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BY THE NUMBERS 

UNWTO: Growth in international tourist arrivals 
continues to outpace the economy 

International tourist arrivals (overnight 
visitors) worldwide grew 4% in 2019 to 
reach 1.5 billion, based on data reported by 
destinations around the world, says the latest 
UNWTO World Tourism Barometer. This 
represents the tenth consecutive year of 
growth. 

According to the first comprehensive 
report on global tourism numbers and trends 
of the new decade, 2019 was another year of 
strong growth, although slower compared to 
the exceptional rates of 2017 (+6%) and 2018 
(+6%). Demand was slower mainly in 
advanced economies and particularly in 
Europe. 

Uncertainty surrounding Brexit, 
geopolitical and trade tensions, and the 
global economic slowdown, weighed on 
growth. 2019 was also the year of major 
shifts in the sector with the collapse of 
Thomas Cook and of several low-cost 
airlines in Europe. 

Nevertheless, all regions saw a rise in 
international arrivals in 2019. The Middle 
East (+8%) led growth, followed by Asia and 
the Pacific (+5%). International arrivals in 
Europe and Africa (both +4%) increased in 
line with the world average, while the 
Americas saw growth of 2%. 

The Americas delivered a mixed picture 
as many island destinations in the Caribbean 
consolidated their recovery after the 2017 
hurricanes while arrivals fell in South 
America due partly to ongoing social and 
political turmoil.  

The Middle East grew at almost double 
the global average (+8%), while growth 
in Asia and the Pacific slowed down but still 
showed above-average growth, with 
international arrivals up 5%. 

In Europe growth was also slower than in 
previous years (+4%), but the region 
continues to lead in terms of international 
arrivals numbers. Europe welcomed 743 
million international tourists last year, which 
was 51% of the global market. 
 
Tourism spending still strong 

Against a backdrop of global economic 
slowdown, tourism spending continued to 
grow, most notably among the world’s top 
ten spenders. France reported the strongest 
increase in international tourism expenditure 
among the world’s top ten outbound markets 
(+11%), while the United States (+6%) led 
growth in absolute terms, aided by a strong 
dollar. 

Some large emerging markets such as 
Brazil and Saudi Arabia reported declines in 
tourism spending. China, the world’s top 
source market saw outbound trips increase by 
14% in the first half of 2019, though 
expenditure fell 4%. 

 
Tourism delivers opportunities 

“The number of destinations earning 
US$1 billion or more from international 
tourism has almost doubled since 1998,” says 
UNWTO Secretary-General Zurab 
Pololikashvili.  

This latest evidence of the strength and 
resilience of the tourism sector comes as 
the UN celebrates its 75th anniversary. 
During 2020, through the UN75 initiative, 
the UN is carrying out the largest, most 
inclusive conversation on the role of global 
cooperation in building a better future for all, 
and tourism will be high on the agenda. 

 

 
 
 
 
 
 
 
 
 
 
 
 
The Estée Lauder Companies has announced 

two key management changes in Travel Retail within 
its namesake Estée Lauder brand.  

Raffaella Cornaggia has been promoted to 
Senior Vice President / General Manager, Estée 
Lauder, International, effective February 1, 2020.  

Cornaggia is currently SVP GM, Estée Lauder, 
Travel Retail Worldwide, a role she has held since 
June 2017. Under her leadership, the Estée Lauder 
brand has reached unprecedented successes in the 
Travel Retail channel, continuing to grow market 
share, and according to Generation Research, 
securing the No.1 prestige beauty brand ranking 
worldwide in 2018, up two positions from 2017. 

“Raffaella is a valued and respected part of the 
Travel Retail Worldwide team, and under her 
leadership she has led our flagship brand to unpre-
cedented heights,” said Olivier Bottrie, Global 
President, Travel Retail and Retail Development, 
The Estée Lauder Companies. “We wish her much 
success in her new role and look forward to her 
continued support of our Travel Retail business as 
the leader of Estée Lauder’s International division.” 

Jean-Yves Minet has been promoted to Senior 
SVP/ GM, Estée Lauder, Travel Retail Worldwide, 
effective February 1, 2020, succeeding Cornaggia.  

Since April 2017, Minet has been Vice President, 
Clinique and Lab Series, Travel Retail Worldwide. 
Under his leadership, the Clinique and Lab Series 
brands reached the highest level of sales since their 
launch in the Travel Retail channel. 

“Jean-Yves brings a valuable combination of 
strategic thinking, strong business acumen and 
operational brand leadership expertise at global, 
regional and local levels, all of which we are 
confident will lead to the continued success of the 
Estée Lauder brand in Travel Retail,” said Bottrie. 

Minet joined The Estée Lauder Companies in 
New York in 2011 as Executive Director, Global 
Market Development, Estée Lauder and moved to 
Paris as Regional Business Development Director, 
Estée Lauder, EMEA, in 2013 before assuming the 
role of Regional Brand Director, Emerging Markets, 
EMEA.  
 

 

PEOPLE

Raffaella Cornaggia                      Jean-Yves Minet
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BY THE NUMBERS 

ForwardKeys: Tourism to the Caribbean grew 4.4% in 2019 
Tourism to the Caribbean grew 

by 4.4% in 2019, in step with 
tourism growth worldwide, reports 
travel tracking agency Forward 
Keys.  

The increase in visitors was 
driven by North America. Travel 
from the U.S., which accounts for 
53% of visitors, was up 6.5%, and 
travel from Canada was up 12.2%, 
says ForwardKeys, citing data 
released at the Caribbean Hotel and 
Tourism Association’s Caribbean 
Pulse session, held at the Baha Mar 
in Nassau Bahamas. 

The top Caribbean destination is 
still the Dominican Republic, with a 
29% share of visitors, followed by 
Jamaica, with 12%, Cuba with 11% 
and the Bahamas with 7%.  

The DR is still #1, despite a 
series of deaths of American tourists 
last year that were initially feared to 
be suspicious, and led to a tempor-
ary setback in bookings from the 
U.S. Americans traveled instead to 
Jamaica and the Bahamas. 

Puerto Rico also reports strong 
growth, up 26.4%, but this is more 
seen as a recovery after hurricane 
Maria hit the island in September 
2017, says ForwardKeys. 

Even though travel to the Domin-
ican Republic from the U.S. fell by 
21%, visitor numbers from Contin-
ental Europe and elsewhere, swelled 
to take up some of the vacant 
accommodation. 

Visitors from Italy were up 
30.3%, France was up 20.9% and 
Spain was up 9.5%. 

Hurricane Dorian directly 
damaged the Bahama’s tourism 
industry, as bookings from four of 
its top seven markets fell signifi-
cantly during August and continued 
to be down in October and Novem-
ber. December saw a substantial 
recovery, however. 

Looking ahead to the first quar-
ter of 2020, the outlook is challeng-
ing, as bookings for the period are 
currently 3.6% behind where they 
were at the equivalent moment last 
year.  
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Of the five most important 
source markets, the dominant U.S. 
is 7.2% behind. But bookings from 
France and Canada are currently 
1.9% and 8.9% ahead respectively. 
Bookings from the UK and Argen-
tina are behind 10.9% and 5.8% 
respectively, however. 

Olivier Ponti, VP Insights, 
ForwardKeys, notes: “Whilst the 
current forward booking situation 
is currently not where one would 
want it to be, there are plenty of 
opportunities for the destination to 
grow. Most significantly, an 
analysis of flight searches shows 

that there is strong interest in the 
Caribbean from source markets 
which have very limited direct 
connectivity. For example, large 
numbers of people look for flights 
to Nassau from (in order of 
interest) Paris, Milan, Warsaw, 
Rome and Zurich. This suggests 
that if new direct flights were 
established, many more visitors 
would come…” 

According to the World Travel 
& Tourism Council (WTTC), 
travel & tourism in the Caribbean 
is responsible for over 20% of its 
exports and 13.5% of employment. 
 

Top Brands’ Luryx Duty Free wins exclusive 
contract at Asuncion’s Silvio Pettirossi airport 
     Luryx Duty Free, owned by Top Brands International, has won the 
new duty free tender at Paraguay’s Silvio Pettirossi International Airport 
in Asuncion. Under the new structure, the duty free will be run 
exclusively by one operator. In the past, three different operators were 
competing against each other: Mannah Duty Free, Golden Duty Free and 
Luryx.  

The 10-year concession contract covers 1800 sq.meters, of which 
1,300 sq. meters will be devoted to a true walk-through store in the 
departures area and 500 sq. meters for a  walk-through arrivals store, 
Danny Yohoris, Top Brands International president tells TMI.  Top 
Brands had acquired the Bright Star concession at Asuncion in 2017.  

The airport is planning to undergo a US$200 million expansion and 
modernization project beginning later this year.  

In related news, Yohoris confirmed that Marcelo Montico has joined 
Top Brands International as CEO to head up the former Neutral stores 
along the Brazil/Uruguay border, which are now branded as ‘Neutral by 
Luryx’. Top Brands acquired the Neutral business in July.  

 

Melancia Mall faces bankruptcy threats  
According to Uruguayan press reports, insolvency proceedings have 

begun at Melancia Shopping Mall as creditors look to recover outstanding 
debts. A court appointed liquidator is now managing the retail complex to 
assess the long-term viability of the US$60 million retail complex situated 
on the outskirts of the Uruguay border town of Rivera.  

The complex, which hosts three duty free stores* and 60 duty paid shops, 
opened in November 2015, just as the Brazilian economic crisis took hold. 
A spokesman for the liquidator said, “We are looking at revenues and 
verifying if these are able to meet fixed costs. The plan is to keep the 
operation running until July when a creditors meeting is scheduled.” 

Travel retail observers tell TMI that they expect the duty free stores and 
most of the duty paid stores to remain open and for business to continue as 
normal. Most expect a change of ownership in the medium term and the 
completion of the long-awaited bus terminal. A multiscreen cinema 
complex and a renovated food court are also planned and these would bring 
increased traffic to the mall.                                                 John Gallagher 

 
*Neutral and Grupo Wisa had built the two anchor stores (of 4,000sqm 

each). Wisa also operated another smaller store. The Wisa stores are now 
operated by Fenix Duty Free 
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stated Lisa Bauer, Starboard 
President and CEO.  

“As an LVMH company, 
Starboard provides our cruise line 
partners with unique opportunities 
that are not available with any 
other cruise retailer.” 

Sephora Collection’s CEO, 
Samantha Etienne, said, “The 
Sephora Collection is available to 
consumers onboard cruise ships for 
the first time, it’s a relationship that 
could have only happened with 
Starboard.”  
 

Starboard Cruise Services partners with Sephora to expand beauty offerings

 

Starboard Cruise Services has 
announced an exclusive partnership 
with Sephora, one of its LVMH 
Moët Hennessy Louis Vuitton 
sister companies. For the first time 
at sea, a select number of 
Starboard’s cruise ship partners 
now carry Sephora’s private label 
brand, Sephora Collection.  

Offered in the ship’s beauty 
shop, the Sephora Collection fea-
tures options ranging from makeup 
for lips, eyes, and face, to beauty 
tools, brushes and skincare pro-
ducts. The collection is available in  

 
The Sephora Collection onboard the Starboard ships features 
makeup for lips, eyes, and face, as well as beauty tools, 
brushes and skincare products in stand-alone branded 
gondolas.  

U.S. Senate passes USMCA  
trade agreement 

The U.S. Senate passed the new version of the U.S.-Mexico-
Canada (USMCA) trade agreement on Jan. 16.  The agreement is a 
update on the 26-year-old North American Free Trade Agreement 
that includes tougher rules on labor and automotive content but 
leaves $1.2 trillion in annual U.S.-Mexico-Canada trade flows 
largely unchanged. 

The Democratic-controlled U.S. House of Representatives 
passed the legislation on Dec. 19 after fighting for changes to 
ensure better enforcement of labor rights and tighter environmental 
rules. 

The agreement – which also affects travel and was passed after 
an often contentious fight in Congress – was strongly hailed by a 
number of trade groups.  

U.S. Travel Association President and CEO Roger Dow 
commented that “Travel is the No. 1 U.S. services export and No. 2 
export overall, accounting for a $69 billion trade surplus in 2018—
and Canada and Mexico are by far our two largest travel source 
markets. Healthy and robust trade relationships enable our industry 
to keep creating prosperity in every corner of the U.S., and our 
analysis shows that the USMCA will enable our industry to 
generate 15,000 new jobs and $1.7 billion in new travel-related 
spending.” 

The National Retail Federation also welcomed the Senate 
passage of the USMCA: 
     “The world has changed dramatically since the United States, 
Canada and Mexico first agreed to tear down barriers to free trade a 
quarter-century ago,” NRF President and CEO Matthew Shay said.    

“This updated agreement will modernize trade among our 
closest trading partners and pave the way for continued prosperity 
across the borders of North America as the global economy 
continues to evolve. This agreement will support the millions of 
U.S. jobs that depend on free trade with Canada and Mexico and 
will ensure the continued availability of affordable everyday 
necessities for American families.” 

Shay cited provisions on digital trade, customs procedures and 
trade facilitation as key improvements in the new agreement. 
     President Donald Trump must now sign the agreement into law. 

 

a stand-alone branded gondola  
that encourages cruise ship guests 
to try, test, and play. 

Sephora’s open-sell environ-
ment complements Starboard’s 
engaging retail experience, which 
uses specially trained beauty ex-
perts who encourage discovery and 
assist guests with personalized 
consultations and makeovers.  
     “We are extremely pleased to 
welcome Sephora, a global beauty 
industry leader, and look forward 
to providing guests with even more 
beautiful possibilities onboard,”  

 

SeatradeCruiseGlobal reveals keynote 
lineup for April Conference in Miami  

SeatradeCruiseGlobal has announced its lineup of keynote 
speakers for its annual State of the Global Cruise Industry session, 
which kicks off the annual gathering in Miami on April 20-23.  

Sponsored by the Hong Kong Tourism Board, and presented in 
partnership with Cruise Lines International Association (CLIA), the 
event kicks off with the State of the Global Cruise Industry panel, an 
exclusive round-table discussion joining senior leadership 
representing the world’s four largest cruise lines: Frank Del Rio, 
President & CEO, Norwegian Cruise Line Holdings; Arnold 
Donald, President & CEO, Carnival Corporation & PLC; Richard 
Fain, Chairman & CEO, Royal Caribbean Cruises Ltd.; 
Pierfrancesco Vago, Executive Chairman, MSC Cruises. 

New this year, the second panel, The Future of Luxury Cruising, 
will bring together five leaders in luxury liners to  discuss the new 
wave of advancements in luxury cruising and how to create distinct 
experiences that continue to appeal to discerning travelers. 
Visit seatradecruiseglobal.com for more information.  
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The growing threat of a new 
coronavirus in China is sparking 
concerns over the disease’s pos-
sible impact on the travel retail 
liquor market.  

China is fighting to contain the 
virus; a travel ban has been placed 
on Wuhan, the Chinese city where 
the first cases of the disease were 
detected, and public transport with-
in the city itself has been shut 
down. 
      The virus has so far infected 
more than 500 people, with cases 
also detected in countries including 
Thailand, South Korea, Australia, 
the U.S. and Taiwan. 

Chinese city of Wuhan on lockdown as 
new coronavirus spreads; 5 U.S. airports 
to screen arriving passengers  

The Chinese city of Wuhan 
is on lockdown following the 
outbreak of the new potentially 
deadly respiratory virus that's 
swept the country and spread to 
five others, including a first case in 
the U.S. Government officials on 
Wednesday halted outbound trains 
and flights from the city of 11 
million and ordered the 
temporary shutdown of public 
transit.  

The virus, which has infected 
more than 500 people and killed 17 
in China, couldn't have broken out 
at a worse time:  

 

This week marks the peak of  
massive travel as hundreds of 
millions of Chinese return home 
for the Lunar New Year. 
Source: Bloomberg News  
 
Update: Airline passengers from 
China arriving in Los Angeles, San 
Francisco, and New York will be 
screened by the Centers for Disease 
Control and Prevention for the new 
virus, with Atlanta and Chicago 
airports being added in next. It 
appears that person-to-person 
transmission may be possible, says 
the CDC and other sources.  

Although these are relatively 
few deaths in a global context, the 
SARS virus did have a negative 
impact on international travel. 
Figures from the International Air 
Transport Association show a 2.4% 
drop in international passenger 
traffic for 2003, with a 9% decline 
in Asia Pacific. 

Translating this to travel retail 
sales, IWSR figures show spirits 
volumes in the travel retail channel 
in Asia-Pacific fell by 1.6% in 
2003, picking up again by 5.9% in 
2004 and 5.2% in 2005.  

Cognac and Scotch, key cate-
gories for the Asia-Pacific travel 
retail market, suffered similar 
fates; Cognac volumes fell by 7.3% 
and Scotch fell by 1.5% in 2003. 
Both categories picked up con-
siderably in 2004, with volumes 
increasing by 7.0% and 6.1% 
respectively.  

 Although the ban on travelers 
leaving Wuhan comes in the week 
leading up to the Chinese New 
Year, when millions of Chinese are 
expected to travel, the holiday 
primarily sees mass transit within 
China itself, with only minor 

international travel.  
 “'Restrictions on travel during 

this Chinese New Year won't have 
a big impact on the travel retail 
liquor sector. The real threat will 
be felt by international travel. Fear 
was a key motivator in decreased 
international travel during the 
SARS epidemic. What is difficult 
to judge right now is whether the 
coronavirus will be contained, in 
which case, the impact will likely 
be minimum. However, if 
consumer fear and uncertainty 
around the spread of the virus rises, 
we may be poised to see a repeat of 
something closer to the scale of 
2003,” remarks Alastair Smith, 
Director at the IWSR.  

“It will be crucial to keep an eye 
on the situation as health experts 
understand more about the scale of 
the coronavirus. To date, most 
patients have shown relatively mild 
symptoms when compared to those 
of SARS.  

“But the key question now is 
how easy the virus will be to con-
tain, and how consumer sentiment 
will respond as the news unfolds.” 

  

IWSR: The threat of coronavirus on the travel retail liquor market 
IWSR, the leading source of data and analysis on the beverage alcohol market, today issued the following comment on the impact that might accrue from 
the new respiratory virus that originated in China. 

Loch Lomond Group joins The Travel Retail 
Consortium  

Independent spirits distiller The Loch Lomond Group has joined UK-
based The Travel Retail Consortium. Loch Lomond Whiskies Global 
Travel Retail range first went on sale in Glasgow Airport’s World Duty 
Free World of Whiskies store in February 2017, followed by the launch 
of the company’s Glen Scotia GTR range exactly one year later. 
September 2018 saw the group introduce its Littlemill Single Malt 
Scotch Whisky from Scotland’s oldest licensed distillery to the channel. 

“Joining the TRC provides us with the opportunity to engage more 
actively within the GTR channel and grow our business network with 
professionals from across different sectors,” said André de Almeida, 
Loch Lomond Group’s  
Managing Director –  
Global Travel Retail.  

TRC Members  
include: Accolade  
Wines, Aurora, Go  
Travel, Guinness,  
Heineken, Imperial  
Tobacco, INVU  
ultra polarized sun- 
glasses, Kurate, Loch  
Lomond Whisky, Mars,  
Morgan and Oates,  
Rémy Cointreau, RHA,  
Sekonda, Skross, Champagne Taittinger, Twinings.  

 
 

U.S. and China sign Phase 1 trade deal 
The United States and China signed a "Phase 1" trade deal in 

Washington, D.C. last week. The Phase 1 deal will roll back U.S. 
tariffs on $156 billion of Chinese products and in return China will 
increase spending on agricultural and technology. 

According to media reports, the centerpiece of the deal is a pledge 
by China to purchase an additional US$200 billion of U.S. farm 
products and other goods. China would also buy $40-50 billion in 
additional U.S. services and $75 billion more in manufacturing 
goods 

However, the deal is said to fail to address many of the structural 
differences that led the Trump administration to start the trade war. 
According to a report in NPR, the agreement upholds a reduction of 
tariffs from 15% to 7.5% on Chinese goods for the U.S. consumer 
market but does not go so far as to change the 25% duty on 
thousands of other Chinese goods and materials, the brunt of which 
has been felt primarily U.S. importers. 

Airports around the region, as 
well as further afield, have imple-
mented advanced passenger screen-
ing procedures in a bid to avoid 
further spread outside of China’s 
borders. However, the first cases of 
human-to-human transmission of 
the coronavirus were announced 
this week, fueling fresh fears of the 
economic impact that may be felt, 
particularly to the travel retail 
sector. 

The coronavirus recalls memor-
ies of the 2003 SARS epidemic that 
primarily hit Southeast Asia, and 
that was also caused by a corona-
virus, killing approximately 800.  



   

 
 

New Watch Distributors Directory invites the travel retail sector to 
share in its unique data base to facilitate networking for the industry  
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numerous programs in this area 
     Thomas Baillod is the founder 
of the Watch Trade Academy, the 
first academy dedicated to interna-
tional watch distribution. Baillod, 
has extensive experience in watch 
distribution worldwide and is a lec-
turer at several Masters in Switzer-
land and abroad. 

Michel Loris-Melikoff, 
Managing Director of Baselworld 
said: “Baselworld is building a 
whole digital community that 
should be able to benefit from a 
range of professional services 
throughout the year.  

“By supporting the launch of the 
Watch Distributors Directory, I 
support the brands’ efforts to find 
the best partners in the markets, not 
only through meetings during the 
show, but also by facilitating 
access to reliable information 
throughout the year to identify the 
best possible matchmaking. We are 
continuing our work to transform 
the show and continue to make 
Baselworld the best business 
platform for the watchmaking eco-
system.” 

The database is accessible from 
the Watch Distributors Directory 
site: https://www.watch-
distribution.ch  

 

The global watch industry has 
launched a comprehensive data- 
base of international watch distri-
bution, which is supported by the 
prestigious Baselworld as its 
exclusive institutional partner.  

The Watch Distributors Direc-
tory has been designed to offer 
easy and precise access that will 
facilitate networking watch brands 
with distributors around the world. 
The Directory will allow distri-
butors to identify for their market 
the watch brands with the best 
potential for development through 
a database that covers more than 
100 markets, more than 1,600 
distributors, and more than 1,000 
watch brands in a secure B2B 
electronic directory.  

The Directory management has 
appointed well known travel retail 
expert Mark Lewis-Jones as Head 
of Business Development for the 
Caribbean & Latin America.   

“Distributors who service the 
duty free, border store, cruise ship, 
and overall travel retail sector are 
welcome to be listed in the Watch 
Distributors Directory,” Lewis-
Jones tells TMI, pointing out that 
there is no cost to distributors to be 
listed. 

Watch Distributors Directory is 
an official partner with Europa Star  

  
 

Magazine (90 years of continual 
publication on the watch industry) 
and Baselworld, he says.  

Interested parties may contact 
Lewis-Jones me at cla@watch-
distribution.ch.   

 
“It's no coincidence that this 

network is coming into being 
today. At a time when watch dis-
tribution is being put to the test, 
when traditional channels are being 
rethought, when the role of distri-
butors is being challenged and the 
share of sales directly with the end 
customer is growing, whether 
through directly operated stores or 
through e-commerce, the aim of the 
directory is to create a reliable 
resource, helping watch brands and 
distributors to connect effectively,” 
says the Directory publishers.  

The founders of the Watch 
Distributors Directory are Thierry 
Huron and Thomas Baillod. 

Thierry Huron heads up The 
Mercury Project, a data-driven 
consulting firm focusing on the 
watch and jewelry retail sector. 
Huron formerly led TAG Heuer's 
international marketing strategy, 
where he identified the need for a 
global and reliable source of 
Business Intelligence information 
in the watch industry and initiated  

 
 

 

Tom Ford Beauty has launched 
its newest fragrance for men, Tom 
Ford BEAU DE JOUR.  

Created for the Tom Ford 
Signature Collection, BEAU DE 
JOUR is a cool and refreshing 
aromatic fougère enhanced with 
lavender. 

The fragrance is said to target 
the “perfectly groomed gentleman 
who considers every detail,” as per 
Tom Ford.  

“He exhibits the best version of 
himself to the world, but beneath 
the surface is something deeper, 
refreshing and sublime in all its 
layers,” says Ford. 

 

The top lavender notes blend 
into an herbal heart with rosemary 
and a floral note of green geran-
ium, followed by oakmoss and 
basil. The foundation of the frag-
rance is patchouli and amber. 

Tom Ford BEAU DE JOUR Eau 
de Parfum is packaged in a clear 
and fluted round bottle that exhibits 
the juice’s natural shade of fresh 
chartreuse, with a glossy silver-
tone cap and plaque. It is available 
in 50ml and 100ml.  

The media campaign features 
English actor Joe Alwyn.  

The collection is available now 
in major airports, downtown and 
online duty free stores worldwide. 

 
 

 

Tom Ford BEAU DE JOUR targets well-groomed men who appreciate detail 

 

The Watch Distributors Directory  
Mark Lewis-Jones, Head of Business 
Development, Caribbean & Latin 
America 
  
Mark Lewis-Jones has worked in the 
global travel retail and luxury goods 
industry since 1991. Based in Panama, 
he consults to a number of firms in 
business and brand development in the 
region encompassing the Caribbean, 
Latin America, and duty free markets.  
   With a passion for the watch industry, 
he has collaborated with a number of 
brands such as Hublot, Romain 
Jerome, Wyler Geneve, Bremont, and 
WOLF 1834, successfully introducing 
and/or developing them in the region.  
     He also serves on the Advisory 
Board of the Neuchatel-based Watch 
Trade Academy. 
  

IN THE SPOTLIGHT
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EMPLOYMENT OPPORTUNITIES 

 

 

 
Retail Manager /Account Executive 
for North America - Southeast region 

Shiseido Miami office is looking for a Retail Manager, based in Miami. 
Ideal candidate will have a minimum of 2-3 years experience in the Travel 

Retail luxury goods market. 
Responsibilities include developing sell-out figures for its cosmetics and 
perfume brands through supervision of salespeople, implementation of 

the brands’ merchandising and promotion guidelines. 
Experience in retail sales is a plus. 

Must be able to travel 40 to 50% of the time. 
 

Applicants please send resumes to: 
gcamplani@sac.shiseido.com 

 

 

 

 

Essence Corp has an immediate opening for a Market 
Coordinator. This position provides daily support in the 
department by ensuring high levels of communication 
and performance with internal and external customers. 

The ideal candidate must be fluent in English & 
Spanish with an advanced level of Excel skills.  
Highly proficient in the ability to complete Sales 

Analysis and Forecasting Reports.  
Responsibilities include but are not limited to key 

administrative tasks, order processing  
and customer support.  

Must possess strong organizational skills, be a self-
driven, team player, and have the ability to multi-task 

in a very fast paced environment.    
Interested candidates may apply directly at  
https://www.ziprecruiter.com/job/e4d598b6  

or via email to musallan@essence-corp.com. 

  

Essence Corp. has an immediate opening for 
an Account Executive.   

The ideal candidate must have 2 years of retail sales 
experience preferably within the luxury brand 

industry.  
Willing to travel 50% to 60% of the time.  

Strong communication and presentation skills.   
Team player with the ability to motivate sales.   

Must be organized, detail oriented, and possess 
strong analytical skills.   

This individual will be responsible for counters, beauty 
advisors, sell-outs and in store events and 

promotions. Coordinate the organization of travel 
schedule in conjunction with Area Managers.   
Must have a high level of skills using Excel, 

PowerPoint and other MS Office applications.  
Fluent in English and Spanish both written and oral.   

Please apply at  
https://www.ziprecruiter.com/job/fe52dbb3  

or you can send your resume to  
musallan@essence-corp.com 

 

This role will oversee a defined territory in the Caribbean 
with quantitative and qualitative objectives to ensure the 

success of our brands. 
The position reports directly to the Sales Director. 

The ideal candidate should be fluent in English & Spanish 
(French is a plus) with an advanced level of Excel skills. 

Must possess strong organizational skills, self-driven, 
team player, and the ability to multi-task in a very fast 

paced environment. 
Interested candidates my apply directly 

at https://www.ziprecruiter.com/job/ac8b20f1 
or via email to musallan@essence-corp.com 

 
 
 

Paradies Lagardère treats troops with more 
than two million donated Items 

North American travel retailer and restaurateur Paradies Lagardère has 
announced that its customers donated more than two million items of need in 
2019 to U.S. military service men and women around the globe through the 
Treat Our Troops program. 

Paradies Lagardère’s Treat Our Troops program provides travelers, as well 
as airline and airport employees, the opportunity to purchase goods – from 
socks and snacks to phone cards and sundries – which are then distributed to 
military personnel overseas through the USO and other military service 
organizations. 

 “Paradies Lagardère is so appreciative to coordinate the Treat Our Troops 
program. Treat Our Troops provides an important opportunity for our 
customers to demonstrate their gratitude for our troops and their families,” said 
Gregg Paradies, president and CEO, Paradies Lagardère. “These brave men 
and women make unbelievable sacrifices each and every day and deserve the 
appreciation. I’m thankful that our associates and management team are so 
passionate in assisting these troops and working with USO offices across the 
country.” 

The Treat Our Troops program also includes free meals for troops from 
Memorial Day to Independence Day, and “pay it forward” opportunities in 
which customers donate meals for active or retired military personnel.  

 
Food Bank program in Canada 

 Paradies Lagardère operates similar programs in airports throughout 
Canada, allowing customers to donate items which are then distributed to 
community food banks. The company has partnerships with the Edmonton 
International Airport and Leduc & District Food Bank, the Calgary 
International Airport and Airdrie Food Bank, the Saskatoon International 
Airport and Saskatoon Food Bank & Learning Centre, Regina International 
Airport and Regina Food Bank, Winnipeg James Armstrong Richardson 
International Airport and Winnipeg Harvest, and Victoria International Airport 
and the Saanich Peninsula Lions Food Bank. 


