
The official inauguration of 
Ecuador’s new $700 million 
New Quito International Airport 
(NQIA) on Feb. 20, also ushered 
in the opening of Motta Interna-
cional’s two new multi-category 
Attenza Duty Free stores at the 
airport.

Attenza Duty Free has the con-
tract for the exclusive operations 
of the duty free stores in the Quito 
airport.

Erasmo Orillac, CEO of Motta 
Internacional, commented, “We 
are very excited about this new 
operation, and our return to 
Quito’s International Airport after 
10 years. Attenza Duty Free will 

bring our 
distin-
guished 
shopping 
experi-
ence to 
all the 
pas-
sengers 
traveling 
through this new airport.”

Motta operates in two loca-
tions in the airport. The main 
Attenza Duty Free location is an 
886-square-meter walkthrough 
store that can accommodate both 
departing and arriving passen-
gers. In Phase 1 of development, 

PEOPLE
P&G Prestige’s Botero to assume major 
new North American role outside of TR

Alexander Botero, senior vice 
president of Prestige Latin America 
and Americas Travel Retail at P&G 
Prestige, is leaving his current 
position to accept a new executive 
position within P&G focusing on the 
North American drug channel with 
more than 5,000 points of distribu-
tion. This is one of the top 10 P&G 
businesses in North America, reports 
Eleonora Crocetti-Fraioli, Director 
of Public Relations for P&G Pres-
tige in Miami. 
     Botero, who assumes his new 
position in mid-March, will be based 
in Philadelphia.   
     During the past three years, 
Botero has overseen double-digit, 
unprecedented growth in the region 
resulting in a very profitable tenure 
in Miami. Forging strong relation-
ships with external stakeholders, 
customers and regional media part-
ners has also been a very important 
focus for Botero, says Crocetti-
Fraioli. 
     Botero’s successor, Jose Bi-
anconi, is currently Senior VP of 
Sales for Oral and Feminine Care 
in Latin America. Bianconi has 
been with P&G for 15 years, and is 
experienced within the distributor, 
management and Latin American 
markets, which aligns well with 
P&G’s Latin American prestige 
business. 
     His background includes custom-
er management in Argentina, trade 
marketing and modern retail, during 
which time he launched the P&G 
portfolio with Walmart in Argentina, 
and go-to-market plans for Naturella 
in Brazil. 
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286-square-meters of the store 
have now been opened. The 
second phase, currently under 
construction, will add another 
658-square meters, which will 
feature a number of specialized 
corners and branded Boutiques. 
Phase 2 is expected to be com-

Airport concessions manager 
AIRMALL USA is challenging 
recent assertions against it by 
national hospitality conces-
sions union Unite Here, in what 
AIRMALL USA calls an “ongoing 
misrepresentation of AIRMALL’s 
model.”

AIRMALL reports that an 
analysis of the 2012 sales perfor-
mance at its airport projects in 
Pittsburgh, Boston, Baltimore and 
Cleveland underscores the validity 
of its airport concessions model in 
North America, and demonstrates 
the “enduring growth for all four 
programs.” 

“Over the past several years, 
Unite Here’s public statements 
about AIRMALL USA and our 

model have amounted to a mis-
information campaign that is not 
representative of the entire story,” 
said Mark Knight, president of 
AIRMALL USA. “Time and time 
again, they question the success 
of our model, and time and time 
again, the numbers demonstrate 
definitively that they’re simply 
wrong. As we’ve said in the past, 
we will defend our model any time 
it is misrepresented.”

 According to a news report 
in The Baltimore Sun, Unite 
Here is working to organize the 
airport concessions workers at 
Baltimore-Washington Interna-
tional Thurgood Marshall Airport, 
and says that AIRMALL USA, 
BWI’s concessions manager, has 

AIRMALL USA underscores 2012 sales growth, 
challenges Unite Here’s “misinformation” campaign 

benefited from higher passenger 
traffic while workers struggle with 
low wages and lack of health care 
access. 

AIRMALL develops and man-
ages the concessions programs at 
Pittsburgh International Airport 
(PIT), Baltimore/Washington 
International Thurgood Marshall 
Airport (BWI), Boston Logan 
International Airport (BOS) in 
Terminals B and E, and Cleveland 
Hopkins International Airport 
(CLE). 

Based on 2012 year-end sales 
figures, AIRMALL reports:

The AIRMALL at PIT posted 
a per-passenger spend of $13.60 
in 2012, up more than 400% since 

Continued on page 2
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AIRMALL launched its concept at 
Pittsburgh International more than 
20 years ago. During that same pe-
riod, passenger traffic has dropped 
by more than 50%. 

The AIRMALL at BOS 
recorded a per-passenger spend 
of $12.18 in 2012, a 150% jump 
since AIRMALL began develop-
ing and managing concessions 
in terminals B and E more than a 
decade ago. 

At the AIRMALL at BWI, per-
passenger spend was $9.68 at the 
end of last year, a 77% increase 
since AIRMALL began manag-
ing BWI Marshall’s concession 
program in 2004. 

AIRMALL at CLE reached a 
per-passenger spend of $8.58 in 
2012, up 54% since AIRMALL 
began managing the concessions 
program in 2008. During that 
same period, passenger traffic has 
decreased by nearly 20%

 “Per-passenger spend is the 
true benchmark of a successful 

airport concessions program, and 
by all accounts, AIRMALL has 
achieved enviable results at all 
four of our airports. In several 
instances, we’ve done so during 
times of change and challenge 
for our airport partners,” Knight 
added. 

 Knight also responded to 
Unite Here’s allegations claim-
ing that the AIRMALL model is 
not a catalyst for job growth and 
economic opportunity, noting that 
the airport employs nearly 1,500 
people in its concessions program 
now, triple the number of conces-
sions jobs since AIRMALL took 
over in 2004.  

“Our model is focused on 
bringing in a variety of opera-
tors to give passengers plenty of 
choice. Today, the average full-
time concessions wage at BWI is 
more than $18 an hour. Plus, our 
program has created nearly seven 
times more supervisory-level jobs 
compared to what was avail-
able when we took over,” Knight 
remarked. 

 Knight said the AIRMALL 

model provides workers with 
the ability to advance within the 
program to a better, higher-paying 
job, pointing out that high-quality, 
motivated employees are a critical 
component to the success of the 
AIRMALL model because of its 
commitment to customer ser-
vice. He also listed the employee 
benefits offered by AIRMALL, 
including health, dental, optical, 
401(k), vacation, and parking. 

 
Last month, the AIRMALL at 

PIT launched the first phase of a 
$10-million upgrade to the conces-
sions program, the largest of its 
kind since the airport opened in 
1992. At BWI Marshall, AIR-
MALL will join with its tenants to 
execute a $15-million upgrade to 
the concessions program over the 
next two years. 

The project will result in creat-
ing more than 18,000 square feet 
of additional retail space at BWI 
Marshall and is part of an overall 
airport construction program that 
includes the creation of a new 
connector between concourses B 
and C. 

PEOPLE
Pauline Brown, who took over as 
Chairman of LVMH Moët Hennessy 
Louis Vuitton’s North American 
division, LVMH Inc, on Jan. 2, was 
in Miami last week to meet with the 
company’s Starboard and Onboard 
Media divisions. Brown, who was 
recently a consultant for emerging 
luxury brands in the United States, 
succeeded Renaud Dutreil. Brown 
also worked for some of the biggest 
names in American beauty, includ-
ing Avon and Estée Lauder, and was 
also managing director of American 
investment firm Carlyle Group, 
among other positions.

James “Jim” Perry, who has been 
Vice President, Managing Director 
of Global Travel Retail at Brown-
Forman for the past 4 years, was 
recently promoted to Senior Vice 
President, Managing Director, 
Global Travel Retail, India, Middle 
East & Africa. In addition to Global 
Travel Retail, Perry is now also re-
sponsible for India, the Middle East 
and Africa.  

pleted in March or April of this 
year, reports the company.

A smaller, 266-square-meter 
duty free store located in the 
international arrivals section of 
the airport is also now open for 
business.

The New Quito International 
Airport is one of a kind in its 
region, being the first in South 
America with a completely new 
infrastructure which will permit 
higher traffic and larger airplane 
capacity for this part of the con-
tinent, comments the company. It 
features a 13,451ft (4,100m) run-
way, the longest in South America. 
The new airport replaces Quito’s 
aging Mariscal Sucre International 
Airport  (MSIA), which ceased 
operations on Feb. 19.

A pioneer in the Americas Duty 
Free industry, Motta Internacional 
opened the first Duty Free store 
in an airport in the Americas at 
Panama’s Tucuman airport back 
in 1949. 

Currently Grupo Motta Inter-
nacional operates and distributes 
to Duty Free shops in Panama, 
Colombia, El Salvador, Nicaragua, 
Guatemala, Costa Rica, Venezu-
ela, Honduras, and Mexico as well 
as the new stores in Ecuador.

Attenza
Continued from page 1
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Tairo International captured 
that Gucci red carpet moment with 
the Beauty Advisors in the Carib-
bean market during the training 
events hosted for the launch of 
Gucci Première, the new Gucci 
feminine fragrance. 

With Gucci Première, Cre-
ative Director Frida Giannini has 
conceived a new fragrance legend 
inspired by timeless Hollywood 
glamour, and invites every woman 
to embrace their own red carpet 
moment. 

To emphasize the theme, 
the training featured a custom-
designed back-drop to create the 
perfect environment for BAs to 
pose in front of for pictures in 
their glamorous gowns. Addition-
ally, during the training, awards 
and trophies were presented to 
recognize various Beauty Advi-
sors; some of the award categories  
were “Best Dressed,” “Best Mer-
chandising,” “Best All-Around” to 

name a few.
At the end of the training event, 

everyone left knowing Gucci 
Première, along with feeling like 
celebrities during their red carpet 
event.

Tairo International’s latest training for Gucci Première 
captures the glamour of the Hollywood Red Carpet

Island Companies Ltd., the 
largest duty free retailer in the 
Cayman Islands with 18 stores, 
report that its two branded jewelry 
specialty stores – Pandora and 
Swarovski -- posted excellent 
sales results in 2012.

 
Swarovski

Since ICL re-opened a beautiful 
600sqf Swarovski “Crystal Forest” 
concept store boutique in Novem-
ber 2012 to replace the previous 
470sqf store, cruisers, hotel guests 
and residents have responded with 
enthusiasm, enabling ICL to post 
+24% sales increase over the pre-
vious year, says the company.

CEO Alexandre Tabacoff said: 
“We’re delighted to offer our 
customers the exclusivity of the 
Swarovski “Crystal Forest” store 
in Grand Cayman. This exclusive 
partnership and the opening of 
the new boutique highlights the 
fact that ICL’s Swarovski store 
has been the #1 sales volume 

Swarovski store in the Caribbean 
for 4 years in a row. The idea was 
to give Swarovski greater visibil-
ity on the water-front to maximize 
sales and drive traffic to the Island 
Plaza mall where we have many 
other stores including: Island 
jewelers, Island Time, Diamonds 
Direct, de Sunglass man, Watch.
me, a stand-alone Pandora bou-
tique and a Cuban cigar store.”

 
Pandora stores

ICL reports an overall 14% 
YOY sales increase at Pandora, 
despite a drop in downtown cruise 
traffic. This successful relation-
ship, which was marked in 2011 
by the opening of two exclusive 
Pandora Boutiques in Grand 
Cayman, looks set to continue fol-
lowing double digit sales increases 
at the Pandora store at the Camana 
Bay and inside the Flagship store.

 “The Pandora store at Camana 
Bay is essentially dedicated to 
hotel guests, condo owners and of 

Island Companies reports double digit sales 
increases for its branded jewelry stores in Cayman

course, the local community. This 
store has grown double digit sales 
every single month in 2012, con-
firming Pandora as a destination 
store and one of the anchor stores 
at Camana Bay. The Pandora store 
located downtown at the Island 
Plaza has also achieved positive 
sales results in 2012, largely due 
to record cruise customer sales,” 
says Tabacoff.

“Success in this partnership 
came through our commitment to 
opening Pandora boutiques in the 
best possible locations on island, 
paying close attention to inventory 
levels, reviewing inventory levels 
on a daily basis and ensuring our 
stores are always in-stock of the 
hottest items,” he concludes.

Luxottica reports highest net 
sales ever reached for FY 2012

Eyewear giant Luxottica Group 
reports that consolidated net sales 
for FY 2012 were € 7.086bn, 
surpassing the record net sales 
achieved in 2011 of €6.2 bn. This 
was +13.9% at current exchange 
rates and +7.5% at constant ex-
change rates, the best results ever 
achieved in Luxottica’s history.

2012 net sales reflected strong 
growth in all the geographic areas:  
Total net sales in North America 
were up 6%, Western Europe was 
up 4% and the emerging countries 
rose 26%. These excellent results 
confirm a constant, continuing and 
global growth, says the company.

Luxottica Travel Retail also 
showed significant growth, out-
performing Luxottica Group-wide 
growth and the category trend in 
Travel Retail, says Francis Gros, 
Group Travel Retail Director.

“2013 is up and running well, 
with anticipation building for 
our inaugural collections from 
new licenses Giorgio Armani and 
Emporio Armani.”

Island Companies’ Pandora store in 
Grand Cayman

Tairo International Gucci Premiere 
training and “fashion show” in (top) 
Aruba and (bottom) Grand Cayman.
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Countdown to Orlando: New at the Duty Free Show
Biaggi luggage on a roll in 
Travel Retail

Biaggi, the manufacturer of the 
well-designed, high-quality fold-
ing spinner luggage and business 
cases brand, has been garnering 
a lot of attention this month, as it 
prepares for its first-time exhibi-
tion at the 2013 Duty Free Show 
of the Americas next month.

“We are on a roll...no pun 
intended!,” duty free agent Phil 
Peterson tells TMI, after the styl-
ish luggage was featured in the 
entertainment section of the 2.7 
million-subscriber Los Angeles 
Times earlier this week, as Biaggi 
was selected as the Luggage Sup-
plier to the Stars at a Pre-Oscar 
event in Beverly Hills prior to the 
globally televised awards show.  

 “For a company that has 
been in existence for just one 
year, Biaggi is certainly making 
some waves in the industry,” says 
Peterson. “The basic concept of 
the brand is collapsible luggage 
and accessories, but the fashion, 
function and colors have really 
elevated the collection.”

Travel retail operators are 
taking notice. Hudson Group 
has added Biaggi to its Travel & 
Leisure locations in Boston (2 
terminals), JFK, Dallas, BWI, 
and San Francisco. Saveria has 
placed it (with retail success, says 
Peterson) into JFK Terminal 4 and 
in St. Maarten. Peterson expects 
to be announcing listings with two 
of the biggest South American 
operators as well within the next 

few months. 
 Aside from the product, Biaggi 

is providing marketing support 
to the operators in a variety of 
ways – with POS materials, TV w/
DVD to be used for presenting the 
brand to consumers in the stores, 
and the potential to do backlights 
in various airport terminals, says 
Peterson. 

He will be present on the 
Biaggi stand, #1418c, along 
with Michael Lauri, VP Sales for 
Biaggi. 

 Peterson’s travel retail portfo-
lio also includes Brics, and strong 
US brand Briggs & Riley, which 
he is now introducing into duty 
free/travel retail, ST Dupont, and 
Zero Halliburton, which has begun 
an impressive comeback after 
being dormant for a few years, 
and is opening its first company 
store on Madison Ave & 42nd St 
in New York City in late Spring. 
Peterson has also just diversified 
into confectionery, as agent for 
Leonidas for duty free/travel retail 
in the Americas. For more infor-
mation, please contact Peterson at  
ebdynamite@aol.com

Buckley London off to a 
strong start in the Americas

In less than one year since it 
first entered the Americas market, 
Buckley London Jewellery Ltd, 
well-known UK based costume 
jewelry brand, is off to a strong 
start on the ground in the Ameri-
cas. Buckley London is now pres-
ent in key locations in Panama, the 
Caribbean, and Mexico with roll 
outs to key US airports planned in 
the Spring.

“The sell-through results we 
have seen so far are exceeding 
expectations, selling as much as 
200 units per week and on average 
500 units per month,” Katherine 
Sleipnes, president of International 
Brand Builders Inc., which repre-
sents the jewelry in the Americas 
travel retail channel, tells TMI. 

“This is consistent with the 
success the brand has wherever it 

is launched with the proper stock 
and equipment. The combination 
of high style, good quality, and 
affordable pricing, mixed with 
our new, user friendly self-select 
merchandisers, make it a popular 
choice for consumers,” she says.  

Sleipnes notes that consumers 
are purchasing multiple items, 
which increases the basket size, 
and helps to drive sales in the 
category.

Buckley is also performing well 
onboard airlines and is now listed 
on more than 120 airlines globally, 
including 15 US/LA carriers. Its 
award winning designs, including 
The Russian sparkle set and the 
recently launched 2013 collection 
comprising over 120 new designs, 
make it the brand to partner with 
this year, she says.  
 
In addition, Attwood & Sawyer, 
a famous DF brand from the late 
80’s/90’s, has been revived to 
cater to the cruise ship pax and 
other markets where consumers 
want to look like a million dollars 
for a lot less. 
     “To get a ‘million dollar’ look 
for less than US$300 is quite 
enticing,” says Buckley’s owner 
and creator Adrian Buckley. The 
new collection launched in Cannes 
and had great results in the select 
markets targeted.  
     Buckley Jewellery is also 
focused on developing an upscale, 
925 sterling silver brand, Bouton.  
     “We are working with select 
partners to build the brand care-
fully, and expect great results in 
the coming years,” Sleipnes adds. 
The classic Bouton Button set 
recently won ‘Best New Inflight 
Product at ARC Asia-Pacific 2013 
Hong Kong.’
     Buckley Jewellery, Attwood 
& Sawyer and Bouton will be 
on display at Booth #2317 at the 
upcoming IAADFS convention.    
     Please contact Katherine 
Sleipnes at katherine@interna-
tionalbrandbuilders.com for more 
details and to arrange a viewing of 
the 2013 collections.

	    	  
	  
 

Godiva Chocolatier , Inc.  
GODIVA 

has an immediate opening for a 
Full-time Field Manager 

based in its Ft. Lauderdale, FL 
Global Travel Retail Office. 

 
The position reports to the 

GTR North America Area Manager. 
 

The Travel Retail Field Manager 
ensures a sell-out and market share 
growth throughout his/her territory by 

implementing the negotiated animation 
plans, seizing opportunities in the 

point of sales, undertaking regular field 
visit, training the sales staff, controlling 

the merchandising and developing a 
strong customer relationships. 

 
Among the requirements, candidate 

must be: 
Fluent in English, with a basic 

knowledge of Spanish; 
Have Strong communication skills and 

pays Attention to details; 
is proficient in M/S office and an 

understanding of Business dynamics 
Education: 3 to 4 years degree from 

accredited College or University  
Experience: minimum 2 year 

experience in a commercial or similar 
role in a multinational FMCG or Luxury 

company within TR 
 

To apply and for more details, please 

go to:	   
http://www.godiva.com/Job%20Search/c

areersJobSearch,default,pg.html 
and go to requisition #1492 

	  


