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Inbound travel to the United States is 
making a strong recovery, but still has a long 
way to go to reach 2019 levels, according to 
the latest figures from the Department of 
Commerce.  

Data recently released by the U.S. 
Department of Commerce’s National Travel 
and Tourism Office (NTTO) report that 
international inbound visitor arrivals 
in February 2022 reached 2,269,089, a year-
over-year increase of 223.5%. However, this 
figure is just 44.6% of February 2019 
arrivals.  

Americans are traveling abroad, but not 
yet at the pre-pandemic pace. The NTTO 
reports that February 2022 outbound travel 
volume by U.S. citizens reached 4,265,343 – 
a year-over-year increase of 112%. But this 
was only 67% of February 2019 departures, 
says the agency. 

In other findings, the NTTO reports that: 
 
International Arrivals to the United States 

Overseas visitor volume to the United 
States of 1,047,469 increased 339.1% from 
February 2021. 

February 2022 was the eleventh 
consecutive month that total non-U.S. 
resident international arrivals to the United 
States increased on a year-over-year basis. 

The largest numbers of international 
visitors were from Mexico (790,915), Canada 
(430,705), United Kingdom (152,058), Brazil 
(72,924) and France (70,022). Combined, 
these top 5 inbound markets accounted for 
66.8% of total international arrivals. 

 
International Departures from the U.S. 

February 2022 was the twelfth 
consecutive month that total U.S. citizen 
international visitor departures from the 
United States increased on a year-over-year 
basis. 

Mexico recorded the largest outbound 
visitor volume of 2,322,498 (54.5% of total 
departures). Compared to other international 
regions, Canada (1021% YOY) recorded the 
largest percentage increase 

Combined year-to-date (YTD), Mexico 
(4,687,434) and the Caribbean (1,136,868) 
accounted for 69.2% of total U.S. citizen 
international visitor departures. 

BY THE NUMBERS 

International travel to the U.S. rebounds, but still 
less than half-way to 2019 arrivals level 

Europe YTD (736,265) increased 390% 
YOY, accounting for 8.9% of all departures. 
This was up from 3.4% share in 2021 
February YTD. 
 
International visitors spent $10.1 billion 
in March 2022 

In more data released this month by 
NTTO, international visitors spent $10.1 
billion in March 2022 on travel to, and 
tourism-related activities within, the United 
States, an increase of 90% compared to 
March 2021. 

Americans spent $9.2 billion traveling 
abroad, yielding a balance of trade surplus 
of $894 million for the month—the fifth 
consecutive month during which the United 
States enjoyed a balance of trade surplus for 
travel and tourism. 
 

Dufry wins two new six-year duty free and duty-paid contracts 
at Salvador International Airport in Brazil  

Vol. 23- 14 

Dufry has further strengthened is positon in 
Brazil with the award of two new six-year 
concession contracts at Salvador International 
Airport, where it will operate extended retail space. 
Under the new agreement, Dufry will operate two 
new duty free shops and a significantly expanded 
new duty-paid location.   
     With the new contract, a 788sqm walkthrough 
duty-paid store will be developed in the Departures 
Hall. It will carry both local and international 
brands.  
     In the International area, the 825sqm duty free 
retail space will be divided across an arrivals and a 
departures store, carrying all product categories 
including beauty, liquor, food & confectionery, 
tobacco, toys & souvenirs, fashion and luxury 
accessories. 

Dufry has had a presence in the airport since 
2015 where it currently operates a 95sqm last 
minute duty-paid store.  

The new contract consolidates Dufry’s strong 
footprint in South America and Brazil, where Dufry 
operates in 30 and 17 locations respectively. 

Salvador International Airport is the 9th largest 
airport in Brazil, serving 7 million passengers a 

year, of which 430,000 are international passen-
gers. Salvador International Airport is the ninth 
largest airport in Brazil, serving 36 destinations. 
The airport serves 7 million passengers a year, of 
which 430,000 are international passengers.  

Gustavo Fagundes, Chief Operating Officer for 
South America comments, “Dufry is delighted to 
have been awarded this important new contract and 
we would like to take this opportunity to thank our 
partners at VINCI Airports for the trust they have 
shown in us. With the new stores, in which we will 
be integrating the latest digital technologies, we 
will be able to offer a first class airport shopping 
experience to passengers visiting Salvador 
International Airport.”  

 David Thompson, Commercial Director of 
VINCI Airports in Brazil said: “We believe Dufry 
will offer an even better experience to its 
customers at Salvador Airport, ensuring an 
attractive and diverse offer of imported and 
domestic goods. At a time when air travel is 
resuming, it is very important to have strong 
partners that help make the journey of our 
passengers exceptional.”  
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Eight of the top 10 airports for 
passenger traffic in the 2021 
rankings complied by Airports 
Council International (ACI) World 
are in the United States with the 
two remaining in China. All top 10 
airports have a significant share of 
domestic traffic, the traffic segment 
that has been leading global 
recovery.  

Hartsfield-Jackson Atlanta 
International Airport (ATL, 75.7 
million passengers, +76.4%) is 
back at the top of 2021 rankings, 
followed by Dallas/Fort Worth 
International Airport (DFW, 62.5 
million passengers, +58.7%), and 
Denver International Airport 
(DEN, 58.8 million passengers, 
+74.4%). After reaching the top 
rank in 2020, Guangzhou Bai Yun 
International Airport (CAN, 40.3 
million passengers, -8.0%) slid to 
the eighth position in 2021. 

The biggest improvement 
recorded was from Orlando 
International Airport (MCO, 40.4 
million passengers, +86.7%) that 
jumped from 27th position in 2020 
to seventh spot in 2021. 

Total global passengers in 2021 
is estimated to be close to 4.5 
billion, representing an increase of 
almost 25% from 2020, or a drop 
of more than 50% from 2019 
results. BY THE NUMBERS 

IATA: Passenger traffic recovery continues in March  

BY THE NUMBERS 

U.S. airports dominate ACI’s 2021 busiest airports rankings  

 

MIA ranked as America’s busiest international airport 
Miami International Airport became the busiest U.S. gateway for international passengers while retaining 

its position as the busiest for international freight in 2021, according to preliminary 2021 airport 
rankings published in April by Airports Council International (ACI).  

MIA welcomed more than 13 million international passengers in 2021, moving it from 2nd place in 2020 to 
the top ranking in the U.S. and 11th place in the world. MIA remained the busiest airport in the U.S. and the 
ninth busiest in the world for international tonnage handled, at more than two million metric tons.  

With a total of 387,973 takeoffs and landings by passenger and cargo aircraft in 2021, MIA is also now 
home to the ninth-busiest airfield in the world with a 54% increase over 2020 – the largest increase among the 
10 busiest airports worldwide. MIA’s ninth-place finish is its highest global ranking in aircraft operations in 
decades, and a giant leap from 24th in 2020 and 30th in 2019. 

MIA finished 2021 with a total of 37.2 million passengers, which was twice its total of 18.6 million in 
2020. The global gateway also handled 2.7 million tons of freight in 2021, shattering its previous record of 2.3 
million tons in 2020 by 17%, for its second consecutive year of growth. 

     The International Air Transport 
Association (IATA) reports that 
passenger data for March 2022 
indicates that the recovery of air 
travel continues. Impacts from the 
conflict in Ukraine on air travel 
demand were quite limited overall 
while Omicron-related effects 
continued to be confined largely to 
Asian domestic markets.  

Total traffic in March 2022 
(measured in revenue passenger 
kilometers or RPKs) was up 76.0% 
compared to March 2021. 
Although that was lower than the 
115.9% rise in February year-over-
year demand, volumes in March  

were the closest to 2019 pre-
pandemic levels, at 41% below.  

March 2022 domestic traffic 
was up 11.7% compared to the 
year-ago period, far below the 
59.4% year-over-year improve-
ment recorded in February. This 
largely was a result of the lock-
downs in China related to the 
Omicron spread. March domestic 
RPKs were down 23.2% versus 
March 2019.  

International RPKs rose 285.3% 
versus March 2021, exceeding the 
259.2% gain experienced in 
February versus the year-earlier 
period. Most regions boosted their 
 

performance compared to the prior 
month, led by carriers in Europe. 
March 2022 international RPKs 
were down 51.9% compared to the 
same month in 2019. 
     “With barriers to travel coming 
down in most places, we are seeing 
the long-expected surge in pent-up 
demand finally being realized. 
Unfortunately, we are also seeing 
long delays at many airports with 
insufficient resources to handle the 
growing numbers. This must be 
addressed urgently to avoid 
frustrating consumer enthusiasm 
for air travel,” said Willie Walsh, 
IATA’s Director General.  

 

In a breakdown by geographic 
regions, North American 
carriers experienced a 227.8% 
traffic rise in March versus the 
2021 period, slightly down on the 
237.3% rise in February 2022 over 
February 2021. Capacity rose 
91.9%, and load factor climbed 
31.2 percentage points to 75.4%.  

     Latin American airlines’  
March traffic rose 239.9% compar-
ed to the same month in 2021, little 
changed from the 241.9% increase 
in February 2022 compared to 
February 2021. 

 
Continued on next page.  
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The Airport Restaurant and 
Retail Association (ARRA) has 
been taking a hard look at the 
impact of the pandemic on the 
aviation business, most recently 
hosting member forums entitled 
“Two Years In.” 

In April, ARRA examined the 
Airport Perspective, and this week, 
it approached the topic from the 
Concessionaire experience. The 
sessions were hosted and moder-
ated by ARRA Executive Director 
Andrew Weddig, who also kicked 
off the concessionaire session at 
the recent Summit of the Americas.  

At its April 2022 Forum, ARRA 
welcomed Matt Cornelius and 
Annie Russo of Airports Council 
International – North America to 
discuss how airports are faring in 
their recovery at the two-year mark 
of the pandemic. They discussed 
financial recovery, labor shortages, 
restoring full operations, and fede-
ral legislative priorities.  

As traffic has recovered, airports 
are in a better position, but they 
won’t be back to normal without 
the full return of international and 
business traffic.  

The robust increase in domestic 
leisure travel has certainly helped 
but long-term impacts are going to 
continue to affect the industry. Two 
years of low traffic numbers put a 
lot of airports at a disadvantage and 
impacts everything from bonding 
to infrastructure projects. It's going 
to take a while to catch up, but it's a 
lot better than it was. 

Governments acted very quickly 
to respond to the pandemic, to put 
in place protections for travelers, 
for workers, but they've been slow 
to take them back. 

Consumer behavior has also 
changed and this will change 
airport business models as well.  

Airports incurred a lot of cost 
for increasing cleaning, providing 
hand sanitizer, and all of the other  

COVID health measures needed. 
Those are now normal passenger 
expectations, said the speakers.  
 
Concessionaires speak out 

For its May 2022 Forum ARRA 
welcomed Gregg Paradies, CEO 
of Paradies Lagardère and 
Michael Svagdis, CEO of SSP 
America. The two CEOs discussed 
the industry recovery from the pan-
demic in the face of the new oper-
ating challenges of labor shortages, 
supply chains, and inflation.  

Weddig began the session 
observing that passenger traffic is 
approaching 2019 pre-COVID 
levels and the airport restaurateurs 
and retailers are seeing a recovery 
in progress. The key words are “in 
progress” for the concessions 
industry is definitely not recovered: 
there is still a long way to go to full 
recovery. 

  One of the key themes of the 
forum was debt. As traffic comes 
back, concessionaires are gener-
ating some cash, but they are still 
covering losses incurred during the 
pandemic. All took on “a ton of 
debt.” Many airports granted MAG 
relief – for which concessionaires 
are appreciative – but that didn’t 
pay the debt. 

Paradies Lagardère took on 
more than $100 million in debt, a 
huge burden that will take a long 
time to pay back.  

Svagdis noted that growth 
projections made prior to 2020 did 
not “materialize,” and the growth 
expected in ‘20, ‘21 and ’22 is “just 
gone.” Instead of two-three percent 
growth a year, they are starting 
from three years back.  

So now these companies have to 
repay and service the debt, cover 
current expenses, and in many 
cases begin paying MAGS, as well 
as rents that were deferred during 
the lockdown.  

Because of debt burdens, con-
cessionaires must be more cautious 
and strategic about investments 
they’re making and investments 
they’re passing on. It’s a balancing 
act, they said: balancing limited 
cash flow among paying COVID 
debt, meeting commitments, and 
taking advantage of new oppor-
tunities. 

 Recovery also has a labor 
perspective: full recovery requires 
a stable labor market. Capacity to 
deliver a great guest experience 
will be a mark of recovery, said 
Syagdis. And the current labor 
market is anything but stable.  

The entire economy faces too 
few available workers, rising costs, 
and intense competition to recruit 
and retain good employees. Wages 
are up 20% to 40% from last year 
in some markets, and last year they 
were up as well. Even so, the con-
cessionaires said they are short 
10% to 15% of desired employ-
ment levels. 

Both CEOs stressed that the 
industry cannot overlook the 
longer-term impacts of the 
pandemic. Higher construction 
costs, employee wages, and 
benefits costs are not going away. 
They are permanent changes in the 
business.  

Paradies and Svagdis also noted 
that some long-term positive 
impacts came out of the pandemic, 
such as a greater degree of colla-
boration between airports and 
concessionaires, as well as a 
greater focus on the customer 
experience. 
    ARRA invites you to watch the 
entire conversation here. 

  

IATA: Passenger traffic recovery continues in March  
Continued  from page 2 

The Latin American region benefitted from the end of bankruptcy 
procedures for some of the main carriers based there. March capacity rose 
173.2% and load factor increased 15.8 percentage points to 80.3%, which 
was the highest load factor among the regions for the 18th consecutive 
month.  

European carriers continued to lead the recovery, with March traffic 
rising 425.4% versus March 2021. This was an improvement over the 
384.6% increase in February 2022 compared to the same month in 2021. 
Capacity rose 224.5%, and load factor climbed 27.8 percentage points to 
72.7%.  
     Asia-Pacific airlines had a 197.1% rise in March traffic compared to 
March 2021 (up over the 146.5% gain registered in February 2022 versus 
February 2021.) While China and Japan remain restrictive to foreign 
visitors, other countries are becoming more relaxed, including South 
Korea, New Zealand, Singapore, and Thailand. Capacity rose 70.7% and 
the load factor was up 24.1 percentage points to 56.6%, the lowest among 
regions. 

Middle Eastern airlines’ traffic rose 245.8% in March compared to 
March 2021, an improvement compared to the 218.2% increase in February 
2022, versus the same month in 2021. March capacity rose 96.6% versus 
the year-ago period, and load factor climbed 31.1 percentage points to 
72.1%.  
     African airlines had a 91.8% rise in March RPKs versus a year ago, 
improved compared to the 70.8% year-over-year increase recorded in 
February 2022 compared to the same month in 2021. Air travel demand is 
challenged by low vaccination rates on the continent as well as impacts 
from rising inflation. March 2022 capacity was up 49.9% and load factor 
climbed 14.1 percentage points to 64.5%.  

ARRA invites airports and concessionaires to examine industry impact “Two Years In”  

 

ARRA Executive Director 
Andrew Weddig,  

https://www.youtube.com/watch?v=5ME0Nab3pmg
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 IN THE SPOTLIGHT

L’Oréal Travel Retail Americas 
announces the opening of its first 
Valentino Beauty make-up stores 
exclusively in partnership with 
DFS Group at John F. Kennedy 
International Airport (JFK) 
Terminal 4, and San Francisco 
International Airport (SFO) 
Concourse G.  

These two new flagships boost 
the strong travel retail brand roll-
out in the Americas that started last 
year.  
     In both JFK T4 and SFO G, the 
Valentino Beauty make-up and 
fragrance backwall is inspired by 
the codes of Maison Valentino. The 
space is characterized by the 
signature pink of the Pink Terrazzo 
(made with rose quartz, also used 
in the Maison's stores) and the Red 
Daydream, the color of the make- 

up packs created personally by 
Pierpaolo Piccioli, Maison 
Valentino’s Creative Director. 

Described by the company as a 
Roman palace blended with 
industrial design, the area is 
enhanced by bold neon lights.   

The new Valentino Beauty 
flagships feature Rosso Valentino 
refillable lipstick shades on one 
side of the backwall, along with 
Very Valentino foundation, with 
Roma Light Complex technology, 
an ultra-light formula with colors 
that adapt to all skin tones. The 
hero-product Go-Clutch is a 2-in-1 
product featuring a mini Rosso 
Valentino lipstick, and bronzer.  

The packaging of the lips, face 
and eyes make-up collection 
collection feature the fashionable 
Valentino V. 

 

The shopping experience is 
complemented by the signature 
Valentino fragrances, Born in 
Roma and Voce Viva. In the JFK 
T4 flagship, the consumer experi-
ence is enhanced by the unique 
voice print experience, starring the 
floral woody scent Voce Viva. At 
the counter in front of the back-
wall, consumers will enjoy a digital 
experience by recording their voice 
into their smartphone through a QR 
code, and sharing their voice print 
and recording via social channels 
and messaging services.  

L’Oréal Travel Retail Americas 
L’Oréal Luxe Division Manager 
Floriano Marrone said, “We 
launched Valentino Beauty last 
year in Travel Retail Americas 
with a powerful statement in 
fragrances thanks to the launch of 

Voce Viva. The launch of make-up 
is an important milestone and 
underlines our long-term 
partnership with DFS. This new 
range of iconic products will give 
us even more ways to inspire, 
engage and add value to the 
experience of our travel retail 
consumers.”  

DFS Group Senior Vice 
President Beauty Amael Blain 
added, “We are pleased to partner 
with Valentino and L'Oréal Travel 
Retail Americas on the introduc-
tion of these exclusive Valentino 
Beauty flagship stores in our key 
SFO and JFK airport locations. As 
the world's leading luxury travel 
retailer, DFS is delighted to bring 
our traveling customers the latest 
in luxury beauty and retailtainment 
wherever they visit.”  

Valentino Beauty opens first make-up stores in TR Americas with DFS Group 

 
 

 

The Valentino 
Beauty flagships in 
(top) New York JFK 
International Airport 
and (bottom)  
San Francisco 
International 
Airport.  
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The Macallan launches travel retail exclusive The Harmony Collection Fine Cacao 

The Macallan has launched the 
travel retail exclusive The 
Macallan Harmony Collection Fine 
Cacao. It is the first whisky in a 
new limited release series of single 
malts that will see the brand 
progress its journey towards 
sustainable packaging, and “brings 
together the worlds of whisky and 
chocolate.” 

 The Harmony Collection Fine 
Cacao follows the release of The 
Harmony Collection Rich Cacao 
for domestic markets in 2021. 
Retailing at US$160, The Harmony 
Collection Fine Cacao will be 
available in The Macallan 
Boutiques in selected international 
airports and Singapore Changi 
Airport Lotte Duty Free shops 
from May 2022, before being 
introduced more widely to global 
travel retail hubs from June 2022.  

The Harmony Collection Fine 
Cacao was inspired by The 
Macallan’s deep-rooted connection 
to nature and comes in sustainable 
packaging derived from recycled 
cacao husks. 

In Global Travel Retail, the 
launch will be supported by a retail 
experience with sustainability as 
one of its guiding design prin-
ciples.  

This sustainability strategy – a 
first for The Macallan - aims to 
reduce the consumption of non-
renewable resources, minimize 
waste, minimize carbon emissions, 
and reduce negative impacts on the 
environment. As a result, displays 
from the retail experience can be 
flat packed and dismantled for 
transportation, 95% of the 
materials used are sustainable and 
80% of displays are recyclable, 
increasing reusability for subse-
quent campaigns.  

To create the Fine Cacao 
edition, The Macallan Whisky 
Maker Polly Logan visited Girona, 
Spain, where she explored the 
chocolate-making process, 
uncovering the distinctive flavor 
profiles. 

 

Polly collaborated with world-
renowned pastry chef, Jordi Roca, 
the youngest of the acclaimed Roca 
brothers of El Celler de Can Roca, 
with whom The Macallan has a 
long-standing relationship. As part 
of the exploration, she visited 
Jordi’s famed chocolate 
factory, Casa Cacao in Girona and 
she also spent time with master 
chocolatier, Damian Allsop. 

 Logan drew inspiration from 
the duo, searching the sherry 
seasoned oak casks maturing at 
The Macallan Estate to seek out 
chocolate notes. 

 Crafted from a combination of 
European and American oak 
casks, the single malt whisky is 
characterised by a unique and 
elegant medium chocolate profile, 
which pairs perfectly with the 
finest chocolate for a luxurious 
sensorial experience, says the 
company. 

 The Macallan Harmony 
Collection Fine Cacao is encased 
in a fully recyclable and 
biodegradable presentation box, 
made using natural by-products in 
the chocolate-making process. The 
box is crafted using discarded 
husks from cacao pods and brings 
together The Macallan’s renowned 
craftsmanship with contemporary  

packaging techniques aimed at 
minimising waste. 

Polly Logan, Whisky Maker for 
The Macallan, said: “The 
Macallan Harmony Collection Fine 
Cacao is a delightful expression 
which brings together the worlds of 
whisky and chocolate. 

Working in collaboration with 
Jordi Roca, acknowledged as one 
of the best and most creative pastry 
chefs in the world, and with 
exceptional chocolatier, Damian 
Allsop, I went on a journey of 
discovery, learning of the 
craftsmanship, passion and 
creativity which goes into making 
chocolate. I uncovered a great 
synergy between the whisky and 
chocolate-making processes. Both 
take time and exceptional attention 
to detail, with even the slightest 
changes encouraging different 
aromas and flavours to emerge.  

 “For this travel retail 
expression, I set out looking for a 
specific chocolate note in The 
Macallan’s traditional sherry 
seasoned European oak casks and 
combined this with a vanilla note 
imparted by sherry seasoned 
American oak casks to sweeten it 
slightly. With a natural colour of 
toasted cacao beans, this exquisite 
single malt has a unique and  

elegant medium chocolate profile 
with raisin and toffee notes and 
offers a wonderful whisky and 
chocolate pairing experience.” 
     Jeremy Speirs, Regional 
Managing Director for Global 
Travel Retail, commented: “Travel 
retail exclusives have been a 
bedrock of our success in the 
channel – allowing us to showcase 
our creativity, innovation and 
heritage to global shoppers in new 
and exciting formats. With the 
launch of Harmony Collection Fine 
Cacao, we shine a light on our 
standout collaboration with the 
Roca Brothers while also 
demonstrating our sustainability 
credentials and the steps we are 
taking to help consumers make 
more environmentally friendly 
choices in travel retail.” 

.  
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EMPLOYMENT OPPORTUNITIES 

 

 

 

 
 

Otis McAllister 
has an immediate opening for an 

Assistant Trade Marketing 
Manager 

in its Travel Retail division 
 

Mission: 
The Assistant Trade Marketing Manager 

within Otis McAllister’s Travel Retail 
division will be responsible for 

managing, driving, and reviewing the 
Sales and Marketing plan for Otis 
McAllister’s Travel Retail division.  

They will take ownership of 
implementing brand activities specific to 
the customers, retailers and suppliers 
strategies to successfully position the 

brands. 
  

Responsibilities will include but not 
limited to: 

Promotional Execution. 
Key Customer Management 

encompassing assortment review, 
pricing and margin analysis, and in store 

presence. 
Compile Market Management reports for 

the sales and marketing team. 
Prepare customer and vendor meeting 

presentations. 
Assist with tradeshow coordination. 

Assist with invoicing and budget tied to 
trade spend and tradeshows. 

This position does entail traveling 
  

Desired Skills and Experience 
  

Excellent customer service and client 
relations skills. 

High Proficiency in Microsoft Office 
(specifically Power Point & Excel). 

Experienced in Adobe Creative Suite 
(specifically Photoshop and In-Design). 

Strong project management skills. 
Bachelor’s degree in business or 

marketing 
Bi-lingual in English & Spanish 

preferred. 
Work experience in Travel Retail 

industry preferred 
Interested candidates please contact   

Regine Merisier, 
Trade Marketing Manager 

rmerisier@otismcallister.com 

William Grant & Sons bolsters GTR Commercial and 
Brand Marketing teams with new hires 

William Grant & Sons has announced a 
trio of additions to its GTR Commercial and 
Brand Marketing teams.  

Gwilym Cooke has joined the William 
Grant & Sons (WG&S) GTR team as Head 
of Brand Marketing; Quentin Job takes up 
the role of Regional Director Asia Pacific & 
Middle East, GTR; while Charlotte Philips 
joins the GTR team as Global Brand 
Manager Premium Spirits. All three took up 
their respective roles on April 1, 2022. 

 The new roles bolster the GTR marketing 
function and will work alongside Head of 
Customer Marketing Lindsay Hitzeroth. 

 Gwilym Cooke’s role as Head of Brand 
Marketing GTR sees him defining vision, 
brand strategies and portfolio plans for 
WG&S’ entire GTR channel operations. 
Cooke has been with WG&S since 2014, in a 
number of marketing roles. 

 “I’m delighted to be joining the GTR 
team at such an exciting time; as the world 
continues to open up for people to enjoy 
travel again and we continue shaping how 
our world-class portfolio of brands can add 
value to that experience,” says Cooke. 
      Quentin Job replaces Matt Williams who 
left WG&S in October 2021. Previously with  

Pernod Ricard for 20+ years, he will focus on
driving business across the WG&S brand 
portfolio in the Asia Pacific & Middle East 
regions. He reports to David Wilson, 
Managing Director.  

 Job comments: “I am joining William 
Grant & Sons at a critical time for the GTR 
drinks industry.  I’ve long admired William 
Grant & Sons brands and I’m both excited 
and proud to be representing them across my 
region. After the massive impact of COVID 
across the GTR channel, the future is very 
bright for GTR as consumers start travelling 
and buying again.”  

Charlotte Philips was previously UK 
Brand Manager for Hendrick’s Gin and, in 
her new role, will focus on Glenfiddich and 
The Balvenie.  

She comments: “Not only is Global Travel 
Retail getting back to pre-pandemic levels as 
a top-three market for the business, but it is 
also a critical brand building channel where 
we build the continued leadership of our 
iconic brands. With new consumer trends 
emerging from the past years of instability, 
this raises ever-exciting opportunities for us 
take advantage of, allowing us to grow our 
footprint. Let the journey begin!” 

 

     Gwilym Cooke                                   Quentin Job                                  Charlotte Philips

Dr Jennifer Cords leaves Gebr. Heinemann 
Dr Jennifer Cords, Director Corporate Affairs & Corporate Compliance, is leaving Gebr. 

Heinemann at her own request and with immediate effect to pursue new professional challenges.  
The management of the Hamburg-based family business expressly regrets the decision of the 

accomplished Duty Free expert. 
“In her three years with our company, Jennifer has brought together the areas of Corporate 

Affairs, Corporate Compliance, Corporate Responsibility and Corporate Communications, anchored 
them in the company and professionalized them. In doing so, she has built a strong team across all 
areas,” says CEO Max Heinemann, who thanked her and wished hew well in her professional 
future.  

Cords joined Gebr. Heinemann in September 2018 and built up the Corporate Affairs 
department. At the beginning of the year, Cords took over the presidency of the German Travel 
Retail Association (DTRV) as well as the presidency of the European Travel Retail Association 
(ETRC) on a temporary basis until the election in June. Her succession at Gebr. Heinemann and in 
the associations will be decided in the coming weeks. 


