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Discover Puerto Rico reports highest tourism revenue and 
visitor numbers in island’s history 

Global TR contact: Zack Boiko, zboiko@Actium.us

Discover Puerto Rico has reported that the 
island, which was devastated by Hurricanes 
Irma and Maria less than two years ago in 
September 2017, is tracking towards a record-
breaking tourism year. Year-to-date revenue 
is at the highest level in the island’s history, 
says the destination marketing organization, 
with revenues of $445 million reported 
through May.  

The island has also received 1.67 million 
visitors across the San Juan, Ponce, and 
Aguadilla airports in the first few months of 
this year, the highest number of airport 
arrivals in the January-April time frame ever.  

“Despite the World Travel & Tourism 
Council (WTTC) estimating a recovery 
between 2021-2022, and New Orleans taking 
eight years to get back to pre-Katrina levels, 
we set an aggressive goal to fast-track the 
visitor economy at a record pace, for the 
benefit of local communities,” said Brad 
Dean, CEO of Discover Puerto Rico. 

Hurricane Maria, a rare category 5 storm, 
resulted in an official death toll of more than 
3,000 and caused more than $100 billion in 
damage, say government sources.  

Discover Puerto Rico, which was 
established last July, is on a mission to 
reposition Puerto Rico’s brand as a leading 
Caribbean destination.  

“We’re thrilled to report that Puerto Rico’s 
tourism is the strongest it’s ever been. How-
ever, this is just the first step. Our ultimate 
objective is to put the transformative power of 
travel to work in Puerto Rico, by doubling the 
visitor economy, and continuing to benefit the 
island's residents and businesses. It’s critical 
to ensure we have the right resources to 
continue this momentum,” added Dean. 

The destination is seeing numerous 
enhancements to its product, capitalizing on  

the island’s rich culture, cuisine, history, arts, 
music, and dance. It is also focusing on its natural 
wonders, including the only tropical rainforest in 
the U.S. Forest Service, El Yunque National 
Forest, and three of the world’s five 
bioluminescent bays. 

Puerto Rico has also become a hotspot in the 
Caribbean for the LGBTQ+ community with a 
culture of inclusivity, and a variety of attractions 
and night-life. Looking ahead, Discover Puerto 
Rico says that medical tourism will be a growth 
sector in the future.  

Among Puerto Rico’s future endeavors are the 
500-year anniversary of San Juan in the fall; the 
opening of District San Juan, a five-acre 
hospitality and entertainment district; and being 
named the host destination for the upcoming 
World Travel and Tourism Council (WTTC) 2020 
Global Summit. 
     For more information, please visit: 
DiscoverPuertoRico on.com.

“I am looking forward to serving in the role 
as Chairman of IAADFS,” said Riedi.  “This is 
an exciting time for the industry overall and the 
Americas region in particular, with so much 
potential for expanded growth and associated 
infrastructure development, and IAADFS will 
continue to play a pivotal role in protecting and 
serving the duty free and travel retail industry. 
Our sincere thanks go to Erasmo for doing such 
an excellent job as Chair, for devoting so much 
time and energy to the association, and for 
providing the leadership to move the organiza-
tion forward.”  

 “We are fortunate to have Rene serve as 
Chair. He brings considerable expertise and 
knowledge of the industry to the role and will 
lead IAADFS during a time of change and 
continued challenges but also huge opportunity 
for the duty free and travel retail market,” stated 
Michael Payne, President and CEO of IAADFS.  

The International Association of Airport and Duty 
Free Stores (IAADFS) Board of Directors elected 
Rene Riedi to be the next Chairman of the Associa-
tion, effective July 1, 2019.  Riedi is eligible for a 
two-year term. He replaces Erasmo Orlliac of Motta 
International, who remains on the Board after serving 
as Chair for three years.  

The Board also elected Enrique Urioste as Chair-
Elect and Mark Sullivan as Treasurer.   
     Riedi is the CEO for Division 4 of the Dufry 
Group of Companies, which covers the Caribbean 
and Latin American markets. Prior to his transfer to 
the United States in 2012, Riedi had been Chief 
Operating Officer Retail Region Eurasia & Asia, 
with executive responsibilities for all retail activities 
in the Middle East, Eastern Europe, CIS and Asia / 
Pacific.  

 

IAADFS elects Dufry’s Rene Riedi as new Chairman  
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In this capacity, she played a 
key role in the company’s Asia 
growth strategy and regional team 
development. 

Bauer has also worked at Royal 
Caribbean as Senior Vice Presi-
dent, Hotel Operations, respon-
sible for hotel services, food & 
bever-age, onboard revenue, and 
enter-tainment, as well as Senior 
Vice President of Sales, directing 
North American sales activities. 

“I’m honored to be assuming 
the leadership role for Starboard 
and Onboard Media during this 
innovative time in both cruise and 
in retail,” Ms. Bauer said.    

“Returning to the industry 
where I’ve spent the majority of 
my career and applying my focus 
for exceptional guest experience is 
a thrilling proposition. Our 
customers are celebrating life’s 
special moments and we have the 
chance to provide the ultimate 
memory of their dream vacation. 

“I’m eager to reconnect with  

Lisa Bauer named President and CEO of Starboard 

Starboard Cruise Services has 
named travel and cruise industry 
veteran Lisa Bauer as President and 
Chief Executive Officer, effective 
June 18. 

She will be based out of 
Starboard’s Miami headquarters 
and report to Toni Belloni, Group 
Managing Director of LVMH Moët 
Hennessy Louis Vuitton, who is 
based in the LVMH Paris head-
quarters. 

Bauer will oversee all opera-
tions for Starboard and sister com-
pany Onboard Media, comprising 
2,500 employees working both on 
land and on board the ships of the 
companies’ eight partner cruise 
lines. Both Starboard and Onboard 
are part of LVMH Moët Hennessy 
Louis Vuitton. 

“Lisa’s career has been rooted in 
the travel industry. She has a pas-
sion for driving the customer ex-
perience through innovation. She is 
an accomplished leader, who pos-
sesses an enviable record in the 
Airline, Hotel, Cruise Line and 
Leisure Travel Industries. Her 

international experience will great-
ly benefit Starboard’s future poten-
tial,” commented Toni Belloni  

Most recently, Bauer held the 
position of Vice President of 
Onboard Experience at Delta 
Airlines, responsible for creating 
the strategy to elevate the carrier’s 
onboard customer experience and 
improve its competitive advantage 
on the global stage. Prior to joining 
Delta, she was Executive Vice 
President of Global Operations and 
Chief Operating Officer for 
International Cruise & Excursions, 
Inc. (ICE), a global travel and 
leisure company with a worldwide 
network of innovative travel 
alliances. 

Before joining ICE, Bauer had a 
long and successful career with 
Royal Caribbean International. She 
served as Executive Vice President 
of Global Sales and Marketing, 
overseeing worldwide marketing 
and revenue management as well 
the company’s tri-branded sales 
and marketing offices and interna-
tional representatives.  

Air travel distribution and 
intelligence company Airlines 
Reporting Corp. (ARC) says that 
the Dominican Republic’s (D.R.) 
tourism crisis is diverting more 
visitors to Mexico and other 
Caribbean destinations. 

ARC reports that air ticket 
purchases made in the U.S. from 
June 1-23, 2019 for travel to the 
D.R. fell 10% when compared to 
the same period in 2018. 
     Ticket purchases for other 
Caribbean destinations rose 3%, 
however, led by Saint Martin, up 
+158%, Saint Barthélemy 
+117%, Saint Vincent +70%, 
Saint Lucia +33% and the 
Bahamas +32% in the same June 
1-23 period. 

 

Dominican Republic ticket sales down, but air 
travel to other Caribbean destinations swells

     Refunds for air tickets to the 
D.R. bought in the U.S. from Jan. 
1, 2019 through June 23, 2019 
surged 127% when compared to 
the same period in 2018. Looking 
only at June 2019 departures to 
the D.R., refunds increased 77% 
compared to June 2018, says 
ARC. 

Dominican Republic tourism 
is in crisis after 13 American 
tourists have died there in high-
end resorts over the past few 
months.  

Air ticket purchases for travel 
to the D.R. made outside the U.S. 
from June 1-23 was also down by 
28%, compared to the same 
period in 2018, with refunds up 
by 8%.  
 

our cruise line customers and 
excited to meet with our global 
teams who delight thousands of 
guests every day through The 
Starboard Way.”       

Throughout her career, Ms. 
Bauer has been involved in many 
charitable causes. She served nine 
years with the Make-A-Wish 
Foundation of Southern Florida, 
including one year as Board 
Chair. Among numerous honors 
received, she was named one of 
the most powerful women in 
travel by Travel Agent Magazine. 
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As many of our readers may 
know, Gisèle Bachand, founder of 
duty free store Boutique Hors-taxes 
de Philipsburg in Quebec, Canada, 
passed away on March 7th at the 
age of 92. 

The amazing Gisèle opened the 
Philipsburg duty free store in 1988 
at the age of 63--operating as presi-
dent and buyer for more than 23 
years. As reported by the Frontier 
Duty Free Association, many sup-
pliers will remember Gisèle’s acute 
business sense, great insight for 
products and her keen understand-
ing of style. She introduced many 
successful product lines that are 
available in the store today. 

Boutique Hors-taxes de 
Philipsburg, which has been a 
family business since the very 
beginning, continues to be operated 
by Gisèle’s sons, Philippe and 
Pierre Bachand. Philippe shares 
some of his many memories with 
TMI about his mother and her 
legacy on the store she created.  

*     *     * 
“Mother grew up in the Lake 

Champlain area in Canada where 
her father ran a hotel by the lake 
during prohibition, so she had roots 
there at the border crossing,” 
recalls Philippe.   

“She was a great traveler and 
was very familiar with duty free. 
So when she saw an ad for a duty 
free tender for the Philipsburg 
crossing in Quebec back in 1985, 
she applied for it,” he continues. 

Gisèle won the bid, obtained the 
license and started to build the first 
store in November of 1987. 

“This was not an easy task,” 
 

says Philippe, who along with his 
brother Pierre, has been in the 
business since day one.  

He describes the effort that went 
into creating the original store.  

“We had to find the proper land 
– we are very much in the country-
side and it was woodland. We had 
to get the lease, and licenses since 
the land was protected by the 
ministry of agriculture. Then we 
hired an architect, built the store, 
and opened for business in May of 
1988. We are open 31 years in 
2019.  

“My mother was the essence of 
the store. She was 63 years old 
when she started this business! And 
she started it from nothing. While 
she did not deal with customs and 
inventory, she decided what we 
would carry. She had very, very 
good taste, and she was very picky 
how she would merchandise the 
items in her store.  

“If she didn’t like something, 
we couldn’t sell it. But she knew 
what she liked. We were the first 
ones to list Lenny DiCristofano’s 
Majorica pearls in Canada, for 
example. And she insisted on pic-
king her own assortment.”   

Lenny DiCristofano remembers 
Gisèle Bachand, who he met 
around 1990, with great fondness. 

“Gisèle was one of my favorite 
people of all time,” he comments. 
“She was super classy, and so 
refined and elegant. She had a great 
eye for style, was very fashion 
conscience, and very in tune with 
the trends. She had that special 
gift.”  

Recalling one of the first 
IAADFS Conventions that took 
place back in the Diplomat Hotel, 
in Hollywood, FL, Philippe 
Bachand says that Gisèle saw a 
bomber jacket in one of the gift 
stores that she wanted to list in the 
store.  

“It was very colorful and like 
nothing you would see in Montreal. 
But she insisted we buy it for the 
store. We bought the jackets for 
$30, and sold them for $99, (you 
can find similar ones now in 
Montreal stores for $300-$400, he 
says). We sold thousands of these 
jackets. That’s the kind of lady 

 

Remembering Gisèle Bachand, 1926-2019   
The founder and “essence” of Boutique Hors-taxes de Philipsburg passed away in March   

Gisèle Bachand, far left, and her team on the Croisette in Cannes 
during TFWA World Exhibition, circa 1990.  

 

Gisèle Bachand 
“Refined, elegant and classy” 

 (and retailer) that she was.”  
After a couple of years business 

was so good that the Bachands had 
to expand. But then catastrophe 
struck. In 1999, Philipsburg had a 
fire that burnt the store down to the 
ground. 

“Somehow my mother opened a 
temporary store on the property 
just five weeks later (I am not sure 
how she did that). We rented some 
classrooms in a near-by college for 
offices, we got in fixtures, a com-
puter system, merchandising, 
everything, and it was one of the 
best seasons we have ever had!” 
says Philippe.   
     The family rebuilt, and the new 
store was opened in the year 2000. 
They expanded that store three 
years ago, and now have expanded 
again with a new warehouse.  

 “My mother was always the 
essence of the store. What our store 
looks like today is because of her. 

“We sold brands that no other 
Canadian border stores were able 
to carry, including some very fine, 
well-known French brands, such as 
Longchamps, and that business 
boomed. Because of that we are 
very strong in fragrances and 
accessories. We have a very nice 
clientele that travel between 
Montreal and Boston, for example, 
who frequent the store. Our access-
ories are unique and are a great 
addition to the duty free basket. 
And we are still trending in the 
category,” he says.  

We at TMI share our sympathies 
and condolences with Philippe, 
Pierre and the entire Bachand 
family.  

As an expression of sympathy, 
donations may be made in Gisèle 
Bachand’s memory to the BMP 
Foundation of the Brome Missis-
quoi Perkins Hospital: 

https://fondationbmp.ca/en/ 

Boutique Hors-taxes de Philipsburg in Quebec, Canada in 1988 (left) and as it 
looks today, 31 years later (right).  
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Furla opens with Top Brands Intern’l in Asuncion 

Furla continues to expand its 
footprint in the Americas 
travel retail market and has 
recently opened a new shop 
in Silvio Pettirossi Interna-
tional Airport in Asunción, 
Paraguay in partnership with 
Top Brands International. 

The 8 sq-meter space, 
which was opened in May, is 
carrying Furla’s Spring 
Summer 2019 Collection.  

“We would like to extend 
our thanks to Top Brands for 
their assistance with the new 
store, which we are very 
pleased with,” noted Furla. 

 

International fashion brand 
Desigual unveiled a new logo and 
brand identity last month, at a 
presentation before more than 
1,200 people outside the com-
pany’s Barcelona headquarters. 

Saying that the new image 
“honors its roots and its journey,” 
the company’s new brand identity 
is part of the transformation plan 
that Desigual began in 2015:  

“Renewing our identity is one of 
the cornerstones of this transforma-
tion, alongside the redefinition of 
the product and the optimization of 
the distribution network.  

“This is one of our company’s 
most important projects, we are 
building a new Desigual and we’re 
doing so thanks to the hard work of 
every single person that makes up 
this great team,” said Guillem 
Gallego, Desigual’s Chief 
Marketing Officer.   

The new brand identity features 
a logo that spells “Desigual” in 
reverse, “celebrating the authen-
ticity, rebelliousness, disruption 
and freshness that are inherent to 
Desigual,” says the company.  

Using incomprehensible signs 
meant to be read in selfie mode, for 
example, Desigual’s “Forward is 
Boring” campaign has been design-
ed entirely in reverse, and will rely 
on social networks as the main 
channels for reaching out to new 
audiences.  

Desigual’s product has also 
been redesigned, evolving towards 
more urban and versatile garments 
with new designs. The spring- 
summer 2020 collection includes 
 

 

Desigual enters a new era with refreshed 
brand identity 

11% sustainable fabrics and seeks  
In this regard, the brand has 

chosen to collaborate with the likes 
of Miranda Makaroff, King Jedet, 
Jordi Mollá and Aleesha. These are   
designers, artists, singers and influ-
encers from the worlds of fashion 
and urban culture who engage with 
the essence of the brand, in 
addition to other initiatives like 
elrow’art, with Okuda San Miguel, 
and Sónar Barcelona 2019.  
 
New concept store makes the 
brand mesmerising 

Desigual’s refreshed image 
arrives hand in hand with a new 
store experience that responds to 
the brand’s efforts regarding 
creativity and the redefinition of 
the product and audience. During 
June in Barcelona, Desigual 
opened the first of its stores to be 
designed using this concept, based 
on a disruptive customer journey 
that will deliver a distinctive 
experience in terms of the product 
– something closer to a showroom 
experience than a traditional store.  

The new store experience stands 
out thanks to a look-and-feel that 
has been refreshed to match the 
new brand image, with large spaces 
and more prominence given to the 
garments and accessories – with 
100% Desigual combinations on 
display – which are laid out in a 
much more qualitative manner.  

It also contains a space where 
the company gives the customer 
the chance to personalize their 
garments and take part in 
workshops run by artists. 
 

 

Diageo is releasing a new series 
of Johnnie Walker whiskies exclu-
sively in global travel retail before 
rolling the range out in domestic 
markets in October. 

The limited edition Johnnie 
Walker Black Label Origin Series 
is a collection of four, 12-year-old 
blended Scotch whiskies, each of 
which honors a different whisky 
producing region in Scotland. 

Each Scotch in the collection is 
crafted only using whiskies from a 
particular region to capture the 
primary flavor characteristics of 
that area. 

Three of these limited editions 
are blended exclusively from Dia-
geo’s single malts, with the fourth 
edition a blend of single malt and 
grain whiskies to best represent the 
that region’s flavor profile. 

To support the launch Diageo 
Global Travel will activate a full 
360 global campaign which 
includes experiential opportunities, 
retailer partnerships and digital 
media activations. 

Anna MacDonald, Marketing 
Director, Diageo Global Travel 
said: “We are delighted to bring the 
four corners of Scotland to the four 
corners of the world with the 
launch The Johnnie Walker Black 
Label Origin Series in global 
travel.  

Diageo goes to four corners of Scotland with 
Johnnie Walker Black Label Origin Series

“This limited-edition series is 
the perfect starting point for adven-
turous spirits that are keen to go on 
a journey of flavor exploration, and 
we’re delighted to play a role in 
helping to demystify Scotch and its 
many flavor profiles. We look for-
ward to bringing this incredible 
collection to life with some exciting 
in-store experiences in global travel 
retail,” she said. 

The series packaging also 
doubles as an accompanying guide 
to the whisky, and the region it 
comes from. Every pack is adorned 
with a map of Scotland. The region 
that the whisky within originates 
from (Speyside, Highlands, Islay, 
or Lowlands) is highlighted, along 
with interesting facts and trivia 
relating to that part of the country. 

The new limited edition collec-
tion includes:   

Johnnie Walker Black Label 
Highlands Origin, Johnnie Walker 
Black Label Islay Origin, Johnnie 
Walker Black Label Speyside 
Origin and Johnnie Walker Black 
Label Lowlands Origin. 

The Johnnie Walker Black Label 
Origin Series is available globally 
from July in selected Travel Retail 
stores with an RRP of £35 / $46 
USD / €40 EUR / $63 AUD / JPY 
5000 for a 1L bottle. 
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EMPLOYMENT OPPORTUNITIES

 
 
 
 
 
 

ACCUR Recruiting Services 
(leading recruitment firm for the Travel Retail 

industry) has an opening for a 
Jr Area Sales Manager in NYC 

 
Our Client is a large international beauty 

company. 
 

Objective 
This position will report to the company’s Regional 
Sales Director in charge of the Americas. You will 

assist him and work alongside two senior area 
managers in overseeing distribution of the 

company’s diversified fragrance brand portfolio in 
over 20 countries of the Americas. 

 
Ideal Profile 

Our ideal candidate is a passionate, multicultural 
individual with a background of relevant academic 
and professional experiences in sales, marketing 

or beauty. 
This is an ideal position for an entry-level person 

in Miami wanting to move to NYC and expand 
their career opportunities (a Marketing 

Coordinator moving into sales, an Account 
Coordinator starting to travel, a Jr ASMN or 

Account Executive wanting to work on a larger 
territory…) 

 
Read more and apply here: https://bit.ly/2X6b68W 

 
All our jobs: https://AccurServices.com/jobs 

 
Essence Corp. 

is looking for an 
Account Executive and Trainer 

to join our team! This position reports to 
the Area Director and works closely with 

several internal and external 
stakeholders. 

  
Responsibilities: 
• Sell-in and sell-out of assigned 
territories. 
• Sales, training, POS visits, support and 
animation participation. 
• Update and monitor advertising and 
promotion expenses (A&P) in 
accordance to clients purchases and 
brands guidelines. 
• Responsible for counter events, 
animations and sell-thru results. 
• Follow up on shipping and installation 
of the transparencies for the Point of 
Sales. 
• In charge of proposing and 
implementing sell-out activities, 
promotional events and animation as per 
the Marketing Plan. 
• Prepare presentations for training 
sessions. 
• Booking of training location and 
organization of the training events. 
• Educate participants on novelties, 
discontinued products, upcoming 
promotions, incentives, merchandising 
guidelines and sales techniques. 
• Ensure portfolio brands spaces are 
respected at the points of sales and look 
for potential spaces to improve visibility. 
• Implement brand merchandising 
guidelines as well as incentives and 
promotion. 
• Transparencies & Logos: update brand 
visuals and logos before expiration as 
per brand guidelines. 
• Monitor store inventory levels at each 
point of sale. 
  
The ideal candidate is Highly-driven, self-
motivated and thrives in a fast-paced 
environment.  Possess excellent 
communication and presentation skills 
with a high level of analytical skills using 
Excel, PowerPoint, and MS Office 
applications.  50% - 60% travel required.   
 

Fluent in English & Spanish both 
written and oral is a MUST. 

 
More detail can be found at  

https://www.ziprecruiter.com/job/0b7
f96b2 

 
 

 
Essence Corp. 

is looking for an 
Advertising & Promotions Intern. 

This position reports to the Senior Advertising and Promotions Manager and works closely with 
several internal and external stakeholders. 

 
Responsibilities: 
Acting as key liaison between brands and vendors for production and installation of launch materials 

for fragrances and cosmetics. Assisting on simulations, coordination, development and 
implementation of advertising material in stores, following brand’s guidelines. Overseeing installation 
until completion and preparing internal presentations with promotions for Brands and Management. 

 Requirements: 
This is a 12-month paid internship. The ideal candidate will have the ability to think quickly and 

problem solve. Eager to learn and be proactive with new tasks. Must be able to handle a fast-paced 
environment and maintain exceptional work ethic. Must be organized, detail oriented with the ability to 
shift priorities in workload. Strong knowledge and experience in using Photo shop (renderings),Ai, PP, 
IMovie, Prezi, Sage, Prism. Must be fluent written and orally in English and Spanish, French is a plus. 
 

More details can be found at  
https://www.ziprecruiter.com/job/56faf954 

 

 
 

Where Talent Meets 
Opportunity! 

 
As the Caribbean’s leading product 
management and marketing company for 
Wines, Spirits and Consumer Health Care, 
Stansfeld Scott offers an exhilarating career 
opportunity in international business.  
If you have excellent interpersonal skills, a 
winning attitude and thrive when challenged, 
you may be the perfect addition to our team. 
 
We are seeking an energetic and resourceful 
Caribbean Area Manager, based in Tampa 
Bay, Florida or the Caribbean, to represent a 
portfolio of internationally recognized brands 
across the Caribbean. The successful candidate 
will work closely with regional distributors to 
inspire and motivate their teams to grow market 
share and sales. 
 
REQUIREMENTS: 
*  Strong analytical skills and experience in 
CPG (consumer packaged goods)  or FMCG 
(fast moving consumer goods) industries 
*  Working knowledge of International trade 
practices 
*  Fluency in French and/or Spanish (preferred) 
*  Ability to travel up to 40% 

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


