
 

ATU Americas, World Duty Free Group JV, recommended  
as duty free concessionaires at Houston airports 
 

 

two specialty coffee and two food 

and beverage packages at IAH and 

two retail packages at HOU. 

     WDFG North America, LLC – 

following oral interviews before 

the HAS evaluation committee on 

Feb. 4– is the recommended winner 

of the IAH Retail Package #1, 

which consists of 18 locations 

totaling 16,100sqf with estimated 

sales of $21 million, according to 

Houston Airport System docu-

ments. Among the key concepts 

WDFG listed in the HAS presen-

tation for IAH are M.A.C, Quick-

silver, local brands Cowboys & 

Indians, and Cuturemap.com, plus 

several newsstand brands.  

For the Hobby airport conces-

sion, which consists of 7 locations 

totaling 6,950sqf with estimated 

sales of $14 million, WDFG listed 

M.A.C, Desigual, Culturemap.com, 

several news brands and World 

Duty Free as key concepts.  

The HAS evaluation committee 

recommended a joint venture led 

by Paradies as the winner of IAH 

Retail Package #2, consisting of 17 

locations totaling 14,800sqf with 

estimated sales of $21 million. The  
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2014 AIRPORT NUMBERS 
 

Port Authority Airports set new 
record  
More than 117 million estimated 

passengers traveled through Port 

Authority airports in the New 

York/ New Jersey area in 2014, 

surpassing the record set in 2013, 

by around 3%.  

Preliminary data shows about 

117.1 million passengers used John 

F. Kennedy International, Newark 

Liberty International, LaGuardia, 

Stewart International and Atlantic 

City International airports during 

2014, with final official numbers 

expected later this quarter.  

Overall, passenger growth 

primarily was driven by interna-

tional travel, which rose 6%, while 

domestic growth was up by 1.5%. 

Systemwide, there were an esti-

mated 75.2 million domestic and 

41.9 million international fliers – 

both new agency records. John F. 

Kennedy International Airport led 

the way with a record estimated 

53.2 million passengers, while 

LaGuardia also set an airport high 

with 26.9 million travelers last 

year. Newark Liberty set another 

record with 11.7 million interna- 

tional passengers.  

 

More records, shift in service, at 
DC Airports 
     The Metropolitan Washington 

Airports Authority announced 

record passenger traffic at Ronald 

Reagan Washington National 

Airport and international growth at 

Washington Dulles International 

Airport in 2014.  

Reagan National registered its 

fifth consecutive year of growth, 

serving 20.8 million passengers.  

Dulles International served 7.1 

million international passengers, a 

1.6% increase over 2013. Dulles 

International’s total service, 21.6 

million passengers, was down by 

1.7% over 2013, which is in large 

part the result of shifting domestic 

service from Dulles International to 

Reagan National.  

 

 
 
 
 

 

 

 

The Houston airports may 

soon be sporting some brand new 

duty free concessionaires. 

Turkish-based duty free company 

ATU Americas, LLC –in its first 

entry into North America --was 

recommended for the duty free 

retail package at George Bush 

Intercontinental Airport (IAH). 

World Duty Free Group and 

joint-venture partner Branch/ 

McGowen were recommended 

for the retail and duty free con-

cession at the new international 

terminal at William P. Hobby 

airport (HOU). WDFG and joint -

venture partner The Houston 8 

Team have also been recommen-

ded as the preferred winner of a 

retail package at IAH. 

 

HAS sends recommendations  

to City Council  

The Houston Airport System 

(HAS) last week submitted its 

formal recommendations to 

members of Houston City 

Council for new concessions 

agreements at both airports. The 

recommendations cover nine 

concession packages: three retail,  

 

Paradies JV was also the recom-

mended winner of Retail Package 

#2 at Hobby Airport, which 

consists of 14 locations covering 

7,100sqf with estimated sales of 

$14 million. Among the key  

concepts listed for the Paradies JV 

were KPRC, Dylan’s, Brook-stone, 

SPANX, Brooks Brothers, Tumi, 

Corsa and others.  

Package #3 at IAH, comprising 

8 locations of 7,400sqf with esti-

mated sales of $21 million, went to 

ATU Americas and joint-venture 

partner Air Ventures. Turkish-

based ATÜ Duty Free is a joint 

venture between TAV Airports 

Holding and Unifree, in which 

Gebr Heinemann is major share-

holder and principal supplier, 

according to the company website. 

ATU Americas listed a Duty Free 

Wall Shop, Duty Free Shop and 

Specialty retail as key concepts.  

HAS recommended HMSHost 

and La Trelle’s Galley LP for the 

two specialty coffee packages. The 

Food and Beverage packages rec-

ommendations went to HMSHost 

and SSP America.  

The current duty free contracts 

and all the retail at both airports 

will expire in July 2015, said HAS 

Director Mario C. Diaz, in a memo 

to the City Council members.  

In his memo, Diaz says that 

passenger service and minority 

participation would be key 

elements of the selection process:      

“Rent, while important, was not the 

primary driver in making the 

selection,” said Diaz. Nevertheless, 

based on the revenues offered in 

the proposals, HAS expects the 

units to generate a combined total 

of $172 million, almost double the 

current rent, said the memo.  

HAS estimates that the 

concessions will generate more 

than $1.5 billion in revenues over 

the ten-year contracting period. 

The recommendations must now be 

approved by the Houston City 

Council. 

 

 

 

Two U.S. Senators are asking 

Canada to revise its duty free 

allowance policy for short trips 

across the border.  

New York Senators Charles E. 

Schumer and Kirsten Gillibrand are 

urging Canada to raise the duty free 

allowance to make it on par with 

the more favorable ones in the U.S. 

Canada’s current policies, Schumer 

and Gillibrand said, are discoura-

ging Canadians from shopping in 

the U.S., which is resulting in 

American retailers missing out on 

potential customers and revenue. 

The Senators say that the change 

would boost shopping excursions 

by Canadians to places that border 

 

U.S. senators from NY urge Canada  
to raise duty free allowance 
 

Canada like Buffalo, Watertown, 

Niagara Falls and Plattsburgh, 

New York.  The U.S. duty free 

policy is more favorable for 

American shoppers traveling back 

from Canada than Canada’s is for 

Canadian shoppers traveling back 

from the U.S. 

Currently, the U.S. permits 

American residents traveling 

across the border to bring up to 

$200 worth of merchandise back 

to the U.S. duty free for travel 

lasting less than 48 hours.  For 

travel lasting longer than 48 

hours, U.S. residents are permit-

ted to bring back up to $800 

worth duty free.   
Continued on page 2.  
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ment of apparel purchased on the inter-

net and shipped from Canada into the 

U.S. would not be subject to a US 

import duty, but the same purchase 

made from a U.S. company and 

shipped to Canada would be subject to 

a duty. 

Instead of policing low-value ship-

ments and merchandise from short trips 

across the border, the Senators argue 

that a raised duty free exemption would 

allow the Canada Border Services 

Agency to dedicate more resources 

toward higher risk shipments and 

higher ticket items than the ones that 

are likely to come across the border 

from every day retailers in the U.S. 

Schumer and Gillibrand urged 

Canada’s government and its Ambas-

sador to increase its duty free exemp-

tions to put it on par with the U.S. in 

order to further expand its current trade 

relationship and make it more mutually 

beneficial for both countries.  

In addition to Schumer and 

Gillibrand, 10 other Senators co-signed 

the letter to be sent to the Canadian 

Ambassador. 

 

 

 

Canada currently does not allow for 

its residents returning from U.S. trips 

under 24 hours to bring back items 

duty free. For trips between 24 and 48 

hours, Canada allows its residents to 

bring up to $200(CAD) worth of 

merchandise purchased in the U.S. 

back duty free, and for trips over 48 

hours, residents can bring back 

merchandise purchased across the 

border duty free up to $800(CAD). 

Schumer and Gillibrand said that 

Canada’s increasing their duty free 

threshold would bolster economic 

growth and help local retailers on both 

sides of the border and have written to 

Canada’s government and its 

Ambassador this week asking that it 

ideally be on par with that of the 

United States. 

The Senators are also asking for a 

change affecting shipments made via 

courier. Such shipments are not subject 

to paperwork or duty assessment if 

under $200 when entering the U.S.  

from Canada, but Canada begins 

assessing duties on goods valued above 

$20(CAD). For example, a $100 ship- 

 
 

Canadian Duty Free allowance 

Continued from page 1.  

 

Baha Mar opening doors to new era of luxury in The Bahamas this month 

 
In an undertaking that has 

taken five years of planning and 

massive construction, Baha Mar, 

the largest single-phase luxury 

resort project in the history of the 

Caribbean, and the largest tour-

ism project under construction in 

the Western Hemisphere, will 

begin accepting guests on March 

27, 2015.  

The $3.5 billion Baha Mar 

resort in Nassau is designed to 

attract more upscale visitors to 

The Bahamas, down to billing 

itself as “the New Riviera.” 

At the Chinese-financed Baha 

Mar — which was largely built 

using thousands of construction 

workers shipped in from China— 

three of four planned luxury 

hotels will open in late March, 

with the fourth property – the 

 

Grand Hyatt at Baha Mar – 

scheduled to open in May.  

Located on 1,000-acres along 

Nassau’s Cable Beach, Baha Mar 

promises to introduce a “new era 

of luxury, glamour, gaming and 

excitement to the Caribbean.” 

When all the properties are 

completed, it will feature 2,200 

luxury guest rooms across four 

hotels – Baha Mar Casino & 

Hotel, Rosewood at Baha Mar, 

Grand Hyatt at Baha Mar and 

SLS LUX at Baha Mar – along 

with the Caribbean’s largest 

casino. 

The idea is to turn the 

Bahamas into a world-class 

gaming destination rivaling Las 

Vegas, Macau or Singapore. This 

was made possible through the 

passage of a new law in Novem- 

 

ber that allow Internet, interact-

tive and mobile gaming, as well 

as in-play sports and proxy bet-

ting to lure Chinese and other 

high-rollers to Baha Mar’s 

immense 100,000-square-foot 

casino.  

In addition to the four hotels 

and the casino, the resort features 

a TPC at Baha Mar Jack Nick-

laus-designed golf course, ESPA 

spa, pools, beach experiences, 

and many restaurants and luxury 

shops.  

Among the boutiques are 

locals like John Bull and The 

Perfume Shop, along with Tif-

fany and Rolex, Montblanc, 

Jaeger-Lecoultre, M.A.C, IWC, 

Quantum Watches, Breitling, 

Bulgari, Cartier, Coach, Michael 

Kors, Morely for Men and others.   

 
 

     There is no denying that the 

massive project is a boon to The 

Bahamas and the region. Accor-

ding to the fact sheets issued by 

the developers, Baha Mar will 

add some $1 billion to the econ-

omy in new spending in just the 

first year after completion, not to 

mention the infusion of cash it 

brought during the building stage 

over the past five years (even 

though the use of 4,100 Chinese 

laborers to build it was a major 

source of friction in this country 

where the unemployment rate 

exceeds 15%.) 

Baha Mar is also expected to 

directly impact tourism numbers. 

It will bring a projected 430,000 

stopover visitors to Nassau by the 

third year of operations – a 30% 

increase, says the company. 
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 Shiseido opened its first 

standalone boutique in the travel 

retail channel in the Americas in 

Guadalajara International Airport in 

February. The 38sqm boutique was 

opened in partnership with Miami-

based Duty Free Partners, and is only 

the second Shiseido travel retail 

boutique store worldwide, and the 

first ever in an airport.  (The other 

Shiseido travel retail boutique is 

located in the Haitang Bay Duty Free 

Shopping Complex in Hainan, 

China). 

Because Shiseido is aware of 

Mexico’s growth potential as a 

market for luxury cosmetics, it has 

partnered with DFP to showcase 

what is currently the only cosmetics 

boutique in the airport, explains 

Michael Gebrael, Managing Director 

Travel Retail Americas for Shiseido. 

“Airport space is generally very 

limited, so Shiseido wanted to create 

a dedicated space where both local 

and international passengers could 

receive a personalized consultation 

while experiencing the Shiseido 

renowned spirit of hospitality known 

as ‘Omotenashi,’”says Gebrael. 

“Shiseido believes there is much 

potential in this model. Our goal is 

for all of our customers to experience 

this unique level of personalization 

within an airport space.”  

     Shiseido is looking at expanding 

into another store in the foreseeable 

future, he adds. 

 Commenting on the partnership, 

Duty Free Partners CEO Fabiano 

Vivacqua says: “DFP is very excited 

about this new venture especially 

being the first TR Shiseido self-

standing airport store in the world. 

This is a milestone for DFP and we 

are looking forward to continue this 

partnership in other locations”  

The Guadalajara Miguel Hidalgo  

International Airport offers a number 

of opportunities for Shiseido to reach 

its target customers.  

     It is the country’s third most 

important airport after Mexico City 

and Cancun International Airports. 

Guadalajara is also a major airport 

for connections, being a hub for 

Aeroméxico Connect and Volaris, 

and is a primary gateway to the 

United States. It is also a hub for 

Aeroméxico and a focus city for 

VivaAerobus and Interjet. Flights are 

offered to several destinations within 

Mexico, Central America, and the 

United States.  

Guadalajara handles more than 8 

million passengers a year, of which 

nearly 70% are brand-loving 

Mexican nationals, and the other 30% 

international. Shiseido is working 

with airport concessionaire Duty Free 

Partners, which operates and 

manages 14 Duty Free stores and 11 

airline brands in 12 countries, and 

has significant experience with high-

end beauty brands.  

 

A beauty ideal based on the 
well-being of body and mind 

Shiseido has a wonderful story to 

tell in its store. It is the world’s oldest 

beauty brand, and the 5th largest 

cosmetic company in the world 

today.  

True to its origins, the company 

has been guided by three core values 

for more than140 years: “The pure, 

holistic experience of beauty 

with uncompromised detail 

(Rich); Human Science: Beyond 

chemistry and biology- exten-

ding to physical, mental, emo-

tional and spiritual sensibilities, 

and as mentioned, “Omotenashi,” 

the Shiseido spirit of hospitality that 

welcomes you with an open mind and 

cares with an open heart.  

 

 

Shiseido opens first travel retail boutique in the Americas  
with Duty Free Partners 
 

 

“Under Omotenashi, Shiseido practices thoughtfulness and 

dedication to building relationships and pays meticulous atten-

tion to every aspect of our products and services,” explains 

Gebrael. 

Shiseido’s latest major product release -- Ultimune --remains 

true to these guiding principles, he says. Ultimune – a skincare 

based on Nobel Prize winning break-through research, is the 

first skincare technology designed to directly target 

skin’s immunity and directly targets Langerhans cells—what 

Shiseido calls little ‘skin sentinels’ that its researchers have 

found are linked to the condition of the skin. Read more about 

Shiseido in the Americas in the TMI Orlando magazine.  

 

SFO: 3 consecutive years of record for passenger traffic  
     San Francisco International Airport set a new all-time record for passenger 

traffic with a total of 47.2 million passengers traveling through SFO in 2014. 

This figure represents a 4.8% increase over the previous record year, set in 2013, 

and is the third consecutive year of record traffic levels at SFO.  

     The Airport expects growth to continue in 2015, led primarily by increases in 

international traffic. In April 2015, SFO will welcome Turkish Airlines’ nonstop 

service to Istanbul.  
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Desigual launches flexible Pop-up  
merchandising concept in Orlando 
 
 

 

David Ferreira 
dferreira@cross.com 

SNI partners with  
SEVA Group 

Sourcing Network International 

(SNI), a leading supplier of fashion 

accessories, has appointed travel retail 

company SEVA Group as its interna-

tional distributor for BICONIC 

products to duty free and duty paid 

retailers in South America, Europe, 

Russia, Middle East, Asia and Africa. 

BICONIC, a fashion accessories 

retail concept for the travel and 

hospitality markets, offers moderately 

priced women’s and men’s fashion 

accessories with the look and feel of 

luxury.  

SEVA Group will be responsible for 

coordinating sales, distribution and 

marketing efforts of BICONIC in 

selected territories.  SEVA Group 

represents several other companies and 

product categories, and will focus on its 

existing customer base to expand SNI’s 

product distribution in key duty free 

/travel retail locations, says the 

company. 

SNI is one of the largest suppliers of 

fashion and travel accessories in the 

gaming and airport retail industries, 

with  product lines that include 

handbags, watches, jewelry, ties, 

scarves, wallets, Cloudz travel pillows 

and accessories, and more.  

 “We are proud to represent SNI’s 

distinct product brands of fashion and 

accessories to our duty free / travel 

retail markets, distributed from our 

warehouse in the heart of Europe. We 

are honored that SNI chose SEVA 

Group as their partner. This is a stra-

tegic partnership for us and a terrific 

market opportunity that gives us a 

chance to present to our customers a 

new and growing category of exciting 

products,” said Laura Klingeman, 

Business Development Manager TRDF 

of SEVA Group.   

“We are truly excited to be working 

with SEVA Group, and are confident 

that our partnership will allow us to 

better serve our duty free / travel retail 

business and expand within these 

specific areas for continued growth. 

With product lines like BICONIC, we 

have more to offer now than ever 

before,” said Bill Teufel, VP of 

Business Development of SNI.   

This new initiative will be directed 

by CITRA Inc, SNI’s global duty free / 

travel retail representative.  

 

 
 

Spanish fashion brand  

Desigual is launching a  

pioneering pop-up concept  

in women’s fashion in travel  

retail. The light-weight,  

wooden, modular structure,  

called ‘The HappyBox’, can  

create a selling solution that  

allows retailers and airports  

to bring Desigual’s vibrant  

retail experience to prev- 

iously unavailable locations. 

The HappyBox features  

an ‘easy close & open’  

lockable system.  

Available in two formats, Standard with 

24sqm selling space and Premium with 45sqm 

selling space, the concept is easy to transport, 

easy to set-up and easy to operate. It offers built-

in fitting rooms, electricity and lighting, 

fireproofing and waterproofing.  

In the Standard format, the structure provides 

capacity for 90 SKUs and 246 units. The 

Premium format holds 138 SKUs and 432 units 

of Desigual’s distinctive fashion, apparel, leather 

and accessories ranges.  

Marco Gadola, Head of Travel Retail at 

Desigual, comments: “Individuality and 

innovation is part of Desigual’s DNA. We are an  

 

 

atypical brand. The HappyBox creates a perfect 

popup solution and is something completely new 

for the fashion category in travel retail.  

“Desigual is bringing an economical, flexible, 

reusable and productive selling solution that helps 

underpin the travel retail industry’s constant 

challenge to provide something new, trendy and 

surprising for flyers. We look forward to rolling 

out The HappyBox in travel retail over the coming 

months,” he adds.  

Desigual will be showcasing The HappyBox at 

the IAADFS show in Orlando, March 22-25 2015, 

at Atrium A. 

DFP opens store in St. Maarten cruise port  
 
 In addition to the Shiseido store it opened in 

Guadalajara, Mexico (page 3), travel retail 

specialist Duty Free Partners has recently 

opened a Sky Free Shop duty free store at the 

cruise port in St. Maarten, in partnership with a 

local Liquor, Tobacco and Confectionary 

Distributor. 

The Miami-based company, which operates 

and manages 15 duty free stores and 11 airline 

brands in 12 countries, also opened an innova-

tive airport concession at the Billy Bishop 

Toronto City Airport, the small airport in 

downtown Toronto. 

Fabiano Vivacqua, Duty Free Partners CEO, 

is very optimistic about the potential of the new 

cruise port store: “St. Maarten handles the 

biggest volume of cruise ships in a single port 

in the Caribbean, it is huge,” he tells TMI. 

“This is a long-term, exclusive contract for 

inside the port for liquor, tobacco, cosmetics, 

perfume and confectionery. The 200sqm store 

will carry a full selection with the exception of 

jewelry and accessories, since there are already 

several stores carrying jewelry and accessories 

operating at the port.” 

 

DFP has only opened the perfumes and 

cosmetics part of the store at this time and will 

develop into the other categories later on, since 

the retailer is still in the process of renovating 

and furnishing the store: “The store is not the 

way we want it yet but we did not want to lose 

the high season,” says Vivacqua. “We will keep 

the store up and running even as we fix it the 

way it should be.”  

“The Port at St. Maarten operates all year 

long, it does not have just one specific season. 

We want this store to be very nice. It is the first 

and last point of contact with the passenger to 

the island. This is a very exciting project for 

us.” 

     Duty Free Partners operates its Sky Free 

Shops in in Tijuana and Guadalajara, Mexico; 

Medellin, Colombia; Maracaibo and Santa 

Elena, Venezuela and at Toronto City airport; 

and manages the inflight duty free concessions 

onboard Air India, Air Sri Lanka, SBA in 

Venezuela, Air Transat and Air Canada 

Express, among others. Read the full interview 

with Duty Free Partners in the Orlando TMI. 


