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 DFWC Academy launches 
free “Return to Work” course  

The Duty Free World Council 
Academy (DFWCA) has created a 
training course which will provide 
industry front line sales staff with 
guidelines on how they can ensure 
their safety and that of their 
customers as duty and tax-free  
stores re-open around the world. 

The online course is offered free 
of charge to all industry stake-
holders and contains valuable 
guidelines for all staff in retail 
shops.  

All companies with staff work-
ing in airport stores are encouraged 
to roll it out to all their frontline 
retail staff. Retailers and suppliers 
can obtain a company specific 
registration to allow them, if 
desired, to monitor the extent of 
participation by their staff.  

The course, which takes around 
15 minutes to complete, has been 
developed based on the Duty Free 
World Council Retail Operations 
Recovery Protocols. The Protocols 
set out best practice for retailers 
and their staff on the safe re-
opening of duty and tax-free stores 
and the course will demonstrate 
how these can be implemented in 
the duty and tax-free retail 
environment.  

Clearly domestic legislation 
must be followed, says the DFWC 
Academy, but the basic principles 
expressed in the Protocols are 
sound good practice and widely 
accepted. 
     All organizations with frontline 
staff in duty and travel retail stores 
are encouraged to avail of this 
course and ensure that all industry 
front line staff have the knowledge 
on how they can safely return to 
work and welcome customers in a 
safe store environment. Go to 
https://www.dutyfreeacademy.com
/dfwc-academy-return-to-work-
best-practice-course/ for details. 

 
 

 

Experts at ASUTIL webinar paint dire aviation scenario for 
Latin America  

Two aviation specialists 
presented a sobering overview of 
the impact that the COVID-19 
pandemic is having on the aviation 
sector in Latin America at the most 
recent ASUTIL webinar held on 
July 23.  

Rafael Echevarne, Director 
General of Air Council Interna-
tional – Latin America Caribbean; 
and Gonzalo Yelpo, Legal Director 
and General Counsel of ALTA, 
the Latin American and Caribbean 
Air Transport Association 
discussed aviation at the session, 
entitled Proactive Steps.  

 
LAC lost half its air traffic in 1H 

Following a brief introduction 
by ASUTIL President Gustavo 
Fagundes, ACI’s Echevarne 
reported the stark news that overall 
passenger traffic in all of Latin 
America in the first half was 51% 
lower than the same period last 
year.  

“In other words, the Latin 
America-Caribbean region has lost 
half of its air traffic so far.” 

He noted some differences by 
country: Mexico --the only country 
in the world that instituted no air 
traffic restrictions, and maintained 
the most domestic flights in the 
region, saw its air traffic fall 70%, 
rather than the 90% drop seen in 
the region as a whole.  

Brazil was also able to continue 

domestic flights, although not as 
much as in Mexico. Chile also has 
some domestic traffic and Ecuador 
has both domestic and international 
traffic, but the volume is very 
small. 
     But in countries like Colombia 
and Argentina, the lockdown has 
been very strict, he reported. 
Ecuador is the only country that 
went from lockdown to an opening 
of transportation. And Uruguay is 
the only country in the region that 
the European Union has cleared to 
allow flights with Europe.  

On a more positive note, 
Echevarne reports that the airports 
throughout the region have already 
implemented all the sanitary 
protocols to ensure that aviation is 
not a vector of transmission of 
COVID-19.  

“There is no reason that an 
airport cannot implement those 
measures,” he argued. “These 
measures include only allowing 
travelers access the terminal 
building, mandating that all 
passengers and employees wear 
masks, and improved cleaning and 
safety protocols.” 

Echevarne notes that air 
passengers departing a country will 
not see significant differences from 
the way it was before the 
pandemic-- mostly this will entail 
the use of masks, trying to keep 
sufficient physical distance  
 

between people, and more regula-
tion of traffic flows among people.  

But passengers will experience 
many new protocols upon Arrivals 
—including temperature checks, 
and filling out health immigration 
forms, etc. and space must be 
assigned within the airport for 
these activities.  

The actual impact on air travel 
depends upon which health 
measures each country imposes, he 
said. 

 
1.cCountries that demand all 
arriving passengers go into 
quarantine, immediately reduce 
travel demand, especially for 
tourism.  
 
2. Countries that require arriving 
passengers to present proof of 
being COVID free (requires test 
results taken within 72-24 hours or 
undergoing test upon arrival) also 
reduce traffic, but not as much as 
the full quarantine scenario.  
 
3. Countries that institute travel 
corridors/travel bubbles, on the 
other hand, are stimulating air 
traffic. For example, the whole of 
European space is currently a travel 
bubble. People can travel freely 
within this space with no need to 
take tests or go into quarantine. 
 

Continued on page 2.  

ASUTIL panel: Jose Luis Donagaray - ASUTIL; Martin Laffittee - Bernabel; Alvara Neto - Dufry Mexico; Rafael Echevarne 
– ACI-LAC; Gonzalo Yelpo - ALTA; and Gustavo Fagundes - Dufry/ASUTIL.  
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Echevarne concluded his 
comments discussing the impact 
that this 51% plunge in air traffic is 
having on the economic health of 
the region: “Every day air traffic is 
closed impacts the ensuing 
economic recession,” he warned. 

ASUTIL Secretary General Jose 
Luis Donagaray, who was 
moderating the session, commented 
that opening the airports is step 
one, after which the airlines will 
have to decide routes and 
frequencies of flights.  

 
ALTA: LA airlines may not 
recover until 2025 

Gonzalo Yelpo, Director of the 
Latin American and Caribbean Air 
Transport Association (ALTA), 
which represents the airlines in the 
region, dove deeper into some of 
the numbers.  

ALTA reported that airlines 
operating in the Latin American 
and Caribbean market transported 
only 1.08 million passengers in 
April, which was 97% less than in 
April 2019, when nearly 35 million 
passengers flew. In May, the 
region’s airlines flew 1.5 million 
passengers versus 35 million a year 
ago, down by 96%. 

“Air traffic had been doubling 
every 12 years since the 1970s. In 
2008 the region had 381 country 
pairs, countries connected by air. In 
2019 this had grown to 471 country 
pairs,” Yelpo explained. 

“At the start of 2020, our 
forecast was for 5% growth for the 
year. But now we are forecasting 
only 50% of the traffic of 2019. 
And if the lockdowns continue, I 
am not sure that we will reach even 
50%. 

“To put the traffic in perspec-
tive, Latin America saw 1-2 million 
passengers fly in April and May, 
versus a normal month of 35 mil-
lion. We expect the same drop for 
June, when the numbers come in. 
The last time we had such low 
numbers was in the 1960s,” he 
said.  

Looking at ACI’s report of air 
traffic down by 51% in the first 
semester, Yelpo pointed out that 
the first two and a half months of 

 

air traffic in the region was busi-
ness as usual, so the drop was 
recorded in only three months.  

“Until the start of the pandemic, 
air traffic in the region had been 
growing at a rate of +5% per 
month,” he noted.  

Most distressingly, ALTA 
estimates that traffic will not 
recover to 2019 levels until 2025, 
which is longer than earlier 
estimates. This number reflects 
only the Latin American and 
Caribbean carriers, however, and 
does not factor in the international  

airlines that operate in the region.  
Adding in the international 

carriers that serve the region could 
bring the time frame for recovery 
forward a little more in line with 
other estimates.  

Yelpo also explained that unlike 
airlines in the U.S. and Europe, 
which are receiving some aid and 
support from their governments, 
Latin American airlines and 
airports are not receiving any 
government assistance.  

 “The airlines are running out of 
cash. When flying begins again,  

there will be less capacity and  
resources, so we will still see lower 
traffic,” he warned. Citing data 
from travel searches, Yelpo said he 
sees no indication that people are 
looking to travel to the region at 
this time.  

He concluded with the forecast 
that ALTA expects US$18 billion 
in losses in revenue in LAC due to 
COVID.  

“And many countries were in 
economic trouble before the health 
crisis,” he cautioned. 

L. Pasternak 
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Bernabel efforts onboard Buquebus ferries spur duty free sales 
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Despite restricted border 
crossings and minimal sailings, the 
duty free stores on the Buquebus 
Ferries sailing between Buenos 
Aires and Montevideo are regis-
tering 78% footfall rates, 100% 
conversion to sales and average 
tickets more than 12% higher than 
normal. 

Martin Laffitte, director of 
Bernabel Trading, the duty free 
concession holder on Buquebus 
Ferries and Montevideo Port, told 
attendees at last week’s ASUTIL 
webinar that the stringent sanitary 
efforts and onboard services his 
company is providing have ensured 
passengers are comfortable enough 
to shop in the stores.  

The ferry line, which has been 
authorized by the Argentine and 
Uruguayan governments, is 
currently sailing between Buenos 
Aires and Montevideo only once 
per week on a special repatriation 
service of residents in both 
countries. The special service 
began operating in mid-June and 
Bernabel opened its Rio de la Plata 
Duty Free stores at the same time.  

Services from and to Colonia 
are not operating at present. 

Sanitary protocols for those 
sailing are very strict, explained 
Laffitte. Passengers must arrive 
three hours before sailing to check 
in and take a compulsory COVID 
19 test, if they have not done so in 
the previous 48 hours. Buquebus 
has set up a special laboratory 
onboard their flagship Francisco 
vessel to carry out tests with results 
available prior to sailing.  
   Instore sanitary protocols include 
social distancing – no more than 
60-70 passengers are allowed to 
shop at any one time, considerably 
below the normal capacity. Passen-
gers are obliged to wear face 
masks, requested to use shopping 
baskets and avoid crowding into 
any one sector, keeping a minimum 
distance of 1.5m from other 
shoppers. Gel alcohol sanitizers are 
available for use throughout the 
store. Only one of every two cash 
points are in operation and custom-
ers are encouraged to pay by credit 
card although payment in cash is 
still possible. 

 

     To encourage shopping, 
Bernabel is featuring targeted 
promotions with flyers and updates 
on its webpage. Onboard, 
Buquebus has introduced new 
mobile carts to deliver products to 
travelers in their seats. 

This delivery – which focuses 
on top-selling merchandise in each 
category -- has been working 
especially well for those who don’t 
want to visit the store, says 
Laffitte. 

“With the protocols on board, 
which have been audited by 
Bureau Veritas, and the measures 
we have taken in the store, we have 
found that shoppers are making 
purchases and our average ticket 
over the last month is actually up 
12.89% compared to pre COVID-
19 travel,” he comments.   

In the overall sales mix, alcohol 
is booming. Laffitte reports that 
spirits sales are up by more than 
43%, and alcohol has strengthened 
its position as #2 category after 
perfumes, where sales have held 
steady. He credits the strong rise in 
alcohol sales to the fact that people 

 

are drinking more at home due to 
the closure of bars and restaurants. 
Bernabel features a strong 
assortment of top name spirits 
brands and has one of the best 
selections of malt whiskies in the 
region. Confectionery sales were 
down by 8% but other foodstuffs 
rose by just over 5%, he notes. 

Of critical importance, people 
feel relaxed enough with 
conditions onboard that almost 
80% of travelers are visiting the 
store and 100% are making a 
purchase, says Laffitte. 

The Bernabel executive is 
optimistic that if the contagion 
numbers in Uruguay and Argentina 
are kept under control, more ferry 
services will be operated between 
the two countries, before the end of 
the year. The demand should be 
there. With the current uncertainty 
and restrictions surrounding travel, 
he believes that many Argentine 
residents would prefer to take their 
summer vacation in the beaches 
around Punta del Este than go 
elsewhere.              

John Gallagher 

IATA: Recovery delayed until 2024 as international travel remains locked down 
The International Air Transport 

Association (IATA) released an 
updated global passenger forecast 
showing that the recovery in traffic 
has been slower than expected. In 
the new forecast, global enplane-
ments are estimated to fall 55% in 
2020 compared to 2019 (the April 
forecast was for a 46% decline). 
Passenger numbers are expected to 
rise 62% in 2021 off the depressed 
2020 base, but still will be down 
almost 30% compared to 2019. A 
full recovery to 2019 levels is not 
expected until 2024, one year later 
than previously forecast.  

IATA’s June 2020 passenger 
traffic report reflects the slower-
than-expected recovery. Traffic, 
measures in RPK, fell 86.5% 
compared to the year-ago period. 
That is only slightly improved 
from a 91.0% contraction in May, 
and was driven by rising demand 
 

in domestic markets, particularly 
China. The June load factor set an 
all-time low for the month at 
57.6%. 
 

The more pessimistic recovery 
outlook is based on a number of 
recent trends: 

Slow virus containment in the 
U.S. and developing economies: 
Although developed economies 
outside of the U.S. have been 
largely successful in containing the 
spread of the virus, renewed out-
breaks have occurred in these 
economies, and in China. Plus,  
there is little sign of virus contain-
ment in many important emerging 
economies, which in combination 
with the U.S., represent around 
40% of global air travel markets. 
Their continued closure, particu-
larly to international travel, is a 
significant drag on recovery. 
 

Reduced corporate travel:  
Corporate travel budgets are 
expected to be very constrained as 
companies continue to be under 
financial pressure even as the 
economy improves. In addition, 
while historically GDP growth and 
air travel have been highly corre-
lated, surveys suggest this link has 
weakened, particularly with regard 
to business travel, as video confer-
encing appears to have made 
significant inroads as a substitute 
for in-person meetings. 
 

Weak consumer confidence:  
While pent-up demand exists for 
VFR (visiting friends and relatives) 
and leisure travel, consumer con-
fidence is weak due to concerns 
over job security and rising unem-
ployment, as well as risks of  
catching COVID-19. Some 55% of 
respondents to IATA’s June  
 

passenger survey don’t plan to 
travel in 2020. 

“Passenger traffic hit bottom in 
April, but the strength of the upturn 
has been very weak. What 
improvement we have seen has 
been domestic flying. International 
markets remain largely closed. 
Consumer confidence is depressed 
and not helped by the UK’s 
weekend decision to impose a 
blanket quarantine on all travelers 
returning from Spain. And in many 
parts of the world infections are 
still rising. All of this points to a 
longer recovery period and more 
pain for the industry and the global 
economy,” said Alexandre de 
Juniac, IATA’s Director General 
and CEO.
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 COVID fallout stimulates rush to D2C for high-end watches 
A comment and analysis by watch industry specialist, Mark Lewis-Jones 

 

COVID-19 has been an acceler-
ator for the trend towards online 
commerce, and with retailers under 
forced or volitional closure, they 
have stock that still must be sold. 
So it is no wonder that smart 
brands have beefed up their digital 
platforms to optimize sales. 

Swiss watch brands are not 
exempt from the phenomenon, and 
beyond a few unapologetic early 
adopters of D2C (direct-to-
consumer) sales, like Audemars 
Piguet, many others have been 
contemplating it, and at pains to 
find the right moment to pull the 
trigger. Because the oft-unspoken 
truth is, the industry was already 
under siege before the COVID-19 
crisis.  

Excepting several of the top 
brands, year on year sales 
continued to drop for the majority 
of the Swiss brands, and the worst 
affected were in the entry level 
segment, swept away by sales of 
Apple watch (and other wearables). 
If overall unit sales were dropping, 
and raising prices was 
unconscionable, then where else 
could brands maintain revenues? 
Perhaps recapture and repatriate 
significant margin by selling direct 
to consumer, and eliminating the 
intermediaries. Welcome to the 
new normal! 

Who has pulled that trigger 
already?  Omega, TAG, Ulysse 
Nardin, Hublot, and Zenith, for 
starters. More will follow.  

But what about their retail 
partners? Well, better get used to it. 
For as “unfair” as [retailers] may 
deem that competition to be, even 
after years, if not generations of 
loyal partnership, the simple fact 
remains: the same digital tools that 
brands are employing can also be 
leveraged by retailers. Instead of 
complaining, think about what 
relevant tools can be adopted to 
expand reach, build community, 
optimize customer (and prospect) 
experiences, and drive turnover. 

 

Because unless you have very 
deep pockets, therein lies part of 
the solution to the immediate, and 
probably ongoing challenge. 

As retail expert, George 
Minakakis advises retailers in his 
latest book, The Great Transition: 
“If you are not carefully assessing 
technological opportunities in your 
industry and adopting what makes 
sense, they will ultimately become 
your competitive threats.” 

While COVID-19 has indeed 
sped up the move to D2C sales, 
and despite current closures of 
physical stores, for those that 
weather this storm, customers will  
return to shop and spend, touch and 

experience. So D2C will not totally 
decimate the future of retailers. 

The idea of technology is to 
enhance customer experience, not 
replace it. While D2C is here to 
stay, ultimately the person holding 
the wallet will decide how, when, 
and where they will make their 
purchase.   

Brands, and retailers alike, must 
provide a phygital ecosystem that 
facilitates that choice, which 
includes brick-and-mortar stores, 
as well as online sales platforms.  

Today, the customer truly is the 
center of the conversation.   

Get onboard or get left behind. 

 

Mark Lewis-Jones has worked in 
the global travel retail and luxury 
goods industry since 1991. 
Based in Panama, he consults to a 
number of firms in business and 
brand development in the region 
encompassing the Caribbean, Latin 
America, and duty free markets.   
With a passion for the watch 
industry, he has collaborated with 
a number of brands such as 
Hublot, Romain Jerome, Wyler 
Geneve, Bremont, and WOLF 
1834, successfully introducing 
and/or developing them in the 
region.  
     Mark also serves on the 
Advisory Board of the Neuchatel-
based Watch Trade Academy. 
  

A TMI SPECIAL COMMENTARY  

Regarding travel retail, for an industry that was an 
early adopter of other technologies to help enhance 
customer shopping experiences, all those efforts were 
largely predicated on people passing through airports, 
or traveling on cruise ships, or visiting border stores. 
In the absence of that movement of people, there has 
been no noteworthy commerce.   

In some product categories, including watches, 
unsold stock converts to a depreciating asset. What is 
the fate of those goods when these companies hold 
massive inventory? The travel retail industry was not 
ready for this blow, and precious little has been 
published about any of the big players taking strategic 
digital action. Rather they are playing “wait and see” 
for when these venues do open again.   
     This may be OK for airports, but not so good for the 
cruise industry, which the CDC has delayed from re-
opening until at least early October. Consumers have 
shifted considerable discretionary spending to D2C 
channels, a trend that should continue now that it has 
become a part of our collective “new normal.” Brick-
and-mortar sales, including travel retail venues, will 
rebound in a post-COVID era, but the way people shop 
will have shifted to a more convenient, compelling, 
“phygital” (physical + digital) model. For its ongoing 
profitability, travel retail needs to think quickly how to 
adapt to this new reality. 
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COVID updates on regional travel 
CDC seeks public comment on 
resuming cruise sailings 

The Centers for Disease Control and 
Prevention has put out a request for 
public input on the restart of cruising. 
The organization is seeking comment on 
“cruise ship planning and infrastructure, 
resumption of passenger operations” in 
light of the COVID pandemic. 

The CDC's new "no-sail" order 
expires Sept. 30, and comments will be 
accepted until Sept. 21. 

Cruise Lines International 
Association supports the move. At the 
time of the last extension of the “no-
sail” ruling, the group commented: “we 
look forward to timely and productive 
dialogue with the CDC to determine 
measures that will be appropriate for 
ocean-going cruise operations to resume 
in the United States when the time is 
right.” 

 
 

 

 

The Bahamas bans Americans, but reverses 
stance 

The Bahamas made headlines around the U.S. 
when it closed its borders to international 
commercial flights and commercial vessels carrying 
passengers from the United States, which had gone 
into effect on July 22. As part of the ban, 
Bahamasair also ceased outgoing flights to the 
United States. The closure was due to the 
continued increase in COVID-19 cases in the United 
States, as well as an uptick in cases in The Bahamas, 
said the government. 

On Monday, July 27, the government of the 
Bahamas reversed its blanket ban of Americas, 
although travelers from the U.S, will have to 
undergo a 14-quarantine in a government facility and 
pass a COVID-19 test at the end of their isolation, 
both at their own expense. 

Private flights and charters from the United 
States, as well as pleasure craft and yachts were 
permitted under the original measure, and 
travelers from Canada, the United Kingdom and the 
European Union are exempt from the emergency 
order. All visitors are required to present a negative 
COVID-19 RT-PCR test from a referenced lab, 
taken no more than 10 days prior to the date of 
travel.  

 
Hawaii pushes back opening 

Hawaii has pushed back its opening to tourism 
until the end of August, if not longer. Gov. David 
Ige announced on July 13 that all travelers entering 
Hawaii will be subject to the mandatory 14-day 
quarantine until September 1st. Taking a COVID-19 
test will not allow anyone who is traveling from out-
of-state to bypass the quarantine.  

The decision was based on safety concerns. The 
state reported two more days of record coronavirus 
cases last week.   

 
Grenada resumes flights for regional 
travel 

As part of its gradual reopening to tourism, 
Grenada’s Maurice Bishop International Airport 
began welcoming visitors from neighboring 
CARICOM nations on July 15, 2020. Though 
identified as Low-Risk Countries due to inactive 
community transmission, travelers originating from 
these destinations will still need to observe and agree 
to mandatory protocols prior to booking and on 
arrival to the three-island destination.   

Regional partner SVG Air began regular flight 
service to sister-island Carriacou’s Lauriston Airport 
on July 22, as did regional carrier Caribbean Airlines 
with flights from Barbados.  

Turks & Caicos-based interCaribbean Airways is 
also set to launch nonstop flight service to Grenada 
beginning August 1. 

Portland Design and Trunblocked.com create 
webinar series to examine the future of airports  

London-based design agency Portland Design and travel retail blog 
trunblocked.com have joined forces to launch two webinars on September 15 and 
16, 2020. 

The two-day series of webinars is aimed at helping to reimagine the future air 
passenger journey, says Ibrahim Ibrahim, Managing Director of Portland, adding 
that it will focus on bold, new and innovative thinking, covering the entire airport 
experience.  

“We believe that airports need to repurpose themselves and reimagine the 
consumer experience. So, both webinar days will feature a combination of live 
studio panel sessions, pre-recorded interviews and virtual connectivity, and be 
dedicated to covering all the elements that revolve around the customer's experience,  
both the operational process and the commercial components of the holistic 
experience,” Liz McShane, Portland Design Associate, Business Development, tells 
TMI.  

The program will also explore new commercial models, says Ibrahim. “The new 
reality is that airports will have to deliver more convenient and compelling 
experiences aligned with new types of revenue.” 

Peter Marshall, founder of trunblocked.com, who will be moderating, says that 
the program will tackle the principle issues facing the industry head on, featuring 
airport CEOs, Commercial Directors, institutional investors, major brands, 
designers, renowned airport consultants and digital gurus—“some of the best talent 
in the industry,” he says. 

 “These, together with key players from outside the business - consumer 
behaviorists, international mall operators, social media specialists and a global 
online search company - will combine to create a forum that has real substance and 
bite,” he says. 

For more information, check it out at 
https://www.fromheretowhere.co.uk/schedule 

 

American Airlines relaunches 
service to Caribbean  

American Airlines has relaunched 
service to more of the Caribbean. 

The carrier resumed eight routes 
from Miami on July 7, with service to 
Santo Domingo, Santiago, Punta Cana 
and Puerto Plata in the Dominican 
Republic; Port-au-Prince, Haiti; and 
Eleuthera, Georgetown, Exuma and 
Nassau, in The Bahamas.  

Next up was service to Saint Lucia, 
Aruba, St Vincent, St Maarten and the 
Turks and Caicos.  

Most of the relaunched flights will be 
from Miami; with the remainder from 
Charlotte.  
     The airline also had a limited 
schedule of flights to San Juan, St 
Thomas and St Croix. In June, it had 
resumed some flights to Jamaica as 
well.  
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Cellularline acquires SKROSS parent Worldconnect to expand in 
travel retail  

“Socially responsible” 
Copalli Rum names 

renowned mixologists 
as new global 
ambassadors 

Copalli Rum has appointed 
mixologists Elayne Duff and Julie 
Reiner as Global Ambassadors. 
The appointments come at the 
same time as the rum expands into 
New York and Florida with 
Southern Glazer's Wine and 
Spirits. 

Copalli Rum is a single estate 
organic rum made with 3 ingredi-
ents in the Belizean Rainforest. 
The company says is dedicated to 
showcasing sustainable production 
and socially responsible and ethical 
operations. 

Reiner is the co-owner of 
award-winning NYC bars Clover 
Club and Leyenda, and is a 
published author of at-home 
cocktail book, The Craft Cocktail 
Party: Delicious Drinks for Every 
Occasion. 

Before Duff founded on-trade 
consulting consultancy firm, Duff 
on the Rocks, she was Head 
Mixologist and Luxury Spirit 
Brand Ambassador with Diageo 
and has appeared on the hit 
show Bar Rescue.  

As global ambassadors they will 
lead training and education 
programs for industry professionals 
and consumers, while partnering 
with bartenders across the United 
States to drive support for 
Copalli’s zero impact operation 
and pledge for environmental 
sustainability.  

Copalli Rum is currently 
available in the U.S. at select in-
store and online retailers across the 
country including California, 
Florida and New York, and in 
Europe including the U.K., France, 
Germany, Italy and more.  

 

 

Italian electronics company 
Cellularline S.p.A., the European 
leader in the smartphone and tablet 
accessories industry, announced it 
has acquired an 80% share of 
Worldconnect AG, producer of 
premium travel adapters through its 
trademarks SKROSS and Q2 
Power.  

The cost of the purchase is CHF 
15.8 million (approx. EUR 14.8 
million). The transaction is expec-
ted to be executed by end of July 
2020. 

The acquisition allows the 
Cellularline Group to significantly 
strengthen the presence of its 
brands internationally and in the 
strategic travel retail channel. 

SKROSS is a recognized brand 
in the premium adapters segment, 
and Q2 Power completes the 
product range with a value for 
money price positioning. Through 
its extensive network of contacts 
and distribution partners, World-
connect is today a lead player in 
airport travel retail, present in 
around 600 point of sales world-
wide in the channel.   

Cellularline is looking at the 
transaction as a way to increase 

sales of its smartphone accessories 
and audio products - for all 
Cellularline Group brands - in 
travel retail, as well as to achieve 
synergies between the two 
companies’ research and 
development activities. It is also an 
opportunity to leverage on its 
specialized supply chain in the Far 
East.  

Notwithstanding a temporary 
setback due to COVID-19, the 
global airport travel retail market - 
the main distribution channel for 
Worldconnect AG has been 
growing in the last decade; it is 
foreseen that the channel will then 
progressively normalize in 2021, 
before resuming the growth trend 
enjoyed in recent years, said the 
company.  

Founded in 2002 and based in 
Diepoldsau (Switzerland), 
Worldconnect - and leading OEM 
partnerships - operates 
internationally with a vast range of 
products comprising multiple travel 
adapters, specific adapters for indi-
vidual countries and power peri-
pheral devices (battery chargers, 
power banks and cables). 

     Approximately 80% of the 
Company’s products are developed 
on the basis of patents with an 
average extension of around 10 
years.  

The acquisition by Cellularline 
is an integral part of the Group's 
strategy and confirms both the 
management's objective of 
ensuring further growth in 
channels, geographical areas and 
products in which the Group has 
ample room for growth and its 
acumen in seizing the clear 
opportunities offered from the 
market.  

Sam Gerber and Christian Ernst 
Co-CEOs of Worldconnect, 
declared: “SKROSS, as a brand, 
with its unique and patented 
products, has successfully 
positioned us with major travel 
retail operators worldwide. Joining 
forces with Cellularline offers 
perfect synergies in both accessing 
new channels and substantially 
broadening the product offering for 
both companies. We are extremely 
excited to team up with a company 
and its management with whom we 
share so much in terms of vision 
and passion.”  

Borders Duty Free Agency named new Tito’s agent for 
Canadian duty free 

Toronto-based Borders Duty Free Agency Ltd. has 
been appointed to represent Tito’s Handmade Vodka in 
the duty free channel in Canada, effective August 1, 
2020. 

Borders Duty Free will be responsible for growing 
and maintaining sales and distribution, as well as 
executing impactful store-level programs for Tito’s at 
all of Canada’s prominent land border and airport duty 
free outlets. 

“When people shop in duty free, they’re looking for 
world-class brands that deliver high-quality at an 
attractive price point – Tito’s Handmade Vodka delivers 
exactly that,” says Augie Giansante, General Manager 
at Borders Duty Free. “We’re excited to add Tito’s to 
our portfolio and look forward to working with our duty 
free retailers to continue growing this dynamic brand 
across Canada.” 

Earlier this month, Tito’s’ former Canadian duty free 
representative Bill Harvey from WFH Travel Retail Inc. 
announced his retirement after more than 20 
distinguished years in the industry. 

 “Bill Harvey has played an important and 
valuable role helping grow Tito’s, and so many other 
top spirits and wine brands, in Canada. We 
congratulate him and wish him much success in his 
next chapter,” adds John McDonnell, International 
Managing Director at Tito’s Handmade Vodka. 
“We’re looking forward to working with Borders 
Duty Free to continue to build on our goal of 
introducing travelers throughout Canada to America’s 
Original Craft Vodka.”  

 


