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Although some attendees to this 
year’s TFWA Tax Free World 
Exhibition were calling it “half a 
Cannes,” from my observations, 
half a Cannes was way better than 
no Cannes at all.  

Sure there were empty spots 
throughout the Palais des Festivals, 
especially where some of the 
missing larger companies normally 
exhibited. But the lack of a full 
exhibition hall was more than made 
up for in enthusiasm and genuine 
relief at being back at a live 
industry event. And there was no 
doubt that business was taking 
place.  

Meetings were longer and less 
frantic—and nearly all the exhib-
itors I spoke with said that the 
buyers in attendance wanted to do 
business. Moreover, some smaller 
and niche brands got to shine, 
which may not have happened if 
the full contingent of suppliers 
were on hand (a personal favorite 
was the beautiful stand and 
products of Italian skincare brand 
Teaology). 
     Not one attendee I spoke with 
expressed disappointment at being 
at the event. They said there were 
even quite a few high-quality 
“walk-ins,” companies that decided 
at the last minute to attend.  

“We knew we were taking a big 
gamble when we decided last April 
to hold the show, but we felt we 
had to take that chance,” TFWA 
VP Commercial Aude Bourdier 
told TMI during the week.  

 
On the down side, there were 

very few Asian delegates in sight, 
as stringent travel restrictions made 
attending extremely difficult for 
them. Reportedly, there were as 
many companies showing products 
outside the Palais as inside as well, 
which also made a dent.  

By the numbers, TFWA repor-
ted that 3,408 delegates attended 
the TFWA World Exhibition & 
Conference from October 24 to 28. 

Cannes receives high marks for business and optimism 
By Lois Pasternak 

There were 272 companies 
exhibiting at 262 stands across 
12,190 sqm (131,212 sqft) of floor 
space. A total of 35 exhibitors 
made their debut in Cannes this 
year. 

TFWA President Jaya Singh, 
during the closing press confer-
ence, said: “We are back! What a 
week we have had here in Cannes. 
Thanks to the more than 270 
exhibitors who have supported the 
event, plus the buyers, agents and 
landlords in attendance, we’ve 
been able to get back to business at 
last. The atmosphere has been 
overwhelmingly positive and it has 
been such a pleasure to see industry 
friends and colleagues reconnec-
ting after so long.” 

One innovation that may be 
repeated was the new TFWA 
Lounge (see story on page 3), 
which successfully offered a safe 
networking venue for the three 
evenings of the show at no 
additional charge to all show 
attendees. 

Sanitary protocols were largely 
followed upon entering the Palais 
and Cannes restaurants—although 
social distancing and the no 
hugging rule was largely ignored 
within minutes of seeing old 
friends and colleagues.  

Even the weather cooperated—
we enjoyed beautiful sunshine for 
the full week the show was open, 
which TFWA Managing Director 
John Rimmer assured was ordered 
special.  

Next year may see record 
crowds in Cannes as the Associa-
tion works to accommodate both 
the new exhibitors (many of which 
had been on waiting lists for a 
stand) as well as those exhibitors 
who were not able to attend this 
year.  

But after missing a year of the 
premier Tax Free event, that would 
be a situation we would all be 
happy to accommodate.  

TMI covers some of the 
highlights of the week on the 
following pages in this issue.  

Delta’s international bookings 
surge 450% with U.S. reopening 

In the other biggest story of the 
week—if not the year-- the U.S. 
reopened to fully vaccinated inter-
national travelers on Monday, Nov. 
8. Travel numbers are surging.  

Delta Air Lines – for one—
reports that in the six weeks since 
the U.S reopening was announced, 
it has seen a 450% increase in 
international point-of-sale book-
ings versus the six weeks prior to 
the announcement. Many inter-
national flights are expected to 
operate 100% full on Monday, 
Nov. 8, with high passenger 
volume throughout the following 
weeks. 

The reopening positively 
impacts customers in 33 countries 
around the world. Delta, for one, 
serves 10 of these nonstop and 
more via its global hubs in connec-
tion with its partners, including Air 
France, KLM and Virgin Atlantic. 
The strong demand is reflected 
across both leisure and business 
travel and includes New York, 
Atlanta, Los Angeles, Boston and 
Orlando, says the airline.  

Delta will operate 139 flights 
from 55 international destinations 
in 38 countries landing in the U.S. 
on Nov. 8, offering more than 
25,000 seats. 

“This is the start of a new era 
for travel and for many people 
around the world who have not 
been able to see loved ones for 
almost two years,” said Ed Bastian, 
Delta’s CEO. “While we have seen 
many countries reopen their bor-
ders to American visitors over the 
summer, our international cus-
tomers have not been able to fly 
with us or visit the U.S. All of that 
changes now. We’re grateful to the 
U.S. government for lifting travel 
restrictions and are looking for-
ward to reuniting families, friends 
and colleagues over the coming 
days and weeks.”  

Flight DL106 from Sao Paulo to 
Atlanta will be Delta’s first inter-
national flight to touch down in the 
U.S. under the new rules on 
Monday at 09:35 with dozens more 
closely behind.

Following 20 months of international travel restrictions and health and 
safety precautions that forced the cancellation of last year’s TFWA 
World Exhibition & Conference, the official opening and ribbon-cutting 
of the 2021 show in Cannes last Monday was eagerly anticipated.  
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The TFWA World Conference 
took place before a full auditorium 
at the Palais des Festivals before 
the official opening of the World 
Exhibition Trade Market. The 
Conference was also streamed live 
via the TFWA 365 online platform 
(where replays are now available), 
allowing industry colleagues 
unable to be in Cannes to follow 
the event.  

Opening the Conference, TFWA 
President Jaya Singh addressed the 
industry live for the first time in 
Cannes since taking office in 
December 2020. He was joined via 
pre-recorded video messages by 
industry leaders from around the 
travel retail world – including 
Starboard’s Lisa Bauer, L’Oréal’s 
Vincent Boinay, China Duty Free 
Group’s Charles Chen, Bacardi’s 
Vinay Golikeri, Heinemann’s Max 
Heinemann, Hermès’ Ségolène 
Audras-Verdillon, Dubai Duty 
Free’s Colm McLoughlin, Imperial 
Brands’ Christian Münstermann, 
Lagardère Travel Retail’s Dag 
Rasmussen and Budapest Airport’s 
Patrick Bohl – who shared views 
on the industry’s recovery.  

“Thank you for showing up,” 
said Jaya Singh when he cut the 
ribbon of this year’s TFWA 
Exhibition. 

“…coming together and uniting 
as an industry is the surest way for 
duty free and travel retail to emerge 
from the current crisis,” he stressed 
in his opening remarks.  

In another break from the 
traditional conference format, 
TFWA Managing Director John 
Rimmer sat down with conference 

moderator Stephen Sackur, to 
query the current affairs journalist 
on his views of the impact of the 
pandemic on the world.  

“The infections are not 
eradicated and all countries will 
have to live with COVID for a 
long-time. It is a reality of our lives 
now,” said Sackur. He also pointed 
out that the lack of universal 
distribution of vaccines is a “moral 
failure.”  

Rimmer and Sackur also took a 
few moments to reminisce about 
Colin Powell, who died on Oct. 18. 
The American statesman and 
former U.S. Secretary of State had 
been the TFWA keynote speaker in 
2014, and Sackur shared some 
marvelous stories about the gentle-
man, including his memories of 
Powell driving him through 
Washington D.C. in an old open 
Mercedes sports car.  

 
Jane Sun: Chief Executive 
Officer of Trip.com Group 

Jane Sun is one of Asia’s most 
influential and successful business-
people. Owner and operator of 
Trip.com, Skyscanner, Qunar and 
Ctrip, the company is the largest 
online travel agency in China. As 
CEO, Sun presented a unique 
perspective on the travel industry 
in China and beyond. 

Sun noted that there is strong 
pent-up demand for exploring the 
world, particularly among affluent 
customers and the younger gener-
ation.  

“Tremendous volume will flow 
from China to the rest of the world 
once restrictions are eased – we’re 

TFWA World Conference: in-person and live-streaming  

very optimistic. We just need to 
make sure our infrastructure, 
service team and platform are 
ready to go once borders reopen.” 

She discussed a discernible shift 
in Chinese travelers’ approach to 
planning and booking their trips, 
highlighting three major trends: 
    People are paying more attention 
to safety measures, and are looking 
for such things as face masks, hand 
sanitizer and temperature checks to 
feel protected. 

Chinese tourists now prefer to 
travel within a much smaller group, 
such as family members and 
friends, rather than a tour bus of 50 
people. 

People prefer to make bookings 
with partners who offer flexibility, 
such as free cancellation or change 
policies. 

Chinese-friendly programs, such 
as Chinese-speaking staff, are also 
critical, she said. Trip.com Group 
is optimistic that Chinese demand 
for international travel will recover 
once borders reopen, and Sun is 
looking forward to welcoming a 

huge number of visitors to the 2022 
Winter Olympic Games taking 
place in Beijing. 
 
Benjamin Vuchot, CEO of DFS 
Group 

Despite the challenging enviro-
nment for travel, 2021 has been a 
groundbreaking year for DFS, 
culminating in the opening of a 
new landmark in duty free: La 
Samaritaine, in the historic heart of 
Paris. 

Vuchot’s message was that 
“The desire to travel and explore is 
universal and timeless. Borders 
will reopen, travel will resume, and 
we must be ready to engage our 
customers in new and exciting 
ways.”  

He said that this optimism is 
based on reality, although the 
world will be going forward on a 
different speed when it comes to 
recovery.  

Under a theme of “Build Back 
Better,” he says the pandemic 
accelerated the impact of digital. 

Continued on next page
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“Engagement matters and early 
engagement attracts customers,” 
said Vuchot. The use of digitaliza-
tion needs to begin pre-departure 
and continue post-arrival. He also 
warns that the price of travel may 
rise so people may be taking fewer 
trips, although they may be of 
longer duration.  

Although DFS will see a 
“reasonable” year in 2022, he 
candidly said he does not see full 
recovery before 2023.  
 
Rafael Schvartzman VP Europe, 
International Air Transport 
Association (IATA) 

The impact of the pandemic on 
travel was “jaw-dropping,” said 
Schvartzman, resulting in a much 
deeper crisis than anticipated. 
Airline association IATA has been 
pivotal to efforts to ensure a coor-
dinated response to the challenge 
posed by the pandemic, notably 
through the IATA Travel Pass.  

One of his key messages was 
the importance of harmonization 
and cooperation. Travel restrictions 
are creating barriers to the airline 
industry, which has suffered a huge 
loss in connectivity, he said.  

He noted that North America – 
with its enormous domestic market 
– was the least impacted region and 
should be the first one to rebound, 
followed by Latin America. Asia-
Pacific and Europe are much more 
fragmented and could take longer, 
he said.  

Domestic travel will recover 
ahead of international and long 
haul, and leisure will rebound 
quicker than business travel, he 
said. According to IATA’s latest 
passenger surveys, governments 
can do more and the airline group is 
frustrated with current restrictions. 
 
Jay Richards - Imagen Insights 

As the co-founder of a company 
that helps brands tailor their offer 
to Gen Z consumers around the 
world, Richards was a very engag-
ing speaker, although due to vac-
cine protocols, he could not attend 
in person and presented though a 
zoom call.  

The company uses a global 
database of young shoppers, and is 
able to generate immediate reac-
tions from its members. Richards 
shared his thoughts on how the 
duty free & travel retail industry 
can ensure it is relevant to the next 
wave of traveling consumers. 

Richards says that the Gen Z 
shopper loves luxury fashion, but 
wants to engage with the brands in 
a different way. He says that brand 
owners should talk to these fans on 
social media and ask them what 
they want. They want to be asked 
and they want transparency and 
authenticity, as well as a strong 
sense of social responsibility.    

Gen Z’s spending power is set to 
increase to $4.4 trillion and they’re 
the largest population to ever exist, 
said Richards. 

TFWA World Conference Continued from page 2 

Top: Conference moderator Steven Sackur speaks with DFS Group CEO  
Benjamin Vuchot. Bottom: Rafael Schvartzman VP Europe, International 
Air Transport Association (IATA) presents the airline organization’s air 
traffic forecasts and recovery estimates during the TFWA World 
Conference in Cannes. 

TFWA President Jaya Singh at the 2021 Opening Conference. 

TFWA Lounge was a welcome gathering spot  
A highlight of the 2021 Cannes exhibition was the introduction of 

a new format TFWA Lounge, which was held on Monday, Tuesday 
and Wednesday evenings outdoors at the Carlton Beach. Hosted in 
partnership with Qatar Duty Free, the TFWA Lounge was open to 
all delegates with a badge free of charge during the TFWA World 
Exhibition & Conference. 

In addition to Qatar Duty Free, the TFWA Lounge was also 
supported by sponsors Interparfums, Quintessential Brands, Duty 
Free Global, Perfetti Van Melle, Heineken,  Pernod 
Ricard, Bonne Maman, Valrhona, and Mionetto. 

Each evening had a specific theme: Monday, October 25 marked 
the launch of TFWA i.lab and Innovation in Action, with 
sponsorship by Mondelez, Altavia Travel Retail and BW 
Confidential. 

Tuesday, October 26 honored Women in Travel Retail (WiTR), 
(with all genders welcome). WiTR is raising money for Impact Hong 
Kong, an organization that helps women experiencing homelessness 
to settle in a safe home.  

On Wednesday, the Lounge honored Industry Associations and 
their staff, thanking them for their work in such difficult times. 

The Lounge was very well received and offered a really effective 
way to meet and network in a relatively safe environment. Ending at 
9 each night, the gathering left ample opportunity for attendees to go 
on to dinner.  
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Star Electronics, Toys, Gifts & 
Travel Accessories Product of the 
Year: PanzerGlass – PanzerGlass 
360o protection for iPhone 12 range 
  
Star Fashion, Sunglasses & 
Accessories Product of the Year: 
V Fraas Gmbh – Fraas CO2 
Neutral Cashmink Travel-Poncho 
Collection 
  
Star Jewellery & Watches 
Product of the Year: Kurate 
International – Belle & Beau 
Blossom Watch Set. Highly 
Commended: Cannellis sarl – 
Pimente 
  
Star Tobacco & Next Generation 
Product of the Year: Oettinger 
Davidoff AG – The Davidoff 
Exclusives Editions Series 
  
Star Wines & Spirits Product of 
the Year: William Grant & Sons – 
Hendrick’s Amazonia Gin. Highly 
Commended: Proximo Spirits – 
The Causeway Collection – 
Bushmills 30 Year Old New 
American Oak Cask. 
  
Supplier of the Year: Mondelez 
World Travel Retail (Sponsored by 
Dubai Duty Free) 
  
Sustainability Initiative of the 
Year: The Kind Brand Co – Our 
Purpose. 
Highly Commended: Dama SPA – 
Paul & Shark Sustainability 
Projects 
  
Team of the Year: MSC Cruises – 
MSC Retail Family. Highly 
Commended: Blackjack 
Promotions – Our Travel Retail 
Team – From Promotions and 
Perfumes to PPE, PCRs and 
Pulling Pints. 
  
Technology Success Story of the 
Year: Omnevo 
  
Judges’ Choice Award: The Duty 
Free World Council and its 
member associations 
  
Outstanding Contribution 
Award: Frontline staff in the duty 
free and travel retail industry 

Frontier Awards honor industry excellence  Women in Travel Retail raises almost 
€17,000 for Impact Hong Kong 

 Thanks to the huge generosity of Interparfums and Mondelez 
World Travel Retail, Women in Travel Retail (WiTR) raised €16,829 
for Impact Hong Kong during the Tuesday evening event held in the 
TFWA Lounge at Carlton Beach.  A €10,000 donation from 
Interparfums and €5,000 from Mondelez WTR, bolstered the €1,829 
collected from voluntary contributions at the entrance to the Lounge.  

Sarah Branquinho, President of WiTR, speaking to the TFWA 
Daily, said: “We would like to express our grateful thanks to 
Interparfums and Mondelez for their astounding generosity, as well as 
to those who kindly contributed on Tuesday night.” 

For the second year running, WiTR has been raising money for 
Impact Hong Kong, which helps women experiencing homelessness 
to settle in a safe home, restore their mental and physical wellbeing, 
build their self-esteem and social capital, and discover their purpose. 

Heineken is expanding its 
global hard seltzer brand Pure 
Piraña into the Global Duty Free 
channels of cruise and airlines. 
This follows the domestic market 
launches in Mexico and New 
Zealand, and the gradual roll out in 
several European countries 
including UK, Ireland, Portugal 
and Austria 
     Niek Vonk, Heineken Commer-
cial Manager Global Duty Free, 
said: “Following the successful 
launch of Pure Piraña in domestic 
markets over the last year, we are 
now excited to be introducing the 
brand to our cruise and airline 
customers. Pure Piraña is a 
refreshing and tasteful sparkling 

water with alcohol, with 92 calories 
per 330ml.  
     “The hard seltzer category is 
growing and Heineken has big 
ambitions for Pure Piraña as part of 
our ‘beyond beer’ diversification 
strategy that caters to different 
consumer needs and drinking 
occasions. We are confident that 
this presents a growth opportunity 
for our customers in cruise and 
inflight.” 

 The fruity-but-not-sweet 
alcoholic alternative will be 
available in two flavors: Lemon 
Lime and Red Berries. Pure Piraña 
is vegan friendly and gluten free, 
with no added sugar or sweeteners, 
and contains 4.5% alcohol. 

The 2021 Frontier Awards, which 
celebrate the innovation, creativity 
and excellence within the travel 
retail sector, took place on 
Wednesday October 27, 2021 at the 
Majestic Hotel.  
     Congratulations to this year’s 
winner:  
Airport of the Year: Heathrow 
Airport Limited (Sponsored by 
King Power International) 
  
Airport Retailer of the Year: 
Dubai Duty Free (Sponsored by 
Nestlé International Travel Retail) 
  
Best New Shop Opening: The 
Somers Isles Trading Company – 
Love Bermuda 
Highly Commended: DFS Group – 
Samaritaine Paris Pont-Neuf by 
DFS 
  
Border, Downtown or Non-
Airport Retailer of the Year: 
Lotte Duty Free Main Store 
  
Campaign of the Year: Puig – 
Paco Rabanne Phantom. Highly 
Commended: William Grant & 
Sons – Hendrick’s Amazonia 
Launch Campaign 
  
Collaboration of the Year: The 
Moodie Davitt Report and 
Filtr.Qingwa – Virtual Travel 
Retail Expo 2020 
  
Cruise or Ferry Line Retailer of 
the Year: Starboard Cruise 
Services 
  
Inflight Retailer of the Year: 
KrisShop 
  
Online Travel Retailer of Year: 
King Power International. Highly 
Commended: Lotte Duty Free 
  
Star Beauty Product of the Year:  
Puig – Paco Rabanne Phantom 
(Sponsored by Aer Rianta 
International) Highly 
Commended: On the Mark 
Consultancy – Bon Voyage 
Discovery Box 
 
Star Confectionery & Fine Foods 
Product of the Year: Lindt & 
Sprüngli – Lindor Milk 
  
 

SUPPLY SIDE 

Heineken to launch Pure Piraña Hard Seltzer 
in cruise and airline channels 
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     “We are honored to work beside 
such a legend.  This refined, 
remarkable liquid is a luxurious 
homage to a life spent doing what 
he loves most.” 

The Glen Grant announces the release of the luxurious, limited-edition Dennis Malcolm 
60th Anniversary single malt scotch 

The Glen Grant Distillery has 
announced an exclusive, limited 
edition 60 year old single malt 
scotch whisky in celebration of the 
storied six-decades long career of 
The Glen Grant’s distiller Dennis 
Malcolm. 

Launching now in select travel 
retail markets, the limited offering 
is bottled from a single ex-Oloroso 
sherry cask (#5040) that was filled 
on October 24th 1960 - the oldest, 
to date, distillery bottling in the 
brand’s 181 year history, with just 
360 Decanters of the liquid 
available worldwide. 

The Dennis Malcolm 60th Anni- 
versary Edition marks an exciting 
new chapter for The Glen Grant, 
showcasing the six decade career of 
the Master Distiller on the world’s 
stage, says the company. 

“We are proud and excited to be 
launching The Glen Grant Dennis 
Malcolm 60th Anniversary Edition 
at select luxury locations in travel 
retail in the coming months,” said 
Leigh Irvine, Campari Group, 
Managing Director, Global Travel 
Retail.   

“Bottled from a single ex-
Oloroso Sherry cask that was filled 
in 1960, this expression is the 
pinnacle of excellence in whisky 
craftsmanship and, with only 360 
decanters created, demand globally 
from collectors is high. Travel retail 
has long been renowned as a top 
brand-building market and a vib-
rant, high-quality showcase of rare 
whisky discoveries. Now, as travel 
gradually shifts gear into a stronger 
recovery, this is a perfect oppor-
tunity for The Glen Grant Dennis 
Malcolm 60th Anniversary Edition 
to inject greater anticipation and 
excitement in the luxury whisky 
category.” 

Every one of the 360 decanters, 
each marked with a bespoke 
number, have been made from 
hand-blown crystal glass, designed 
by world renowned Glencairn 
Studio, and are based on the design 
of the distillery’s unique tall slender 
pot stills. 

The presentation case is crafted 
from sustainable walnut, and the 
decanter itself requires over 15 hours 
of expert craftsmanship for each 
creation. Each presentation case has 
the Master Distiller’s signature 
engraved within it and includes a 
Certificate of Authenticity, signed 
personally by Dennis Malcolm. 

The Glen Grant Dennis Malcolm 
60th Anniversary Edition, Aged 60 
Years, is bottled at 52.8% ABV and 
is non-chill filtered to retain optimal 
flavor and aroma. 

Following in the footsteps of his 
father and grandfather before him, 
Malcolm got his start at age 15 as 
apprentice cooper and later, as a 
manager supervising the growing 
company’s nine distilleries. In his 
current role as Master Distiller, he 
has been an integral part of the brand 
and part of its history, maintaining 
the malt’s distinctive character, all 
the while innovating and growing the 
range of award-winning expressions, 
including the newly introduced  
Arboralis and core expressions aged 
10, 12, 15, and 18 Years.  
     Reflecting on his diamond anni-
versary, Malcom remarks, “It’s never 
been a job to me, it’s been a way of 
life. I don’t like my actual birthday - 
that makes me a year older. But I like 
my milestones with Glen Grant 
because it’s a year longer that I’m 
here. I can keep doing what I was 
destined to do.” 

“With the launch of The Glen 
Grant Dennis Malcolm 60th Anni- 
versary Edition, we celebrate and 
pay tribute to the career of a true 
Scottish gentleman and globally 
recognized Scotch Whisky 
craftsman. Dennis has not only 
created some of the most-awarded 
single malts in the world, but also 
serves as an unwavering champion 
for the industry. His unrelenting 
passion for consistent quality in 
everything he creates is revered on 
the world’s stage by connoisseurs, 
collectors and aficionados. Dennis 
even hand-bottled these decanters!” 
remarks Bob Kunze-Concewitz, 
Campari Group CEO.         
 

 
 

The Glen Grant Dennis 
Malcolm 60th Anniversary Edition 
Aged 60 Years is priced at  
€25,000.00 and will be available in 
select retailers in global markets.  

The Glen Grant 
Dennis Malcolm 
60th Anniversary 
Edition single  
malt scotch 

Jack Daniel’s Tennessee Whiskey named most 
valuable spirits brand by Interbrand 

Jack Daniel’s Tennessee Whiskey has been named as the most valuable 
spirits brand in the world by Interbrand in its Best Global Brands 2021 
report. Jack Daniel’s is the only spirits brand ranked in the top 100 and 
comes in at #81 with a value of $6.5 billion, a 4% increase. It moved up 
one spot from #82 in 2020.  

Officially registered by the U.S. Government in 1866 and based in 
Lynchburg, Tenn., the Jack Daniel Distillery is the first registered 
distillery in the United States and is on the National Register of Historic 
Places. Jack Daniel’s is now available in more than 170 countries around 
the world 

 “From its humble beginnings back in the late 1800’s, Jack Daniel’s has 
steadfastly held to its mantle of craftsmanship, quality, authenticity, and 
an uncompromising free spirit.” said Sophia Angelis, Jack Daniel’s Vice 
President and Global Brand Director. “Now over 150 years later, our 
commitment is unchanged, and we’ll continue to make everyday count 
while pushing forward with Mr. Jack’s guiding words, ‘Every day we 
make it, we’ll make it the best we can.’”  

Interbrand’s 22nd annual report analyzed how the world’s leading 
brands successfully navigated a rapidly changing business landscape, with 
valuations determined  
by the brand’s financial  
performance, role in purchase  
decisions, and competitive  
strength among other factors.  
For the complete Top 100  
ranking and report and more  
information, visit  
www.bestglobalbrands.com. 
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Victorinox enters cruise channel onboard Crystal Endeavor with 
Starboard Cruise Services  

Today, Nov. 8, in a virtual press 
conference, four border city 
mayors – three Canadian and one 
American – along with New York 
District 26 Congressman Brian 
Higgins, and two voices of border 
businesses, celebrated the U.S. 
opening of the land border, but 
called on the Canadian federal 
government to drop the “unneces-
sary” PCR test requirement for 
travelers crossing into Canada.  

 The border closure order was 
originally enacted 20 months ago 
and border communities, border 
residents and border businesses 
have paid the heaviest price, report 
the speakers. With the border 
reopening, the border community 
leaders spoke passionately about 
the need to return to normal and the 
need to eliminate Canadian PCR 
tests, which they say are unfair, 
expensive and not justified by 
science.   

Beyond that, all the speakers 
were united in the message that the 
closure of the land border and 
expensive tests have been, and are, 
a question of economic equity, 
while also acting as a continued 
barrier to recovery.    

Key comments from the event 
are:  

Congressman Brian Higgins, 
NY-26.  

“For the last 19 months all of us 
have been admonished to follow 
the science. Science tells us that the 
vaccine is highly effective in 
keeping people from getting and 
giving COVID. Requiring a test is 
a redundant and costly requirement 
for those fully vaccinated and it 
presents an unnecessary obstacle to 
returning a pre-pandemic flow of 
people across the border which 
benefits the economies of both 
nations.”  

 
Mayor Jim Diodati, Niagara 

Falls, ON.   
“In Niagara Falls, we are like 

one City divided by international 
border. With vaccination rates 
among the highest in the world, it’s 
time to allow our families, friends 
and visitors who are fully vaccin-
ated the ease of safe travel that we 
once enjoyed.”  

  
Mayor Robert Restaino, 

Niagara Falls, NY.  
“While everyone wants travelers  

 

Lifestyle brand Victorinox has 
made its cruise industry debut in 
Starboard Cruise Services’ new 
adventure-themed luxury shopping 
concept onboard the new Crystal 
Endeavor. 

The initial point-of-sale, com-
prising Travel Gear and Watches, 
is part of Starboard’s wider rollout 
plan for Victorinox products across 
2021 and 2022. 

Crystal Endeavor, the first 
purpose-built expedition vessel in 
the Crystal fleet, offers ten-night 
voyages around Iceland. The 
Victorinox product offer available 
onboard, including INOX Carbon 
and INOX Pro Diver Titanium 
watches, Altmont Lightweight  

Backpack, Accessories Edge 
Travel Gear and a range of lifestyle 
accessories, is ideally suited to 
expedition cruising and adven-
turous voyagers.  

Marcos Zobel, Victorinox Sales 
Director Travel Retail Americas & 
Cruise Ships, said: “Launching 
Victorinox at sea with Starboard 
Cruise Services is a significant step 
for us as we continue building our 
global footprint as a lifestyle brand. 
Starboard’s proactive approach to 
experiential retailing in this new 
era of cruising aligns nicely with 
our vision of elevating onboard 
shopping – encouraging guests to 
create memories on their 
expedition cruises – with our 

to be safe and be mindful of public 
health standards, if our push for 
vaccination, on both sides of the 
border, means anything, then let’s 
respect and incentivize those who 
have responded to the call to be 
vaccinated and simplify the land 
border crossing to showing your 
full vaccine status…period.” 

 
Mayor Michael Bradley, 

Sarnia, ON. 
“Eliminating the testing to 

return to Canada by Canadians is a 
matter of fairness and doesn’t 
endanger public health in Canada 
according to experts. The Federal 
Government needs to do the right 
thing on the road back to recovery 
and normalcy and eliminate the 
testing.”  

 
Mayor Drew Dilkens, Windsor, 

ON.  
“Windsor and Detroit have 

tightly connected supply chains on 
the business side, as the Auto-
motive capital of Canada. There are 
literally hundreds of thousands of 
Canadian and American jobs that 
rely on smooth and efficient access 
to either country to help keep our 

economies rolling. The tightly-knit 
nature of our business supply 
chains also means that close family 
relationships are built on both sides 
of the border. Families have been 
separated for 20 months during all 
major life events – events of 
celebration and events of 
mourning. Now there is a pathway 
to cross the land border, but that 
pathway is limited by an unreason-
able and costly requirement for a 
PCR test to return to Canada.”   

  
Susie Grynol, President and 

CEO, Hotel Association of Canada.    
“I hear it every day from my 

members: this PCR test is blocking 
travel. Whether you are trying to 
visit family, or planning your 
Christmas holiday, or traveling for 
business, or a global account 
looking to book an international 
event, many are taking a pass on 
Canada because the process is too 
complicated and expensive.”  
Note: The Open the U.S .-CAN border 
is a growing coalition of associations 
dedicated to preserving and maintain-
ing the border economic and social 
way of life vital to border communities.  
For more information, please contact: 
Barbara Barrett, bbarrett@fdfa.ca   
 

Canada/U.S. border communities call for elimination of PCR test requirement;  
saying test targets Canadians and Americans that can least afford to travel  

products that embody the high 
standards of the original Swiss 
Army Knife.” 

Stacy Shaw, Starboard Vice 
President Luxury Division & 
Experiences, added: “Victorinox’s 
well-respected reputation for 
durable Swiss made timepieces and 
Travel Gear aligns in perfect 
harmony with Starboard’s Luxury 
Division’s retail approach, befitting 
for Crystal Endeavor’s venturous 
world travelers. The highly curated 
luxury offerings exemplify 
adventurous shopping with an 
element of practicality and equips 
guests to traverse exotic, 
undiscovered destinations with 
comfort, style and craftsmanship.” 

Travel Accessories Edge by Victorinox  
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EU to lift whiskey tariff as part of steel and aluminum trade deal 
with U.S. 

 

 
 
 
 
 

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, 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/da
f67edf  

or via email to  
musallan@essence-corp.com  

On Oct. 30, U.S. Commerce Secretary Gina 
Raimondo announced that the Biden administra-
tion had struck a deal with the European Union 
(EU) to ease some tariffs on steel and aluminum 
that were enacted amid trade tensions during the 
Trump administration. 

By allowing limited volumes of EU steel and 
aluminum to enter the U.S. tariff-free, it prevented 
certain American goods, including Kentucky 
bourbon and Harley-Davidson vehicles, from 
being hit with retaliatory tariffs, which she noted 
were set to double from 25% to 50% in December. 

Industries impacted by the tariffs celebrated the 
news.  

“Lifting this tariff burden on American 
Whiskeys not only boosts U.S. distillers and 
farmers, it also supports the recovery of EU 
restaurants, bars and distilleries hit hard by the 
pandemic,” Distilled Spirits Council President and 
CEO Chris Swonger said in a statement.  

 “With the removal of these EU tariffs, we are 
energized and ready to ramp up our American 
Whiskey promotions in the EU to re-introduce 
America’s native spirits to EU consumers and 
resume a great American export success story,” 
Swonger added. 

The imposition of the EU tariffs resulted in 
American Whiskey exports to the EU, the U.S. 
spirits industry’s largest export market, to plunge 
by 37%, said Swonger, from $702 million to $440 
million (2018-2020).  

According to American Whiskey magazine, 
since the tariffs were imposed in 2018, Kentucky 
Bourbon’s exports to the EU and UK were cut by 
50%, costing distillers, industry partners and farm 
families hundreds of millions of dollars. 

“We have a long way to go, but are fully com-
mitted to building back American Whiskeys better 
in the EU,” said DISCUS’ Swonger. 

 

Stuart McGuire joins Lovely Distribution Company as CEO to 

build global travel retail footprint 

Travel retail  
industry executive  
Stuart McGuire has  
joined the Lovely  
Distribution Com- 
pany (LDC) as  
CEO where he will  
be responsible for 
managing and  

 growing its branded  
fragrance business  
both domestically  
and within global  
travel retail.  

Founded in 2015 by beauty industry spe-
cialists Charles Rodney Mathers & Andre 
Frenkel, LDC fragrance brands include Sarah 
Jessica Parker – which it manufactures and 
distributes globally, along with Lionel Richie, 
Ignacio Figueras and Flawless by Gabrielle 
Union.  

Well known as the founder of Scorpio World-
wide Ltd, for many years a leading global 
supplier of goods to the global duty free market 
until its buy-out by Gebr Heinemann in 2019, 
McGuire brings an incredible breadth of industry 
knowledge, contacts and long-established 
relationships to the LDC table.  

 “I’m really delighted to be back in the 
thick of the travel retail industry, working with 
a company whose philosophy is very akin to 
the principles upon which I built Scorpio,” he 
says. “LDC is a boutique company where 
customer service is absolutely paramount – 
flexible, reactive, dynamic and totally client 
connected.  

 “What attracted me to them was more than 
the brands they represent, it’s their market 
approach and open-minded strategy.” 

With brands appealing to all consumer 
profiles, from the luxury fragrance collection 
for world class polo player Ignacio (Nacho) 
Figueras, to fans of role model and fashion 
icon Sarah Jessica Parker (SJP Beauty), LDC 
is extremely well positioned to create bespoke 
concepts for GTR, offering competitive 6-8 
month to market turnaround.  

“This is a company with real ambition and 
driven by a true passion for the beauty 
industry. I’m delighted to be helping to take 
them forward with that goal, not only devel-
oping GTR distribution for our existing brands 
but also looking for new brand partners to join 
our expanding portfolio. There is much already 
in the pipeline and plenty of news to reveal 
over the coming months.” 

 
Stuart McGuire founded Scorpio 

Distributors in 1995, building a niche 
business that became the largest private 
supplier in its field, manufacturing 
goods under license, distributing leading 
brands and developing in house brands. 
In 2007, Gebr Heinemann purchased a 
majority stake in the business, expan-
ding into luxury perfume and cosmetic 
sales and distribution and helping to 
create a company with annual direct 
sales of over £50 million. He remains a 
consultant with Gebr Heinemann until 
the end of 2021.  


