
FDFA, Canadian border operators, wait for new Federal  
budget to hear fate of proposed Road TRIP rebate 
program 

 

 

 

 

which included accommodations 

and third party rebators, but this 

program has been tailored to avoid 

those issues. Road TRIP will not 

cost the government much but all 

these little programs can add up to 

a much bigger dollar. So we are 

doing all we can to keep our pro-

posal in their memories,” she says.  

According to the FDFA econo-

mic summary, the program can 

bring in an additional 1,300 full 

time jobs across Canada and $55.6 

million in wages: “It will bring in 

an additional 630,000 American 

visitors a year, and it will certainly 

increase our visitation rates to the 

duty free stores, because people 

will go into the shops to get their 

rebate. We know that every time 

someone goes to get a rebate, they 

have cash in-hand, and they spend 

the money back in our stores. 

(FDFA estimates that up to 60% of 

customers will spend the rebate in 

their shops before leaving Canada.)       

“These sales also benefit 

Canada, since so many visitors buy 

Canadian-made products such as 

ice wine, spirits, beer, maple syrup 

and confections, and souvenirs,” 

adds Karson. 

The FDFA is planning to com-

bine the Road TRIP rebate with a 

“Take 5” promotion, suggesting 

that U.S. visitors consider making a 

final purchase with their rebate in 

Canada at the duty free shop.  

The FDFA says that the 

Canadian border area retailers are 

losing significant business to U.S.  

     retailers and internet  

     sales, as well as to  

     falling numbers of  

     cross border visitors. 
     Continued on page 2.  
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Marine scientist and explorer 

Robert Ballard is founder and pres-

ident of the Ocean Exploration 

Trust; director of the Center for 

Ocean Exploration and Professor 

of Oceanography at the University 

of Rhode Island Graduate School 

of Oceanography. He is Explorer-

in-Residence at the National Geo-

graphic Society, Commissioner for 

the U.S. Commission on Ocean 

Policy, and a Senior Scientist 

Emeritus at the Woods Hole 

Oceanographic Institution. Serving 

in the U.S. Navy for more than 30 

years, he continues to work with 

the Office of Naval Research.  

A pioneer in the development of 

deep-sea submersibles and remote-

ly operated vehicle systems, he has 

taken part in more than 140 deep-

sea expeditions. In 1985, he dis-

covered the RMS Titanic, and has 

tracked down many other signifi-

cant shipwrecks, such as the Ger-

man battleship Bismarck, the lost 

fleet of Guadalcanal, U.S. aircraft 

carrier Yorktown, and John F. 

Kennedy’s boat PT-109. He has 

also discovered hydrothermal vents 

and “black smokers” in the Galapa-

gos Rift and East Pacific. The 

author of numerous books, 

scientific papers, and articles, he 

has been featured in several 

National Geographic television 

programs, including “Secrets of the 

Titanic” and a more recent five-

part mini-series, “Alien Deep with 

Bob Ballard.”  

He was a special advisor to 

Steve Spielberg on the futuristic 

television show seaQuest DSV. His 

honors include 21 Honorary 

Doctorates, National Geographic’s 

highest award, the Hubbard Medal, 

and a National Endowment for the 

Humanities Medal. He was elected 

a Fellow of the American Academy 

of Arts and Sciences in 2014. 

 
 

 

 Since unveiling the initial 

plans for its 3-year pilot Road 

TRIP (Travel Rebate Incentive 

Program) at its annual convention 

last November, Canada’s Frontier 

Duty Free Association has been 

strongly advocating for the 

program with government and 

industry officials to make the 

concept a reality. Now the 

Association is waiting to see if 

the program – which is a rebate 

of the 5% GST on goods pur-

chased by visitors that can be 

collected at the border duty free 

stores as visitors leave the 

country – is adopted by the 

government as part of the 2015 

Federal budget, which will be 

unveiled on April 21.  

FDFA Executive Director 

Laurie Karson met with TMI in 

Orlando to present an update on 

the program, which is designed to 

increase retail activity and 

employment in the Canadian duty 

free stores across the country. 

“We have developed a concise 

one-page information piece that 

we give to members of parlia-

ment, ministers and industry 

stakeholders, and we also created 

an economic study in support of 

Road TRIP which shows the 

benefits that will be gained by 

giving Americans back the 5% 

GST at the border duty free 

stores. No one has opposed the 

proposal, neither in the govern-

ment nor the industry,” explained 

Karson.   

   Covering the Americas & the Caribbean. parsnip5@aol.com 

A broad range of industry stake-

holders have written letters to 

Canada’s Minister of Finance Joe 

Oliver in favor of the program, 

says Karson. Oliver’s Ministry will 

make the final decision on whether 

the program can go forward. The 

industry groups who are supporting 

Road TRIP include the Tourism 

Industry of Canada (TIAC), the 

Retail Council of Canada (RCC), 

the Canadian Federation of Inde-

pendent Business (CFIB) and the 

Canadian Vintners Association, 

among others.  

Canadian Chambers of Com-

merce and Canadian Border 

Mayors from across the country 

have also voiced their support of 

the Road TRIP program with either 

letters sent to the Ministry of Fin-

ance from local political represen-

tatives and/or media releases.  

“We have received 25 letters 

from Members of Parliament. In all 

we have more than 60 letters of 

support,” says Karson (Ed. Note: 

As of March 23, 2015).  

In addition, Ministers from 

Quebec, Ontario, British Columbia 

and Manitoba have contacted the 

Ministry of Finance in support of 

the program, says Karson. 

Karson explains that the 

program will cost the government 

about C$5.2 million in rebates, but 

could generate as much as $89.6 

million GDP, according to its 

economic research study.   

“The government canceled the 

original, earlier rebate program 

which 
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Coach has signed an 11-year 

worldwide fragrance license 

agreement with the French division 

of Interparfums SA to create, 

produce and distribute new 

perfumes and fragrance-related 

products, beginning fall 2016. 

The New York–based 

accessories design house did not 

renew its current license agreement 

with Estee Lauder, even though 

Victor Luis, Coach CEO, said that 

the company had been pleased with 

the performance of its fragrance 

business since it was launched. 

Estee Lauder created the first 

Signature Coach fragrance in 2010, 

under a five-year agreement. 

Coach is now looking to grow 

the fragrance business larger, says 

Luis: 

“As our brand transformation 

continues to progress, and with 

Interparfums as our partner, we 

know we can leverage this category 

into a much larger global 

opportunity. Given Interparfums’s 

successful track record of 

cultivating and growing fragrance 

lines for fashion and luxury goods  

 

brands they were the ideal choice to 

take our business to the next level.” 

Philippe Benacin, CEO of 

Interparfums SA, stated, “Coach is an 

iconic brand focused on relevance and 

innovation. We greatly respect what the 

company has already accomplished in 

the realm of fragrance, most notably 

with Signature and Poppy, the brand’s 

well-established, top-selling scents. We 

look forward to developing new 

fragrances that capture the spirit of the 

Coach brand, and to taking the 

portfolio to a larger audience.  

With our distribution network, we 

have a great opportunity to build upon 

the success already seen with Coach 

fragrance by expanding the distribution 

globally and by capitalizing on the 

growing recognition of the brand in 

international markets.” 

Interparfums holds the worldwide 

fragrance licenses for Montblanc, 

Jimmy Choo, Karl Lagerfeld, 

Boucheron, Van Cleef & Arpels, 

Repetto, Paul Smith, S.T. Dupont and 

Balmain. The Company also owns 

Lanvin Perfumes and last month 

announced that it was acquiring the 

fashion house of Rochas. 

 

 

 

 

 

 

 

 

 

FDFA proposes Road TRIP rebate 

Continued from page 1. 

Since 2002 the annual number 

of U.S. visitors to Canada has de-

clined by 23.9%, with the number 

of same day visitors, mostly road 

travelers, down by 55.9%, and 

overnight trips down by 26%. From 

2008-2013 the number of cross 

border trips by road has declined 

14% with spending by visitors 

down 32.7%.   

These declines have severely 

impacted small and medium-sized 

business, says the FDFA, with 

Duty Free border sales down 40% 

from 2002 until now.  

Calling the proposed Road TRIP 

program a “simple cost-effective 

policy initiative,” the FDFA says 

that now is the best time to intro- 

 

duce the effort. 

 “The U.S. economy is recover-

ing from a protracted recession, 

U.S. travelers are taking more trips 

abroad as more than 100 million of 

them have passports (twice the 

number as in 2008), the Canadian 

dollar is more competitive, 

gasoline prices are declining, and 

the Canadian tourism industry is 

mounting new marketing 

initiatives,” says the economic 

study. 

“The Federal Budget will be 

unveiled on April 21 so we will 

know the fate of the file at that 

time. All the MPs are back in their 

home constituencies at this time so 

it’s a waiting game at this point,” 

says Karson.  
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 signs new fragrance deal with Interparfums 

 L’Oréal Luxe Travel Retail Americas opened its first 

Giorgio Armani three axes counter in Hawaii at Waikiki 

Galleria just in time for Chinese New Year on February 14. 

The new area adds makeup and skincare to the fragrances 

already available at the store. The new space now includes a 

foundation bar and dress code for face. Two permanent “face 

designers” show the customers how to use the brands’ iconic 

products, such as Maestro, Luminousilk and Fluid Master 

Primer, with advice available in Chinese, Japanese and 

Korean to cater to travelers from Asia.  

The space has also added a new back wall for Giorgio 

Armani fragrances, in addition to the existing area. Similar 

Travel Retail three axes counters are planned for Brazil and 

Chile, says the company. 

 

Coty completes acquisition of Bourjois  
cosmetics from Chanel 

Coty Inc. has completed its acquisition of French 

cosmetics brand Bourjois from Chanel for approximately 

15.43 million shares of Coty’s Class A Common Stock. 

Bourjois has a portfolio of color cosmetic products that are 

sold through approximately 23,000 points of sale in more than 

50 countries around the world, with leading positions in some 

of the most attractive markets for color cosmetics, such 

as Western Europe, the Middle East and Asia. Bourjois was 

founded in 1863, by French actor Joseph-Albert Ponsin, who 

developed a line of color cosmetics for his fellow actors. 
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Diageo spirits and packaging won 

91 awards at the 2015 San Francisco 

World Spirits Competition, including 

83 medals, 39 of which were double 

gold or gold. 

Scotch and North American 

Whisk(e)y did very well, with 14 

Diageo brands winning multiple 

medals; with several named “Best” in 

their category. Seven Diageo brands 

won medals for packaging, including 

Mortlach Scotch Whisky and Orphan 

Barrel Bourbon, which were both 

awarded double gold.  

The Company was also named 

“Importer of the Year” in recognition 

of Diageo’s consistent high quality of 

spirits across all brands. 

Whisk(e)y was the standout cate-

gory for Diageo, with 57 medals. 

Johnnie Walker won twelve medals 

for liquid, up three from 2014. 

George Dickel, Bulleit, Jeremiah 

Weed, Oban and Orphan Barrel won 

three medals each, and Buchanan’s 

won four, including a Double Gold 

for Buchanan’s Master. 

 

Seven Diageo Whisk(e)ys were 

named best liquid in their respective 

categories. George Dickel No. 12 

was designated the “Best Tennessee 

Whiskey;” Blade & Bow 22 Year 

Old Bourbon won “Best Straight 

Bourbon;” and Crown Royal Single 

Barrel was named “Best Canadian 

Whisky.” In Scotch, Lagavulin 16 

Year Old earned the title “Best Single 

Malt Scotch 13-19 years;” John 

Walker & Sons Private Collection 

2015 Edition was awarded “Best 

Blended Scotch - No Age State-

ment;” Talisker 10 Year Old was 

named “Best Single Malt Scotch up 

to 12 Years,” and Talisker Storm was 

named “Best Single Malt Scotch - No 

Age Statement.” 

Within Scotch, Diageo’s non-age 

declared whiskies won nine medals 

for brands including Oban Little Bay, 

Talisker Storm, Mortlach Rare Old, 

Buchanan’s Master, Buchanan’s Red 

Seal, Haig Club and Johnnie Walker 

Double Black, Gold Label Reserve 

and Blue Label. 

 

Diageo brands earn 91 awards at San Francisco World  

Spirits Competition; and named “Importer of the Year” 

In the Gin category, Tanqueray received two medals 

including a Double Gold for Tanqueray London Dry Gin.  

In the Tequila category, DeLeon received two medals for the 

brand’s Reposado and Platinum. In Rum, new Captain Morgan 

White Grapefruit and Captain Morgan White Pineapple each 

earned medals.  

In Liqueurs, Grind won a medal and Baileys won medals for 

new flavors Chocolate Cherry and Salted Caramel. 

Overall, liquids from Diageo’s Innovation team won 19 

medals. 

  

 

  

 

 

Knob Creek named “Best Bourbon” as Beam Suntory wins 
113 awards in three top blind-tasting competitions 

  
Beam Suntory has won prestigious accolades spanning all major spirits 

categories in three internationally-renowned spirits competitions, including 

the title of “Best Bourbon” for its Knob Creek Bourbon brand.    

The San Francisco World Spirits Competition awarded Beam Suntory 

55 total medals, including the “Director’s Award of Excellence” for the 

company’s “excellent portfolio of spirits” (the first time the company has 

received this honor). Knob Creek Bourbon earned a Double Gold medal and 

out-rated 95 other bourbons to be named “Best Bourbon.”   

Yamazaki 18 Years Old Japanese Whisky also earned a Double Gold 

medal and the title of “Best” product in its category, while El Tesoro Anejo 

Tequila earned a Double Gold medal and the title of “Best Anejo Tequila.”   

In all, the company’s whisk(e)ys were recognized with 11 Double Gold 

medals and 13 Gold medals for brands including Jim Beam Bourbon, 

Hakushu Japanese Whisky, Auchentoshan Scotch Whisky, Bowmore Single 

Malt Scotch Whisky and Laphroaig Islay Single Malt Scotch Whisky.  

   

Beam Suntory’s whiskey and tequila brands were also honored by the 

Ultimate Spirits Challenge and the Beverage Tasting Institute’s 

“International Review of Spirits” competition.   

Judges in the Ultimate Spirits Challenge awarded El Tesoro Platinum 

Tequila the “Chairman’s Trophy” (Best in Show), scoring the spirit a 95 and 

an “Extraordinary, Ultimate Recommendation.”  Among 40 additional 

trophies, 12 Beam Suntory brands earned Ultimate Recommendations, 

including Knob Creek Bourbon and Jim Beam Single Barrel Bourbon.  

The Beverage Tasting Institute awarded Beam Suntory 17 total medals 

in its “International Review of Spirits” competition, including the most Gold 

Medals for bourbon in the industry and a Platinum Medal (highest rated) for 

Jim Beam Distiller’s Masterpiece. 

  

 

Diageo’s John 
Walker & Sons 

Private Collection 

2015 Edition was 
awarded "Best 

Blended Scotch - No 

Age Statement" at 
the 15th annual San 

Francisco World 

Spirits Competition. 
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MARS expands global team  
 
 

Rituals releases TAO 
Collection for TR 

Rituals Cosmetics brings its latest product 

range, the TAO Collection, to travel retail  

Ritual’s range of six unique new products 

is inspired by Tao, the ancient Chinese 

philosophy of Yin and Yang. 

The Rituals TAO collection has taken 

traditional Chinese ingredients like white 

lotus, Chinese peppermint and Yi Yi Ren, 

which have properties known to have a 

soothing and nourishing effect upon the body 

and help its users achieve a harmonious 

balance of Yin and Yang.  

“This is a truly original creation with a 

very appealing product story behind it that is 

particularly appropriate for travel retail 

customers,” said Neil Ebbutt, Rituals’ 

wholesale director for travel retail. “Even 

though we all look forward to our travels there 

is no denying it can sometimes be stressful 

and exhausting and the products in the TAO 

collection couldn’t be more relevant. In fact I 

don’t think there’s a product like it in travel 

retail and I believe it’s going to appeal very 

strongly to the travel retail customer” he said. 

Qi, a light cream serum containing Chinese 

peppermint and Yi Yi Ren, is especially ideal 

for travelers and can help relieve stress or 

fatigue, says the company. Qi comes in a palm 

size 15ml dispenser with a rotating ball point 

tip which releases a controlled flow of serum 

when massaged against temple or wrist. The 

serum creates a very slight tingling sensation 

which has the effect of being gently relaxing.  

“The sensation is immediate and, with its 

easy portability, I think this particular product 

has every chance of becoming a travel retail 

classic,” said Neil.  

The launch of the TAO collection, which 

also includes a gift set, is being supported by 

high profile consumer advertising in major 

domestic markets.  

Rituals exhibited at the Duty Free Show of 

the Americas last month and will be at TFAP 

in May. 

 
 

 

      

 

 

 

 
 

Don’t miss the chance to help design the perfect Duty Free Store. The latest survey in the series 
being conducted by the Travel Retail Forum on Linkedin asks “What should the ideal Duty Free 
store look like.” Log on to http://tinyurl.com/lnpsf7v to register your opinions. 
Among the questions in this survey are: (only required to check cases) 

o MERCHANDISING - One large Duty Free store 

o MERCHANDISING - Separate stores per category 

o MERCHANDISING - Walk-through store 

o MERCHANDISING - Stand alone boutiques (separate from the main store) 

o MERCHANDISING - Strong individual brand personalization (gondolas, back-walls, towers) 

o MERCHANDISING - Generic fixtures, consistent look & feel with soft personalization (just logo 
for example) 

o MERCHANDISING - Smaller brand spaces but wider selection of brands and products 

o MERCHANDISING - Large brand spaces but only best sellers 

o MERCHANDISING - Mainly self serve for items under $US 100 

o MERCHANDISING - Mainly served sales for most of the items 

o MERCHANDISING - Inexpensive products at the entrance or near alleys to increase store 
penetration 

o ASSORTMENT - Mainly global brands 

o ASSORTMENT - Globally recognized Brands along with relevant regional brands 

o PASSENGER EXPERIENCE - Digital media throughout the store 

o PASSENGER EXPERIENCE - Interactive area for product information 

o PASSENGER EXPERIENCE - Testing/Tasting/Sampling stations 

o PASSENGER EXPERIENCE - Promotional Leaflet 

o PASSENGER EXPERIENCE - One unique main launch area (HPP) 

o PASSENGER EXPERIENCE - HPP's per category: P&C, Liquor, Accessories, Confectionery... 

o PASSENGER EXPERIENCE - Loyalty program 

o PASSENGER EXPERIENCE - Pre-flight order 

o PASSENGER EXPERIENCE - Price comparison with other airports 

o PASSENGER EXPERIENCE - Price comparison with relevant local markets 

o Other:  

 Travel Markets Insider will run the results of the survey on a later date. 
  

Mars International Travel Retail has 

significantly expanded its global team with 

five new positions, reflecting its increased 

commitment to and investment in growing 

the confectionery category and to ensure 

total global coverage and support, says the 

company.  

MITR believes it now has the strongest 

and most focused team to support its new 

strategy for confectionery in travel retail, 

launched at TFWA World Exhibition last 

year. 

Regionally, MITR has created three new 

Business Development Manager positions 

reporting to General Manager Craig 

Sargeant, to better cover its business in 

North America; Russia/CIS/Eastern Europe 

and China.  

 

 

Carrie Bauer has joined Mars as Business 

Development Manager Mars ITR, North 

America. With experience of duty free/travel 

retail and US department store channels, 

Bauer previously worked at Viva 

International/Marcolin, Fossil, and Binda 

Italia, managing such brands as Guess, Fossil, 

D&G Dolce & Gabbana. 

Olga Zhivotarova, formerly with Mars 

Russia, becomes Business Development 

Manager, Russia/CIS/Eastern Europe. 

Changli Wang joins as Junior Regional 

Account Manager, based in Shanghai. 

Jose Vera, formerly with Toms Confec-

tionery and Cadbury Philippines, is now 

Business Development Manager for Asia 

Pacific; Bassam Saleh is handling the GCC 

area. 
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