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     Dufry presented the new 
company strategy at Capital 
Markets Day in London on Sept. 6. 
Under the name of “Destination 
2027,” the four-pillar strategy is 
designed to “make travelers 
happier,” says the company. 

 
Solid fundamentals but shifts in 
consumer behavior and travel 
patterns 

The airport travel market has 
proven to be a resilient and attrac-
tive space, showing a strong 
rebound after the COVID crisis, 
said the travel retail giant, which -- 
after a steady acceleration of 
demand over the past six months -- 
expects passenger volume to 
resume growth in line with the 
historical trajectory.  

While its fundamentals are solid, 
the industry is experiencing a 
significant shift in consumer 
behavior and in travel patterns, 
notes Dufry. “Consumer 
demographics have changed, 
bringing about, amongst other  

things, a stronger demand for  
personalized experiences, a greater  
influence of online media in 
purchasing decisions, and stronger 
interest for sustainable, healthy, 
ecofriendly products,” said the 
company in an official statement.   

Travel patterns are also 
changing, it noted, with stronger 
rebound of domestic and short-haul 
routes, increasing share of low-cost 
service, acceleration of leisure vs. 
business travel, and different mix in 
the origin of international travelers, 
especially on the path to full 
recovery after COVID. 

 
Four pillar strategy 

To cater to the needs of these 
“new” travelers, and continue to 
lead the Travel Experience space, 
Dufry developed a new strategy, 
“Destination 2027,” built around 
four pillars.  

1.  Launch a Travel Experience 
Revolution by creating – together 
with brand and landlord partners – 
a unique, new value proposition for 
customers.  
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The new value proposition is 
based on customized offerings for 
travelers, including elements of 
experience, new categories, and 
exclusive products.  

This experience will be 
delivered both in physical “smart” 
stores, with a modular concept that 
allows to customize the offering to 
different passengers, routes and 
nationalities, as well as through 
digital channels, with extensive 
digital engagement before and after 
travel, to drive consideration and 
loyalty.  

Dufry’s travel experience 
revolution also brings together 
travel retail and food & beverage 
through its transformative business 
combination with Autogrill. This 
will allow Dufry to engage 
consumers with a broader set of 
products and a wider range of 
experiences, which will provide “a 
platform to make travelers happier 
during travel,” says the company. 

Continued on next page.  
 

IAADFS now accepting  
space applications for  

2023 Summit of the Americas 
IAADFS - the International Asso-

ciation of Airport and Duty Free 
Stores, announces it is now accepting  
space applications for the 2023 
Summit of the Americas, which will 
be held April 16-19, 2023, at the 
Palm Beach County Convention 
Center in West Palm Beach, Florida.   

The 2023 Summit returns to a 
more traditional format featuring an 
exhibit hall and a limited number of 
private exhibit/meeting rooms.   

There will be a more streamlined 
education program with a morning 
and afternoon session on Monday 
and Tuesday. Morning sessions will 
run prior to the opening of the exhibit 
hall, to allow more attendees and 
exhibitors to attend.   

IAADFS also continues to expand 
the universe of eligible buyer atten-
dees to reflect the evolving nature of 
the duty free and TR industry.  

 “We received very positive feed-
back about the quality of buyers in 
2022 and the fact that they were 
serious decision-makers who were at 
the Summit to do business,” com-
mented IAADFS President and CEO 
Michael Payne.   

“Since no other event brings 
together such a focused and high-
quality sampling of the duty free and 
travel retail industry in the Americas 
and Caribbean, we’re really looking 
forward to providing this excellent 
opportunity for our industry to meet, 
network, learn from one another, and 
conduct business.”  

 Companies interested in reques-
ting space for 2023 may download 
exhibitor information from 
www.iaadfs.org/2023Exhibitor.  

Previous exhibitors have now 
been sent the 2023 exhibitor informa-
tion and should submit their space 
requests by Friday, Sept. 16. Poten-
tial new exhibitors are asked to sub-
mit their space requests by Friday, 
Sept. 30.   

Please direct all questions about 
the 2023 Summit of the Americas to 
info@2023summitoftheamericas.or
g.  

The Association anticipates that 
registration and housing will open 
later in September.   

Dufry’s new strategy “Destination 2027” focuses on  
Four Pillars to enhance travelers’ experience 

Dufry spelled out a four-pillar plan for the future built around a better travel experience for its customers.  
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2.  Continue to Diversify its 
Geographical Presence to tap into 
fast-growing markets and hedge 
against regional economic cycles 
and shocks.  

Building on a strong portfolio of 
international airport locations and 
global brands, Dufry will continue 
to expand its footprint, with strong 
focus on the highly attractive and 
resilient US market, and a dedi-
cated strategy for Asia-Pacific, 
building a team focused on a set of 
strategic markets in the region and 
on the fast-growing cohort of the 
Chinese traveler.  

In Europe and Rest of the 
World, Dufry will accelerate its 
business development process and 
set clear priorities and targets.  

The combination of travel ex-
perience revolution and geographi-
cal expansion is expected to 
translate into annual turnover 
growth of 5% to 7% in 2025-2027.  

 

Dufry’s “Destination 2027” strategy aims to make travelers happier  
continued from page 1 

3.  Foster a Culture of Operations 
Improvement to fuel profitability, 
accelerate cash-flow generation, 
and reinvest in growth.  

Dufry reports that it will strive 
for “superior profitability” with a 
logic of zero-based budgeting, 
focused on disproportionally allo-
cating resources to activities that 
make the most impact for the 
customer, while leveraging tech-
nology to simplify work and 
operations.   

In addition to budgeting disci-
pline, Dufry will systematically and 
actively manage its portfolio of 
concessions, with stronger focus on 
the evaluation of full profitability 
and cash flow contribution.   

 
4.    Connecting the other three 
pillars of the strategy, ESG con-
tinues to be a defining ambition 
for Dufry and a “strong light-
house” for its day-to-day business, 
which the company says is “provid- 

ing a source of inspiration of what 
to do best for our customers, our 
employees, and the world at large.”   
  

Xavier Rossinyol said: “The 
new company strategy has been 
crafted based on a deep understan-
ding of our stakeholders’ needs, 
customer insights and the current 
market trends evolution.  

“Our new strategy ‘Destination 
2027’ will be delivered by further 
empowering our already excellent 
teams and reinforcing them when 
needed. As a team, we are in a 
position to generate sustainable 
long-term value for all our stake-
holders, including employees, 
landlords, brand partners, and, 
finally, our shareholders.  

“This is supported by the trans-
formative business combination 
with Autogrill as an inherent part of 
our vision to deliver a holistic 
travel experience and to make 
travelers happier.”

 
 
 
 
 
 
 
 
 
 
 

Sunglasses category 
focuses on the future as 

workshop returns to 
Cannes 

Sunglasses suppliers Essilor-
Luxottica, Kering Eyewear, 
Marchon, Marcolin, Maui Jim, 
Safilo Group and Thelios have 
announced their co-sponsorship and 
co-hosting of the 13th annual 
Sunglasses Workshop at the TFWA 
World Exhibition in Cannes next 
month. 

This ‘by-invitation only’ event 
returns on Tuesday, Oct. 4, 2022, at 
the beach-side Plage Goeland, a 
short walking distance from the 
Palais des Festivals.  

The collective of sunglasses 
suppliers commented: “The 
Sunglasses Workshop returns as a 
key event at TFWA Cannes and, 
more than ever this year, we are 
standing side-by-side to champion 
the strengths of eyewear. Under the 
theme of ‘Focusing on the Future,’ 
we will host a unique occasion for 
the respective category stakeholders 
to meet. We grasp the opportunity 
to reunite, forge new and stronger 
bonds, and switch our collective 
thinking to how sunglasses can be a 
premier growth driver for Travel 
Retail.” 

The Sunglasses Workshop is 
organized by integrated retail 
marketing, design and communica-
tions agency FILTR.QINGWA. 
More information will be 
announced in due course.  

Travel retailers, airports, airlines, 
cruiselines & ferry operators 
wishing to attend the Sunglasses 
Workshop may contact: 
awards@sunglassescategory.com 

 

 

 
The 2019 Sunglasses Workshop in 

Cannes drew a large audience. 

 

Update: TFWA World Exhibition & 
Conference reaches 90% milestone 

The Tax Free World Association 
reports that reserved exhibition 
space in the Palais des Festivals in 
Cannes now stands at 90% of the 
pre-Covid floor space reserved in 
2019 for the TFWA World 
Exhibition & Conference. 

Among the leading retailers and 
brands that have pre-registered are 
Dufry, Lagardère Travel Retail, 
Gebr Heinemann, DFS Group, China 
Duty Free Group, Lotte Duty Free, 
King Power International Group, 
The Shilla Duty Free, Shinsegae 
Duty Free, Aer Rianta International, 
Dubai Duty Free, Ever Rich Duty 
Free, NAA Retailing, JATCo, King 
Power Group (HK), 3Sixty Duty 
Free, Starboard Cruise Services, 
Tallink, and Harding Bros. 

Pre-registration for duty free and 
travel retail’s leading trade show,  
which will take place at the Palais 
des Festivals in Cannes from Oct. 2-
6, is open until Sept. 8.  

 

In a major boost for the show, 
France recently lifted restrictions 
so that travelers entering France are 
no longer required to present proof 
of vaccination or a negative Covid-
19 test, regardless of their country 
of origin.  

“Both the scope of brands and 
quality of visitors that have confir-
med their participation at the 2022 
TFWA World Exhibition & 
Conference are a testimony to the 
business recovery acceleration,” 
commented Erik Juul-Mortensen, 
TFWA President. 
. “Bringing the world’s duty free 
and travel retail professionals 
together in person is crucial to 
drive our industry’s future. We at 
TFWA are confident that all those 
attending this year will feel the 
positive vibe,” he said, thanking all 
the participating partners.   
     To register online, please go to: 
https://www.tfwa.com/tfwa-world-
exhibition-conference/book-your-
place-100004721 

 

Registration opens for 
MEADFA Conference 2022 
     Registration is now open for 
this year’s MEADFA Conference 
taking place in the Kingdom of 
Bahrain on Nov. 27-29 at The Art 
Hotel & Resort.  

Participants will hear from 
industry leaders including MEA-
DFA President Sherif Toulan and 
senior executives from Aer Rianta 
International-Middle East, Dubai 
Duty Free, Gulf Air, Dufry and 
Bahrain Duty Free. 

Further conference sessions will 
focus on key markets in Africa, 
with Ethiopian Airlines, Lagardère 
Travel Retail, UNWTO and Accra 
Airport. Other topics include sus-
tainability, supply chains, the 
cruise market in MEA, and how 
the travel retail industry can find its 
place in the Metaverse.  

For more information, visit: 
https://www.tfwa.com/the‐

meadfa‐conference/book‐your‐

place‐100006094.  



Vol. 23 No. 29 Page 3 

 

WTTC: Domestic travel helped U.S. retain its position as the world's 
biggest Travel & Tourism market 

The latest World Travel & 
Tourism Council's Economic 
Trends Report, released Sept. 6 and 
conducted by Oxford Economics, 
ranks the U.S. as the world's big-
gest and most powerful Travel & 
Tourism market by GDP contri-
bution.  

But WTTC notes that the rank-
ings in the U.S., like other top 
economies, are bolstered through 
high numbers of domestic travel, as 
international visitor numbers 
plummeted. 

Despite its number one position, 
the U.S. Travel & Tourism’s con-
tribution to the U.S. economy fell 
by $700 billion to just under $1.3 
trillion last year.  

WTTC ranks China second and 
Germany third for sector GDP con-
tributions, representing no change 
in ranking since 2019. However, 
total sector economic contribution 
in both countries declined versus 
2019. 
     China contributed more than 
$814 billion to the Chinese GDP 
last year (vs. $1.86 trillion in 
2019); Germany's contributions to 
its economy were $251 billion 
compared with over $391 billion in 
2019. 

 
 

The UK slipped dramatically 
from fifth place in 2019 to ninth in 
2021, with a contribution of just 
over $157 billion, the biggest fall 
among the top 10 countries. 

Julia Simpson, WTTC President 
& CEO, said that the report shows 
the resilience of the Travel & 
Tourism sector. 

“Despite a challenging macro 
environment, Travel & Tourism 
has bounced back. The world, with 
some exceptions, is traveling again. 
And we are seeing a resurgence in 
business travel. Over the next 10 
years, Travel & Tourism growth 
will outstrip the overall growth rate 
of the global economy.” 

 
International Visitor Spending drove 
gains and losses  

In terms of international traveler 
spend, France, which was ranked 
fourth before the pandemic, 
overtook Spain, China, and the 
U.S. to grab first place. 

China, which remains closed to 
much of the rest of the world, was 
in second place for international 
visitor spending before the 
pandemic but fell dramatically to 
11th position in 2021. 

 
 

Hawaii: July visitor 
arrivals reach 92+% of 
2019 figures  

The Hawaiian tourism market is 
showing strong signs of recovery, 
and this summer had reached more 
than 90% of the arrivals numbers 
compared to the same period in 
2019. Officials estimate that full 
recovery will not happen until 
2025 however, and arrivals from 
Hawaii’s all-important Japanese 
visitors were still down more than 
80% in July compared to 2019 
figures, although new Tokyo 
flights are returning.  

On a positive note, Americans 
arriving from the mainland are 
spending more.  

Preliminary visitor statistics 
released by Hawaii’s Department 
of Business, Economic Devel-
opment and Tourism (DBEDT), 
report that 919,154 visitors came to 
the Hawaiian Islands in July 2022, 
representing a 92.4% recovery 
from July 2019.  

This is the highest monthly 
visitor count since January 2020. 
Visitors spent $1.94 billion in the 
state in July 2022, an increase of 
14.3% compared to the $1.70 
billion reported for July 2019. 

Despite the strong numbers, 
DBEDT does not forecast full 
recovery until 2025. 

Across Asia-Pacific, major 
Travel & Tourism markets saw 
huge losses in international 
spending. In addition to China, 
countries like Thailand and Japan, 
which ranked fifth and eighth in 
international visitor spending 
before the pandemic, fell out of the 
top 20 altogether in 2021. 
 
Business Travel and China 
growth outlook is positive  

According to WTTC's forecasts, 
worldwide business travel is 
expected to grow more than 41% 
this year. For the next 10 years, it 
predicts business travel could grow 
an average of 5.5% annually and 
may return faster in the Asia-
Pacific region. 

WTTC predicts by 2032, China 
will overtake the U.S. to become 
the world's biggest Travel & 
Tourism market. 

The research shows China's 
Travel & Tourism contribution to 
GDP could reach $3.9 trillion by 
2032, making it the world's most 
powerful Travel & Tourism 
market, and India could leapfrog 
Germany to reach third place with 
a projected value of $457 billion. 
 

IATA: “Excellent sign” of air traffic recovery as July passenger demand remains strong  

The International Air Transport 
Association (IATA) reports that air 
travel recovery continues to be 
strong with total passenger data for 
July 2022 (measured in revenue 
passenger kilometers or RPKs) up 
58.8% compared to July 2021. 
Globally, traffic is now at 74.6% of 
pre-crisis levels.  

Domestic traffic is now driving 
the recovery, and in July 2022 was 
at 86.9% of the July 2019 level (up 
4.1% compared to the year-ago 
period). China saw strong month-
to-month improvement compared 
to June. 

International traffic rose 
150.6% versus July 2021, although 
it is still only at 67.9% of July  

 

2019 levels. But all markets 
reported strong growth, led by 
Asia-Pacific. 

 “July’s performance continued 
to be strong, with some markets 
approaching pre-COVID levels,” 
said IATA Director General Willie 
Walsh. “There is still more ground 
to recover, but this is an excellent 
sign as we head into the tradition-
ally slower autumn and winter 
quarters in the Northern Hemi-
sphere.”  

 
International Passenger Markets 

Asia-Pacific airlines posted a 
528.8% rise in July traffic com-
pared to July 2021, the strongest 
year-over-year rate among the  

regions. Capacity rose 159.9% and 
the load factor was up 47.1 percen-
tage points to 80.2%.  
     European carriers saw July 
traffic rise 115.6% versus July 
2021. Capacity rose 64.3%, and 
load factor climbed 20.6 percen-
tage points to 86.7%, second 
highest among the regions.  
     Middle Eastern airlines’ traffic 
climbed 193.1% in July compared 
to July 2021. July capacity rose 
84.1% versus the year-ago period, 
and load factor climbed 30.5 
percentage points to 82.0%.  
     North American carriers had a 
129.2% traffic rise in July versus 
the 2021 period. Capacity rose 
79.9%, and load factor climbed 
 

19.4 percentage points to 90.3%, 
which was the highest among the 
regions for a second month.  
     Latin American airlines’ July 
traffic rose 119.4% compared to 
the same month in 2021. July 
capacity rose 92.3% and load factor 
increased 10.5 percentage points to 
85.2%.  

African airlines saw an 84.8% 
rise in July RPKs versus a year 
ago. July 2022 capacity was up 
46.7% and load factor climbed 15.5 
percentage points to 75.0%, the 
lowest among regions.  

In domestic traffic, IATA 
reports that Brazil’s domestic 
traffic rose 24.2% in July and has 
now reached pre-pandemic levels. 
 

BY THE NUMBERS 
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Rituals Cosmetics opens its 1000th store worldwide 
and partners with Dufry to open five airport stores in the coming months 

Rituals Cosmetics officially 
opened its 1000th stand-alone store 
worldwide in the popular shopping 
street Corso Buenos Aires in 
Milan, Italy on Sept. 7. The brand 
also announced a partnership with 
travel retail giant Dufry to open 
five airport stores in Spain in the 
coming months. 

The 1000th store opening 
celebration was attended by CEO 
and founder Raymond Cloosterman 
and marks the international success 
of the global well-being brand. 

Rituals opened its first store in 
Amsterdam 22 years ago, which 
began its journey to international 
success. Although it took the brand 
four years to open its second store, 
it is now opening four new stores 
every week somewhere in the 
world.  

“With the opening of our 1000th 
store of course being the cherry on 
the cake,” explains CEO and 
founder Raymond Cloosterman. 
“The unique spirit of our brand is 
ingrained in our stores because it's 
the epi-center of our company. This 
is the place where people can truly 
experience our brand and  

enjoy luxury in all its senses. 
 “Moreover, we introduce about 

200 new products every year and a 
unique store experience is crucial 
as we've learned that this helps 
create a connection with our 
customers. People fall in love with 
our philosophy, award-winning 
fragrances, and products because of 
our most valuable marketing asset - 
our stores," said Cloosterman.  

Rituals' continued expansion 
also stretches to travel retail, where 
the brand is partnering with Dufry 
on new standalone store openings 
at airports in Madrid, Barcelona, 
Alicante and two openings in 
Palma over the coming months. A 
sixth company-owned store will be 
opening at Venice Airport in 
November this year. 

Over the next few years, Rituals' 
goal is to be the leading well-being 
brand in the industry. The B Corp 
certified company will be opening 
more stores, exploring new mar-
kets, and engaging in strategic new 
partnerships, to build an even 
stronger well-being community 
around the brand, says the 
company. 

stressed that “training, develop-
ment and best practice learnings 
really matter.” 

Alongside Gosling’s appoint-
ment, the Harding Learning and 
Development team has partnered 
with the DFWCA on a practical 
level to provide onboard retail 
teams access to two core respon-
sible retailing led online training 
courses, for Responsible Retail of 
Confectionery, Chocolates and 
Biscuits and the Responsible Retail 
of Alcohol.  

The DFWCA, created in 2019, 
is a non-profit organization that is 
dedicated to raising standards 
throughout the Duty Free and 
Travel Retail industry, through the 
provision of industry bespoke 
training programs. 
 

 

Harding’s Sue Gosling joins 
Duty Free World Council Academy 

Advisory Group 

Sue Gosling, Harding’s recently 
appointed Chief Brand and Culture 
Officer, has joined the Duty Free 
World Council’s Academy 
Advisory Group, which is the body 
responsible for identifying and 
driving training needs specifically 
for the global duty and tax free 
retail industries.  

Gosling becomes the only 
Cruise industry specific member of 
the Advisory panel, bringing fresh 
perspectives on ‘remote team’ 
development and culture, as well as 
25 years working in the broader 
travel retail industry. 

“As an industry, Cruise retail 
employs more than 10,000 team 
members” she explains “and while 
many principles and best practices 
are shared across different parts of 
the duty free and travel retail 
world, Cruise is individual in the 
fact that a large percentage of the 
employee base is constantly on the 
move and spread across multiple 
customer owned ships.” 

Describing the cruise sector as 
having “massive potential for 
individuals to make a real differ-
ence,” due to more frequent inter-
action between retail staff and 
customers onboard, Gosling 

 

INTERNATIONAL

Dubai Duty Free’s 8-month sales soar to 
over US$1 billion 

Dubai Duty Free appears to be roaring back to normal, reporting over 
U.S. one billion in sales in the first eight months of the year. With 
turnover reaching US$1.06 billion, the operation is on track to reach its 
target of US$1.6 billion by year end.  

Perfumes, Liquor, Gold, Cigarettes & Tobacco and Electronics 
retained the top five category positions with Perfumes showing an 89% 
increase amounting to US$186 million, while Liquor, which accounts for 
16% of total sales, reached US$168 million. Gold sales increased by 
181% over the same period last year with sales amounting to US$106 
million. Cigarettes & Tobacco reached US$98 million and accounted for 
9% of sales while Electronics rose by 79% reaching sales of US$81 
million. 

Another notable increase was seen in the Fashion category, which 
rose from US$41 to US$130 million. This increase can be credited to 
Dubai Duty Free’s recent openings of big-name fashion brands including 
Louis Vuitton, Dior and Cartier. Along with Chanel and Gucci, they are 
now among the top five luxury brands at Dubai Duty Free. 

Dubai Duty Free will continue to look at its retail improvements over 
the next 18 months including a full renovation of the Liquor and 
Tobacco offer in Concourse B. 


