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David Lomas, director at UK 

travel accessories firm Design Go 
Ltd, has been promoted to the 
position of managing director.  The 
new position is part of a wider 
senior management restructure in 
which current managing director, 
Glenn Rogers will move to the 
position of vice chairman and 
Steve Worden becomes sales 
director. Part of Lomas’ responsi-
bilities will continue to be to drive 
its travel accessories brand, Go 
Travel.   

Lomas, who joined Design Go 
in 1997, has played a fundamental 
role in its evolution to a leading 
travel accessories brand. In 2011, 
he launched Go Travel in key 
strategic markets including the US 
and Latin America, where it has 
grown year over year. Lomas will 
attend TFWA - Green Village, 
stand K56. 

 
Robert Cullins, CEO of Stoli 

Group, is leaving the company, 
effective October 15, 2016.  This 
move, based on a joint decision, 
comes as part of the Stoli Group’s 
restructuring and ongoing plan to 
accelerate international growth and 
development. Cullins joined Stoli 
Group in 2011 as global commer-
cial director and in February 2015 
was promoted to CEO. 

Dmitry Efimov, SPI Group 
CEO said, “We thank Rob for his 
service to Stoli and note the 
company’s improving business 
performance. Under his leadership, 
Stoli Group expanded its business 
into new geographies and built a 
strong global distribution network.” 

SPI is an independent company 
with offices in 36 countries - with 
key locations in the USA, UK, 
France, Switzerland, Cyprus and 
China.

Airport retail from East coast to West 

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

Puig takes minority stake in Brazilian pharmacy chain Granado 

Pizza, Chefs of the Caribbean, 
Cuban Crafters cigars, Fig and 
Fennel, Half Moon Empanadas, 
Maru and Friends, and My 
Ceviche. 

In March, MIA won Best 
Airport for Shopping in the USA 
Today 10Best Readers’ Choice 
Awards for its overall retail 
program. The 10Best Readers’ 
Choice Awards were voted on by 
more than 83,000 USA Today 
readers. 

Continued on page 3 
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Several interesting new speci-
alty retail stores have opened in 
North American airports over the 
last few weeks, from the new 
Marketplace at Miami Interna-
tional, which showcases local 
brands and companies, to six new 
shops at Vancouver International, 
with a focus on fashion brands.  

 
Original Penguin store takes 
flight at MIA 

It turns out that penguins do fly 
– at least at Miami International 
Airport. The Original Penguin, a 
subsidiary of Miami-based Perry 
Ellis International, Inc., has opened 
a location for MIA passengers at 
the airport’s North Terminal 
Marketplace, located near Gate D-
29.  

The clothing line is a mix of 
American sportswear and contem-
porary fashion, with a strong influ-
ence of humor, music and attention 
to detail. 

“Adding an iconic local brand 
like The Original Penguin is part of 
our overall concession plan to give 
travelers a sense of the destination 
without leaving the airport,” said  

Fashion and fragrance company Puig has 
acquired a minority share of Brazilian pharmacy 
chain Granado.  

The transaction is intended to support the 
growth of Granado in domestic and international 
markets, says Puig in a statement. The amount of 
the transaction was not disclosed. 

Brazil’s Granado pharmacy was founded in 
1870 by Portuguese immigrant José Antônio 
Coxito Granado. A pioneer in the production of 
high-quality natural preparations, Granado also 
owns Phebo, one of Brazil’s most recognized 
perfumery and glycerin soap brands, which the 
company purchased in 2004.  

“Puig will help us to continue with the expan-
sion of the concept stores in Brazil and abroad – 
which started in 2013 in the French market with a 
corner in the luxury department store Le Bon  

Marché,” says Sissi Freeman, Granado’s market-
ing and sales director.  

“We view this agreement as the basis for a 
long-term partnership,” says Marc Puig, chairman 
and CEO.  

The current president of Granado, Christopher 
Freeman, will remain in charge of the company 
and does not anticipate any changes in the business 
model in the next years.

Miami-Dade Aviation Director 
Emilio T. González.  

 MIA’s North Terminal Market-
place, located between gates D-26 
and D-29, features a collection of 
locally themed shopping and din-
ing options that provide a sampling 
of Miami’s diverse community.  

The Original Penguin joins 
other locally owned, global brands 
such as the Miami Marlins and 
Estefan Kitchen Express at the 
Marketplace, which also includes 
local small businesses such as 305 
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DF Americas export markets   info@specialtybrands.net  

Vol. 18 No. 16 Page 2 

 

Spongellé gains key listings with DFS and as  
luxury amenity gifts onboard top cruise ships 

Travel Markets Insider 255 NE 3rd Ave., #312, 
Delray Beach Florida USA 33444  

parsnip5@aol.com   www.travelmarketsinsider.net 

sponges, a collection of body buffers 
filled with nourishing oil, natural skin 
care ingredients and fragrance that can be 
reused multiple times, is also making 
great strides into the cruise channel, 
where select products are being offered 
as a gift in the luxury, high-end suites/ 
cabins. Spongellé gifts have been on- 
board Regent Seven Seas Cruises since 
July, and will be an amenity onboard 
Disney Cruise Line as of Oct. 15.   

“We are also discussing the 
introduction of our products onboard 
Norwegian Cruise line for their new 
Chinese routes and destinations,” says de 
Volontat. “Since Spongellé became 
available on the ships, travelers are 
asking where they can buy our products 
as they liked them a lot. We hope it will 
convince the duty free concessionaire 
that operates on board cruise ships to buy 
our product!”  

De Volontat says he has initiated 
discussions with Starboard Cruise 
Services and Harding Brothers, and also 
has some exciting projects coming with 
private label partnerships with spas and 
luxury hotels in the Caribbean. 

 “We are very optimistic for the future 
with great products offering a lot of 
innovations,” he concludes. 

Spongellé, the innovative sponge/ 
body buffer bath product represented in 
global travel retail markets by Arnaud de 
Volontat’s company Altimetre, has 
gained some important new listings in 
key travel outlets. 

After only after 18 months of exis-
tence, Spongellé is being introduced in 
nearly all the DFS stores, with an on-
counter date of Nov. 1. 2016, reports de 
Volontat. 

“Our product will be displayed in the 
“Grab and Go” section as well as close to 
the cashiers where a  limited selection of 
our best sellers will be displayed in a 
very attractive counter unit that has been 
designed especially for DFS. We are very 
excited by this new commercial relation-
ship with DFS, considered one of the 
benchmark retailers of our industry. We 
cannot wait to have our products in stores 
and measure how they will perform,” de 
Volontat tells TMI. 

Spongellé will be available with DFS 
in North America Duty Free at LAX 
TBIT and JFKT4, in Hawaii at Waikiki 
Galleria and Hawaii Airport; in 
Singapore at the DFS Galleria at Scotts 
Walk, in Macau at the City of Dreams 
resort, and at Abu Dhabi airport. 

The award-winning Spongellé bath 
 

Beam Suntory launches Maker’s 
Mark Private Select barrel 
program exclusively in GTR 
 Beam Suntory launched Maker’s Mark Private Select as a 
limited release in Americas and Asia Pacific Travel Retail 
in September. 

Created using cask strength Maker’s Mark and finished 
in unique 5-stave barrels, these global travel retail 
exclusive liquids have been curated by selected retailers 
across global travel retail. 

Maker’s Mark Private Select begins with fully-matured, 
uncut cask strength Maker’s Mark before being finished in 
barrels created using a combination of 5 oak staves  

Now available for the first time outside of the 
US, Maker’s Mark Private Select is available in 2 unique 
offerings for travel retail customers: America (111.1 
proof) and Australia and New Zealand (111.2 proof).  

Michael Cockram, Marketing Director Global Travel 
Retail, Beam Suntory, says: “We are proud to launch such 
an interesting and innovative bourbon in travel retail. 
Beam Suntory Global Travel Retail continues to push the 
boundaries of the category, offering consumers unusual 
and exciting releases.  

“Maker’s Mark Private Select gives consumers a new 
understanding of the complexities of creating a unique 
tasting bourbon that wanders in intriguing ways from the 
traditional taste profile, while still being distinctively 
Maker’s Mark.” 

 

Altimetre will be exhibiting Spongellé at TFWA World Exhibition in 
Ambassadors Village, stand U-8.   
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Brown-Forman GTR celebrates 20th anniversary in Cannes 

Brown-Forman Global Travel 
Retail is celebrating its 20th anni-
versary at the 2016 TFWA World 
Exhibition in Cannes. 

In 1996, following extensive 
research, exploration and discus-
sion, senior executives at the cor-
porate headquarters of Brown-
Forman in Louisville, Kentucky 
decided to formally enter the global 
travel retail business. Prior to that 
decision Brown-Forman duty free 
activities were mainly embedded in 
various countries and regions 
around the world. 

“By the mid-90’s, Brown-
Forman was just beginning to fully 
appreciate and embrace the busi-
ness opportunities outside of the 
United States,” explained Marshall 
Farrer, managing director for 
Brown-Forman Global Travel 
Retail. 

A majority of B-F’s business 
remained in the United States in 
1996 and the management mindset 
was very much of focusing on 

America first, says Farrer. 
“At the time the company really 

didn’t have a full appreciation for 
travel retail and the far-reaching 
brand building opportunities the 
channel presented. At that point in 
time the great brand building 
benefits of travel retail just were 
not well understood. 

“I think there may have been a 
slight appreciation for the Cruise 
channel in the Caribbean though,” 
Farrer said. 

In 1996 Brown-Forman exe-
cutives decided to significantly 
increase its commitment to travel 
retail and hired Richard Ferne, a 
veteran duty free executive, then 
based in Hong Kong. Ferne relo-
cated to Louisville in early 1997. 

Travel retail at Brown-Forman 
has grown exponentially in the past 
20 years. 

Today, global travel retail is one 
of the top six revenue generating 
regions for the company and there 
is a team of more than 40 duty free 

 

staff members working in travel 
retail spread around the globe. 

“Over the past two decades, the 
Brown-Forman Global Travel 
Retail team has been guided by 
some remarkably talented and far-
sighted leaders. These individuals – 
Richard Ferne, Patrick Moran and 
Jim Perry - made a number of key 
and insightful decisions and  

YVR: Six New Hot Spots in US Departures 
YVR takes pride in offering its travelers an award winning, unique 

shopping experience throughout each of its terminals, as can be seen in the 
six new stores recently opened in the U.S Departures Terminal.  

Four of the new additions are focused on fashion: Bench offers 
comfortable fashions for men and women including jackets, hoodies, 
sweatpants and t-shirts for workout or travel; Desigual features fun, 
irreverent and colorful fashions from Spain; Eddie Bauer presents 
premium quality clothing for the outdoors; and Discover BC is a shopping 
experience that features the tastes and styles from across British 
Columbia.  

CNN Newsstand and Hudson round out the latest openings at YVR. 

retained a remarkably talented 
staff in countries and regions 
critical to travel retail. They made 
Brown-Forman Global Travel 
Retail what it is today,” said 
Farrer. “It is now our opportunity 
to take our fine brands even 
further in travel retail through the 
excellent partnerships we have 
developed over these years.” 
 

Bobbi Brown fetes 25th anniversary with the 
City Collection: New York, London, Paris  

Bobbi Brown Cosmetics is celebrating the brand’s 25th anniversary 
with the City Collection, a trio of exclusive eye and cheek palettes 
inspired by three of Bobbi’s favorite cities—New York, London and 
Paris. The collection also includes limited–edition shades of Bobbi 
Brown’s Long-Wear Gel Eyeliner and Luxe Lip Color.  

“From the cool New Yorker to the fashionable Brit to the chic 
Parisian, the palettes and hand-picked shades inside perfectly capture 
what I love about each city,” says Bobbi. Bobbi Brown teamed up 
with fashion illustrator Richard Haines (@Richard_Haines) to adorn 
each palette with sketches evocative of each city. 

The Bobbi Brown City Collection is available at select Travel 
Retail locations worldwide for a limited time. 

 
 

 

Airport retail from East coast to West 
Continued from page 1.  
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At the airport’s departure ter-
minal, several small kiosks sell T-
shirts, books, postcards and WiFi 
access cards for Internet service. 
There’s also a duty free shop 
selling cigars, perfumes and liquor, 
with all prices in CUC. Cigars 
range from cheaper Romeo y 
Julietas to very expensive Cohibas. 
The same store offers a variety of 
perfumes (at very high prices): Fan 
di Fendi Extreme was 117.45 CUC, 
for example. 

Under recently revised U.S. 
travel restrictions, Americans 
returning from Cuba may now 
bring up to $400 worth of goods 
acquired on the island for personal 
use, including a maximum $100 of 
combined alcohol and tobacco 
products. 

But until the travel ban (and the 
embargo itself) is actually abol-
ished, don’t expect duty free sales 
at Cuban airports — or anywhere 
else — to take off, even though 
Baker says that any American can 
legally fly to Cuba under the 
‘people-to-people’ category by 
signing an affidavit provided by the 
airline. 

Baker. “The majority of passengers 
on these provincial flights will 
undoubtedly be Cuban-Americans 
returning to visit family outside 
Havana.” 

But the ethnic travel business is 
clearly booming. 

“We’re thrilled with the service. 
It couldn’t have gone better,” Jet-
Blue spokeswoman Daniella 
Sandar told TMI. “We’re really 
excited to launch service into 
Camagüey on Nov. 3 and Holguín 
on Nov. 10 from Fort Lauderdale, 
though we’re still waiting to hear 
from the Cuban government on the 
dates [for beginning service] to 
Havana.” 

Sandar wouldn’t comment on 
passenger volume or profitability, 
but explained that only 80 passen-
gers were aboard my aircraft with 
150 seats due to weight restrictions 
because passengers are bringing so 
much heavy luggage.   

Since JetBlue paved the way, 
American Airlines, Spirit and 
Silver Airways have jumped into 
the U.S.-Cuba market, and up to 20 
flights a day are approved to 
Havana but are waiting the Cuban 
government’s go-ahead to begin. 
But first, Cuba wants to bring more 
hotel capacity online, since the 
capital city’s hotels are already 
operating at capacity. 

For now, horse-drawn carriages 
and 1950s-era Chevrolets, Fords, 
Buicks and Oldsmobiles are far 
more numerous on the streets of 
Santa Clara than they are in more 
modern Havana. Prices are also 
much lower. 

Many shops and restaurants list 
prices in both “moneda nacional” 
or Cuban pesos — which are worth 
24 to the dollar — and in the much 
more valuable “pesos conver-
tibles” or CUCs, which are worth 
slightly more than a dollar each. 
Getting around is cheap too. I 
traveled from Santa Clara to the 
southern coastal city of Cienfuegos 
— a one-hour trip — in a red 1952 
Hillman for the equivalent of $10. 
It’s even cheaper if you’re willing 
to share the trip with strangers; 
only 50 pesos (about $2.00) for 12 
passengers stuffed into a blue 1953 
Chevy truck. 

 

Santa Clara, first Cuba destination for U.S. jet service,  
relatively untouched by tourism By Larry Luxner 

SANTA CLARA, Cuba - On Aug. 
31, JetBlue became the first airline 
to offer direct commercial jet 
service between the United States 
and Cuba, when Flight 387 from 
Fort Lauderdale touched down at 
Santa Clara’s Abel Santamaría 
International Airport. 

Gate F6 at FLL, which JetBlue 
has dedicated exclusively for Cuba 
flights, now sports a huge wall 
map showing the airline’s existing 
and planned routes between Flori-
da and the Cuban cities of Havana, 
Santa Clara, Camagüey and 
Holguín. 

An infographic highlights the 
fact that Cuba received 3.5 million 
foreign visitors in 2015. About 
161,000 of them came from the 
United States — up 77% from 
2014 — and arrivals through the 
first six months of 2016 nearly 
doubled compared to the first half 
of last year. 

But virtually none of my fellow 
passengers aboard Flight 387 on 
Sept. 9, the day I flew to Santa 
Clara, were tourists in the true 
sense. Most of them appeared to be 
Cuban-Americans flying back — 
some of them for the first time in 
decades — to the land of their 
birth to see family and friends. 

Some of them paid only $99 
each way. But even my $436 
round-trip ticket from Baltimore 
with a connection in FLL was an 
incredible bargain; only a few 
years ago such a trip would have 
cost more than $900 on a charter 
airline — not to mention the hassle 
of obtaining a license through the 
Treasury Department’s Office of 
Foreign Assets Control. 

Even though it’s dramatically 
easier for Americans to visit Cuba 

A TRAVEL MARKETS INSIDER SPECIAL REPORT 

now than at any time since the 
1959 revolution, the U.S. embargo 
is still in effect and will remain so 
unless Congress votes to abolish it. 
Before boarding, each of us had to 
fill out applications for Cuban 
tourist visas (at $50 each, payable 
by credit card), and complete a 
form explaining the purpose of 
travel; a JetBlue employee told me 
this information is sent to Cuba 
before the flight lands to avoid any 
problems on the ground.  

The flight to Santa Clara took 
only 43 minutes. The 100 or so 
passengers on board applauded 
loudly, a few of them overcome 
with emotion. Many took selfies as 
they clambered down the waiting 
staircase and boarded buses for the 
short trip to the arrivals terminal. 

 It’s not clear why Abel Santa-
maría International Airport in 
Santa Clara — a sleepy provincial 
capital of 200,000 — was chosen 
to receive the first direct commer-
cial U.S. flight. Perhaps it’s thanks 
to the airport’s 9,900-foot asphalt 
runway, which ranks as the sixth 
longest in Cuba (after Jose Martí-
Havana, Santiago de Cuba, Vara-
dero, Ciego de Ávila and 
Holguín). 

Or maybe because it’s because 
Santa Clara is located in the center 
of Cuba, about 175 miles east of 
Havana. One thing is clear: this 
city is not crawling with American 
tourists — or tourists of any kind 
— and is not likely to be for some 
time. 

“The Cuban government is very 
conscious that Havana’s hotels are 
already maxed out, and I think it 
would like to see more tourism 
dispersed to the provinces,” said 
Cuba travel expert Christopher  

Santa Clara’s duty free store in the 
departures terminal sells cigars, liquors 
and some perfumes.  
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Has an immediate opening for a 
Category Sales Manager 

Cruise 
for 

 Liquor, Tobacco and 
Confectionery 

Tasks: 
Category Management:  
Work in conjunction with 

Business Development to secure 
category information for the 

region, PAX, channel, or other 
market research that will assist in 
building more tailored customer 

assortments, pricing, and 
promotional programs; create 
customer price lists; manage 

category space responsibilities; 
track and measure sales results; 
help develop vendor supported 
promotional programs and new 
products; verify forecasts in the 

replenishment system. 
 
 

Sales Coordination 
Create new product offers & 

catalogues; communicate 
assortment updates; assure 
information entered in SAP 

matches information received 
from customers; maintain 

promotional calendars; create 
presentations; solicit customer 

feedback.  
 
 

Position Requirements 
Full Time, HQ based position 

(Coral Gables); Graduate degree 
(college); English a must, 
Spanish and other foreign 

languages a plus. 
 
 

Pls. send resumes to 
info@heinemann-americas.com 

With CC to: 
m.mariani@heinemann-

americas.com  
 

 
  

THE SHISEIDO GROUP
has the following open 

positions in Miami: 
 

BRAND MANAGER 
(Dolce & Gabbana Fragrance) 
Ideal candidate has 3-5 years 
marketing experience in the 
luxury fragrance/skincare & 

makeup industry working with 
demanding brands in a mature 
market; must be experienced in 
developing media plans, imple-
mentation of trade marketing,  
forecasting, and advertising. 

Responsible for implementation 
of marketing strategy. 

Travel Retail and Local Markets 
experience is ideal. 

Degree in Marketing or Business 
Administration required and must 
possess strong analytical skills 
and excellent oral and written 

communication skills in English 
and Spanish.  20% Travel 

required. 
 

PRODUCT MANAGER 
(Cosmetics & Skincare) 

A minimum of 3 years’ exper-
ience in the luxury goods industry 
(in TR fragrance and/or skincare 
& make-up is preferred) to assist 
Marketing/Brand Manager with 

coordination of launches, 
promotions, implementation of 
marketing plan, forecasting, 

product launches, animations, 
ordering of media and PR 

images. 
Knowledge of Photoshop 

preferred: strong knowledge of 
MS Office a must. 

Degree in Marketing or related 
field preferred. 

 
MARKETING ASSISTANT 

(Dolce & Gabbana Fragrance) 
A minimum of two years’ 

experience in the luxury goods 
industry to assist the Brand 

Manager with various marketing 
responsibilities that include the 

coordination of product launches 
and animations, maintaining 

updated distribution database, 
ordering visuals, in addition to 

other administrative duties. 
Strong knowledge of MS Office 

needed. 
 

Applicants please send 
resumes to: 

gcamplani@bpi-sa.com 
 

 
 
 
 
 
 

GROW WITH US! 
As the Caribbean’s leading product management and marketing company 
for Wines, Spirits and Consumer Health Care, Stansfeld Scott capitalizes 

on the tremendous opportunities in the Caribbean. 
We understand that our growth is only possible through our people.  We 

invite you to join our dynamic and winning team and grow with us! 
 

We are seeking an energetic and resourceful Caribbean Area Manager, 
based in Barbados, to represent a portfolio of internationally recognized 

brands across the Caribbean.  The successful candidate will work closely 
with regional distributors to inspire and motivate their teams to grow 

market share and sales. 
 

Apply today to join our winning team by sending your resume to: 
jobsusa@stansfeldscott.com 

 

 

  

 
 
 
 
 
 
 

Essence Corp  
has an immediate opening 

for a  
Market Coordinator.  

The ideal candidate must be 
fluent in English & Spanish.   
Highly proficient in Excel and 

PowerPoint.  
Responsibilities include but 

are not limited to key 
administrative tasks,  order 
processing and customer 

support.  
Must possess strong 

organizational skills, self-
driven, team player, 

and  have the ability to multi-
task in a very fast paced 

environment. 
 

Please send resumes  
 musallan@essence-corp.com 

*NEW*
 
 
 
 

has an opening for a Travel 
Retail Business Analyst 
position based in Miami: 

 
Mission 

 
This position will provide 

analytical support to the TR 
Americas region. Key 

responsibilities will be to 
support the sales team in 

terms negotiations and provide 
business insight driven by 

detailed sales, financial and 
market analysis. 

 
The ideal candidate will be a 

self-starter with a detail 
oriented approach, an astute 
commercial sense and great 

interpersonal skills. 
 

Requirements 
University Commercial/Finance 

degree 
Fluent English (Spanish & 

French a plus) 
At least 3 years of relevant 

work experience in an 
international environment 
Industry knowledge a plus 

Excellent knowledge of Excel 
 
 

Please send resumes to 
Andres_Romero@cotyinc.com 


