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First Brazilian border duty free store could open by the end 
of the month 

Global TR contact: Zack Boiko, zboiko@Actium.us; Latam‐and Caribbean TR: Daniel Bras, dbras@actium.us

Lemos tells TMI that all the 
elements are in place for a quick 
opening, which will take place as 
soon as the company receives the 
final written approval.  

“We have been working 
intensively on the project to open 
our new duty free for several 
months,” says Lemos. “We have 
followed the instructions issued by 
the Receita Federal and submitted 
all the papers required by the 
legislation. We have the govern-
ment approved software installed in 
our store and it is working perfect-
ly. We have our customs guarantee 
in place, have lodged the most 
recent version of our corporate 
accounts and expect to receive  

 

official permission to open our 
store in the next few days.” 

The first Caraballat Free Shop, 
just over 400sqm in size, is situated 
in the historic center of Jaguarão, 
the sister town of Rio Branco in 
Uruguay. It will carry all the lead-
ing categories that the Brazilian 
shopper will be looking for, says 
Lemos.  

“In common with the shops on 
the Uruguayan side of the border 
we expect that perfumes & cosme-
tics, wines & spirits, tobacco, 
foodstuffs, chocolates, accessories 
and sunglasses will be the big 
sellers, but we will be very vigilant 
as to what the new shopper is 
actually buying.” 

Continued on page 2.  

ASUTIL to meet with Brazilian and Uruguayan officials to clarify 
border store product restrictions 

Following its announcement in January regarding 
the harmonization regulations issued by Mercosur at 
the end of 2018, South American duty free association 
ASUTIL will be meeting with government officials of 
Brazil and Argentina to clarify the list of products that 
had been excluded for sale in the region’s border 
stores.  

In a webinar on Friday morning, ASUTIL 
Secretary General Jose Luis Donagaray explained that 
while ASUTIL and its members welcomed the 
resolution as a first step in recognizing duty free shops 
on the borders, and the importance they can have on 
regional economies and local employment, the 
resolution includes a list of products that will be  

Brazilian businessman Marcos 
Lemos has confirmed to Travel 
Markets Insider that his company 
expects to open the first duty free 
shop in a Brazilian border town at 
the end of February/beginning of 
March. 

This store – under the façade of 
“Caraballat Free Shop” -- will be 
the first to open in Brazilian terri-
tory since the Brazilian government 
gave the go ahead to open stores in 
32 Brazilian border cities late last 
year. The store will be situated in 
Jaguarão, located just under 400km 
south of Porto Alegre, the largest 
city in Rio Grande do Sul, with a 
population of just over 11 million 
inhabitants. 

CiR rebrands as NPD 
Travel Retail  

 
Travel retail commercial devel-

opment specialist Counter Intel-
ligence Retail (CiR) rebranded 
as NPD Travel Retail, effective 
Jan. 23.  

Part of the globally recognized 
NPD family since December 2016, 
CiR has continued to provide 
travel retail data and industry 
expertise complementing NPD's 
robust portfolio of offerings. NPD 
is committed to serving travel 
retail, and says that the name 
change aligns CiR with the rest of 
the business. 

Alongside the rebrand, NPD 
plans to introduce new services, 
including an airport level sales 
performance product linked to an 
enhanced traveler statistics and 
shopper intelligence service. 

“With NPD's global presence 
and their experience across more 
than 20 industries, this gives us 
enviable access to global domestic 
market knowledge and intelligence 
that we believe is key for suppor-
ting travel retail industry growth.      

“Combine this with the com-
pany's technical and data manage-
ment expertise and this puts us in a 
leading position of being able to 
bring to market the most accurate 
and wide coverage levels of data,” 
said Garry Stasiulevicuis, president 
of NPD Travel Retail. 

Additionally, NPD has created 
and published the latest ETRC 
sales and traffic report, which was 
presented at the ETRC forum 
in Amsterdam in January. 

NPD's Travel Retail practice 
specializes in traveler statistics, 
shopper and nationality insights, 
and key market trends for all the 
major categories sold in duty free. 
The company says that the practice 
provides clients with an 
understanding of this channel so 
they can create action-oriented 
plans to drive revenue.  
       For more information, visit 
npd.com. Twitter: @npdgroup. 

 

restricted from sale on the border, “which sets a very 
bad precedent for the future.”  

The harmonization was drawn up without consul-
tation with ASUTIL or other involved stake-holders, 
so ASUTIL will use the upcoming meetings with 
government officials to voice the views of its 
members.   

“We are working with our board, and starting next 
week will have formal meetings with the Uruguayan 
government and the Brazilian government with a goal 
to continue selling what we have always sold in the 
free zones,” said Donagaray.  

“Of course we agree not to sell ammunition and 
arms, cars, boats, motorcycles, animals, etc.,” he said.  

Continued on page 2.  
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ASUTIL to meet with Brazilian and Uruguayan officials to clarify border store restrictions 

 “We do not want to be IKEA. 
We agree not to sell anything that 
does not come under the normal 
duty free. But we want to sell 
cigarettes, we want to sell electro-
nics, small domestics, textiles and 
shoes, etc.”  

Donagaray says that ASUTIL 
has prepared a formal letter for 
each government explaining the 
issue. “We are working with the 
top levels of the governments and 
their tax and custom offices. We 
need to have success.”  

Tobacco will be the most dif-
ficult aspect of the negotiations, he 
admits, but is hopeful that a system 
like the special taxation on cigar-
ettes as done in Uruguay is one 
good solution.  

 
Added value of duty free border 
stores  

In his arguments illustrating the 
benefits of border free shops,  

Donagaray pointed to a study 
ASUTIL undertook in 2017 that 
showed that duty free shops 
account for as much as 30% of 
employment in some small cities in 
Uruguay, especially for women, 
and provided an alternative to 
relocating to the capital for a low 
income job. People visiting the 
duty free shops also supported 
hotels and restaurants, he said, all 
of which generated tax revenue for 
the areas. 

      *     *     *    
     In related news, Donagaray 
reported that the duty free business 
in South America was down 25% 
on average between 2017 and 
2018, due in large part to the 
currency instability in Brazil and 
Argentina. Brazil has shown some 
stability over the last four months, 
and the Argentine government is 
buying dollars to shore up its 
currency, he noted.   

Lois Pasternak 

Continued from page 1.  
“We don’t want to sell products 

of the basic basket; we don’t want 
to be a Walmart duty free with rice 
sugar etc sold as Duty Free,” he 
said.  

Donagaray pointed out that last 
year, with some harmonization of 
allowances on the border, the 
industry achieved “some steps 
forward.”  

He hopes that with these meet-
ings the Mercosur governments 
will remove some of these product 
restrictions before April when the 
rules are expected to be formalized.  

“This is a very important issue 
for the Association and the opera-
tors,” he said, adding that the 
wording on the restricted products 
is so vague and wide-reaching they 
appear to be designed to prevent 
‘Walmart-type duty free stores’ 
from being built.  

“We do not think the restrictions 
apply to our duty free stores since  

we just want to continue selling 
what we have sold for years, so this 
gives me some confidence,” he said 
in response to a question ASUTIL 
is initially concentrating on 
Uruguay and Brazil.       

Uruguay has allowed the sale of 
duty free goods on the border for 
many years, and Brazil is due to 
begin border sales within the next 
few weeks. So the current restric-
tions in the resolution have a direct 
and real impact on the business 
now. 

Donagaray said the Association 
has more time in Paraguay and 
Argentina, where duty free border 
stores are not currently authorized. 
(London Supply’s Iguazu free shop 
and the stores in Ciudad del Este 
fall under different licensing, said 
Donagaray.)  

Specifically, ASUTIL will be 
asking Merosur to issue a “negative 
list” of products that cannot be 
sold.  

First Brazilian border duty free store could 
open by the end of the month Continued from page 1.  

In addition to the Brazilian shopper, the store will also cater to 
Argentine and Uruguayan travelers. 

“We have a selection of merchandise ready in Montevideo Free Zone 
ready to be sent by lorry to our warehouse as soon as we get the green 
light to open,” said Lemos. 

The company is working with Uruguayan logistics specialist Rodrigo 
Diaz Coll of Supralux, based in Zonamerica in Montevideo, to ensure 
adequate supplies of key products during the opening period.  

Plans are also underway to open additional locations, with a second 
store opening about a month after the first one, says Lemos. This will be 
more of a specialist store devoted to brands exclusive to the company. 

“Our plan is to open four stores in the first year of operation but that 
will depend on stability in the rental market as prices have gone a little 
crazy over the past few months. Stores in the historical center of Jaguarão 
tend to be small because of space limitations and although we would like 
to open a bigger store, there is just no suitable space available,” he 
explains. 

Lemos is confident that the government will soon realize how valuable 
these border stores can be for local economies, and open better space for 
future locations.  

“As soon as we open for business, we are sure that the local authorities 
will become aware that duty free shops are going to be very important for 
tourism in our city, and we believe they will make new zones of the city 
available for commercial use so we will be able to continue our expansion 
program.” 

Lemos adds in closing, “Our company is also looking to expand in 
other areas. Our partners are actively looking at opening stores in Rivera 
and Chuy. At the moment, we are not sure if we will do this with our own 
stores with our own brand or some sort of franchise operation.” 

By John Gallagher 

 

3Sixty awarded duty free concession at 
Nashville International Airport 

3Sixty (formerly DFASS Group) in conjunction with TRNA, has been 
awarded a 10-year duty free and duty paid concession at Nashville 
International Airport. The contract also includes a number of duty paid 
specialty stores, including a Kiehl’s boutique and an exclusive Jack 
Daniel’s Tennessee Whiskey concept store. 

Nashville International Airport (BNA) was recently named the fastest 
growing airport of its size in North America (5 million – 20 million 
annual passengers), bringing in 13M passengers to the capital of country 
music. In addition to this robust domestic passenger growth, BNA’s 
international routes include several servicing Latin America, and the 
recently added British Airlines flight to London. 

The number of passengers using BNA is expected to grow to over 20 
million by the 2030s. The Metro Nashville Airport Authority leadership 
has a stated goal of adding more nonstop destinations, increasing cargo 
service, and adding more international flights. To accommodate the 
projected growth, the MNAA has announced a $1.2 billion renovation of 
the airport dubbed as BNA Vision. 

Major projects in BNA Vision include expanding and reopening 
Concourse D, constructing a new international arrivals facility, expanding 
the ticketing/baggage claim/lobby and building new parking garages. The 
entire project is expected to be completed by 2023. 

3Sixty Senior Vice President Retail Operations Donna Maxwell 
commented, “We are very pleased to have been chosen to operate a new 
duty free concession at Nashville International Airport. The opportunities 
for both duty free and duty paid retail are growing at Nashville, and 
3Sixty is excited to be a key driver for this growth.”  

3Sixty also operates duty free and duty paid concessions in several 
other high-profile international airport locations, including Chicago 
O’Hare, Newark, Orlando, Fort Lauderdale, Charlotte Douglas, Denver, 
Dallas/Fort Worth, Ottawa and Philadelphia. 
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Tourism Ministry, and this number 
should increase significantly by 
year end. 

The Port Louis Marina is adding 
90 plus docks to its current 160 
docks, for completion by August 
2019. The new docks will 
accommodate boats between 12 
and 22 meters in length. 
     On Feb. 4, Rouge Duty Free 
launched its new Montblanc shop- 
in-shop with a party at the Marina 
location. 

The Montblanc shop sold four 
watches during the first day,  
costing thousands of dollars, 
reports Raymond Kattoura,  
whose company Duty Free & 
Travel Retail Group helps  
manage the business for  
Rouge Duty Free Retail Caribe.  

These past weeks also saw  
the unveiling of personalized 
spaces for Furla and Creed 
fragrances, says Kattoura.  

In addition to the Port  
Louis location, Rouge Duty 
Free operates three stores at  
the airport, including  
3,000 sq.ft of space on the  
newly opened second level,  
and one in the Spiceland Mall.   
 

Grenada saw an increase in 
visitor arrivals across the board 
with total visitor arrivals (528,077) 
growing by 12.9% year-on-year.       

The stayover arrivals reached 
160,970, up by 9.97% with the 
largest growth year-on-year from 
Canada (17,364) at 19%.  

The United States (75,577) saw 
a 12% growth and the Caribbean 
(28,990), a 7% growth. Cruising 
arrivals (342,826) grew by 14.49%. 

New retail tender may be called at SCL  
The Civil Aviation Authority in Chile is reportedly considering 

whether to issue a new retail tender before the termination of the 
current concession contract. 

According to a report in Chile’s leading financial daily, Diario 
Financiero, the Direccion General de Aviacion Civil (DGAC), the 
country’s Civil Aviation Authority, is looking to call a retail tender 
towards the end of this year for the new international terminal in 
Santiago, due to be completed in 2020. 

The current duty free concession is managed by Swiss-based 
travel retailer Dufry and its contract is not due to end until December 
31, 2022. But the DGAC is arguing that the additional commercial 
space becoming available in the new International Terminal 
necessitates a new tender.  

A tender in Santiago would clearly attract a lot of attention. The 
Chilean press has reported that French duty free specialist Lagardere 
and Panama based travel retailer St Honor would be interested 
parties. Other leading international specialists would also take a close 
look at the tender documentation including Duty Free Americas. 
DFA, which already operates several small stores in the Iquique Free 
Zone in northern Chile, has been increasing its Latin American 
footprint in recent months. 

John Gallagher 

CLIA: 30m cruisers worldwide forecast for 2019  
Cruise industry trade organization Cruise Lines International 

Association (CLIA) has released the 2019 State of the Cruise 
Industry Outlook report predicting the top trends in cruise travel.  

Among the key findings, 28.2 million people cruised around the 
world in 2018 and CLIA forecasts this number to jump to 30 million in 
2019, up 6% over this past year. 

In addition, 18 new ships are on order from CLIA cruise lines. 
A total of 272 CLIA-member cruise ships are projected to be in 
operation by June 2019.  

Even as the rest of the world discovers cruising, Americans continue 
to make up the vast majority of the ship travelers. CLIA reports that 
34.4% of ships are deployed in the Caribbean, followed by the 
Mediterranean, 17.3%; All Other category, 16.2%; Europe w/o 
Mediterranean, 11.1%; China, 4.9%; Australia/NZ/Pacific, 4.8%; 
Alaska, 4.7%; Asia w/o China, 4.3%; and South America, 2.3%. 

Rouge Duty Free launches prestigious new brands at its Port Louis, Grenada store 

The Rouge Duty Free stores in Grenada welcomed several new 
brand concepts to its stores on the Spice Island over the past few 
weeks, which coincided with the island-wide celebration of Grenada’s 
45th Anniversary of Independence. 

On Jan. 31, Rouge welcomed its personalized Chanel space for 
fragrance, skincare and cosmetics at its charming Port Louis Marina 
location with an invitational party. Guests were treated to makeup 
services from one of Chanel’s international makeup artists.  

The Port Louis Marina location especially caters to the mega-yachts 
that make Grenada its home during the winter months. Grenada’s 
yachting sector (24,281) grew by 10.82% in 2018, reported the  

 
 



William Grant & Sons restructures GTR 
team 

William Grant & Sons has announced  
a change in the reporting structure of its  
Global Travel Retail (GTR) business unit.  

Ed Cottrell, Managing Director since  
2016, will remain as leader of GTR but  
will now report to Doug Bagley, President 
of the Asia Pacific Region.  

Says Cottrell: “The last 3 years have  
been very successful for GTR at William  
Grant & Sons, growing the business by  
36% since 2016.  
     Retail promotions such as Hendrick’s World Cucumber Day and 
Monkey Shoulder’s #makeitmonkey have won multiple awards and the 
team won ‘Supplier of the Year’ at the 2018 Frontier Awards in Cannes. 
Doug’s experience in this channel will be a great complement to the 
clear momentum already established.” 
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Doug Bagley 

Walsh Whiskey releases XO Cognac Cask Finish 
Whiskey, demerges from Illva Saronno 

 

Walsh Whiskey has released 
Writers’ Tears Copper Pot – Deau 
XO Cognac Cask Finish, a super-
premium edition of its popular 
Writers’ Tears Copper Pot Irish 
whiskey. It is the fourth expression 
released under the Writers’ Tears 
range. 

Founder Bernard Walsh finished 
his unique blend of aged Single 
Malt and aged Single Pot Still 
whiskey for nine months in 12 
French Oak Casks that have been 
seasoned for 10 to 15 years with 
Deau XO Cognac. The 46% ABV, 
triple-distilled, non-peated, super-
premium whiskey is available in 
just eight markets worldwide 
including the USA, Ireland, Travel 
Retail (Ireland), Germany, Holland, 
Canada, France & the UK. The 
RRP is €74.99/STG £67.99. 
 “Everything builds to a special 
experience that we are very proud 
to put our own family name to and 
are delighted to share with fans of 
the Writers’ Tears portfolio, as well 
as those who might be trying a 
Writers’ Tears expression for the 
very first time. Sláinte!” says 
Walsh. 

 

In related Walsh Whiskey 
news, the Directors of Walsh 
Whiskey Distillery and Italian 
drinks group Illva Saronno have 
split the business, separating the 
Writers’ Tears and The Irishman 
brands from the distillery business 
at Royal Oak, in Ireland’s County 
Carlow, which is owned by Illva 
Saronno. 

 Current sales, marketing and 
distilling objectives are being fully 
met, however the Irish and Italian 
Directors differ on how to develop 
the combined business into the 
future.   

 This change will result in the 
Irish directors taking full control of 
the existing drinks brands business 
built on the Writers’ Tears and The 
Irishman brands that are among the 
most popular premium and super-
premium Irish whiskeys in the 
world being sold in 50 countries 
worldwide. This business will con-
tinue to trade under the name 
Walsh Whiskey. 

Illva Saronno will take full 
ownership of the distillery, which 
is renamed “Royal Oak Distillery”.  

The separation of the businesses 
is effective immediately. 

Grey Goose Vodka Winter Marché at JFK T4 
engages 30K consumers  

Bacardi Global Travel Retail’s 
Grey Goose Winter Marché pop-up 
experience at JFK Terminal 4 in 
partnership with DFS Group in 
December engaged directly with 
around 30,000 consumers, 
delivering a strong set of brand 
building and shopper engagement 
results, reports the company. 

Social media activity around the 
campaign in JFK Terminal 4 was 
led by partnering with a small 
group of professional social influ-
encers, and reached 8.1m potential 
impressions; and overall 80% said 
the stand had a positive influence 
on their opinion of Grey Goose. 

Geoff Biggs, Regional Director 
Americas, Bacardi Global Travel 
Retail comments: “These positive 
results demonstrate how we used 
the Grey Goose Winter Marché to 
connect with our target consumers 
as a timely brand-building exercise, 
working with a team of social 
media influencers to extend the 
reach beyond travel retail.”   

 Travelers were able to purchase 
a selection of holiday offerings 
from Grey Goose while sampling 
cocktails made for them in the 
terminal by several of New York’s 
most talented bartenders.  
      
 

     A highly visual, interactive 
illuminated Ferris wheel, with mini 
‘chalets’ containing Grey Goose 
cocktail recipes, dominated the 
space.  
     Passengers who purchased the 
GTR Grey Goose Holiday Tin 
received a key that opened a hidden 
compartment in the chalet, 
revealing a special gift. The Tin 
featured letter magnets that allowed 
gift-givers to tailor a message to 
their recipients. The gift tin was a 
very popular purchase, with some 
people choosing to spell out their 
own special message. 

 “Consumers responded posi-
tively to the campaign’s powerful 
call to action, combining their 
surprise and delight at finding a 12-
foot high illuminated Ferris Wheel 
in front of them in the terminal, 
coupled with the intriguing appeal 
of Grey Goose vodka as the perfect 
spirit to enjoy in seasonal cocktails, 
served right there before their flight 
or as take-away inspiration for 
home cocktail making,” said Biggs. 

The Ferris Wheel was designed 
by the creative agency, Glock, in 
London, and installed and brought 
to life by design and production 
agency, Bloommiami. 
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Ania Haie jewelry to open US showroom 

Go Travel’s new Hybrid Pillow 
combines comfort of memory foam 
with inflatable convenience 

Travel accessory company Go Travel will be featuring its new 
Hybrid Pillow at the Summit of the Americas in March. The 
pillow blends a luxurious memory foam top with a handy 
inflatable base and the ground-breaking new construction packs 
down to palm-size, fitting in your hand.    

 
 
 
 
 
 
 
 
 
 
 
 
 

The pillow benefits from an extra deep layer of premium memory 
foam for maximum comfort, and molds to the user’s natural 
contours for a more personalized fit that mirrors the natural 
curvature of the head and neck.   

The inflatable base provides a support boost and comfort level 
for an improved seated-sleep position. The reversed construction 
creates a smooth inner seam, eliminating chaffing or irritation.     

A tried and tested design blueprint, the new Hybrid Pillow is 
based on the Go Travel’s bestselling Memory Pillow, but thanks 
to the inflatable base, packs down to a quarter the original size, 
and comes with a convenient, drawstring carry pouch. 

The new Hybrid Pillow from Go Travel will launch February 
2019. For more information visit https://go.travel/uk/health-
comforts/hybrid-travel-pillow or contact Les Hansen at 
Les@go.travel  

London-based fashion jewelry 
brand Ania Haie is opening a US 
showroom in March.  

Located in the premier Dallas 
Market Center, the showroom will 
be home to all US and Canada 
sales, customer service and ship-
ping operations. 

“We are fast-tracking the open-
ing of the showroom – scheduled 
for March 15, 2019 – to better 
serve all our new clients in North 
America. This will also coordinate 
with our targeted US marketing 
campaign that kicks off in March 
as well,” says Alisa Bunger, US 
Director of Sales. 
      Ania Haie has experienced 
tremendous growth since it was  

launched in early 2018 and Bunger 
says a US office location can more 
quickly respond to the retailer 
portfolio.  

Ania Haie, a new “fast-fashion” 
brand created by the founders of 
the popular Chrysalis jewelry, aims 
for a high turnaround of accessibly-
priced new pieces that will attract 
younger consumers.  

 It just won the Emerging 
Brands by Professional Jeweller for 
its Coins collection.  

Ania Haie is represented in the 
Caribbean domestic and duty free 
markets by Nelson Rivera, who 
says the brand is already available 
in Puerto Rico, Trinidad & Tobago, 
Bermuda, St. Maarten, and more.  

Travel Blue has your luggage covered 
Travel accessories company Travel Blue has introduced a range of luggage covers designed to 

protect and individualize a suitcase, and can minimizing wear and tear. 
Manufactured in washable and durable polyester/spandex with a distinctive design, the covers 

are available in 3 stretchy sizes to cover all options. A handy pouch and 2 years global warranty 
are also included.  

Travel Blue Executive Director, Jonathan Smith,  
commented: “With the air miles that I cover I know  
that luggage can be a major source of stress. Ar- 
riving at your destination to find scrapes, scratches,  
broken zips and potentially content loss is one of  
the worst situations. The trauma and loss of time  
filling out forms at the end of a long journey ruins  
what should be a pleasurable trip or holiday”.  

Travel retail prices range from $19.00 to $29.00  
depending upon size. 

For further information please contact Jonathan  
Smith at jonathan@travel-blue.com or  
timea@travel-blue.com at Travel Blue Ltd. 

Moroccanoil Expands to 
Starboard Cruise Ship 
Stores 
    Somar Distribution, in partnership with 
Starboard, has launched Moroccanoil 
aboard the Starboard stores on select ships.  

 The original Moroccanoil Treatment 
created the worldwide buzz on argan oil 
and paved the way for an extensive line of 
premium oil-infused hair care products to 
address the needs of all consumers.  

Moroccanoil has since continued to 
innovate and extend the line to include 
Moroccanoil Body and Moroccanoil 
Sun—luxurious oil-infused collections 
inspired by the sea, sand, breeze and scents 
of the Mediterranean. 

For more information contact Somar / 
Tairo International.   
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EMPLOYMENT OPPORTUNITIES

 
 
 
 
 
 

Hershey’s The World Travel 
Retail (WTR) group has an 

immediate opening for an Associate 
Customer Marketing Manager.  

Based in Miami, Florida, or London, U.K., 
the ideal candidate will be responsible for 

projects and activities in support of specific 
WTR geographic regions and Commercial 

Sales Team. The Associate Customer 
Marketing Manager should possess strong 
marketing and analytical skills with previous 
experience in brand or customer marketing 
with a top tier consumer products company. 
Key Responsibilities: 
• Develop region specific customer account 
marketing plans aligned to the global 
marketing principles, corporate strategic 
imperatives and WTR global strategy for 
design and promotions. 
 
• Manage all coordination of promotional 
elements for activations to include POP 
Material, GWP’s, Sampling Stock, and 
Displays.   
 
• Support commercial team needs in 
development of merchandising units at 
retail in collaboration with creative design 
agency.  
 
• Support for implementation, planograms, 
customer training decks, and presentations 
to support the commercial team selling 
initiatives. 
  
Qualifications: 
• Superior strategic thinking and planning 
• Retail travel experience 
Overall business knowledge and holistic 
general management approach  
• Demonstrated strong organization skills 
and ability to multi task 
• Understands how strategies and tactics 
work in the marketplace. Maintains working 
knowledge of competitors as well as 
current and possible future policies 
• Pushes self and others to exceed goals 
and achieve breakthrough results 
• Establishes and maintains constructive 
and effective relationships built upon trust 
 
Experience requirements: 
Education: Bachelors Degree in 
Marketing, Business Administration or 
related fields; MBA degree preferred 
Experience: Minimum of 3-5 years’ experi-
ence in marketing or sales role working 
with cross-functional 
 
Please apply at - 
https://careers.thehersheycompany.com
/us/en/job/HERSA005H5037/Assoc-Mgr-
Customer-Marketing 

 
 
 
 
 
 
 
 

Ares Distributors Inc. 
has an opening for a 
Sales Manager 
based in Miami. 

 
Reporting to the 

Sales Vice President, 
the Manager is responsible, in 
coordination with the VP Sales 

USA Latin America & 
Caribbean, for the development 

of the sales of the Brands in 
Travel Retail Caribbean. 

 
The position involves achieving 
areas sales budget, target sales 
margins, customer satisfaction 

and service, respect of 
budgeted collections and 

development of the company 
image and the Brands’ portfolio. 

 
The Candidate must have skills 
for planning, standing, customer 
service orientation, sales track 
record and knowledge, and be 

objective driven. 
 

Must be fluent in English & 
Spanish. 

 
Please forward resume to:  

omichel@aresdistributors.com 
 

 

 
 
 
 
 
 

Breitling has an  
opening for an  

Area Sales Manager 
Based in Miami 

 
The Area Sales Manager is responsible 
for the development and improvement of 

Breitling 
business in the region Caribbean /LATAM 

ensuring that sales, visibility, quality of 
services and 

quality of customer’s relationship is in line 
with the company guidelines. 

 
Key Responsibilities: 

Development of the Business and our 
Commercial Partnership: 

•Reach the monthly budget by 
continuously monitoring account 

performance, tailoring account strategies 
& action plans, leading to maximizing 

retailers’ sales. 
 

Account Management: 
•Maintain privileged contact with all 

clients in the market and ensure high 
levels of account satisfaction. 

•Advice and plan the replenishment of 
watches with the retailers, ensuring 

optimal product mix / assortment policy. 
•Monitor the stock as well as the sell-

in/sell-out per POS and draw action plan 
to strengthen the sell-out. 

 
Ideal Candidate: 

ꞏ   Position based in Miami office. 
ꞏ   Degree or equivalent experience 
ꞏ   Solid experience in wholesale of 

jewelry/watch or luxury goods brands. 
ꞏ   Strong communication and problem-

solving skills. 
ꞏ   Excellent organizational skills. 

ꞏ   Proficiency with computer programs 
including MS Office Suite, Excel and 

Power Point 
ꞏ   Entrepreneurial spirit. 

ꞏ   Regional sales experience 
Caribbean/LATAM 

ꞏ   Ability to travel 40-50% 
ꞏ   Bi-lingual English/Spanish 

 
Interested applicants email resume to: 

info@breitling.bs 
 

 

 


