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 Canada extends border closing 
with U.S. through November 21 

The Canada-U.S. border closure 
agreement was set to expire on 
Oct. 21, but the Canadian govern-
ment announced on Monday that 
the closure will be extended until at 
least Nov. 21.  
     In a tweet on Oct. 19, the CBSA 
said: “We are extending non-
essential travel restrictions with the 
United States until November 21, 
2020. Our decisions will continue 
to be based on the best public 
health advice available to keep 
Canadians safe.”  
 

Godiva CEO goes to Wella 
     Annie Young-Scrivner will 
step down as CEO of Godiva 
Chocolatier to head up the newly 
formed Wella Company. Full story 
on page 5.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
            IN MEMORIAM 
              ROY HARMS 

Roy Harms, the founder of 
Romar Trading in Aruba, one of 
the Caribbean’s most important 
wine and spirits distributors, 
passed away on October 16, just 
one month before his 89th birthday. 

Roy leaves behind his wife 
Maritza and three children Milton, 
Belinda and Juliska along with 9 
grandchildren and two great-
grandchildren. 

Anyone who knew Roy will 
always remember him as one of the 
gentlemen of the travel retail and 
distribution business in the 
Caribbean. 

We at TMI share our sympathies 
and condolences with Maritza and 
the entire Harms family. 

 

Hawaii reopens to tourism using new pre-travel testing 
protocols 

If a traveler’s COVID-19 test 
comes back negative, they will be 
exempt from quarantine. If the 
results haven’t come in yet, the 
traveler will be required to 
quarantine at their place of lodging 
until the results come back. If the 
result comes back positive for 
COVID-19, the traveler and close 
contacts will be mandated to 
isolation for 14 days. 

The start of the pre-test 
program, which had initially been 
scheduled for August 1, had been 
delayed several times prior to the 
Oct. 15 launch. The Hawaii De-
partment of Health is in charge of 
the pre-travel testing program.  

In one worrisome note, the start 
of the program coincides with a 
record rise in the number of 
COVID-19 cases in Hawaii, 
although the new cases have been 
tracked to specific events on the 
islands.  

 
Drastic fall in travel 

The COVID-19 pandemic con-
siderably impacted visitor arrivals 
to the Hawaiian Islands. In the first 
eight months of 2020, total visitor 
arrivals decreased 69.0% to 
2,201,141 visitors, with signifi-
cantly fewer arrivals by air service 
(-69.1% to 2,171,349) and by 
cruise ships (-61.3% to 29,792) 
compared to the same period a year 
ago. 

 

 

In August 2020 alone, visitor 
arrivals dropped 97.6% compared 
to a year ago, according to 
preliminary statistics released by 
the Hawaii Tourism Authority’s 
(HTA) Tourism Research Division. 
All passengers arriving from out-
of-state during August were 
required to abide by a mandatory 
14-day self-quarantine, a measure 
that has been in effect since the end 
of March. Exemptions included 
travel for essential reasons like 
work or healthcare. On August 11, 
a partial inter-island quarantine 
was reinstated. The U.S. Centers 
for Disease Control and Prevention 
(CDC) continued to impose the 
“No Sail Order” on all cruise ships. 
In August 2020, a total of 22,344 
visitors traveled to Hawaii by air 
service compared to 926,417 
visitors during the same month a 
year ago. September figures have 
not yet been released.  

Despite the strict and expensive 
testing procedure (which could cost 
upwards of $250 a test), travelers 
are coming back. From Oct. 15 - 
Oct. 20, more than 31,000 people 
arrived in Hawaii, nearly 50% 
more than in all of August, 
according to Hawaii News Now. 

Continued on next page 

CONTACT KAREN.GRANIT@UNILEVER.COM 

Tourism dependent Hawaii 
reopened to trans-pacific visitors 
on October 15, allowing travelers 
who pre-test for COVID-19 to 
bypass the mandatory 14-day 
quarantine that has been in effect 
since March 26. 

The pre-travel testing for trans-
pacific travel program states that 
those who do not want to be 
subject to the state’s 14-day 
mandatory travelers quarantine 
must take an approved COVID-19 
test within 72 hours prior to 
departure from the final leg of 
travel. (Children under the age of 
five are exempt from the test.)  

The test must be done through 
one of the 17 trusted testing 
partners (listed here).    

Negative test results may be 
uploaded on the Safe Travels 
Digital Platform, and all travelers 
must also complete the state’s 
mandatory travel and health form 
on this digital platform. Travelers 
are encouraged to do this step 24 
hours prior to arrival in Hawaii. 
Airport screeners will review 
information upon arrival and 
conduct temperature screenings. 

Some islands will require a 
second test upon arrival. The big 
island of Hawaii, for example, is 
requiring an antigen test for all 
arriving trans-pacific travelers who 
are participating in the pre-travel 
testing program.   
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Improved airlift 
Optimistic about returning 

demand, Hawaiian Airlines 
announced that it will reinstate its 
East Coast flying in December with 
twice-weekly nonstop service 
between Honolulu’s Daniel K. 
Inouye International Airport (HNL) 
and Boston Logan International 
Airport (BOS) and thrice-weekly 
service between HNL and New 
York’s John F. Kennedy 
International Airport (JFK). It will 
also resume daily nonstop service 
between HNL and Long Beach 
Airport (LGB), offering access to 
its U.S. mainland network. 
 
Education Campaign 

A partnership between the 
Hawaii Tourism Authority (HTA) 
and the Hawaii Visitors and 
Convention Bureau (HVCB) has 
launched an educational video  

 

Airport e-commerce platform 
Grab and 3Sixty Duty Free have 
launched its first retail partnership 
at Dallas Fort Worth International 
Airport (DFW). The new partner-
ship allows travelers to pre-order 
from a large range of travel retail 
products, either for collection in 
store or delivery to gate via the 
Grab platform. 

 Jeff Livney, Chief Experience 
Officer at Grab, said: “We’re really 
excited to be venturing into airport 
retail for the first time with 3Sixty. 
As travelers return to the sky, it’s 
vital we provide shoppers with 
options they feel comfortable with. 
Some passengers will still prefer to 
browse a physical store, but there 
are many who will want the ease of 
mobile ordering, and the safety and 
hygiene of a touch-free experience. 
It’s important we tap into this 
demand for the benefit of the 
customer, as well as making it 
easier for retailers to reach a 
primarily domestic traveler for the 
foreseeable future.”    
     Commenting on the venture, 
Alex Anson, 3Sixty COO said: 
“3Sixty continues to innovate and 
drive omni-channel retail, and our 
partnership with Grab helps us to 
achieve our aspirations in this field. 

The Grab platform will enable us 
to combine the best available tech-
nology with world-class customer 
service and safety standards, 
offering safe alternatives to 
traditional shopping methods.” 

  “We are excited about bringing 
this touch-free retail experience to 
DFW,” said Ken Buchanan, EVP 
of Customer Experience & 
Revenue Management at DFW 
Airport.  “It enables our customers 
to explore the very best of the 
Airport’s retail offerings while also 
maintaining social distancing. And 
the convenience of ordering retail 
from your own mobile phone 
speaks to DFW Airport’s 
commitment to elevating the 
customer experience.”   

 The Grab program at DFW can 
be used by both domestic and 
international travelers, with 
collection or free delivery and the 
potential for home delivery in the 
future. 

 Grab’s omni-channel 
capabilities include a mobile 
marketplace, self-service kiosks 
and order at table technology 
provided to airports across the 
world. Grab was founded in 2014 
and launched the mobile 
marketplace at ATL in 2015. 

Kuleana campaign that stresses 
personal and collective respon-
sibility “to the people of Hawaii 
and the place we call home.”  

The new video encourages 
travelers to wear a mask, wash 
their hands, keep six feet apart, and 
share aloha with fellow travelers 
and residents. It has been sent to 
airline, hotel and activity partners 
to share with their customers 
within email confirmations, 
inflight, in-room and on property 
as available. Building on the health 
and safety messaging of the 
Kuleana video, in a few weeks, 
HTA and HVCB will also launch 
the Malama Hawaii Campaign in 
key West Coast source markets. 
 
Kuleana – Hawaii Travel Tips: 
Health & Safety: YouTube 
https://www.youtube.com/watch?v
=ruuzwJzGaMQ 

Hawaii reopens to tourism continued from page 1 

Dufry concludes rights offering; Alibaba 
takes 6.1% stake  

Dufry announces that it has successfully concluded the rights offering 
announced last week, raising gross proceeds of CHF 820 million in 
increased capital, approx. US$907 million.  

Dufry reports that 10,612,024 new shares were subscribed by existing 
shareholders as part of the rights offering, 9,178,033 new shares have 
been allocated to Advent International and 4,906,459 new shares have 
been allocated to Chinese e-commerce leader Alibaba Group. 

Following the closing of the offering, Advent International will own 
11.4% in Dufry and Alibaba Group will own 6.1%. Advent and Alibaba 
have agreed to a lock-up period of six months.  

Alibaba will invest 69.5 million francs in Dufry via three-year 
mandatory convertible notes with a 4.1% coupon convertible into 
approximately 2.1M shares at 33.22 francs each. 

As reported, Dufry will use the proceeds to buy out the rest of its 
Hudson unit for $311 million. The action will delist Hudson from the 
NYSE. 

The new partnership with Alibaba will bring together that group’s 
leadership in Chinese consumer retail and digital transformation with 
Dufry’s global travel retail expertise.   

The partnership is in line with Dufry’s growth strategy focusing on 
the Asian markets and builds on the company’s existing and long-dated 
footprint in China. Dufry first started to operate travel retail businesses 
in China in 2008.       

Please contact Tatiana Pinto (tatiana.pinto@dutyfreedynamics.com)
DFD’s Category Manager for Toys 

Grab and 3Sixty launch partnership at DFW 
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TRBusiness has announced the 
launch of Travel Retail Sustain-
ability Week, the first virtual event 
for travel retail dedicated solely to 
sustainability. 

Michael Barrett, in charge of 
Events and Corporate Social 
Responsibility at TRBusiness, tells 
TMI that Travel Retail Sustain- 
ability Week will take place during 
the first half of 2021, and aims to 
bring together all stakeholders 
from global DF&TR to discuss and 
showcase sustainable initiatives 
and services being implemented 
and proposed by industry sector 
companies and providers of 
external solutions and services.  

 The sustainability event will 
address the growing consumer 
concern and sensitivity towards the 
environment, which has gained 
added momentum since the start of 
the global coronavirus pandemic, 
he says. 

According to the launch 
announcement, Travel Retail 
Sustainability Week will feature a 
series of insight-driven webinars, 
workshops and a series of one-on-
one interviews geared towards 
stakeholders operating across the 
ecosystem of travel, retail, leisure, 
tourism and associated industries.  

Airports, cruise and ferry 
operators, airlines, retailers, brands, 
design companies, F&B firms and 
others with sustainable solutions 
are invited to share best practices, 
new ideas, sustainability goals and 
achievements. Travel Retail Sus-
tainability Week will also spotlight 
consumer insights on attitudes and 
behaviors on sustainable 
consumption. 

The event will also feature a 
Knowledge and Insights program 
that will enable companies to take 
part in one of a series of ‘pitching 
sessions’ where participants will 
showcase their sustainable 
solutions, products or services to 
the global audience. The pitching 
sessions will be organized by 
sector to ensure relevance among 
all audiences. 

 
 

TRBusiness to hold Travel Retail 
Sustainability Week in 1H 2021 

The organizers say that the 
Travel Retail Sustainability Week 
will allow visitors to view best-in-
class sustainable practices from 
industry leaders and pioneers. The 
event will feature showcases by 
airports, airlines, retailers, cruise/ 
ferry companies, brands and other 
stakeholders through their own 
exhibition hubs. 

 “There has been a concerted 
drive and desire from within the 
industry to move forward on 
reducing our plastic waste and 
carbon footprint. This, together 
with the hugely positive response 
to the recent TR Sustainability 
Forum meeting [which took place 
on October 1], served to confirm 
our plans to launch Travel Retail 
Sustainability Week,” commented 
Janice Hook and Nigel Hardy, Co-
owners and Managing Directors of 
TRBusiness. 

More details will be announced 
as available. For Travel Retail 
Sustainability Week speaking, 
webinar, solutions and services 
pitch program enquiries, contact: 
Michael@TRBusiness.com. 

Following last week’s report of 
the Frontier Awards winners, TMI 
here reports on the winners of 
TRBusiness’ third edition of its 
consumer-voted Travel Retail 
Awards. The awards, which are 
hosted in association with m1nd-
set, were announced in a virtual 
ceremony on Sept. 29 during the 
publication’s TRMarketplace 
digital networking forum. 

TRBusiness stresses that the 
awards are based on feedback from 
a panel of consumer bloggers and 
vloggers pus five thousand 
international travelers sourced from 
m1nd-set’s unique database, which 
accounted for 70% of the total 
scores. The blogger and vlogger 
feedback make up the remaining 
30%. 

 
The winners are: 

PRODUCT AWARDS 
Best Children’s Product 
  Lego Group – Lego Duplo 
Playroom 
Best Confectionery Product 
  Lindt & Sprüngli – Lindt Dulce 
de Leche Edition 
Best Electronics Product 
  iWalk (U2O Global) – Scorpion 
Air Pro 
Best Fashion and Accessories 
Product (including luggage and 
leathergoods) 
  Hugo Boss – Soody TR 
Best Fragrance Product 
  Molton Brown – Mesmerising 
Oudh Accord Gold Eau de 
Parfum 
Best Makeup Product 
   Dr Lipp – Superfood Tints 
Best Skincare, Haircare, Bath and 
Body Product 
  Long Haul Spa – Long Haul Spa 
Set 
Best Spirits Product 
  Diageo – Tanqueray Ten Gift Tin 
Best Sunglasses/Eyewear Product 
  Maui Jim – Hikina 
Best Travel Accessory Product 
  Cabeau – Evolution S3 
Best Watches & Jewellery Product 
  E Gluck Corporation – Anne 
Klein Gold Tone Covered Dial 
Bracelet Watch 
 
 

Best Wines Product 
B Lanson International Diffusion 
– Lanson Green Label 
Best Overall Travel Retail Product 
2020 
Diageo – Tanqueray No. 10 Ten 
Gift Tin 
 
AIRPORT AND CRUISE 
AWARDS 
Best Airport for Customer Service 
  Singapore Changi Airport  
Best Airport Digital and Social 
Media Offer 
  Dubai International Airport  
Best Airport for ‘Sense of Place’ 
  Vancouver International Airport 
(YVR) 
Best Airport for Retail 
Environment 
  Hamad International Airport,    
  Doha (DOH) in partnership with   
  Qatar Duty Free 
Best Airport voted by Millennials 
  Hamad International Airport,      
  Doha (DOH) 
Best F&B Offer at an Airport 
(NEW) 
  Singapore Changi Airport (SIN) 
Best Retail Environment Onboard a 
Cruise Ship (NEW) 
  MSC Cruises 
Best Green Initiative at an Airport 
(NEW) 
Budapest – Free Eco-Friendly 
Shopping Bags 
The winner receives an environ-
mentally friendly trophy, plus the 
opportunity to nominate an envir-
onmental charity of choice to 
receive a donation, courtesy of 
Distell International. 
 
“Research by m1nd-set shows that 
consumers are 22% more likely to 
purchase a product displaying a 
label that says ‘Finalist – Voted by 
Shoppers’ and 31% are more likely 
to purchase a product with a label 
that says ‘Winner – Voted by 
Shoppers,’” said Janice Hook and 
Nigel Hardy, Joint Managing 
Directors and Co-owners, 
TRBusiness in a recent article about 
the awards. 
 
 
 
 

2020 consumer-voted Travel Retail 
Awards winners announced
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 The Moodie Davitt Report: “Overwhelmingly positive  
reaction” to inaugural Virtual Travel Retail Expo 

 

Speaking at a virtual meeting of 
WiTR members on October 15,  
FILTR Operations Director Lucy 
Hillyard said: “We really felt that 
the ImpactHK message of 
#kindnessmatters has never seemed 
more apt than this year. We wanted 
to step up and do something to 
help.” 
 
30-day encore, new date for ‘21 

The live event, which took place 
from October12-16, is being 
followed-up with a 30-day ‘encore’ 
period. Exhibitors and visitors are 
being granted access to all areas of 
the Expo platform, including the 
stands and suites in the Exhibition 
Hub and on-demand sessions of the 
Knowledge and Experience Hub, 
without additional charge.  

In the first few days of the 
encore, the Moodie Davitt 
organizers report that hundreds of 
industry executives are returning to 
the Expo to pick up from last week. 

The Moodie Davitt Report has 
announced plans to build on the 
success of the inaugural Virtual  

 

The Moodie Davitt Virtual 
Travel Retail Expo appears to be 
an unqualified success on every 
level.  

By the numbers, the organizers 
report that participation figures as 
of Oct. 17, included 4,373 unique 
visitors across the 5 days, 50% 
visitor traffic retention from day 1 
to day 5, 124 stands and suites, 
with over 183,611 impressions, 
165,000 stand content clicks, 42 
Knowledge Hub sessions with 
30,051 views, and 32 Experience 
Hub sessions with 9,147 views. 
These numbers will be rising since 
the platform will remain up for 
another 30 days. 

As we mentioned last week, the 
ground-breaking event was 
informative, creative, fun and 
effective. Although virtual, it 
allowed the industry to gather 
together and converse in real time. 
It also had heart. In addition to the 
participation numbers, the Virtual 
TR Expo raised thousands for 
several charities.  

 “Having spent a lot of time 
exploring travel retail outlets in 
my time, it was important to me 
to offer something special to 
travelers – especially during 
these trying times.  

“Launching a product 
exclusively to 
travel retail is not  
something we often do,  
so we are excited to  
bring such a unique  
expression to our 
friends in airports  
across the world.” 
     Freddie Noe added:  
“I really enjoy breaking 
the rules and creating  
new and exciting  
expressions, so it was  
an honor  to create this  
unique whiskey 
 

From Smiles to Trees 
Pledging to fund a cleft opera-

tion through Smile Train for every 
paid exhibitor at the event, the 
Moodie Davitt Virtual Travel 
Retail Expo donated US$28,000 to 
fund 112 cleft operations. 

Through the Trinity Forest 
Project, soft launched at The 
Trinity Forum in Doha last year, 
the organizers also pledged to 
plant a tree for every visitor to the 
Virtual Travel Retail Expo. This is 
powered by One Tree Planted, a 
501(c)(3) non-profit organization. 
According to the Moodie Davitt 
Report President Dermot Davitt, 
this one visitor = one tree formula 
translates into 4,250 trees being 
planted at this time.  
 
WiTR charity funded 

FILTR, the Moodie Davitt 
Report’s partner in curating the 
Virtual Travel Retail Expo, also 
donated US$16,000 to ImpactHK, 
the designated charity this year for 
the Women in Travel Retail 
networking group.  

TSA screens 1M passengers 
for first time since April  

More than 1 million 
passengers were screened at U.S. 
airports last Sunday, Oct. 18. 
This is the first time volume 
topped 1 million since the pan-
demic low point on April 14, 
when 87,534 people were 
screened, according to a tweet by 
TSA spokesperson Lisa 
Farbstein.  

That number is still 60% 
percent lower than this time a 
year ago, she noted. 

The Transportation Security 
Administration (TSA) announced 
that it screened 1,031,505 people 
at security checkpoints nation-
wide on Oct. 18, and reported 
four consecutive days of more 
than 900,000 travelers, leading 
up to that.  

This week TSA has been 
checking through lower numbers, 
however, in the 660,000-700,000 
range so far.  

Jim Beam announces “landmark” GTR exclusive premium Lineage bourbon 

Travel Retail Expo with a bigger 
and more evolved event in the 
second half of 2021, at a date still 
to be determined.  

Jim Beam Bourbon is launching 
Lineage, a batched premium 
expression exclusive to travel 
retail. 

The whiskey is the first 
collaboration between Jim Beam’s 
7th and 8th generation family 
distillers, Master Distiller Fred Noe 
and his son Freddie. 

Lineage is the first bourbon 
from the Jim Beam portfolio to 
feature Freddie’s name and will be 
available to purchase in the global 
travel retail channel early 2021 for 
a suggested price of $250. 

Aged in charred white oak 
barrels in Warehouse K since 2004, 
the bourbon is 15 years old, 110 
proof and has notes of spice, 
vanilla and caramel. 

Ed Stening, Head of Marketing 
Global Travel Retail at Beam 
 

Suntory, said: “The collaboration 
between Fred and Freddie is a 
landmark moment in Jim Beam’s 
long-standing history.  
     “The chemistry between the 
father and son duo is undeniable 
and has led to the creation of a 
truly unique whiskey.       
     “Championing innovation like 
this in travel retail is extremely 
important to us and something 
we’re committed to as we look to 
ensure the growth of the channel 
now and in the future.” 

 “Lineage represents a 
significant moment in the history 
of Jim Beam. Not only is it a 
collaboration between the seventh 
and eighth generation of distillers 
in our family, but it’s a blend of 
the past, the present and the 
future,” says Fred Noe. 
 

with my dad – one that’s different 
from anything out there in the 
bourbon world.” 
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Shiseido Travel Retail's Virtual Travel Retail Expo 2020 Suite  
highlights versatility of the digital concept 

Godiva CEO goes to Wella
Annie Young-Scrivner will step 

down as CEO of Godiva Chocola-
tier at the end of November to head 
up the newly formed Wella 
Company, announced investment 
firm KKR, which is acquiring 60% 
of Wella from Coty Inc. 

After the transaction closes, the 
Wella Company will operate as a 
separate company with its own 
management team and operational 
structures. The new company will 
include the Wella Professional, 
Clairol, OPI, Nioxin and ghd 
brands, which are valued at $4.3 
billion under the terms of the 
transaction. Coty will continue to 
own 40% of the company. 

Sylvie Moreau, current presi-
dent of Coty’s professional and 
retail hair businesses, will remain 
in her role until the deal closes, 
which is expected to happen by the 
end of the year. 

Young-Scrivner was CEO of 
Godiva for three years, leading 
expansion into new channels and 
categories, growing the brand’s 
digital experience and driving the 
company’s social impact efforts to 
empower women. 

Prior to Godiva, she spent seven 
years in senior positions at 
Starbucks Corporation and held 
senior leadership roles during 19 
years at PepsiCo Inc. 

Shiseido Travel Retail’s 
Platinum Suite at the Virtual 
Travel Retail (TR) Expo 2020, 
themed The TR New Retail by 
Shiseido, invited key stakeholders 
and industry partners on a journey 
that envisioned the ‘New Retail’ 
concept in travel retail.  

Visitors were guided through 
tailor-made pathways showcasing 
the company’s key business 
strategies, marketing plans and 
consumer insights that have helped 
to drive its growth in the channel. 
The suite experience is completed 
by an introduction to Shiseido 
Travel Retail’s new and upcoming 
products from its growing travel 
retail portfolio, which now 
includes THE GINZA, Drunk 
Elephant and Tory Burch. 

Philippe Lesné, President & 
CEO, Shiseido Travel Retail 
commented: “Since 1872, Shiseido 
has been at the forefront of beauty 
innovation and our participation at 
the Virtual Travel Retail Expo 
reflects this pioneering spirit. As 
we pivot our business to adapt to 
an ever-changing global environ-
ment, we are strengthening our 
commitment to digital innovation 
and the traveler experience, with 
consumer-centricity at the heart of 
all our marketing strategies. 

“We are excited to showcase 
our plans for the future of travel 
retail and reinforce Shiseido Travel 
Retail as an ideal long-term 

collaborator among our partners in 
the Trinity as the channel works 
towards recovery and growth.”  

Anchoring the suite experience, 
a ‘Power Hour’ guided tour is led 
by Shiseido Travel Retail repre-
sentatives. A virtual beauty 
consultant welcomes guests at the 
suite’s lobby lounge, against a 
backdrop that captures the full 
portfolio of brands, each 
represented by its signature color – 
a visual metaphor for Shiseido 
Travel Retail’s passion for 
storytelling.  

At the ‘New Retail’ Desk, the 
virtual beauty consultant intro-
duces Shiseido Travel Retail’s 
consumer experience vision and 
innovative solutions for the future 
of travel retail. With Retail 
Excellence at its core, Shiseido 
Travel Retail has reimagined a safe 
and engaging experience for 
travelers and employees.  

With the support of the Share 
STR mobile application, beauty 
consultants all over the world will 
have access to digital training 
modules, which also includes in-
depth hygiene guideline modules 
to prepare them for the new normal 
of consumer interaction.  

Other innovations include next-
generation store counter con-
cepts and social connectivity tools 
that will allow travelers to connect 
with Shiseido Travel Retail’s 
portfolio of brands and enhance 

their shopping experience, both 
online and offline. Airfree, 
Shiseido Travel Retail’s partners in 
the air, is also featured in this area, 
presenting its end-to-end e/m-
commerce solution for inflight 
duty free. 

Moving through the suite, 
visitors will arrive at The Insights 
Gallery, which is helmed by the 
Consumer & Market Intelligence 
team. Designed as a refreshing 
space that emulates a Japanese 
garden, the room showcases the 
consumer and commercial insights 
that lay the foundation of Shiseido 
Travel Retail’s omni-channel 
marketing strategies. Here, visitors 
can browse four key projects, 
ranging from travel retail 
exclusives to post-COVID-19 
travel retail shopping behavior.       

The Insights Gallery reflects 
Shiseido Travel Retail’s commit-
ment to data-driven insights and 
highlights the combined impact of 
retailer-brand partnerships that are 
based on consumer-centricity, says 
the company.  

The individual Brand Rooms 
treat visitors to a unique exper-
ience from each of the Group’s 15 
brands. In the Skincare category, 
this includes Shiseido, Clé de Peau 
Beauté, THE GINZA’s, IPSA, 
ELIXIR, ANESSA and Drunk 
Elephant with its ‘skin’s happy 
place’ philosophy. 

For make-up there is NARS, 
Laura Mercier and bareMinerals.  

In the fragrance category,  

The Insights Gallery at the Virtual TR Expo reflects Shiseido Travel 
Retail’s commitment to data-driven insights and highlights the 
combined impact of retailer-brand partnerships that are based on 
consumer-centricity.  

Shiseido Travel Retail is featuring 
Dolce&Gabbana, Issey Miyake, 
Narciso Rodriguez, Serge Lutens 
and Tory Burch.  

The Shiseido suite is open to 
registered visitors of the Virtual 
TR Expo through mid-November. 

Rooms such as this one for Dolce&Gabbana capture the unique experience 
of each of Shiseido Travel Retail’s 15 brands. 
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EMPLOYMENT OPPORTUNITIES  

Shiseido Miami office has an 
immediate opening for a Retail 
Manager (Account Executive), 

based in Miami. Ideal candidate will 
have a minimum of 2-3 years 

experience in the Travel Retail 
luxury goods industry. 

 
Responsibilities include developing 
sell-out figures for its cosmetics and 

fragrance brands through 
supervision of salespeople and 
implementation of the brands’ 
merchandising and promotion 

guidelines. 
Experience in retail sales is a plus. 
Must be able to travel 40 to 50% of 

the time. 
  

Applicants please send resumes 
to:  gcamplani@sac.shiseido.com 

 
or  

srojas@sac.shiseido.com 

 

 

https://www.stansfeldscott.com/careers/description/caribbean-area-manager4

