




aircraft orders as recession takes hold
by pressing ahead with plans to grow
its fleet from 85 planes to between 130
and 150 by 2018. That’s good news for
Aer Rianta International as the termi-
nal’s exclusive duty free concessionaire. 

But that’s not all: the airport authority
is pouring huge investment into a major
overhaul of Sheremetyevo-2 – the icon-
ic, though dated, terminal of old. It’s
adding new commercial space, while
retailers such as Moscow Duty Free are
getting a major and belated makeover.
With a further 3,000sq m of duty free
being tendered too, Moscow Shereme-
tyevo looks set to take a great leap for-
ward in 2009.

TTTT
Terrorism: A blight on our times and
on our industry, and one sees little real-
istic hope of any change in 2009. Those
behind the Mumbai massacre showed
no humanity, no discretion, no real
objective other than carnage. Jew and
Christian, Hindu and Sikh, were all
slaughtered in the bankrupt name of
fundamentalism. Like all tourism-related
sectors, our industry will continue to
suffer from the inanity of such acts.
What we cannot do is give in to them.

Toblerone: One of the world’s most
iconic brands, and a great symbol of con-
fectionery in the travel retail channel,

turned 100 years in 2008 – and held a
year-long party to celebrate.

Unusually in a sector where duty free
typically represents 1% or less of global
volumes, this channel is a vital one for
the brand and its owner Kraft Foods –
and it shows. Toblerone was one of the
first signature brands to emerge in duty
free, and its pioneering efforts have
helped raise the profile of the confec-
tionery category over the past 30 years.
In 1978 it was the first confectionery
brand to exhibit at what is now the
TFWA World Exhibition – and in 1995
it built on those foundations by creating
a dedicated travel retail division. It has
been building volume, value and reputa-
tion ever since. It is truly one of the
great icons of travel retail.

Trinity: Never have the Trinity Forum
values of partnership and understanding
between industry stakeholders been
more important than they are in these
troubled times. Next year’s Forum
moves to Macau (23–25 September)
where this pivotal industry event should
see even straighter talking than usual.

UUUU
Urart: 2009 is shaping up as a banner
year for the Urart partnership between
The Nuance Group and Net Holding,
which operates at Antalya International
Airport. The alliance has a rich history

at the location, dating back to 1993, but
now its attention is fixed firmly on the
future, and in particular one date: 24
September 2009. That’s the date when
Urart – currently the operator of the
duty free contract at Antalya T1 – takes
over the retail business in T2 from Gebr
Heinemann-led Unifree. 

With a 17-year contract in the bank, it’s
the stuff of dreams for any travel retail-
er planning to invest for the long term.
The projected sales look healthy too, at
around ¤188 million a year, more than
double Urart’s current annual business.
With the economy in Turkey in robust
health, tourism on the rise and a huge
influx of high-spending Russian travel-
lers, notably to the coastal resorts in
and around Antalya, few European
retailers are better placed for the future
than Urart.

VVVV
Venice Marco Polo Airport is home to
one of the boldest statements in travel
retail fashion since the September open-
ing of McArthurGlen Luxury Retail’s
ground-breaking Collezioni offer. It fea-
tures 21 brands across 1,400sq m of
retail space, spread over two levels. The
portfolio includes many contemporary
luxury brands such as Bvlgari,
Ermenegildo Zegna, Ferragamo and
Burberry, while the younger, fashion-
conscious traveller is also provided for
with brands such as Marlboro Classics,
Pal Zileri and Diesel.

Crucially, McArthurGlen Luxury Retail is
a partnership – on the one hand with
SAVE SpA, the management company of
Marco Polo Airport – and on the other
with Altagamma, the Italian luxury
brands association. And it’s a model
that McArthurGlen believes has poten-
tial for airports everywhere. 

The division’s Chairman Brian Collie
says: “McArthurGlen acts as the conduit
that brings the airport and the brands
together in a concept that is not only
much easier for them to implement but
also offers exceptional opportunities for
sales growth to both parties.” We wel-
come any concept that helps luxury
fashion to improve its limited presence
in the airport marketplace. Collezioni,
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Toblerone’s proud heritage: Kraft Foods World Travel Retail
executives Gerald Neumair, Natalia Sanz and Andreas Fehr
celebrate 100 years of a great global duty free brand



while by no means the only concept
that links airport, retailer and luxury
brand owner, is a huge step in the right
direction. 

WWWW
Websites: More and more airports and
travel retailers are realising the poten-
tial upside of developing a web
presence: a strong online offer can drive
awareness of the stores, and footfall
into them, so there are benefits in terms
of the showcase as well as the sale.
That’s a lesson that companies such as
InterBaires (with its Duty Free Shop
Argentina site), Bahrain Duty Free and
World Duty Free (with its ‘destination-
matching’ online fragrance service) have
used to good effect in their recent
online investments and upgrades.

Yet, as we keep repeating, this industry
is still far too slow in embracing the
power of the online offer – while other,
competing trading channels maximise
their usage of the web in their market-
ing and their retailing. It’s an area of
vast, unexploited opportunity: a strong
online presence is, we believe,
something no travel retailer should
operate without.

XXXX
XL Airways: One of the biggest travel-
related company casualties of this year,
the collapse of XL Leisure Group and its
subsidiary XL Airways in September
was a metaphor for the deep aviation
crisis in 2008. XL was the UK’s third-
biggest package holiday business – and
the grounding of XL Airways’ 21 planes
left tens of thousands of holidaymakers
stranded overseas. 

The news came as a terrible blow to the
travel industry – and to consumer confi-
dence in it. And the reasons behind the
failure – the soaring price of fuel allied
to the sharp economic downturn – were
echoed in this year’s other airline fail-
ures – Zoom Airways, Maxjet, Eos, Sil-
verjet and Oasis Hong Kong Airlines –
and the spectacular fall of Copenhagen-
based Sterling Airlines. 

YYYY
Yen: The rollercoaster ride of the
world’s financial markets hasn’t been all
bad news: the surging value of the
Japanese Yen is bringing with it bene-
fits for Asian travel retailers that rely
heavily on Japanese spend. In the last
week of December the Yen hit a 13-year
high of ¥90 to the US Dollar, and it is
+40% stronger against the Euro than it
was a year ago. 

In duty free the effects are being seen
most dramatically in South Korea,
where Japanese spending, buoyed by
the Yen’s strength against the Won, has
helped offset a slump in spending
among Koreans. 

The big question for the months ahead
is this: can the recent appreciation of
the Yen spur more Japanese travellers
to travel abroad? Late 2008 saw soft-
ening demand for overseas travel
among Japanese as fears over the glob-
al financial crisis shook consumer confi-
dence. But there is reason for encour-
agement: the heavy fuel surcharges on
air tickets that made travel more expen-
sive are being dropped as the price of
oil falls, and the continued strengthen-
ing of the Yen will make holiday trips to
US Dollar-linked destinations abroad
more attractive. Travel and spend

among the Japanese could yet prove a
bright spot for travel retail in an other-
wise difficult 2009.

ZZZZ
Zürich Airport: For a lesson in defying
the downturn, look no further than the
example of airport authority Unique at
Zürich Airport. The company takes a
refreshingly proactive approach to its
relationships with concessionaires, and
believes wholeheartedly in transparency
in those commercial relationships. 

As many other airports around Europe
struggled through the difficult trading
months from September onwards,
Unique continued to defy the gloom.
Net sales to consumers in retail and
food & beverage were up +8.2% year-
on-year in September, +5.4% in October
and +4.1% in November. An embattled
industry needs all the good news it can
get, and Zürich Airport’s remarkable
resilience brings just that.
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Led by dynamic commercial
chief Peter Eriksson, Zürich
Airport is doing its utmost to
defy the industry downturn
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Vichai Raksriaksorn: Never in the his-
tory of our sector has a retailer faced a
greater assault on its very existence
than King Power Thailand did after a
prolonged, politically charged challenge
to its duty free and master commercial
concessionaire contracts at Bangkok
Suvarnabhumi Airport. King Power’s
resilience in the face of at times
venomous hostility was immense and
yet at all times dignified. Not once did
Chairman Vichai retaliate publicly amid
the torrent of often vitriolic criticism his
company drew in the Thai press. Instead
he relied ultimately on the sanctity of law
and his knowledge that the company had
done nothing wrong. This quiet, modest
man is also – unbeknown to many – a
philanthropist on a grand scale.

Olivier Bottrie: Deservedly promoted
to President, Travel Retailing Worldwide
at The Estée Lauder Companies in late
2007, the Frenchman has proved a
major success in the post. But he gains
recognition here for his astounding con-
tribution to November’s ‘Miles for
Smiles’ charity run in Dubai on behalf of
The Smile Train. Not only did he raise
over US$50,000 – nearly a quarter of
the total sum generated – but he won
the race in an impressive 44 minutes
and seven seconds. Asked why he had
trained so hard he told The Moodie Pod-
cast that it was all about commitment –
to the charity and to his sponsors.

Colm McLoughlin: The industry’s great
statesman became the billion-Dollar
man on 18 December as the company
he leads, Dubai Duty Free, shot past
that figure in annual sales. What an
astonishing achievement from a retailer
which set up its first store just 25 years
ago and which has become synonymous
with the ‘Dubai Inc’ phenomenon ever
since. But the Irishman also deserves
his place here for the sheer generosity
of his spirit – to his staff, to driving the
Dubai Duty Free Foundation, and to
industry (and non-industry) causes. At a
dinner during the retailer’s 25th anniver-
sary celebrations senior management
presented him with a walking stick. It
will need to be turbo-charged to keep
up with him.

People of the Year
Individuals who The Moodie Report believes by their deeds, attitudes
and behaviour advanced the industry’s cause in 2008.

John McDonnell: The Patrón Spirits
Company (named Frontier Supplier of
the Year) Chief Operating Officer walks
and talks his brands, led by Patrón
tequila, with a missionary zeal. And, in
keeping with Patrón’s admirable philoso-
phy, he also champions key social causes
– not just with donations but with pas-
sionate personal commitment.

Michael Schriver: To walk a new Galleria
with DFS Group’s President, Worldwide
Store Operations is to gain an insight at
every turn. Here’s a man who simply loves
retail. But his passion is embedded in a
deep pragmatism: obsessive about detail,
he offers an acute and welcome insight
into how great brands should be pre-
sented in a travel retail environment. n

Béatrice Delorme: Promoted to Execu-
tive Vice President Commercial and
Marketing at Aelia from her former role
as Perfumes and Cosmetics Director,
Delorme has been one of the driving
forces behind the French travel retailer’s
profound transformation of the past cou-
ple of years. When The Moodie Report
analysed the best airport stores this year
in our ‘Dreamstore’ survey, her name
kept coming up as an example of what
vision and determination can achieve.


