
Busy Cannes Exhibition reflects “Dynamic” DF/TR industry 
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The 2013 TFWA World 
Exhibition 2013 held in Cannes at 
the end of October was a busy, 
productive event all around. Stands 
were full and buzzing with activity 
through to the end of Wednesday 
evening and throughout most of 
Thursday, in contrast to some 
quieter past years, with all the 
exhibitors queried by TMI repor-
ting good business prospects for the 
coming year.   

“Dynamic” was the word used 
by TFWA President Erik Juul-
Mortensen to describe the event 
during the closing press conference 
of the annual show. “There is a 
much better sense of working 
together in the industry; 
…passenger numbers are growing; 
[and]… exhibitor and visitor 
numbers keep increasing,” he 
explained. 

In total 6,303 delegates from 
2,917 companies in the global duty 
free & travel retail industry 
attended the annual trade show 
which took place in the Palais des 
Festivals, Cannes from Sunday, 
Oct. 20 - Friday, Oct. 25. Visitor 
numbers were up +4% over 
delegates in 2012, with +1% more 
companies attending. 

Of that total 2,110 were duty 
free & travel retail operators and 
landlords - up 8% - from 621 
companies (+3%). On display were 
goods and services from 470 
exhibiting companies, including 46 
new or returning companies from 
all categories. 

The top ten originating countries 
of the trade visitors were France,  
the UK, UAE, Germany, Korea, 
USA, Russia, The Netherlands, 
Hong Kong and Switzerland. 

 
Lord Coe highlights fascinating 
Conference 
The annual Opening Conference 
started the week off with a 
fascinating, passionate presentation 
by Lord Sebastian Coe, Olympic  
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Gold Medallist and Chairman of
the London Organizing Committee 
for the Olympic Games – who 
shared with the rapt audience his 
years of thoughts and planning that 
went into creating last year’s 
London Olympic games – 
including his belief that he would 
have traded all of his Olympic 
medals for the thrill he enjoyed 
from the success of the London 
Olympics.  

Willie Walsh, CEO of  IAG, 
International Airlines Group - the 
holding company of British 
Airways, Iberia and Vueling, 
presented another compelling, 
relevant discussion of what it will 
take to spell success for the airline 
sector.  

In the social realm, John 
Gerzema, US author of The Athena 
Doctrine, proposed an intriguing 
theory suggesting that the aggres-
sive tactics necessary to achieve 
leadership in a company today, are 
not the same characteristics 
necessary to successfully run that 
company. Through some 
interesting research, Gerzema has 
labeled these characteristics as 
male and female, with the con-
clusion that success will come to 
companies run by “women or men 
who think like women.”  

TFWA President Erik Juul-
Mortensen kicked the event off 
with his traditional state of the 
industry, which we will present in a 
later issue. The Conference was 
attended by a record 994 delegates 
(+10%).   

As is the norm in Cannes, work-
shops, cocktails, special company 
events, and industry meetings such 
as WiT (Women in Travel) were 
well attended and lent an energetic 
vibe to the week. Nearly 880 
delegates enjoyed Le Premium 
Evening at Port Canto with an 
elegant dinner prepared by 
Michelin-star chefs and a private 
concert by rock band Texas. 

 

A variety of very effective 
technological innovations assisted 
delegates in their navigation of 
TFWA World Exhibition 2013, 
including free wifi, special apps for 
iPhone and Blackberry, and 
touchscreen navigation tools on the 
trade floor. 

The online TFWA Product 
Showcase, which gives exhibitors a 
platform to display their new 
products to visitors and press free 
of charge, saw a significant 
increase in visitors in advance of 
and during the show this year. 

A video report of TFWA World 
Exhibition, its conference, work-
shops, leisure and social activities 
will be uploaded to www.tfwa.com 
shortly. 
 

PEOPLE/COMPANY NEWS
Changes at TFWA. François 
Jullien has joined TFWA as Exhi-
bitions Director in charge of Com-
mercial & Logistics following the 
departure of Mathieu Vanhalst, 
who left TFWA at the end of 
September after seven years to 
become travel retail manager for 
Paris and Singapore-based fashion 
and accessories distributor, ALD 
International. 

Effective Nov. 4, Jullien is 
based in Paris reporting to Alain 
Maingreaud, TFWA Managing 
Director.  

Jullien has more than 20 years 
in business-to-business communi-
cations, working with press, exhi-
bitions, conferences, workshops 
and events, including exhibition 
design, commercialization and 
logistics, along with projects 
dedicated to digital mobility, IT 
and human resources for Comex-
posium in Paris. 

TFWA is taking this opportunity 
to reorganize its permanent team 
and reinforce the new Exhibitions 
Department with the management 
of the customer relations function. 
At the same time, all corporate 
functions have been put together in 
a Corporate Department reporting 
to John Rimmer, Conference, 
Research and Corporate Affairs 
Director.  
     The Marketing Department con-
tinues to be led by Cécile Lamotte, 
Marketing Director, the Informa-
tion Technology Department by 
Ana Homawoo, IT Director, and 
the Finance Department by Sylvie 
Guigue, Finance Manager. 
 
John Karem, former principal of 
Bibo Mundi, has joined SPI 
Group as North America Duty 
Free Director, responsible for SPI’s 
duty free business in the region 
with a strong focus on Stolichnaya 
Premium vodka and ultra-luxury 
elit by Stolichnaya. He will be 
based in Miami and report directly 
to Jean-Philippe Aucher, SPI 
Global Duty Free & Travel Retail 
Director. 

Trevor Moore departs 
Harding Retail 

Harding Retail Buying and 
Merchandise Director Trevor 
Moore is leaving the company after 
six years to take up a new chal-
lenge for HK Cruise Plaza in 
Hong Kong, which is scheduled to 
open in March 2014.  

“Trevor has made a huge contri-
bution to building the Buying and 
Merchandise function, and he 
leaves a strong, well organized and 
dedicated team in place,” notes 
Harding Retail Managing Director 
Harold Gittelmon. 

 “Much of the success of 
Harding Retail, its position today, 
and our recently announced new 
contracts with Carnival UK and 
Thompson Cruises, have been 
down to the expertise and know-
ledge of Trevor. We will sorely 
miss Trevor but wish him every 
possible success in his new role 
and thank him for all he has done 
for us.” 

See related story on page 2.  
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Rebranded Harding Retail announces major new contracts  
Leading onboard cruiseship 

retailer Harding Retail has announ-
ced major new contracts with Car-
nival UK and Thomson Cruises. 

The contracts with Carnival UK 
include both the P&O and Cunard 
fleets. 

 The announcement, made in 
late October, follows a major com-
pany rebranding with a revised 
name, fresh logo and new website. 
Harding Retail, previously known 
as Harding Brothers, says the 
decision reflects “a much more 
customer-focused retail approach, 
driven by the rapidly changing 
nature of passenger expectations 
onboard cruiseships.” 

Harding Retail Chief Executive 
Neil Harding said, “We are ex-
tremely pleased to continue our 
successful partnerships with 
Carnival UK and Thomson Cruises 
and we look forward to developing 
our business in the future. 

“Regarding our new branding, 

we have historically been known as 
Harding Brothers since it was 
founded in 1930. In today’s envir-
onment we felt the name no longer 
accurately reflected or did justice 
to what we are as a company – 
which is first and foremost a 
retailer. Our specialism is cruise-
ships – which is an unusual 
environment – but the retailing 
principles are the same. Harding 
Retail quite simply encapsulates all 
that we stand for in a concise and 
professional way.” 

The name and logo change is 
just one element of a greater 
emphasis by the company on 
passenger profiling and market 
research in order to provide the 
optimum retail offer for passen-
gers, underpinned by exceptional 
service, says the company. 
     Harding Retail Marketing 
Director Richard Antrum explains 
further: “The world cruising market 
is showing strong growth and is  

Coty and Prada sign fragrance 
partnership for Miu Miu 

Coty Inc. and Prada Group have 
signed an exclusive licensing 
agreement for fragrances under the 
Miu Miu name. This partnership 
marks Miu Miu’s first entrée into 
the world of prestige fragrances. 

Created in 1993, Miu Miu – the 
other fashion brand from Miuccia 
Prada– is known for having a 
strong personality, provocative and 
sensual, free-spirited and avant-
garde.  

“Miu Miu is one of the most 
refined and respected luxury 
houses in the world and one of the 
fastest growing global brands in the 
whole fashion industry,” said 
Michele Scannavini, CEO, Coty 
Inc. “It is an exciting opportunity 
for Coty to build a worldwide 
fragrance business for Miu Miu 
and also to further build our own 
market share in the prestige 
fragrance market.” 

The Miu Miu fragrance line is 
expected to debut in 2015. 
Fragrances for the company’s 
Prada brand are under license to 
Spanish beauty company Puig.  

 

attracting a wider range of passen-
ger profiles than ever before… 
This is a global phenomenon and 
includes the UK where 1 in 8 
holidays now booked through 
travel agents is a cruise, compared 
to 1 in 25 holidays booked ten 
years ago. This presents a tremen-
dous retail sales opportunity.” 

Harding Retail Managing 
Director Harold Gittelmon says 
that putting the customer at the 
center has never been more 
important. “We are now putting 
processes into place that are enab-
ling us to much better understand 
the purchasing patterns by passen-
gers in our shops.” 

Harding Retail works with some 
of the world’s largest cruise 
operators, with a portfolio that 
includes nearly 200 shops on 57 
cruise ships, working in partnership 
with 18 of the world’s top cruise 
lines to provide a full onboard 
retail experience.  

Furla appoints Actium for  
Americas travel retail business 

Italian leather goods company Furla has appointed Miami-based distributor Actium 
LLC as its exclusive agent for Canada, North, South and Central America and The 
Caribbean. The agreement, which is a major step forward in building Furla’s travel retail 
distribution in the Americas, is effective immediately. 

Under the agreement, Actium will operate all existing and new travel retail and duty 
free business excluding in-flight. 

Furla currently has business in the Americas with retailers through 16 locations 
including airports and downtown duty free stores, says Global Travel Retail Director 
Gerry Munday. “In the past two years we have made significant progress in establishing 
the Furla brand in travel retail throughout the Americas. In fact, the business is growing 
so fast that we have chosen to appoint a local expert as partner – in this case Actium, 
and we are delighted to have reached this agreement with them.” 

“Our vision and objective is to significantly increase visibility and presence in the 
region by opening and servicing mono brand stores, corners and Shop in Shops in key 
travel and duty free markets and locations,” comments Marta Castellanos-Campana, 
Director of the Lifestyle and Beauty Division at Actium. “We are delighted and very 
proud to initiate our partnership with Furla, a company whose 100% Italian design with 
style has made its mark on the international stage, and has become a symbol of essential 
elegance throughout the world since 1927.”  

Furla reported a turnover of €212 million in 2012, up 18% from 2011. Earnings 
before interest, taxes, depreciation and amortization reached 15%, equal to €32 million. 
In the same period, Furla's travel retail business has increased by 93%. 

Today Furla is present in 91 countries with five subsidiaries in France, Hong Kong, 
Japan, Korea and the United States.  Eighty percent of its distribution is retail, with 328 
mono-brand stores (153 Furla boutiques and 175 authorized retailers), and 20% via 
wholesale through 1290 select multi-brand and department stores. 



Inter Parfums purchases assets of Oscar de la Renta fragrance division  

Jean Madar, Chairman and CEO 
of Inter Parfums, Inc. said, “Oscar de 
la Renta is an iconic brand in both 
the world of fashion and fragrance. 
While running the fragrance 
operation in-house, Oscar de la Renta 
has successfully reinstated the brand 
to its position at the height of luxury. 
Inter Parfums looks forward to 
building on that success by devoting 
our resources and know-how to 
expanding the Oscar de la Renta 
fragrance business around the 
world.” 

Oscar de la Renta products are 
sold globally throughout retail stores, 
oscardelarenta.com and wholesale 
channels. There are currently eight 
Oscar de la Renta retail stores in the 
United States. There are five 
international retail stores located in 
London, Athens, the Dominican 
Republic, Dubai and Riyadh. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
 
 
 
 
 
 
 
 

Vol. 15 No. 43 Page 3 

Upon completion of the 
acquisition, Oscar de la Renta, 
LLC will no longer operate directly 
a fragrance and beauty division.  

Alex Bolen, Chief Executive 
Officer of Oscar de la Renta, LLC 
commented, “Over the last few 
years, we are pleased to have re-
established  Oscar de la Renta as an 
important brand in prestige 
fragrances. Our critical efforts to 
rebuild in-house created a strong 
business that is well-positioned for 
the next phase of development in 
the fragrance and beauty category. 
Having reached this point, it 
became clear that Inter Parfums 
would make an ideal partner that 
can leverage its global sales, 
marketing and production expertise 
to build upon what we have 
created, while accelerating growth 
domestically and internationally.” 

Inter Parfums USA, LLC, the 
wholly-owned subsidiary of Inter 
Parfums, Inc., has entered into an 
agreement to acquire certain assets 
of the fragrance division of 
international fashion house Oscar 
de la Renta. Terms were not 
disclosed. The two firms have also 
entered into a worldwide licensing 
agreement to create, produce and 
distribute perfumes and cosmetics 
under the Oscar de la Renta brand. 

The acquisition is expected to be 
completed by December 1, 2013, 
when Inter Parfums will take over 
production and distribution of the 
existing Oscar de la Renta 
fragrance collections. The ODLR 
fragrances have been operated in-
house at Oscar de la Renta since 
2009 when the firm terminated its 
license agreement with L’Oréal.  

CANNES AWARD WINNERS: Big night for World Duty Free Group  

Marshall Farrer named to new global position for JD Honey 
Brown-Forman Corporation has appointed Marshall B. Farrer to the new position of 

vice president, global brand director for Jack Daniel’s Tennessee Honey, effective 
November 1, 2013.  

Farrer is now completing a four-year expat assignment in Australia as the vice 
president, managing director of Brown-Forman’s Australia/New Zealand business and he 
will repatriate to Louisville to undertake his new responsibilities. Over the last 15 years, 
he has progressed at the company through a number of leadership positions across several 
functions and geographies.  

Jack Daniel’s Tennessee Honey was introduced in the US in 2011 and in the UK and 
more than 25 additional international markets over the last two years. In fiscal 2013, Jack 
Daniel’s Tennessee Honey grew net sales by 98% and global volumes to 770,000 nine 
liter cases.  
 

 
 
 
 

  A Caribbean product  
management & marketing 
company with a premium 
portfolio of international 

brands is seeking a 
Marketing Manager  
in our Wine division. 

 
Required: 

International experience, 
Spanish and/or French,  

ability to grow sales & market 
share, frequent travel 

 
Accelerate your 

International Career! 
Apply online at 

www.stansfeldscott.com 
 

TFWA  
Calendar of Events: 
MEADFA Conference  
  Nov. 25-26, 2013  
  in Doha, Qatar 
TFWA Asia Pacific 
Exhibition & Conference  
  May 11-15, 2014, Singapore 
TFWA World Exhibition & 
Conference 
  Oct. 26-31 2014, Cannes 

World Duty Free Group was the big 
winner at the 29th Frontier Awards, held at 
the Hotel Martinez in Cannes on Oct. 23, 
during the 2013 TFWA World Exhibition 
and Conference. 

The WDF Group won both the Airport 
Retailer of the Year Award, as well as 
the Partnership Initiative of the Year in 
association with Luxottica.  

As the crowning touch, Sarah 
Branquinho, Business Relations and 
External Affairs Director at World Duty 
Free Group and President of the European 
Travel Retail Confederation, was honored 
with the Lifetime Achievement Award. 

Branquinho, who was given a standing 
ovation as she collected the award, was 
recognized for her ongoing work 
supporting relationships between suppliers 
and retailers, and for her tireless lobbying  

          on behalf of the      
          industry. 
            In addition to her   
          association with a  
          variety of EU  
          institutions, and    
          with WiT, the      
          industry network- 
          ing organization, 
          Sarah Branquinho  
          is also heavily     
          involved in  

                      philanthropic  
work, including the co-founding and 
chairing of The Lotus Trust, which has 
established 21 schools and home building 
projects across India and given thousands of 
children access to education and a safe place 
to live. 
    More awards in the next issue. 

Photo left: Sarah 
Branquinho in 
Cannes with the 
2013 Lifetime 
Achievement Award 
from Frontier 
magazine. 



 

Prestigious 
French Skincare Company  
has an immediate opening for 
a Regional Sales Manager 

for the West Coast,  
ideally LA based.  

Local candidates only.  
Main Responsibilities:  

Drive sales. Implement and 
manage sellout activities for 

West Coast Duty Free locations. 
Motivate & supervise day to day 

activities of store level staff.  
2-5 years related experience 

required.  
Merchandising, training, good 

communication and  
computer skills required.  

Proven sales and  
customer service track record.  
Position requires flexibility in 
work schedule and regional 

travel.  
 

Email resumes to: 
resumes.dutyfree@gmail.com 
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The Americas region is the “king 
of the luxury goods spending hill,” 
surpassing China in the growth of 
luxury spending, according to 
research released last week by 
market research firm Bain & 
Company during a conference in 
Milan.  

Reversing the trend of recent 
years, Bain forecasts that luxury 
spending in the Americas will 
grow at 4% in 2013 versus 2012, 
surpassing the estimated 2.5% 
growth rate for China, as luxury 
spending in that country mod-
erates. Luxury spending in Japan, 
on the other hand, will fall by 12% 
this year, while Southeast Asia has 
become the rising star of the Asia 
Pacific region, with growth up by 
11%. 

In the Americas, a steady pace 
of store openings in second-tier 
cities in the US interior has fueled 
sales growth in the US.  

Ironically, the research notes 
that an additional factor driving 
the growth in the Americas is 
luxury spending by the increasing 
number of Chinese now visiting 
the US especially in cities such as 
Las Vegas and Los Angeles. 

The research was presented at 
the 2013 Luxury Goods World-
wide Market Study, presented in 
Milan in collaboration with Alta-
gamma, the Italian luxury goods 
manufacturers industry foundation.  

Overall worldwide, luxury 
goods spending will grow by 2% 
to €217 billion at current exchange 
rates over 2013, as challenging 
economics in Europe continue and 
as China shifts from market expan-
sion to maintenance of major 
luxury brands which entered China 
over the past several years, says 
Bain.  

The growth rates are not as 
clear cut as first seems, however, 
as the numbers are impacted sig-
nificantly from exchange rates. At 
constant exchange rates, market 
growth would have reached 6% for 
the year, compared to 5% in 2012. 
The devaluation of the yen is 
responsible for over half of this 
year’s gap, reports Bain.  
 

Americas surpasses China as luxury goods growth leader, 
propelled by Chinese tourism and new store openings 

“The hypergrowth of recent 
years was destined to moderate,” 
said Claudia D’Arpizio, a Bain 
partner in Milan and lead author of 
the study. “The silver lining for 
luxury brands is that they can now 
change their focus from keeping 
up with the present to planning for 
the future.”  

Beyond the Americas, the study 
also unveils significant regional 
differences in the luxury market:  
▪  Europe will see 2% growth, 
with increasing spending by 
tourists counteracting slower 
spending by European nationals. 
Tourist spending now drives half 
of revenues in Italy, 55% of 
revenues in the U.K., and 60% 
of revenues in France  
▪  Japan will experience a 12% 
decline. Although in real terms, 
Japanese consumption increased 
by 9% after a long period of 
stagnation, the sharp deprecia-
tion of the yen imposed a steep 
penalty on the final revenues for 
luxury brands, even while con-
sumers are responding well to 
brands’ offerings  
▪  Greater China’s growth of 4% 
includes a split in performance 
between the Mainland, which 
will grow at 2.5%, and Hong 
Kong and Macau, which 
increasingly capture Chinese 
spending as the nearest-to-home 
touristic markets. Overall, 
Chinese consumers have 
increased from 25% to nearly 
30% of the luxury market, 
including local luxury con-
sumption, and purchases made 
by tourists abroad  
▪  Southeast Asia, with growth of 
11%, has become the rising star 
of the Asia Pacific region, not 
only in its historic core of Singa-
pore but in Malaysia, Indonesia, 
Vietnam, and Thailand, as well  
▪  The Middle East remains rela-
tively strong, with 5% growth. 
Sales remain strong in Dubai, 
while Saudi Arabia is gaining 
share to become the region’s 
second largest luxury market  
▪  Africa is demonstrating its 
potential, with 11% growth and  

 

expansion into new markets such 
as Angola and Nigeria beyond its 
traditional strongholds of Morocco 
and South Africa  

 
Online sales continue to grow 

faster than the rest of the market, up 
28% for the year and reaching close 
to 10 billion Euros. This equals 
nearly 5% of total luxury sales and 
is larger than luxury revenues for all 
of Germany.  

Bain identifies this level of online 
penetration as a point where brands 
have to treat their online channel as 
a seamless part of their overall 
channel strategy, rather than an 
incidental source of additional 
revenue.  

 
Accessories top luxury list 

Bain’s “Luxury Goods World-
wide Market Study” finds acces-
sories, including leather goods and 
shoes, have become the largest 
segment, growing 4% for 2013 to 
reach 28% of total revenues.  

By contrast, apparel is now a 
quarter of the market, growing at 
1%. Hard luxury and perfumes and 
cosmetics will finish up 2013 with 
2% growth.  

Beyond personal luxury goods, 
Bain’s analysis and forecasts for 
luxury cars, wine and spirits, hotels, 
in-home and out-of-home food, 
home furnishings, and yachts all 
show growth, with luxury cars, wine 
and spirits, and hotels outpacing 
personal luxury goods and leading 
to an overall 2013 market of €800 
billion of affluent spending, up 6% 
over 2012. This figure is on track to 
approach €1 trillion within the next 
five years.  

Finally, Bain’s study underlines 
that in the long run, Italian brands 
have gained the largest market share 
of luxury sales, moving from 21% in 
1995 to 24% today, nearly equaling 
French brands’ share of 25%.  

But in a consolidating market, 
French conglomerates are a driving 
force, owning 29% of the market 
compared to 25% in 1995.  

For more information on the 
results of the Bain study, please 
click on link on cover page of TMI.  

 

Ghesquière confirmed as 
Louis Vuitton artistic director  

Louis Vuitton on Monday  
announced the appointment of 
former Balenciaga designer 
Nicolas Ghesquière as artistic 
director of its women’s collections. 

Maison Louis Vuitton describes 
Nicolas Ghesquière as “one of 
today’s greatest talents,” who will 
bring “a modern creative vision to 
the House’s women’s collections, 
building on the values of refine-
ment, savoir faire and extreme 
quality which are at the heart of the 
Louis Vuitton Maison since 1854.”  

Ghesquière’s first women’s 
collection will be presented in Paris 
in March 2014.  

The dynamic designer follows 
Marc Jacobs, who announced he 
was stepping down after 16 suc-
cessful years at Vuitton to focus on 
his signature brand.   

“Louis Vuitton has always 
incarnated for me the symbol of 
ultimate luxury, innovation and 
exploration. I am very honored of 
the mission that I am entrusted 
with, and proud to join the history 
of this great Maison. We share 
common values and a vision. I 
can’t wait to join the team. Toget-
her we will build the future of the 
brand while preserving its precious 
heritage,” said Ghesquière. 


