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 TFWA announces new Board and 
Management Committee 
 
The TFWA membership elected a 
new Board and Management 
Committee on October 6, which 
will serve the Association for a 
two-year term from October 2022 
to October 2024. 
     The Board members are: 
Donatienne de Fontaines-
Guillaume, Moet Hennessy, VP 
Commercial; Arnaud de 
Volontat, Altimetre LLC, VP 
Conference & Research; Frédéric 
Garcia-Pelayo, Interparfums, VP 
Finance; Sam Gerber, 
Worldconnect AG, VP Corporate, 
and new to the Board, Melvin 
Broekaart, Rituals Cosmetics, VP 
Marketing. 
     Erik Juul-Mortensen, TFWA 
President, will stand for re-election 
in December.  
     The full list of new Manage-
ment Committee members can be 
seen here.  
 
TFWA Asia Pacific Exhibition & 
Conference to go forward in 
Singapore 

One of the most important 
events in the duty free and travel 
retail calendar, TFWA Asia Pacific 
Exhibition & Conference, will 
continue to be held in Singapore 
over the next four years. An 
agreement has been signed with the 
Singapore Alliance group of 
partners[*] to host the event from 
2023 until at least 2026, with an 
option to extend the agreement.  

Singapore Airlines will be the 
official airline for TFWA Asia 
Pacific Exhibition & Conference 
and the event will continue to be 
held in May each year. 

Next year’s TFWA Asia Pacific 
Exhibition & Conference will take 
place at the Marina Bay Sands 
Expo and Convention Centre in 
Singapore from May 7-11. Further 
details on the 2023 TFWA Asia 
Pacific Exhibition & Conference 
will follow shortly. 

[*] Singapore Alliance Partners 
include DSV Solutions, Experia Events, 
Faces of Asia, Kingsmen, Marina Bay 
Sands, REALM Events, and Singapore 
Tourism Board.

The 2022 TFWA World Exhibi-
tion & Conference drew to a close 
last Thursday after welcoming 
nearly 6,000 visitors (5,983 as of 
mid-day Oct. 6). While the tally 
lags behind 2019’s record-breaking 
attendance of 7,215, it was up a 
whopping 77% from 2021 and 
reflected a resurgence in business. 

As important as the visitor 
count, the feeling throughout the 
event was one of recovery, oppor-
tunity, and optimism that the worst 
of the COVID crisis is now behind 
us, even as supply issues and fall-
out from the war in Ukraine 
continue.  

The Palais was filled with many 
of the top brands in the industry, 
launching exciting new products, 
and nearly every exhibitor TMI 
spoke with reported excellent 
meetings and impressive new 
listings.  

A closer look at the breakdown 
of attendees shows that the total 
included 2,095 representatives 
from duty free operators and 
landlords, more than double the 
2021 total, and down by only 12% 
compared to 2019. 

TFWA reports that a large 
number of brands hosted larger 
stands, so this year’s exhibition 
occupied a total of 20,751 square 
meters of space, up from 12,190 
sqm in 2021.  

There were 387 companies 
exhibiting, 57 of which were new 
exhibitors. These first-time 
exhibitors came from as far afield 
as Ghana, Saudi Arabia and the 
Republic of Korea. 

The Opening Conference on 
Monday morning and an Airport 
Forum workshop on Tuesday and 
Innovation in Action workshop on 
Wednesday were also well-
attended. 

Many companies also held their 
own information-packed panels 
and workshops, including a series 

Successful TFWA World Exhibition & Conference 2022 reflects return 
of business as the industry looks for recovery, sustainability and 
innovation in Cannes 

of ‘Sunset Sessions’ hosted by 
Diageo Global Travel which 
examined such topics as promoting 
the responsible consumption of 
alcohol, diversity, and sustainable 
brand action.  
     Pernod Ricard also hosted an 
impressive panel on ethical 
consumerism, which included the 
participation of Pernod Ricard 
Global Travel Retail CEO Mohit 
Lal.   

On a less serious note, the 
networking and social activities 
appeared to be an immense 
success, with some 1,600 guests 
attending the TFWA’s opening 
“Get Together” event at the 
Carlton Beach on Sunday evening, 
and between 500 to 800 guests 
enjoying the TFWA Lounge after-
work sessions.  At the highest 
attendance peak on Wednesday 
night, 2,358 guests joined the 
TFWA Lounge night-time session. 

Innovation continues to be a key 
focus for the industry, and the 
TFWA i.lab offered delegates and 
participating companies a wide 
array of opportunities to connect. 

Subjects including mobile and 
digital technology, data analytics, 
e-commerce, traveler research, 
sustainability and corporate 
citizenship, were explored during 
the event. 

“In this, the 75th anniversary of 
the duty free industry, we’re very 
happy with the outcome here this 
week, in terms of exhibitors, 
square meters of stand space, dele-
gates and buyers in attendance. A 
real mood of confidence has been 
confirmed by the conversations 
taking place around the event all 
week. We look forward to the 
future with confidence and by the 
time we are back here in Cannes 
next year I’m convinced we will be 
flying at full height once again,” 
commented TFWA President Erik 
Juul-Mortensen at the closing 
press conference.  

Juul-Mortensen also noted that 
due to past prudence, the Associ-
ation’s finances are strong: “We 
are well placed to continue sup-
porting the industry going forward 
to next year and beyond,” he 
confirmed. 
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TFWA President Erik Juul-Mortensen, far right, with the TFWA Board and a 
Cannes official, ceremonially opened the 2022 Tax Free world Exhibition and 
Conference on Oct. 3, 2022 at the Palais des Festivals in Cannes.  

https://www.tfwa.com/association/press-releases/tfwa-announces-new-board-and-management-committee-100013866
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The big change is that the 
Conference will be managed by 
TFWA, who will be supporting the 
Association with its management 
and organizational expertise. The 
event will take place on Wednes-
day and Thursday, June 7 & 8, at 
the Hotel Hilton in Puerto Madero, 
Buenos Aires, Argentina.  

This will be the first time the 
ASUTIL Conference has been held 
in Buenos Aires since 2005. The 
agenda will follow the same format 
as the last conference in Rio de 
Janeiro in 2017, in which changes 
had been made to the traditional 
format. 

ASUTIL and TFWA say that 
the Conference will include its 
hallmark social and networking 
elements for which it is so-well 
known.  

Beginning on Wednesday, June 
7, industry leaders will speak on 
some of the key topics affecting the 
duty free and travel retail industry 
in the region. After lunch,  opera-
tors and suppliers will have a 
chance to meet during networking 
time in the afternoon. The first day 
will close with a cocktail. 

On Thursday, June 8, delegates 
will again be afforded time to 
network with industry colleagues 
in the morning, and the afternoon 
conference session will welcome a 
slate of international key note 
speakers sharing their insights.  

The conference will close with 
the traditional dinner that evening. 
     The fee for the event will 
include access to all event lunches, 
dinner and cocktails. 
 

ASUTIL Conference to return in June in Buenos Aires, managed by TFWA 
In welcome news for the Americas, the very popular ASUTIL Conference will be returning to a stand-alone, in-person event in 2023 for the 
first time in five years. 

“We’re pleased to announce the return of the ASUTIL 
Conference, which will be back with the familiar format blending 
excellent learning with outstanding networking, culminating with 
the customary fabulous party. This is indeed very much the right 
partnership at the right time and in the right place and we will 
certainly be striving to be the best possible hosts for this event." 
 

José Luis Donagaray,  
ASUTIL Secretary General

  “The South American duty free and travel 
market is both vibrant and dynamic, and it is 
truly excellent to see that the continent will 
once again have its own event dedicated to the 
industry. It is an honor for TFWA to be able to 
be a part of this event and support in the 
growth of the industry in this region. I have no 
doubt that this returning event will be a great 
success once more, and I’m looking forward to 
meeting friends and colleagues from across 
South America.” 

Erik Juul-Mortensen,  
TFWA President 

The announcement of the return of the ASUTIL Conference was 
made by ASUTIL President Gustavo Fagundes (Dufry), TFWA 
Managing Director John Rimmer, TFWA President Erik Juul-
Mortensen, and ASUTIL Secretary General Jose Luis Donagaray, 
who was joined by Carlos Loaiza, secretary general of CEFSU, 
the Uruguayan Chamber of Border Shops, which is co-hosting a 
Border Conference with ASUTIL next month.  

Canada’s IGL wins Frontier Award for 
Border Retailer of the Year 

Congratulations to Importations Guay Ltée, of Quebec, Canada,  
which won the 2022 Frontier Award for Border, Downtown or Non-
Airport Retailer of the Year. Here IGL Duty Free Vice President 
Justin Guay accepts the award from Greg Cohen, representing Tito’s 
Handmade Vodka, which sponsored the category. Frontier-DFNI 
Publishes Felix Barlow looks on.  
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Leading Cruise specialist retailer Harding rebrands into Harding+ 

Cruise retail specialist Harding 
– which was honored with the 2022 
Frontier Award for Cruise Retailer 
of the Year -- revealed a key 
strategic rebrand and fresh identity 
at this year’s TFWA World 
exhibition in Cannes, transforming 
its name to ‘Harding+’ to reflect 
its brand, culture and growth 
ambitions. 

 The introduction of the ‘+’ and 
the multi colored propeller icon 
help bring the ‘Making every cruise 
better’ business purpose come to 
life with clear impressions of added 
value, forward thinking and inclu-
sivity that support the business’s 
increasing status as sector leader, 
said the company in a statement. 

   CEO James Prescott explains: 
“The rebrand personifies our 
mission and desire to always do 
better, go further and provide a 
space for the potential of all of our 
team members to really contribute 
to our business success and also be 
able to grow themselves as a 
consequence. It’s a spirit already 
embedded in our culture that we 
want to shout louder and prouder 
about, to show how we are the bet-
ter choice for cruise lines, brands 
and employees as their partner of 
choice. 

“The ‘+’ addition is a clear 
commitment to being innovative in 
all we do, to boundary pushing and 
keeping clear sight of our purpose. 
From championing the proprietary 
cruise guest data model we have 
pioneered in the past few years to 
shape the right retail solutions, to 
pushing sustainability goals further, 
and becoming increasingly 
inclusive in all aspects of our 
people and internal strategy,” he 
added. 

Prescott said the new branding 
also signifies how the company 
stands alongside its cruise and 
brand partners in being “bold, 
modern and fully focused on how 
to contribute to the positive return 
of global travelers to cruising.  

“This is not about the status quo, 
but about thinking ahead, driving 
action and sharing the values of 
those we work closely with every 
day on what now amounts to more 
than 100 ships across 20 different 
cruise partners and our 1500 strong 
team both land and sea of whom I 
am incredibly proud,” he said. 

The rebrand is the result of a 
five-month research and planning 
journey comprising significant 
conversations with cruise and  

 

brand partners, and internal teams 
to understand what Harding meant 
to them and how the business could 
better reflect those impressions and 
needs. Maintaining the Harding 
name and heritage was an impor-
tant part of the review outcomes, 
but with a fresh focus on momen-
tum and next generation needs too. 

As Harding concludes: “It is an 
exciting time for the industry as 
well as Harding+. Cruise may see 
record levels of passengers next 
year. We are winning new and 
extending existing long term 
contracts, and delivering strong 
numbers. Many interesting brands 
are joining us and creating some 
intriguing firsts.  

“And we are mixing the posi-
tivity of an internal promotion 
culture with attracting new talent 
from parallel industries that include 
Dyson, M&S and Godiva.  So our 
‘+’ fits well with the times, with 
shared ambitions and with the 

collaborative spirit that we are 
proud to have at the heart of all our 
relationships.” 

The company adds that the new 
branding focuses on business and 
cultural transformation and 
reflecting key pillars of team and 
culture, innovative partnerships, 
growth and business strength, and 
vision and insight all with the 
Harding people strategy at the 
heart. 

 

James Prescott, CEO Harding+ 

On the scene in Cannes 2022 

 

Left. Mohit Lal, CEO, Pernod Ricard Global Travel Retail, was a key speaker on a panel discussing how duty free can drive the ethical consumerism 
journey. Center: Martin Moodie (The Moodie Davitt Report) hosts Diageo GT’s Sunset Session on diversity, with Sarah Branquinho (Chief Diversity 
& Inclusion Officer at Dufry), John Williams (Diageo Global Scotch Director) and Nandhini Srinivasan (Flemingo Travel Retail Limited). Right: 
Economist David McWilliams, Adjunct Professor at Dublin’s Trinity College, did not mention one number in his mesmerizing keynote speech at the 
TFWA Conference, but rather quoted “The Second Coming” by Irish poet W. B. Yeats.   
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On the scene in Cannes 2022 

 

The TFWA Lounge at the Carlton Beach was extremely popular both in the early evening after the Trade Market closed and later at night, especially with 
such fun sponsors as Fireball, Stoli, Heineken, etc.  

Wella exhibited as a separate company for the first time, showing its new TR display units for OPI and its haircare 
range. Marco Vitale, Head of Global Travel Retail; Riikka Koski, Education; Audrey Fusco, Sales; Manon 
Denouel, Head of Sales- TR; Menelaos Lazos, VP EMEA Retail & OPI; Emmanuele Giacobbi, VP OPI Intl; 
Vanessa Benibgui, Head of Trade Marketing- OPI TR. Center photo, Giacobbi and Giuseppina Pede, OPI 
Education.  

 

The team from Accolade Wines.  

Ricardo Rivas, Roseane Garcia and Bryan Hollander from 
Tairo International, with TMI’s Lois Pasternak and Molton 
Brown’s Sophie Sponagle.    

Left: Rachel Hawes, Distell Head of Marketing, GTR, and Luke Maga, Head of 
Europe and GTR. Right: David Wilson, Managing Director, Global Travel 
Retail, William Grant & Sons.
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Brugal reveals rare $2,800 luxury Andrés Brugal sipping rum 

Rums in the Spotlight 

Edrington unveiled a special limited edition 
ultra-premium Brugal rum at an exclusive 
launch dinner in Miami this week. Only 460 
bottles of Andrés Brugal sipping rum will be 
available worldwide, with 60 exclusively sold in 
the U.S., and 62 bottles earmarked for travel 
retail. 

Developed by fifth generation Maestra 
Ronera Jassil Villaneuva Quintana, the $2,800 
rare luxury expression is an homage to founder 
Andrés Brugal’s pioneering spirit of exploration. 
This is the brand’s first ever release that blends 
two double aged reserves with first fill single 
Bourbon and Oloroso sherry casks. 

 “This limited-edition bottling is a journey 
that started over a century ago. Andrés Brugal 
combines special single cask family reserves and 
our signature double aging technique to tell a 
dual story of my family’s legacy of rum making, 
as well as my own as Maestra Ronera,” said 
Jassil Villanueva Quintana, Brugal and the 
Dominican Republic’s youngest and first ever 
female master of rum. 
     Andrés Brugal features balanced notes of 
roasted coffee beans and freshly harvested 
Cacao, layered with the fragrance of homemade 
dulce de leche fudge and the soft ness of 
Dominican rum cake. On the palate, a combin-
ation of oak, vanilla bean and sweet caramel are 
complemen-ted by fresh ripe berries, delicate 
notes of aromatic black peppercorns and sweet 
cloves. 

Brown-Forman last week 
announced a second major product 
acquisition (following the 
September 6 news of its plan to 
acquire the Gin Mare brands) with 
the purchase of the Diplomático 
Rum brand and related assets from 
Destillers United Group S.L. 
(Spain). Upon completion of the 
transaction, Brown-Forman will 
add the Diplomático Rum family 
of brands to its portfolio and 
acquire a production facility 
located in Panama. 

The Diplomático Rum family of 
brands is the No. 1 super- and 
ultra-premium rum and the No. 2 
super-premium+ rum worldwide 
(IWSR, 2021). Super-premium+ 
rum has grown at an annual rate of 
17% over the past five years, with 
rum accounting for approximately 
8% of global spirits. 
 

     “Quintessentially Dominican flavors combine to create an 
extraordinary liquid of astounding character that pushes the 
boundaries of discovery. With a touch of sweetness on the 
nose, and a well-rounded, long-lasting mouthfeel, this full-
bodied rum is a true celebration of the distinctive flavors of 
Puerto Plata,” said Villanueva Quintana. 

The exclusive release is bottled in a limited-edition, hand-
blown crystal decanter and presented in a bespoke display 
cabinet inspired by the traveling cases earlier Maestros used 
in their voyages. Rendered from American oak, its exterior 
surfaces are etched with a diamond pattern redolent of the 
netting that surrounds many of Brugal’s bottles. Twin 
segments fold down to reveal the hand-blown crystal 
decanter, with mirrored surfaces etched with a map of the 
world, which the company says is symbolic of Brugal’s 
journey of excellence that began with the first journey of  

Welcoming guests to the elegant reveal 
of the ultra-premium Andres Brugal 
sipping rum at the Klaw Miami private 
rooftop, hosted by Rum Master Jassil 
Villanueva and Gabe Urrutia, Brugal 
1888 Brand Specialist. 

 “Diplomático Rum will join our 
expanding portfolio, giving Brown-
Forman a market leading entry into 
the fast-growing super-premium 
rum category. This aged rum brand 
has distinctive packaging, strong 
brand positioning, and is a deli-
cious tasting spirit,” said Lawson 
Whiting, President and CEO, 
Brown-Forman Corporation. “As 
part of this acquisition, we will 
welcome more than 100 new 
employees to Brown-Forman.” 

Destillers United Group S.L. 
will continue to produce and age 
the complex Diplomático Rum in 
their original distillery at the foot 
of the Andes mountains. 

Diplomático Rum is sold in 
more than 100 countries. Top 
markets include France, Germany, 
and the United States. 

 
 

Diplomático Rum consists of 
three ranges of complex rums. The 
Traditional Range includes Planas, 
Mantuano, Reserva Exclusiva, and 
Selección de Familia. The Prestige 
Range includes Single Vintage and 
Diplomático Ambassador, both 
aged 12 years and finished in 
Spanish sherry casks.  

The Distillery Collection 
includes a range of three limited 
production bottlings that showcase 
the distillery's unique distillation 
methods. 

The transaction, which is 
subject to customary closing 
conditions, is expected to close 
within 90 days. 

Don Andrés’ from Spain to the 
Caribbean. 

Andrés Brugal is the first of 
several ultra-premium releases 
anticipated from the rum brand in 
the coming years. 

Brown-Forman enters rum category with purchase of global super-premium Diplomático   
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The Women in Travel Retail 
(WiTR) networking group returned 
to its annual Cannes meeting place 
at the foyer of the Palais des 
Festivals during the TFWA World 
Exhibition. 

This year, the group was 
focused on raising funds to 
purchase a new bus for the Hope 
Foundation, a charity dedicated to 
protecting women and children 
living on the streets and in the 
slums of Kolkata (India).  

Costing about €15,000, the bus 
will replace the old vehicle which 
is 15 years old and needs to be 
replaced to comply with 
government environmental 
guidelines to allow it to operate in 
the city. 

Using a new raffle system, with 
three major prizes donated by 
event sponsor Victoria’s Secret, the 
monies collected were augmented 
by generous donations from 
Victoria’s Secret, Heinemann and 
Harding Brothers, as well as the 
many women in attendance.  

Karen Cheng, Brand Manager 
for Travel Retail at Victoria’s  

Secret, discussed the reasons for 
the company’s participation in the  
event, explaining that the company 
is in the midst of a major rebran-
ding and repositioning, transfor-
ming into an entity which will 
advocate for all women.  
     Victoria’s Secret also presented 
WiTR with a $10,000 donation for 
the Hope Foundation.  

WiTR ended up raising more 
than €17,230 for The Hope Foun-
dation during the event, exceeding 
its target of €15,000. 

Clearly demonstrating its 
solidarity and compassion for the 
women in the industry, the WiTR 
members concluded the evening 
with a huge group photo sent to 
Erin Lillis of Lacoste, who is 
battling a serious illness. 

WiTR gives sincere thanks to all 
the sponsors and participants and a 
special thank you to Moët 
Hennessy, which provided glasses 
of Chandon Garden Spritz to all the 
attendees.  

For more information on how to 
join WiTR, please visit the new 
website, at www.womenintr.com  

 
 
 
 
 
 

DFS reopens newly renovated 
T Galleria Beauty by DFS in Macau 

DFS Group will reopen its newly-renovated T Galleria Beauty by 
DFS, Galaxy Macau store on Wednesday, October 26. Spanning more 
than 20,000 square feet and enveloped in an idyllic floral theme 
throughout, DFS’ biggest beauty store in Macau is set to feature more 
than 70 of the world’s top skincare, makeup, fragrances and haircare 
brands as well as new and emerging brands.  

With more than 30 new brands added to the refreshed line-up, 
customers can also shop eight brands that are exclusively available at 
T Galleria Beauty by DFS, Galaxy Macau, including The Ordinary, 
Davines and Christophe Robin, within the entire Macau travel retail 
network. 

 First opened in 2015 as DFS’ first standalone beauty concept store, 
the store has been upgraded to include three new luxury treatment 
cabins from La Prairie, Valmont’s only Macau spa location and DFS’ 
best-in-class Beauty Concierge for customers to enjoy personalized 
beauty services. In addition, the store will feature new digital 
capabilities including mobile point of sales (POS) throughout, which 
will enhance and expedite the checkout experience.  

T Galleria Beauty by DFS, Galaxy Macau will also be the first DFS 
store to feature an in-store livestreaming studio, providing 
opportunities to engage customers both online and in-store through 
exclusive brand and product introductions with brand ambassadors and 
KOLs. 

WiTR raises more than €17,000 for  
Hope Foundation charity in Cannes  

 

Above: The women of WiTR send words of affection and encouragement to 
member Erin Lillis in Singapore, who is battling a serious illness. Right: 
Victoria’s Secret Head of Travel Retail Baptiste Marchis, center, with 
Karen Cheng, VS Brand Manager for Travel Retail, right, generously 
donate $10,000 to The Hope Foundation to go towards the purchase of a 
new bus. Accepting the check on behalf of The Hope Foundation is Aisling 
Walsh of Butler’s Chocolates, a long-time supporter of the organization. 
 

 

www.womenintr.com

