
consolidated its 2011 growth.
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The Balvenie launches TR Exclusive
Tun 1401 Batch No 7
William Grant & Sons has
released Batch 7 of The Balvenie
Tun 1401, a single malt that will
be available exclusively in global
travel retail outlets.
Batch No 7 is a marriage of
rare Balvenie matured in nine
traditional American whisky casks
and two European sherry butts,
hand-selected by Malt Master
David Stewart.
After selection, the aged
whisky – some of which was
distilled in Stewart’s earliest days
at the distillery – was transferred
into Tun 1401, a traditional oak
marrying vessel, and then left to
rest for several months.
Commenting on the new
release, David Stewart said: “I
always look forward to selecting the different casks of aged
Balvenie whisky for the batches
we marry in Tun 1401 and Batch 7
was no exception. This new batch
is quite different to Batch 4, the
previous batch which was avail-

able in travel retail outlets, as it
contains more whisky matured in
traditional American ex-Bourbon
barrels, so it contains more soft
vanilla notes.”
Hand-bottled at The Balvenie Distillery in Speyside, The
Balvenie Tun 1401 Batch 7 has an
ABV of 49.2% and will be available worldwide, from March 2013,
exclusively through travel retail
outlets at an RRP of £175.

The Balvenie hold Inaugural Rare Craft
Fellowship Awards in New York

The Balvenie held its Inaugural Rare Craft Fellowship Awards last
night in New York City. The awards mark the end of the Rare Craft
Roadshow, a two year journey in search of “American artisans who
honor tradition with their craftsmanship.” Above: International
Shoppes Vice President Scott Halpen and WGS’ Steve Corrigan
toast some Balvenie in front of the car that went from city to city in
the US in search of the winner of the Rare Craft Fellowship Award.

Glenfiddich releases third Age of Discovery
Glenfiddich last week released
the ‘Age of Discovery’ Red Wine
Cask Finish.
This is the third whisky in the
travel retail exclusive ‘Age of
Discovery’ range, following the
Glenfiddich Madeira Cask Finish
and Bourbon Cask Reserve. It has
been aged at least 19 years.
The ‘Age of Discovery’ Red
Wine Cask Finish takes its influence from the renowned journey
of HMS Beagle, which set sail
from Plymouth, England in 1831
with passengers that included
Charles Darwin.
Glenfiddich Malt Master,
Brian Kinsman commented: “This
extraordinarily rich single malt
Scotch whisky is finished in oak
casks previously used to produce
the smooth complex wines of
South America.”
Adorned with illustrations that
map the route of Charles Darwin’s
journey, the bespoke packaging of
‘Age of Discovery’ Glenfiddich

Red Wine Cask Finish showcases
this unique expedition. The deep
red box and the black glass bottle
is embellished with a red cartouche compass.
The ‘Age of Discovery’ Red
Wine Cask Finish will be available
exclusively in Global Travel Retail
from January 2013.

Inniskillin to launch limited edition
with 2012 harvest

Canada’s Inniskillin Wines -which began the 2012 harvest last
week -- announced that it plans
to expand the Sparkling Icewine
portfolio with this 2012 vintage by
creating a limited release Cabernet
Franc Sparkling Icewine.
Currently winemaker Bruce
Nicholson produces a Vidal
Sparkling Icewine which has been
highly awarded and much sought
after, says the company.
The annual Icewine harvest
went into full swing in Niagaraon-the-Lake early Tuesday morning, Jan. 22, when vineyard manager Gerald Klose and Nicholson
determined the temperatures were
cold enough. The global leader
in Icewine, the company needed
frigid weather conditions to pick
the 2012 harvest of grapes, which
will be pressed in the extreme cold
to extract their juice.

New TR structure
In other Inniskillin and Constellation Brands news, Randy
Dufour, Global Travel Retail
Director – Constellation Brands
and Amanda Dolotowicz, Business
Development Manager – Travel
Retail are now managing the
global travel retail business for
Constellation with the exception of Europe. Last March they
took on the Canadian business
and in November took on the US
business. Dufour says the official
structure was set up in 2011, but
the implementation is taking place
in stages.

