
















William Grant & Sons: “The pinnacle of
our whisky-making excellence” is how
family-owned independent distiller
William Grant & Sons described the
unveiling of Glenfiddich 50yo (above), the
company’s latest limited-edition ultra-
premium Scotch – and undoubtedly one of
the drinks industry’s launches of the year.

Priced at ¤11,000, just 50 bottles a year
will be made available each year for the
next ten years; and travel retail is already
playing a critical part in the distribution
effort. Leading French travel retailer Aelia
launched the line at Paris Charles de
Gaulle Airport on 1 September, and ten of
the first 50 bottles were issued through
the channel. For one of the most sought-
after releases of recent years – notably
among whisky enthusiasts and collectors
– that allocation is a bold statement of
faith in travel retail. And what a template
this represented for how to launch a
premium product in our channel.

XXXX
X-ray: Where now for aviation security,
following the failed terrorist attack on a
Northwest flight from Amsterdam to
Detroit on 25 December? For the US
government the response lies partly in
“enhanced screening” for certain
passengers from perceived risk states.
In the UK one proposed ‘solution’ comes
in the shape of full-body scanners. At
£100,000 each they don’t come cheap,
and they’re highly controversial too: many
passengers and even security officials

are concerned at the potential indignities
involved in a technology which allows
staff to scrutinise people’s naked forms. 

Whatever measures are adopted, let’s
hope they balance the security factor
with a large helping of commonsense. We
think BAA’s response to the government’s
call for full-body scanners is a useful first
step. The UK group plans to introduce
the new machines “as soon as is
practical,” it said, but pointedly added,
“It’s our view that a combination of
technology, intelligence and passenger
profiling will help build a more robust
defence against the unpredictable and
changing nature of the terrorist threat.”

YYYY
Youth: As any parent who’s a regular
traveller will tell you, there’s a threadbare
look to most airports’ shopping offers
when it comes to children’s items. The
confectionery category has worked
hard, and effectively, to cross the divide
between chocolate and attractive toys
through neat packaging and bespoke
travel-themed goods; but most of the
time the offer fails to excite or entice.
And for the crucial six to 12 year old
age group, the range, from clothing to
books, is usually woeful.

Yet there are signs of life out there.
Barcelona Airport now boasts a
fine fashion offer that keeps
kids in mind and desperate
parents interested, Dublin
Airport houses a sound
children’s books offer via
retailer Hughes & Hughes, and
Gebr Heinemann with partner
Baltona have reacted to
passenger demand by opening a
children’s store at Warsaw
Airport – all steps, at least, in
the right direction.

In 2010 we think Sydney
Airport will stand out: it’s
already well on the way to
fulfilling its stated intention of
covering the children’s sector
far more effectively with its
new-look International Terminal
offer. From clothing brand Seed
to popular music group The
Wiggles, there are stand-alone

kids’ stores that bring something new to
Sydney Airport’s audience – and that
crucially target an often neglected but
potentially lucrative market.

ZZZZ
Zine El Abidine Ben Ali International
Airport in Enfidha, Tunisia, became
Africa’s newest airport when it opened on
7 December. And the spacious, modern
terminal also boasts one of the continent’s
best-in-class travel retail facilities,
managed by ATÜ Duty Free – the joint-
venture partnership between powerful
Turkish group TAV Airports Holding and
Unifree, in which Gebr Heinemann is a
major shareholder and supplier.

The impressive commercial offer is led
by a 1,800sq m walk-through
Departures store, described by ATÜ as a
“a state-of-the-art, new-generation duty
free shop”. It combines a strong core-
category offer with an excellent
destination merchandise range – for
which ATÜ enjoys a major reputation
from its Old Bazaar execution at
Istanbul Atatürk Airport – plus a classy
zone dedicated to fashion & accessories.
It’s underlines ATÜ’s, and TAV’s,
ambitious commercial approach – at an
airport which, the company says, will
eventually become “Africa’s most
important flight and logistics centre”. 
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Phil Humphreys: The ebullient Diageo
Global Travel & Middle East Managing
Director has become the channel’s most
influential brand executive after less
than 18 months in the job. And he’s not
afraid of sticking his neck out. First, in
Macau, he breathed fresh life into the
Trinity concept of enhanced
collaboration between industry
stakeholders; then weeks later at the
MEDFA conference he dared to chide
the other parties for not doing enough,
and leaving the brands to pick up the
tab. But he’s not all talk – Diageo is
investing heavily in some of the most
creative innovations this channel has
ever seen, helping to grow the category
as well as its own volumes.

Julián Díaz: The City kept waiting for
the fall that never came. While Dufry’s
share price languished at or near a 52-
week low of CHF16 in late March (it
closed the year at CHF70), its CEO
knew exactly how to steer his ship
through the crisis. He’s delivered
consistently impressive results,
highlighted by strong cash generation,
reduced debt, highly robust EBITDA and
a series of contractual and commercial
expansions. If Dufry can perform like
this in such a troubled year, what will
fair weather bring?

Lars Johansson: Lars’ death during the
Cannes show was sudden, premature and
devastating. Here was a towering industry
figure over four decades; the ‘Mr Duty
Free’ of multi-nationals such as Hiram
Walker and later, most memorably, the
inspiration behind travel retail’s unlikeliest
phenomenon, Inniskillin Icewine.
Through his and wife Beverly’s company,
Imagination Unlimited International, Lars
drove the sweetest of success stories. His
powers of imagination (captured proudly
in his company’s name) would have filled
whole departments in bigger companies.
His work ethic was extraordinary; his
sense of decency in business acute.

People of the Year
Individuals who The Moodie Report believes by their deeds, attitudes
and behaviour advanced the industry’s cause in 2009.

Alessandra Piovesana: Nuance-Watson
Hong Kong’s Regional Managing
Director led her company with
trademark passion, conviction and
success in 2009, culminating in the
Frontier Airport Retailer of the Year
Award in October. We particularly liked
her team’s ‘We Support’ staff
motivational campaign, which stared
crisis in the eye and won. n

Colm McLoughlin: This is the first time
that an individual has won this award
two years in a row. The Dubai Duty Free
Managing Director earns the accolade not
just for his commercial achievements
(though they’re impressive – record sales in
a deeply troubled local and international
environment) but for driving one of the
great philanthropic initiatives in our
industry’s history – a near-US$1.5 donation
by the Dubai Duty Free Foundation to
The Smile Train in November.

Derek Larsen: Sydney Airport’s General
Manager, Retail has put together a ‘wow
list’ of top-quality international and
Australian retailers, concepts and food
& beverage operations for the new-look
International Terminal, due to be
inaugurated in May 2010. Throughout
2009 Larsen and his team kept adding
genuinely exciting dimensions to the line-
up, underlining his view that airports
should offer something for everyone. The
days of Sydney’s tired “passive, captive-
market mentality”, as he terms it, are over.
One of the new breed of industry leaders.




