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3Sixty celebrates grand opening of the first 3Sixty Duty Free  
& More store at Charlotte Douglas International Airport 

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

Among a bustling crowd of 
morning passengers last week, 
Miami-based duty free company 
3Sixty unveiled its first rebranded 
airport store at Charlotte Douglas 
International Airport. 

The 1200 sq. foot Charlotte 
store is the first physical imple-
mentation of the 3Sixty Duty Free 
& More brand after the launch last 
October, and features both store-
front signage and in-store market-
ing collateral.  

Although the store had been 
designed and opened prior to the 
announcement of the new bran-
ding, Donna Maxwell, Senior Vice 
President Global Retail Operations 
said that the company “chose 
Charlotte as our first official 
rebranding launch location due to 
our strong partnerships in Charlotte 
Douglas International Airport and 
this being our newest store design.”  

The grand opening event inclu-
ded a ribbon cutting ceremony and 
champagne toast that was attended 
by Maxwell and other key 3Sixty 
executives, Charlotte-Douglas 
airport officials, 3Sixty’s DBEA 
partners from Geathers Enterprises, 
and Terry Wimpy, of Paradies 
Lagardère, who handles conces-
sions at the airport. 

  The unveiling of the new 
3Sixty Duty Free & More store-
front signage was celebrated with 
special gifts and promotions for the 
first 100 customers of the day. 

“On behalf of Benny Klepach, 
owner and founder of 3Sixty, and 
the entire executive staff, I wel- 

PEOPLE
Hugh Riley is retiring as CTO 
Secretary General after ten years at 
the helm of the reginal tourism 
organization.  

Riley, who was appointed to the 
top post at the Barbados-head-
quartered Caribbean Tourism 
Organization (CTO) in August 
2009 after being acting SG for a 
year, has gone on pre-retirement 
leave ahead of his departure at the 
end of June this year. The CTO’s 
director of finance, Neil Walters, 
will act in the position until a 
successor is appointed. 

The secretary general is the 
public face and chief spokesperson 
of the CTO, and provides the 
organization with visionary 
leadership, strong direction and 
clarity to its policy development. 
The holder of the post is respon-
sible for implementing the vision 
of the organization based on the 
strategic direction set by the 
council of ministers and commis-
sioners of tourism and the CTO 
board of directors. 

 
 
Lital Guedalia has been promoted 
to Global Travel Retail Sales 
Director at travel product company 
Cabeau. Guedalia joined Cabeau 
two years ago to manage its travel 
retail business in the Americas. 
She brings 10 years of industry 
experience, both on the supplier 
and retailer side, with companies 
that include Christian Dior Parfum 
TR in Miami, Duty Free Americas, 
and Sakal Layam in Israel. 

“I am delighted to lead Cabeau 
into a new and exciting growth 
phase within global travel retail. 
Cabeau has enjoyed great success 
in the Americas. And I am excited 
to bring that same success to the 
Asia Pacific and beyond. This is 
my first show in Singapore, and I 
plan to introduce myself personally 
to all our customers, as well as to 
expand our business in the region,” 
comments Guedalia.  

Cabeau will be exhibiting at 
TFWA Asia Pacific Exhibition & 
Conference (Level B2, G23). 

Passenger traffic at Charlotte 
Douglas International airport is 
booming. CLT reported 46.4 mil-
lion passengers in 2018, the second 
consecutive year of record growth. 
The airport is American Airlines 
second largest hub airport after 
Dallas and growing. AA is the 
dominant airline in CLT, accoun-
ting for more than 90% of flights. 

Charlotte Douglas is in the 
midst of a 10-year, $2.5 billion 
renovation and expansion. The 
airport's first major gate addition in 
16 years took place last July, when 
nine gates were added in a 
230,000-sq.ft section at Concourse 
A. 

Continued on page 2.  

 Cutting the ribbon heralding the first 3Sixty branded store took place at 
Charlotte-Douglas International airport last week: from left, Store Manager 
Senceria Washington; 3Sixty Regional VP, Operations Laura Siener; Sr. VP, 
Global Retail Practices Donna Maxwell; President, Organizational Change & 
Effectiveness Mike Osorio; CLT Aviation Director Brent Cagle; DBEA partner 
Rachel Geathers, Paradies Lagardère Concession Manager Terry Wimpy; and 
DBEA partner Brian Geathers, far right.  

come the opportunity to thank the 
community and Charlotte Douglas 
International Airport for this 
extraordinary opportunity to offer 
duty free shopping here at 
Charlotte,” said Maxwell in her 
opening remarks. 

3Sixty won the contract in Sep-
tember 2017 (while it was still 
DFASS) and opened a kiosk in 
April 2018 during the remodeling. 
Although renovations began before 
the company began the rebranding 
process, the company did not hold 
up the opening until after the re-
branding in order to supply the 
demand from the Charlotte cus-
tomers, said Maxwell.  
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Continued from page 1. 
Concourse upgrades throughout 

the airport are ongoing. A $29 
million 51,000-square-foot 
expansion of the east terminal 
where concourses D and E meet 
should be completed this summer. 
The 3Sixty store is located right at 
the entrance of the D concourse.  

The unveiling of the first 3Sixty 
store was symbolic on a number of 
levels,  

Mike Osorio, 3Sixty President, 
Organizational Change & Effec-
tiveness, told TMI during the 
ribbon-cutting: 

“The fun thing about the tran-
sition to the brand 3Sixty is that it 
is more than just a name change. It 
speaks to the values of the brand 
and is so much about innovation, 
and partnership. Earlier in our toast 
to launch our 3Sixty brand in 
Charlotte I took the opportunity to 
speak about the importance of our 
relationships in this location with 
our DBE partner, with Paradies, 
with the airport. These partnerships 
will drive the business. So this is a 
nice symbolic way to carry forward 
this new brand in a real concrete 
way.” 

Donna Maxwell added: “What 
has been happening during this 
transformation during the past 12  

months  -- not just internally but 
now externally – brings it full 
circle and is a tremendous 
opportunity for us. It is very 
exciting and we are very pleased to 
launch it here in Charlotte as our 
first and our newest location.”  

 
DBEA partners bring local 
experience to venture 

3Sixty’s DBEA partners, Rachel 
and Brian Geathers of Geathers 
Enterprises, own and operate 
multiple store locations within the 
airport. Their flagship store, Queen 
City Gifts and News, is a unique 
travel essentials shop that puts a 
Charlotte-specific twist on the 
airport shopping experience. 

A family business founded by 
their father, Geathers has been 
operating travel essentials stores in 
the airport since 1994, and been 
partnering with Paradies for the 
past 8-9 years.   

“Through our partnership with 
Paradies we were introduced to 
what was at that time DFASS, and 
we were offered an opportunity to 
join them in the 3Sixty duty free 
stores in Charlotte Douglas air-
port,” Rachel Geathers tells TMI. 
“We like to say that we inspire 
everyone here to have bright lights 
and incredible merchandising, and  

 

we try to lead that charge.” 
     Geathers explains that their 
Queen City Gift and News store, 
located in the main atrium, is 
named – like the city itself-- after 
Queen Charlotte of England. 

“We are very proud of Queen 
Charlotte and what she means 
historically to this city and the 
developing Carolinas. A lot of 
traffic comes through this airport – 
[Ed. Note: it one of the 10 busiest 
in the country] and we are growing 
the international market. The real 
boom came when the banks started 
to establish their headquarters here, 
then a lot of technology companies 
started to open headquarters here. 
Now we are getting that interna-
tional traveler, but we are also 
getting that west coast traveler, that 
New York traveler, and that New 
England traveler that we didn’t 
have before,” she said.       

Commenting on CLT’s major 
expansion, she adds: “There is not 
enough space for all the traffic 
demand and the airport has been 
experiencing exponential growth 
over the past three years. This 
growth is reflected in the conces-  

 

sions. Our airport tries to have a 
balance of local flavor, with oper-
ators like me, along with national 
brands that people recognize.”    
 
More 3Sixty branded stores 
coming 

The CLT store is the first of 
several existing locations to be 
rebranded 3Sixty. “Later this year 
3Sixty will open two new stores in 
DFW that were specifically 
designed with our new branding 
design elements,” remarked 
Maxwell. 

3Sixty also operates duty free 
and duty paid concessions in 
several other high-profile inter-
national airport locations, including 
Chicago O’Hare, Newark, 
Orlando, Fort Lauderdale, Denver, 
Dallas/Fort Worth, Ottawa and 
Philadelphia. In addition, 3Sixty 
operates cruise port stores in 
Singapore, Cozumel & Puerto 
Progreso in Mexico, and Harvest 
Caye in Belize. The company will 
extend its Mexican cruise port 
footprint with the opening of 
a third location in Mahahual later 
this year. 

MIA passenger growth up more than half 
a million during first quarter 

Passenger traffic at Miami International Airport through the first 
three months of 2019 grew by 5% or 583,073 over the same period 
last year. The increase included an additional 306,421 (+5.5%) 
international passengers and 276,652 (+4.6%) domestic passengers 
year over year. 

 MIA is Florida’s busiest airport for international passengers, and 
airport officials expect continued growth in the second quarter of 
2019 due to the launch of four new international routes: low-cost 
carrier Norwegian’s daily flights to London Gatwick Airport on April 
1; Royal Air Maroc’s three weekly flights to Casablanca on April 3; 
LOT Polish Airlines’ four weekly flights to Warsaw on June 1; and 
Corsair’s four weekly flights to Paris Orly Airport on June 10. 

 The Casablanca route provides MIA’s first passenger flights to 
Africa since the year 2000 and Florida’s only nonstop service to the 
continent. The Warsaw route will mark MIA’s first-ever service to 
Poland and the only nonstop route between Florida and Eastern 
Europe. 
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is that not enough is being done to 
help them. The devaluation of 
currencies and the U.S. trade war 
with China further complicates the 
situation, he said.  

As a result, duty free sales have 
slipped by 20-25% from January-
April, reported Donagaray. Since 
the quarter is being compared to a 
relatively strong first quarter last 
year, ASUTIL “is waiting to see 
what will happen in May and June 
to have a more accurate compari-
son with last year. We will see the 
real downturn next quarter,” he 
warned. 

“It’s been a very tough period 
for the industry in South America. 
Brazil is not developing as the big 
growth engine to push the 
business.” 

 
Border stores 

The opening of as many as nine 
duty free stores on the Brazilian 
side of the border in the next few 
months could offer some hope for 
the industry. Donagaray said that 
the first stores on the Brazilian  
 

The duty free business in the 
Mercosur countries has continued 
to struggle in the first four months 
of this year, with expected im-
provements in Argentina and Brazil 
stalled, likely until the end of the 
year. 

ASUTIL Secretary General José 
Luis Donagaray told media in a 
webinar this week that the industry 
does not expect to see improve-
ments “until October at least.” 

“The situation is very compli-
cated,” Donagaray confirmed. In 
Argentina, despite expectations of 
deflation, inflation was up more 
than 11% in the first quarter, 
leading to widespread strikes and 
discontent as buying power erodes 
further. With elections scheduled 
for October, there is a chance that 
current President Mauricio Macri 
will lose and if former populist 
President Cristina Fernandez takes 
office again, business could fall 
even more. 

In Brazil, new President Jair 
Bolsonaro is making some im-
provements in the economy, but the 
perception among many followers  

border will open in Foz de Iguaçu, 
Uruguaiana, Santana do  
Livramento and Jaguarão. 

While more than half of the new 
shops—60%-- will be run by local 
family-owned enterprises, 
Donagaray confirmed that major 
retailers Dufry, Duty Free 
Americas and Siñeriz are also 
planning to open stores. All of the 
potential operators have presented 
the legal documentation needed to 
obtain government approval. 

The question of the Mercosur-
wide harmonization resolution that 
was published in December and 
announced early this year is still 
under negotiation. The resolution 
called for the restriction of a wide 
range of products in border stores, 
some of which such as tobacco, 
electronics, ‘textiles’ and shoes are 
currently important product 
categories in stores. The vague 
wording of the restricted product 
list leaves room for many 
interpretations. 

The resolution called for the 
Mercosur countries to “internalize” 
the list by April 1.  

While only Brazil has done so, 
Argentina, Paraguay and Uruguay 
have continued to sell the products 
that they have traditionally sold in 
the duty free border stores, says 
Donagaray. “At the moment there 
are no changes,” he said. ASUTIL 
is continuing to meet regularly with 
the Brazilian authorities to discuss 
amending the list of restricted 
products. “We have a good 
dialogue with the government and I 
am optimistic that we will make 
progress. If stores that open on the 
Brazilian side of the border do not 
carry the same products as the 
stores on the other side of the 
border, the Brazilian stores will 
lose business,” he noted.  

As the new border stores pre-
pare to open, ASUTIL is organiz-
ing a 2-day “Frontera” meeting for 
the first week in November, in the 
city of Uruguaiana (to be confirm-
ed). The format will feature presen-
tations by the new operators and 
networking time to bring the par-
ticipants together, said Donagaray. 
More details will be announced as 
they are confirmed.  

South American duty free sales struggle as regional recovery stalls 

Bacardi and SMT create Bacardi Experience at San Juan Cruise Port 

Bacardi Global Travel and SMT 
Duty Free have created a dedicated 
Bacardi Rum Experience at the San 
Juan Cruise Port in the SMT Duty 
Free Flagship Pier 4 store. The 
Experience is designed to allow 
cruise passengers to discover and 
enjoy the heritage of Bacardi rum.  

 Inside the SMT Duty Free 
store, there is a dedicated area for 
Bacardi rums and Bacardi branded 
merchandise including hats, t-shirts 
and cocktail-inspired memora-
bilia. Visitors who purchase a 
Bacardi Carta Blanca can persona-
lize their bottle by selecting a cus-
tom label. 

A range of Bacardi premium 
rums are also available for pur-
chase. These rums are aged in 
lightly charred American white oak 
just 15 km away in the town of 
Cataño, at the world’s largest pre-
mium rum distillery. The distillery 
is adjacent to the Casa Bacardi 
Visitor Center, the second most 
visited tourist venue in metro San 

Juan, drawing more than 200,000 
visitors a year. 

The Experience also features a 
dedicated bar where consumers can 
sample Bacardi cocktails. 

The new Bacardi experience at 
San Juan Cruise Port is an 
important investment for the 
company: “Puerto Rico holds a 
special place for Bacardi. As home 
to the Bacardi rum distillery, we 
are committed to helping drive 
tourism to the island, which con-
tinues its long-term recovery after a 
devastating hurricane season in 
2017,” explains Geoff Biggs, 
Regional Director Americas, 
Bacardi Global Travel Retail. 

“With so much to offer, Puerto 
Rico is a great cruise destination 
and we hope guests explore the art 
of rum-making by visiting the Casa 
Bacardi Visitor Center, support 
businesses by enjoying Bacardi 
cocktails at local restaurants and 
bars, and end their trip with a visit 
to the port store to pick up memen- 

tos of their island experience.” 
Vince Laureano, Sales Manager, 

SMT Duty Free, adds: “Bacardi has 
brought a whole new level of shop-
per engagement to the retail area 
and, just a few days in, we’re 
already seeing the positive com-
mercial impact and with many 
happy shoppers, this is a win-win 
for us all.” 

 The Bacardi experience at San 
Juan Cruise Port was produced and 
installed by retail-focused design 
and production agency, Bloom-
miami. 

In September 2017, Bacardi 
pledged US$2 million to Puerto 
Rico hurricane relief to provide 
immediate relief and longer-term 
rebuilding efforts in collaboration 
with several non-profit partners 
and local governments, including 
the Government of Puerto Rico, 
in the affected communities. 

In 2018, the San Juan Cruise 
Port welcomed 1.8m passengers 
and 517 cruise ships, an increase 
of 21% versus 2017. Cruise traffic 
is expected to be even higher this 
year. 
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In the 25 years since MꞏAꞏC 
Cosmetics’ introduced its ground-
breaking socially active VIVA 
GLAM lipstick, the company has 
raised $500 million to fight HIV/ 
AIDS. Created in 1994 at the 
height of the HIV epidemic, the 
founders of MꞏAꞏC, Frank Angelo 
and Frank Toskan, wanted to make 
a meaningful difference in the lives 
of people living with and affected 
by HIV/AIDS.  

VIVA GLAM combined gla-
mour with a rigorous funding 
approach, with 100% of sales going 
toward the funding of HIV/AIDS 
programs around the world.  

Further driving sales, MꞏAꞏC 
Cosmetics worked with provo-
cative powerhouse talent, including 
Sia, Miley Cyrus, Elton John, Mary 
J. Blige and Ricky Martin to 
represent the VIVA GLAM lip 
products. 

Twenty-five years later, the 
funds raised by VIVA GLAM 
helped over 19 million people last 
year alone. The company reports 
that this figure breaks down into 
9,713 grants to over 1,800 pro-
grams and organizations around the 
globe, including God’s Love We 
Deliver, Lifelong AIDS Alliance, 
Open Hand/Atlanta, Inc. and 
Maison Du Parc.  

“VIVA GLAM is truly the heart 

and soul of MꞏAꞏC Cosmetics and 
it all started with a lipstick and 
focused mission to end HIV/ 
AIDS,” said John Demsey, 
Chairman of the MꞏAꞏC AIDS 
FUND & Executive Group 
President, The Estée Lauder 
Companies.  

“This year represents 25 
disruptive campaigns, led by 28 
outspoken celebrity talent and $500 
million raised, but it also marks a 
quarter century of unmatched pur-
pose and passion for our employ-
ees, artists and partners around the 
world. Our 100% giving model is 
among the first in the world and 
allowed us to create change at a 
scale we never could have 
imagined.”  

  
An expanded mission 
    Today, the HIV epidemic looks 
very different than it did in 1994. 
AIDS-related deaths have fallen by 
50%, over 21.7 million people have 
access to medication, and there are 
47% fewer new HIV infections 
globally. As the HIV field 
continues to make incredible 
advances, MꞏAꞏC Cosmetics will 
look to support populations left 
behind in this progress that 
resonate with its consumers and the 
MꞏAꞏC Family, mainly women and 
girls and the LGBTQ community. 

VIVA GLAM celebrates 25 years of raising funds to fight AIDS 

MꞏAꞏC Cosmetics will honor 10 
heritage grantees that have been 
VIVA GLAM grantees from the 
beginning with $25,000 each, along 
with three large grants as part of 
MꞏAꞏC’s expanded vision to 
support the work of Planned 
Parenthood, GLAAD and Girls, 
Inc. totaling $1.3 million to further 
their work in the areas of sexual 
health, LGBTQ rights and girls’ 
development respectively.  

“We will be showcasing a 
global movement and year-long 
social series that boldly tackles 
conversations on health and rights 
around topics of HIV/AIDS, 
Women + Girls and LGBTQ. We 
will share the history of our 

 

 

program and inspiring stories from 
the community, provide artist and 
partner resources and invite a new 
generation to participate — all 
while raising millions of dollars 
for our 600+ global partners 
through the sale of the VIVA 
GLAM lipstick,” noted Demsey in 
an interview.  

Every cent of the selling price 
of the VIVA GLAM II Lipstick, 
VIVA GLAM III Lipstick and the 
new, limited-edition 25th anni-
versary VIVA GLAM 25 Lipstick 
in the original VIVA GLAM I 
shade, will be donated to support 
the health and rights of people of 
All Ages, All Races and All 
Genders, says the company. 

“VIVA GLAM is truly the heart and 
soul of MꞏAꞏC Cosmetics and it all 
started with a lipstick and focused 
mission to end HIV/ AIDS. 
     “The name VIVA GLAM came 
from the idea of life and glamour-of 
course. When the founders of 
MꞏAꞏC, Frank Angelo and Frank 
Toskan, started VIVA GLAM in  
1994 they decided to use a lipstick 
as the fund-raising mechanism 
because it is a bold statement of 
color on your lips which are used to 
project your voice and spread a 
message.”  

John Demsey, Chairman of the 
MꞏAꞏC AIDS FUND & Executive 

Group President, ELC 

Diesel Fragrances and Brazilian football star Neymar Jr. 
team up to create new fragrance 

 

Diesel Fragrances has teamed up with Brazilian 
football star Neymar Jr. to create a new men’s 
fragrance. He is the first celebrity from the world of 
sports to front a Diesel fragrance. 

 The collaboration reflects Diesel Fragrances' 
vision of modern masculinity and bravery, and is a 
testimony to Neymar Jr.'s journey from his 
childhood days playing football in the poor 
neighborhood of Jardim Glória to his rise to global 
fame.  

Neymar Jr., with around 250 million followers 
on social media, is ranked in the top ten of the 
world's most famous celebrities. He is known for 
his optimism, determination, and loyalty to family 
and friends – elements that make him a true role 
model for the young generation.  

Neymar Jr. was involved with all aspects of the 
fragrance, from its initial creation to the story of the 

soon to be unveiled campaign. He was also 
involved with creating the bottle, the juice, and the 
recent announcement on Instagram.  

“I took part in the most important decisions,” 
said Neymar Jr. “It had to be a daring fragrance, 
and it also had to be related to what I like. I wanted 
a fragrance telling my own story and what bravery 
means to me.”  

The release coincides with Neymar Jr.'s first 
decade as a professional athlete, and it also marks 
the 10th anniversary of Only The Brave, Diesel’s 
signature fragrance for men. According to Neymar 
Jr., “You have to have bravery in life if you want to 
achieve great things, no matter what professional 
area you are in.”  

 The full campaign, starring Neymar Jr., will 
debut on May 19.   

Follow the story on @dieselfragrances.  
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Body and home cosmetics brand 
Rituals continues to gain momen-
tum in the U.S. and with the ap-
pointment of Miami-based Essence 
Corp. last year, is also making a 
big push in travel retail in the 
Americas. 

In a meeting with TMI during 
the Orlando Summit, Rituals 
Director Travel Retail Neil Ebbutt, 
said that the brand is now in 60 
markets in travel retail, including in 
duty free, with stand-alone stores, 
shops-in-shop, cruise & ferries, 
hotels and airlines, with more in 
the pipeline.  

In North America, Rituals now 
has 11 stores in New York, and 
will have 22 throughout the 
country by the end of the year. In 
the wholesale channel, the brand is 
now in 40 POS with Macy’s and  

BEAUTY NEWS 

 

Rituals continues Americas push as it 
launches new TR exclusive sets  

in select Lord & Taylor and Ulta 
stores, which gives it excellent 
exposure, and is distributed 
throughout the U.S. on Amazon.  

Business is growing so well that 
the company has set up a dedicated 
U.S. team. Travel retail is managed 
from the Amsterdam headquarters, 
working with Essence Corp. in the 
market. 

Travel retail sales were up 44% 
in the region, said Ebbutt, and the 
goal is even higher for this year. 
Business is also growing strongly 
in Asia, including with DFS in 
Macao, and Rituals is opening a 
domestic office in Hong Kong. 

Rituals’ Asian-inspired products 
continue to be the driving force 
behind the brand, and in April the 
company introduced four new 
Travel Exclusive sets from its best- 

make-up activities of consumers in 
each region.  
     Looking towards the future of 
beauty in an increasingly diverse 
global market, Shiseido will 
enhance its research in digital and 
environmental technologies, and 
accelerate R&D in three key 
categories:  

1) The Cosmetics, the 
improvement cosmetics research 

2) New Category, the proposal 
of unprecedented areas on the 
cosmetics spectrum 

3) Unlimited Beauty, the 
exploration of new beauty 
solutions going beyond cosmetics 
     To this end, Shiseido will shift 
its research style, integrating 
outside expertise with its 
continuing focus on new findings. 

The Future of Beauty: Shiseido Travel Retail bolstered by Group’s  
new Global Innovation Centre 

Shiseido Group opened its new 
research hub – the Shiseido Global 
Innovation Centre – in April, in the 
Minato Mirai 21 area in 
Yokohama, Japan. GIC, (also 
referred to as ‘S/PARK’) is 
expected to further strengthen 
Shiseido Travel Retail’s pioneering 
skincare and cosmetic innovations. 

With the centre’s expert 
researchers and state-of-the art 
facilities and equipment, the Group 
will share innovations of Japanese 
origin beyond borders and across 
industries.  

Philippe Lesné, President and 
CEO, Shiseido Travel Retail, said: 
“We are committed to remaining at 
the forefront of product innovation 
and development, so the unveiling 
of our new Global Innovation 
Centre is very rewarding for us. It 
is another tangible step forward for 
Shiseido Group and we are looking 
forward to seeing what this means 
for our company, as we continue to 
reach new heights. We are proud to 
be backed by a fusion of research, 
science and nature, and, through 
the work of our talented team 
across the globe, we will keep on 
inspiring through beauty 
innovations.”  

As an urban open lab, the GIC 
supports and promotes comprehen-
sive communication and collabora-
tion with consumers, researchers, 
business partners and experts 
inside and outside of Japan, 
achieving new, flexible and diverse 
working styles and inspiring creat-
ivity and imaginations through the 
state-of-the-art research facilities 
and equipment of its newly styled 
offices, says the company. 

The goal, says Shiseido, is to 
achieve “the fusion of diverse 
people and knowledge” to create 
unprecedented value. The GIC 
began welcoming visitors to its 
open public communication spaces 
on April 13, 2019. 

 
The Centre 
    The first and second floors of the 
GIC are dedicated open commun-
ication spaces where visitors and 
researchers can interact, offering 
various content based on the 
concept of “getting inspired by 
beauty.” The collaboration area on 
the fourth floor includes a lab for 
joint research with outside institu-
tions and an exclusive space for 
business meetings. Research facil-
ities and equipment to support 

fundamental research are located 
on the fifth through 15th floors. 
The novel office layout enables 
researchers to pursue more flexible 
and diverse working styles, while 
ad hoc work and communication 
spaces allow for a free-flow 
exchange of ideas and opinions. 
 
The Research  
    Since opening its Testing Room 
in 1916 for product development 
and improvement, Shiseido has 
created high-quality products on 
the strength of its fundamental 
research into sensitivity analysis, 
safety and reliability, and derma-
tology. Today, Shiseido’s multiple 
global research centers are engaged 
in various R&D activities to study 
and analyze skin conditions and 

The Shiseido Global Innovation Centre (GIC) in Yokohama, Japan. 

selling collections – enhancing the 
brand’s presence at all touch points 
of the traveler’s journey. 

The new Travel Exclusive sets 
are available at different price 
points to the brand’s existing 
selections, which underlines the 
importance of variety within 
Rituals’ Travel Exclusive offer. 

Three Mini Travel Sets are 
available from The Ritual of 
Sakura, The Ritual of Ayurveda 
and The Ritual of Happy Buddha 
collections. Each set contains a 
Body Cream (70ml) and Foaming 
Shower Gel (50ml) in security-
friendly sizes. 

Continued on next page.  
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SUPPLY SIDE NEWS 

Pernod Ricard launches GTR exclusive The Glenlivet Triple Cask Series  

Pernod Ricard Global Travel 
Retail launched The Glenlivet 
Triple Cask Series—a relaunch of 
The Glenlivet Master Distiller’s 
Reserve range -- exclusively in 
GTR beginning in April 2019. 

 The new name, look, and feel 
of The Glenlivet Triple Cask col-
lection of single malts has been 
evolved to bring a new visual iden-
tity that better reflects the taste 
experience achieved through triple 
cask maturation, says the com-
pany.  

The relaunch follows extensive 
consumer research in USA, India, 
UK, Taiwan, China, etc. to under-
stand purchasing motivations and 
key touch points across the travel 
trail, in order to help consumers 
rediscover The Glenlivet Triple 
Cask series – what it stands for and 
the travel retail exclusive whiskies. 

Among the changes, the Master 
Distiller’s Reserve replaces the 
Distiller’s Reserve; Solera Vatted 
becomes White Oak Reserve; and 
Small Batch is now renamed Rare 
Cask.   
     The revamped packaging ad-
dresses key consumer insights that 
show the growing importance of 

 
 

tapping into “consumer sensorial 
curiosity for flavor focused story-
telling.” It has brought flavor to the 
forefront of communications and 
made the unique Tripe Cask Matur-
ation process more approachable to 
consumers.  

To support the launch, Pernod 
Ricard Global Travel Retail has 
created The Glenlivet Triple Cask 
Flavor Discovery -- a series of in-
store activations in major airports 
across the globe. A digital inter-
active tool invites consumers to 
explore the flavor profiles behind 
each of the three expressions and 
helps guide them to the single malt 
whisky that best matches their 
flavor preferences. 

   To further enhance the in-store 
experience, the distillery is also 
launching a Personalization Ser-
vice, which gives consumers the 
option to add a personal message to 
any of The Glenlivet Triple Cask 
bottles. This service provides con-
sumers with multiple opportunities 
to shop for different gifting occa-
sions, from Father’s Day to birth-
days and anniversaries. 

Laura Lung, Marketing Man-
ager Malts, Pernod Ricard Global  

 
  

 

Travel Retail, comments:           
     “With The Glenlivet Triple 
Cask Flavor Discovery and the 
Personalization Service, we hope 
to have crafted a unique experi-
ence that will both help inspire 
consumers to discover which of 
The Glenlivet Triple Cask expres-
sions is best matched to their taste 
preference, as well as provide a 
one-of-a-kind gift and treasured 
memory.” 

 The Glenlivet Triple Cask 
series will launch first exclusively 
across UK international airports 
from April, before rolling out to 
all Travel Retail locations from 
May onwards.  

Rituals launches new TR exclusive sets  
Continued from page 4.  

In addition to the mini sets, the 
Ritual of Namasté Travel Exclusive 
Face Care Bag contains four key 
products from the Namasté range to 
cleanse, remove make-up and 
moisturize. The products are 
housed in a clear, reusable zip-
close pouch with gold trim. The set 
is available at stores operated by 
Heinemann, Eckerö Line, Viking 
Line and Lagardère Travel Retail. 
Rituals Director Travel Retail Neil 
Ebbutt, commented: “The intro-
duction of our new Travel Exclu-
sive sets is an important part of our 
ongoing strategy to reach 
consumers at all touch points on 
their journey. By offering our best- 
selling Rituals in a travel-friendly 
format, customers are able to try 
and become familiar with our 
products which allows us to build 
loyalty and drive repeat purchases 
from across our lifestyle product 
offering.” 
 

Rituals relaunches Karma range  
Rituals, has also relaunched The 

Ritual of Karma collection ahead of 
summer to include new products 
suited for holiday travelers. 

Inspired by ancient Hindu 
belief, The Ritual of Karma was 
designed to help customers radiate 
positivity by living with good 
intent. Enriched with organic white 
tea and holy lotus, the range 
includes body care, including hair 
care, Hair & Body Mist and two  

 

Vinay Golikeri named MD, 
Bacardi GTR as Mike Birch steps 
into new role 

Bacardi Global Travel Retail 
(GTR) has announced two changes 
to its senior team as Vinay Golikeri 
is promoted to Managing Director, 
Global Travel Retail and Mike 
Birch steps into a new role. 

 In Spring 2018, Mike Birch 
took on additional responsibility 
for Bacardi’s digital commerce 
business as Vice President Digital 
Commerce. Having managed that 
role in tandem with leading the 
Global Travel Retail business, 
Birch will now focus entirely on 
Bacardi’s digital commerce 
business. 

Vinay Golikeri has been 
promoted to Managing Director, 
Global Travel Retail. He will be 
based in Dubai and report to 
Maurice Doyle, President – 
Incubation Brands and Global 
Commercial Development. 

“Mike’s tenure in Global Travel 
Retail is something we are very 
proud of, for his partnership 
approach in delivering sustained 
growth of our business coupled 
with impactful traveler engagement 
plans. We wish Mike every success 
in his new role,” says Doyle. “Over 
the past 18 months, as Commercial 
Director GTR, Vinay has worked 
very closely with Mike and me to 
make this planned transition. I’m 
confident that with Vinay’s 
experience and leadership, Bacardi 
will reinforce our consistent 
commitment and partnership 
approach in GTR. Vinay brings a 
blend of commercial, operational 
and marketing acumen coupled 
with a passion for creating win-win 
relationships.’’ 

 Golikeri has been with Bacardi 
for more than 16 years, starting in 
India followed by various 
marketing and commercial roles.  

Since 2011, he has been on the 
Bacardi Global Travel Retail 
leadership team, initially as 
Marketing Director. In 2016, he 
became Regional Director, Bacardi 
Global Travel Retail - Asia Pacific, 
Middle East & Africa, and 
subsequently took on global 
responsibility as Commercial 
Director, Bacardi Global Travel 
Retail. 
 

products for the feet, a full selec-
tion of sun care products and 
home collections containing 
Fragrance Sticks, a Kitchen 
Set, a Scented Candle and 
Garden Incense Sticks – all 
packaged in a new, brighter 
turquoise color for summer. 

The full Ritual of Karma 
range – body, sun, home – 
launched in Rituals standalone 
stores on April 1st. Best sellers 
from the body range will be 
available in shop-in-shops and 
sun care products will be in 
select duty free stores that have 
dedicated sun care areas.    
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EMPLOYMENT OPPORTUNITIES

*NEW* 
LA PRAIRIE 

has an opening for a  
Regional Travel Retail Coordinator  

in Miami  
 
Enter a world of timeless beauty to 
discover the world's most luxurious 
skincare – where science meets art.  La 
Prairie has an opportunity for a Regional 
Travel Retail Coordinator in our Miami 
office. This individual will be the central 
point of contact for all Travel Retail 
Americas administrative and team 
management tasks. The TR Coordinator 
will support the regional team (including 
reporting and events), and be 
responsible for office coordination.  
 
Responsibilities 
*Support the teams with global guidance 
on local merchandising adaptation with 
new launches; 
*Planogram creation for all doors 
following global guidelines; 
*Provide counter maintenance support; 
*Provide support with any library 
requests (art work, videos, translations, 
pack shots, etc.) 
*Assist with organization and execution 
of VIP Events; 
*Suggest and implement improvements 
on retailer.com appearance of LP TR 
Americas with support from Global TR; 
*Provide monthly TR Americas report 
coordination; 
*Responsible for regional compilation 
of data to sales team for easy analysis  
*Prepare shipped vs. forecast file; 
*Prepare basic Qlik View Reporting; 
*Assist with Global or Regional Beauty 
Advisor convention support; 
*Provide office support including: 
technical support on available tools, 
replenishing stock, supply coordina-
tion and 2 per year inventory control; 
*Provide ongoing Administrative tasks. 
 
 Qualifications 
*Minimum 3-5 years of experience, 
ideally in Travel Retail and Beauty 
industry; 
*Strong administrative and organiza-
tional skills; 
*Excellent PC Skills (MS Office 365 
Suite, including Excel, Power Point and 
familiarity with IPAD); 
*Strong Sense of responsibility and 
ownership; 
*Task oriented; Attention to detail; 
*Willingness to help and support others; 
*Excellent command of English and 
Spanish. 

To apply please visit the Careers 
section of our website:   

https://www.careers.laprairiegroup. 
ch/?locale=en_US 

*NEW* 
 

Invicta Watch Group 
has an opening for a 

Merchandiser/ planner 
based in Miami. 

 
The position calls for: 

Visit cruise ships to Merchandise 
and Train staff. 

Assist team in all marketing, sales 
and merchandising activities 

Sales analysis and planning is 
50% of the position. 

Candidate must be very proficient 
in excel. 

Applicant must be able to travel 
and sail 30 to 40% of the time. 

 
This is an entry level position with 
opportunity for growth and to gain 

knowledge of both Industries 
 

Please send resume to: 
kathyelevine@gmail.com 

 
 
 
 
 

 
OTIS MC ALLISTER 

has an immediate opening for a 
Sales & Marketing Associate 

based in Ft. Lauderdale, FL 
 

As a key player in Travel Retail 
distribution throughout the 

Americas, Otis McAllister specializes 
in the cultivation and global exposure 

of world-renowned brands within 
international travel environments.  
We currently represent: Ferrero, 

Ghirardelli, Haribo, Hawaiian Host, 
Hershey’s, Lindt, Mars, Mondelez, 
Perfetti van Melle and Ritter Sport. 

 
Mandatory Requirements: 
•3-5 years’ experience in marketing or 
sales role.  
•Knowledge of product pricing, 
packaging, distribution and positioning 
•Organization, communication and 
teamwork skills, experience meeting 
tight deadlines 
•BA in Marketing, Business 
Administration or related field; 
Master’s/MBA is a plus 
•Some business travel involved 
  
Responsibilities will include; but 
not limited to: 
•Meet with management and vendors 
to determine brand objectives and 
strategies 
•Track and monitor key initiatives 
within vendor/customer business 
plans. 
•Present and execute creative ideas 
for marketing activities. 
•Help develop and optimize marketing 
campaigns (product launching and 
promotion). 
•Track budgets with an eye towards 
maximizing gains and reducing costs. 
•Analyze industry, competition and 
market trends. 
  

Please send resume to 
MPanara@otismcallister.com 
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EMPLOYMENT OPPORTUNITIES

 
DUTY FREE DYNAMICS CORP 

has an opening for a 
Sales Representative for Caribbean 

Based in Miami 
 

Duty Free Dynamics (DFD) is a 'One Stop' 
service provider and distributor of global 
lifestyle brands throughout the Americas 
travel retail channel. The company’s key 
categories are watches, jewelry, 
sunglasses, leather goods, travel gear, 
footwear, apparel, outdoor, cosmetics, 
personal care, toys and electronics.  
 
Responsibilities 

 Development of business relationships 
with existing customers’ portfolio. 

 Increase company’s customer base and 
ensure its strong presence. 

 Perform cost-benefit and needs analysis 
of existing/potential customers to meet 
their needs. 

 Achieve agreed upon sales targets and 
outcomes within schedule. 

 Expedite the resolution of customer 
problems and complaints to maximize 
satisfaction. 

 Travel extensively across assigned 
territory meet with key accounts and target 
leads. 

 Participate in marketing events such as 
seminars and trade shows. 

 
Qualifications 

 Minimum 5 years proven ability to drive the 
sales process from plan to close; 
experience travel retail channel and/or our 
key categories will be considered a plus 

 Advanced/Native English. Knowledge of 
Spanish and/or French is an advantage. 

 Advanced Excel and Outlook skills are 
mandatory. 

 International working exposure. 
Experience in the Caribbean will be 
considered a strong plus. 

 Effectively manage time and prioritize 
multiple responsibilities. 

 Excellent communication and 
interpersonal skills, persuasive ability 
while negotiating. 

 Self-motivated and the ability to excel with 
minimum supervision. 

 Expect intensive travel up to 50% of 
working time during peak seasons. 

 
Please send resume to 

irasema.vazquez@dutyfreedynamics.com 

 
DUTY FREE DYNAMICS CORP 

has an opening for a 
Brand Manager 

Based in Panama City, Panama 
 

Duty Free Dynamics (DFD) is a 'One Stop' 
service provider and distributor of global 
lifestyle brands throughout the Americas 
travel retail channel. The company’s key 
categories are watches, jewelry, 
sunglasses, leather goods, travel gear, 
footwear, apparel, outdoor, cosmetics, 
personal care, toys and electronics.  
 
Responsibilities 
 Manage the relationship with the assigned 

brands, being the centralized point of 
contact for all marketing, administrative, 
sourcing and training purposes. 

 Ensure the sales projection, from budget 
to execution, constantly challenging sales 
department. 

 Act as part of the sales team from 
prospection to close the sale on the field. 

 Prepare brand planning and reports. 
 Create and update price lists according to 

brand agreement and market conditions. 
 Coordinate brand trainings to the sales 

representative and ensure that sales train 
customer’s sales team. 

 Participate in marketing events such as 
seminars and trade shows. 

 
Qualifications 
 Bachelor’s in Business Administration or 

relevant field; Master/MBA will be a plus 
 Minimum 5 years proven experience as a 

Sales Representative and/or Brand 
Manager; Travel Retail experience will be 
considered a strong plus. 

 Advanced/Native English. Knowledge of 
Spanish and/or French is an advantage. 

 Advanced Excel and Outlook skills are 
Mandatory. 

 International working exposure. 
Experience in the Americas region will be 
considered a strong plus. 

 Customer-oriented and flexible personality 
that is open to travel up to 30% 

 Effectively manage time and prioritize 
multiple responsibilities. 

 Self-motivated and the ability to excel with 
minimum supervision. 

 
Please send resume to 

irasema.vazquez@dutyfreedynamics.com 


