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Rakhita Jayawardena, Keynote Speaker: Some airlines are suffering from decisions by
brand owners to distribute selectively in the channel

Selective distribution by some brand owners to the airline industry is damaging to industry
partnerships and shows “contempt” for the travelling shopper. That's according to Rakhita
Jayawardena, President of King Power Traveler, who today delivered the keynote address at the 2014
Airline Retail Conference (ARC) Asia Pacific in Singapore.

Speaking on the theme ‘Creating & Managing Effective Partnerships, Jayawardena said industry
relationships are at their best “when information flows freely, people trust each other and are loyal
to each other and their mutual success”. He said this applied to KPT’s long-term airline and brand
partnerships.

But, he noted that he was disturbed about “the emergence of strategic marketing changes with some
of our supply partners”.

“It was not so long ago that a major company in the fragrances & cosmetics industry made a decision
to withdraw the sale of their brands from the entire inflight duty free retail market,” he said.

“This was followed with another big company too, pulling out their brand from a vast majority of the

airlines. Some other companies are closely monitoring these changes and we believe are reviewing
their brand positioning for the airlines, going forward.”
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He said this was “a real threat” to inflight retail. “There is a distinction and a line that is being drawn by
some of the bigger brand houses on where their product should be distributed and made available. The
low-cost airlines and smaller national carriers in the Asia Pacific region are being unfortunately affected
by these decisions. In a few high-profile cases [so are] the major carriers.”

He emphasised that each partner in the travel retail chain is serving the same customers, whether as
airport, airline or brand.

“Therefore, if this passenger is denied the availability of a certain product or brand onboard their
selected airline, but that same passenger can have the product available to him at the airport retail
shops, is that fair and is it correct? Is this a crack that’s appearing in a valuable partnership?

*’2’ u
Jayawardena’s powerful message to brands in travel retail

Who are the brands partnering with? The travel retail industry — or just some of the travel retail
industry?

“Why is there selective distribution on offer to the passengers? Small or big, scheduled or low cost, the
travelling consumer should be a valued passenger and potential shopper. Therefore, why have some of
the supply partners begun to treat the airline customers differently?

“Such practices not only show contempt for and, | believe, commercial differentiation against, the
airlines but contempt for the travelling consumer by dictating where they can buy. And it’s short-
sighted.”

“As I'm speaking on the subject of partnership it is appropriate for me to stand here and make a clarion
call to all brand houses that target the travel retail channel to stop this so-called selectivity in the
positioning of their brands within the airline industry.”
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Selective distribution debate Intensifies

115 two years since Chanel announced

Its withdrawal from the Infllght
channel, but that declsion still has the
power to move alrine retallers to strong
emaotlons. That withdrawal, and thaose
of a2 handful of other beauty and luxury
houses, was dellvered under the pretext
of protecting brand Image - lgnoring the
world-class service, cabin environments
and high-spending, upscale passenger
base of some alrlines. Now It seems

Jayawardena's clarion call: “Stop this

so-called selectivity In the positioning
of brands within the airine iIndustry”

The Moodle Report e-Zlne

that further brands may be preparing
to follow sult.

Speaking at the 2014 Alrline Retall
Conference (ARC) Asla Paclfic 1ast week,
King Power Traveler President Rakhita
Jayawardena told delegates that he
belleved some suppllers were reviewing
thelr brand positloning on aldines. Others
are beginning to distribute more selectively
within the alrline market, he salid, to the
detriment of low-cost camlers In particular.

In a flery speech Jayawardena ralled
2galnst the contempt such moves show
not just for alrlines but also for
passengers, by denying them brands for
no other reason than thelr cholce of
carrler. “|s this a crack appearing In a
valuable partnership?” he asked. “Who
are the brands partnering with - the
travel retall Industry, or just some of the
travel retall Industry?"

The response to that address, and The
Moodle Report's coverage of It, reveals
the passion and diversity of views on
selective distribution. The Issue,
according to one former alrline
executive, had badly hurt business but
had been the “elephant In the room” at
nearly every alrline Industry conference
- acrucial toplc thatwas not allowed to
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be discussed. Jayawardena’s speech has
broken that taboo.

Landmark Duty Free Phillppines CED josé
‘Chim’ Esteban noted emerging Industry-
wide concern. Selective distributlon Is
not just an alrline Issue, he argued.

“Travel retall partnerships are at their
mast fraglle point,” Esteban sald. “The
growing strength of brands and thelr
use of that strength Is 3 true threat.
More and more we are seelng how easy
It Is for brands to dismiss the travel
retall channel when It becomes
convenlent. As operators we bulld our
businesses on the foundation of brand
support. These foundations are getting
weaker and weaker.”

One French fashlon house attending
ARC Asla Pacific 2014 stated Its strong
suppaort for the alrline market. Devanlay
Lacoste Retall Excellence & Travel
Retall Director Erin Lillls-&rrowsmith
explained that the company was
Increasingly discemning about alrport
retall space, seeking out opportunities
for dedicated boutlgues Instead of
cormers. But alrlines are different.

“As long as the magazine Is high quallty,
the products are presented very well,

& March 2014



FOUNDING PRESIDENT

ASIA PACIFIC TRAVEL RETAIL ASSOCIATION (APTRA)

e
-

Rakhita Jayawardena, Christian Strang, Nuance Group, Sunil Tuli, King Power Group
First President of APTRA Retail Treasurer APTRA Asia Pacific (Hong Kong) Board Member

The Asia Pacific Travel Retail association is pleased to announce that all the formalities have now been
completed and APTRA has been registered as a legal entity in Singapore with effect from 24th June 2005.

Rakhita Jayawardena was honoured for his contributions to the Travel Retail Industry by being
unanimously appointed as the FOUNDING PRESIDENT OF APTRA.

APTRA is the voice of the Travel Retail Industry in the Asia Pacific region representing the Brand

Owners/Suppliers, Retailers, Operators, Landlords, Airport Authorities and Duty Free Associations,
serving an Industry with a turnover which is now in excess of US$30 Billion.
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The Asia Pacific Travel Retail Association (APTRA) has appointed nine of the twelve members of its executive Board

&2 \SSUELYT Y IR

is truly representative of the region.

ustomer service is another important aspect of George

Khoury's responsibilities. "The efficiency and training of

the front line staff cannot be over emphasized. Our pres-

ent staff is highly trained and we do not take any short cuts.
We deal swiftly with any complaint, but these are few and far between. This
is really thanks to our excellent team. When at the end of 2003, we created a
team of Beauty Advisors, we saw our sales soar. This is also thanks to the
excellent training provided with companies such as YSL. Among the 155
staff trained from
various Operators
in the region, our
staff member was
the 7th best and
was selected to go
to YSL's annual
seminar in Paris. Now she is to go again in August for make-up training. Our
Managing Director, Mr. Anthony Chalhoub was duly impressed”, says George

proudly.

ting last week: in Singapore. The membership of the board

S ] ! :
Rakhita Jayawardena, Sunil Tuli, King Power Group
First President of APTRA (Hong Kong) Board Member

He continues, "The staff are trained to recognize a customer's needs, as
soon as he or she starts browsing. They are also aware that the majority of our
customers are local and focus on gold and ¢lectronics, while Egyptians, Indians
and Iranis go for confectionery and foods, such as Tang and Nido. We see
what the best sellers in each department are and place them strategically on
forward gondolas.”

The full Board will consist of three representatives from each category:

Brands & Suppliers (with registered office in Asia Pacific)
» Rakhita Jayawardena, Centaur Travel Retail - President APTRA
» Joel Lafon, Maxxium Global Travel Retail - Treasurer APTRA

» John Kammerman, Imperial Tobacco Asia - Secretary APTRA
Retailers & Operators

» Christian Strang, The Nuance Group, Asia Pacific
» Sunil Tuli, King Power Group (Hong Kong)
» Paul Topping, Alpha Asia

Landlords & Airport Authorities
» Barry Kairl, Brisbane Airport Corporation
» Position vacant
» Position vacant
Duty free, tax free and travel retail related associations
» Andrew Ford, Tax Free World Association
» Tom Thomas, Australian Duty Free Association
» Position vacant

WORKING GROUP MEMBERS

he APTRA working group called on the industry in Asia
Pacific, as defined by United Nations guidelines, to get
involved in this new organisation whose principal objective is
to defend and support the trade in the region.

The working group emphasised that the precise functions of
APTRA would be defined by its members and invited those pres-
ent to put forward their own suggestions of issues to be
addressed. However, in the immediate future the new Association
will focus on:

¥ Marketing itself and gaining members
» Representing the region at the Duty Free World Council

» Defining a corporate policy for its overall objective of promot-
ing and defending the industyy in the Asia Pacific region
Concluding the meeting, APTRA's new President Rakhira
Jayawardena said: "The formation of APTRA has been a complex
process requiring much attention to details. Now this is where the
exciting bit starts and we invite representatives of all the categories
to step forward and be part of this dynamic process.”

For more information about membership of the Asia Pacific
Travel Retail Association (APTRA) please contact the adminis-
tration c/o Susan Tan, TFWA Business Development Manager in
Singapore on s.tan@tfiva.com or call +65 67 33 5378,

20 TRAVEL RETAIL MARKETS - JULY/AUG 2005
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Rakhita Jayawardena,
First President of APTRA

Retail Treasurer APTRA

Joel Lafon, Maxxium Global Travel

= "'APTRA" UPDATE

Sunil Tuli, King Power Group
(Hong Kong) Board Member

Christian Strang, Nuance Group,
Asia Pacific

The Asia Pacific Travel Retail association is pleased to announce that all the formalities have now been
completed and APTRA has been registeved as a legal entity in Singapore with effect from 24th June 2005.

r. Rakhita Jayawardena, the first President of APTRA said

that "I would like to thank Tax Free World Association's

Andrew Ford together with Susan Tan, TFWA's Business

Development Manager in Singapore, and the other initial
working group members, namely Sunil Tuli, Christian Strang and
Joel Lafon for all their co-ordination and assistance to get APTRA
registered and now up and running,"

The Association had its first board meeting on the 18th of
August in Singapore. Overall the board discussed and reviewed all
aspects relating to the objects set out by the association. Primarily it
was decided by the board that the focus for the first year would be
as follows,

» To ensure that the association be firmly established with all the
proper legalities and formalities completed and a solid platform
created for the future growth and development of the association.

»  To create awareness to all prospective members which includes
retailers, brand owners, landlords and associations in the Asia
Pacific region of the formation of APTRA and its related objec-
tives which are as follows,

@) to encourage closer links between retailers, brand suppliers,
travel retail landlords, and national duty free associations in the Asia
Pacific region, in ordet to facilitate growth of the industry in this
region;

b) to organize programmes for information exchange and
research, seminars, conferences, and similar events for the benefit of
the region's duty free/travel retail industry;

¢) to represent the regf‘ion's duty free industry vis-a-vis govern-
ment agencies, the travel industry, and other duty free /travel retail
association bodies including the industry's Duty Free World
Council; and

d) 1o safeguard the interests of members and to improve the
regulatory environment within which they operate vis-a-vis authori-
ties, governments and airline associations.

v To expand the current membership of 30 applicants to reach 50
by the year end.
Presently within the membership, we have good representation.
For example in the brand category we have Camus, Centaur Travel
Rerail, Cosmopolitan Cosmetics, Diageo, Derewala Industries from

India, Hugo Boss, Imperial Tobacco, Korjo from Australia,
Maxxium, Pernod Ricard, Philip Mortis Asia and Revlon whilst in
the retailer segment we have Alpha Asia, DR Group, Ever Rich
from Taiwan, King Power from Singapore, Landmark from the
Philippines, Malaysia Airports, Motibhai and Company from Fiji,
Nuance Watsons Singapore, Orient King Power from China,
Polynesian Duty Free from Australia, PT Aura from Indonesia, Sky
Connection from Hong Kong, The Nuance Group Asia Pacific.
From the associations and landlord category we have Australia Duty
Free Association, Tax Free Asia Pacific and Brisbane Airport
Corporation.

» To map out an APTRA position paper for Tobacco issues in the
region with the assistance with Keith Spinks, the Global Campaign
Coordinator for Tobacco.

v To support the opportunities for arrival shops in Japan and
Korea

» Explore the avenues to set up an up to date and detailed infor-
mation system of the region for the benefit of the membership and 4
the Asia Pacific Travel Retail Industry.

v Official entry of APTRA to the Tax Free World Council to be
concluded in October during the Cannes exhibition.

Following is the full board at the present time.

Brands ¢ Suppliers (with registered office in Asia Pacific)
Rakhita Jayawardena, Centaur Travel Retail
President APTRA
Joel Lafon, Maxxium Global Travel Retail
Treasurer APTRA

John Kammerman, Imperial Tobacco Asia
Secretary APTRA

Retailers & Operators
Christian Strang, Nuance Group, Asia Pacific
Sunil Tuli, King Power Group (Hong Kong)
Paul Topping, Alpha Asia

Landlords & Airport Authorities
Barry Kairl, Brisbane Airport Corporation

Duty fiee, tax free and travel retail related associations
Andvrew Ford, Tax Free World Association
Tom Thomas, Australia Duty Free Association

e s e

10 TRAVEL RETAIL MARKETS - SEPT./DEC. 2005
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Foreword

RETAIL
ASSOCIATION

for Asia Pacific

elcome to this special APTRA/DFNI Asia report

marking the first anniversary of the Asia Pacific
Travel Retail Association. And what a year it has been. The
Association was formally established after last year's
TFWA Asia Pacific show and our membership already
spans the region from India to Fiji. We are now in good
shape to become the voice for the region’s $8bn travel-
retail industry.
When the idea of APTRA was first conceived, its aim was to provide a single,
coherent voice for the regional travel-retail industry, which had until then been
represented through disparate national associations. While all other regions had
representation on the Duty Free World Council, Asia/Pacific had none. For an area
that is set to become the engine of global growth—both in travel-retail and
beyond—this situation was unacceptable. With the formation of APTRA, it has
been remedied.
Despite the potential in many of the region’s markets, there are still many obsta-
cles to overcome. In India, for example, there are a number of regulatory hurdles
that need to be addressed before the country’s duty-free market can live up to the
great expectations we have of it. I was delighted when delegates to the first India
Duty Free Workshop in February enlisted APTRA's help to persuade the govern-
ment of the need for change. In this report you will learn more about the aims of
the Action India Group from its founder, APTRA board member and Alpha Asia
managing director Paul Topping.
The tobacco threat hangs over many parts of the region, with recent develop-
mentsin Thailand, Taiwan and Australia reminding us that the anti-tobacco lobby
will not rest—and neither must we. APTRA board member and Imperial Tobacco
regional director Americas and Asia travel-retail John Kammerman has been
working on a comprehensive position paper charting the level of threat in our
region and the action required. We are holding a workshop during the TFWA Asia
Pacific exhibition at which you can learn more.
Meanwhile Paul Topping has been collating information on arrivals shopping
and its clear and demonstrable benefits. His paper on the subject will also be avail-
able during the workshop.
While APTRA’s membership has grown strongly since last May, we still need
greater support to ensure the best possible outcome for the regional industry. Our
association is unique in that it unites the stakeholders in the region’s travel-retail
industry—landlords, retailers, suppliers and trade associations—and encourages
them to work together for the benefit of all involved.
This work cannot be achieved without a strong association, and I wish to take
this opportunity to convey my sincere thanks to the entire board for their out-
standing contribution towards APTRA in this inaugural year, in laying a firm
foundation and getting the association off to a great start.

It has been a fulfilling year; we have achieved our targets in good measure and
forged a team of determined visionaries. I urge everyone in the region’s industry
to help ensure that travel-retail in Asia/Pacific has a passionate and clear voice. If
we work in concert we can make our region the global leader in travel-retail by
2012. This is a worthy goal and one we will strive towards.

A&U'V:L cA~St

Rakhita Jayawardena
APTRA president

SPECIAL REPORT
| MAY 2006

ASIA PACIFIC TRAVEL RETAIL ASSOCIATION | SPECIAL REPORT | MAY 2(
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Welcome to the Asia Pacific edition of The Decision Makers 2006

Our industry has always been about people and in the past we have seen this
borne out time and again as we came together to successfully nurture and
expand the travel retail industry.

In its first year APTRA’s initial priorities were to create a stable platform for future
growth and development of the association and to be the voice of travel retail in
the Asia Pacific. This we have done and The Decision Makers thrives because it
gives us a snapshot of this platform - the people we want to do business with.
This annual Asia Pacific Edition will put faces to names and help introduce key
people in our region to the world market.

At our inception we announced one of our key first year targets would be to encourage closer links
between retailers, brand suppliers, travel retail landlords and other associations. This partnership with
The Decision Makers will help us enormously to achieve this aim and thereby enrich the most important
component of the industry - our people.

Rakhita Jayawardena
President of APTRA
Asia Pacific Travel Retail Association

.r About APTRA: For more information about APTRA
) ) or to apply for Membership
Q The objects of the Society relate to duty and tax please contact:
ASIA ; . .
PACIFIC free sales or retail sales in the travel sector in the Rk vt
a Asia Pacific region (which shall be defined according President APTRA

ASSOCIATION to the United Nations guidelines), specifically: rakhita@centaurtravelretail.com

John Kammerman:

B to encourage closer links between retailers, brand suppliers, travel retail Secretary of the Board
landlords, and national duty free associations in the Asia Pacific region, John.kammerman@sg.imptob.com
in order to facilitate growth of the industry in this region; ot iatan:
Treasurer of the Board
B to organize programs for information exchange and research, seminars, joel.lafon@maxxium.com
conferences, and similar events for the benefit of the region’s duty Sunil Tuliz
free/travel retail industry;, Board Member in charge of Marketing

and Communication

5 ; g ; suniltuli@kingpower.com.hk
M to represent the region’s duty free industry vis-a-vis government agencies, gp

the travel industry, and other duty free ftravel retail association bodies Paul Topping: ‘
including the industry’s Duty Free World Council; and Board member in charge of Membership
ptopping@alpha-group.com
A : S Tan:
B to safeguard the interests of Members and to improve the regulatory T:ﬁ?eea\;\‘/oﬂd ASSGRIEtOR. At Barific
environment within which they operate vis-a-vis authorities, governments s tan@tfwa.com ;

and airline associations.
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ASIA PACIFIC 2007

promoting them around the world.

Welcome to the Asia Pacific edition of The Decision Makers 2007

As APTRA enters its third year we are delighted that the Asia Pacific edition
of The Decision Makers has been there with us all the way supporting and
promoting APTRA and its work. The Decision Makers has also been helping
us to identify potential new members and, with the assistance of its editorial
team, enabling us to communicate our message and what we stand for.

APTRA membership now includes over 50 of the region’s duty- and tax-free
retailers, brand owners, landlords and associations - part of the credit for
this must go to The Decision Makers for understanding APTRA's values and

If you haven't joined APTRA we politely request you do so. Together with the existing membership we
can build an important association that will represent, shape and influence this region’s travel retail

industry on the global stage.

Having partners such as The Decision Makers alongside APTRA is so valuable when striving to meet

these objectives.

Rakhita Jayawardena
President of APTRA
Asia Pacific Travel Retail Association

T About APTRA:

Q The objects of the Society relate to duty- and tax-
Pt free sales or retail sales in the travel sector in the

a JRAVES. Asia Pacific region (which shall be defined according

AssociaTionN  to the United Nations guidelines), specifically:

B to encourage closer links between retailers, brand suppliers, travel retail
landlords, and national duty-free associations in the Asia Pacific region,
in order to facilitate growth of the industry in this region;

B to organise programs for information exchange and research,
seminars, conferences, and similar events for the benefit of the region’s
duty-free/travel retail industry;

B to represent the region’s duty-free industry vis-a-vis government agencies,
the travel industry, and other duty-free/travel retail association bodies
including the industry’s Duty Free World Council; and

B to safeguard the interests of Members and to improve the regulatory.
environment within which they operate vis-a-vis authorities, governments
and airline associations.
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For more information about APTRA
or to apply for Membership
please contact:

Rakhita Jayawardena:
President APTRA
rakhita@centaurtravelretail.com

John Kammerman:
Secretary of the Board
John.kammerman@sg.imptob.com

Joel Lafon:
Treasurer of the Board
joel.Jafon@maxxium.com

Sunil Tuli:

Board Member in charge of Marketing
and Communication
suniltuli@kingpower.com.hk

Paul Topping:
Board member in charge of Membership
ptopping@alpha-group.com

Susan Tan:
Tax Free World Association, Asia Pacific
s.tan@tfwa.com




INDUSTRY PERSON OF THE YEAR 2005
THE MOODIE REPORT AND DUTY FREE NEWS INTERNATIONAL (DFNI)

LARGEST CSR PROJECT IN THE INDUSTRY

COLOMBO

TY ONEGUIDE.
APRIL 2006

= ipha Tsunami Trus{

= Travel Retail

Ceremonially Opened
By
bita Jayawardena and Mr. |
On behalf of the
2! Travel Retail Indu
B 16” March 2006

Rakhita Jayawardena was voted as the INDUSTRY PERSON OF THE YEAR IN 2005
for his sterling work in building homes for the middle class people affected by the
Tsunami in Sri Lanka, which was the largest CSR project in the industry.
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2" November 2005

Dear donor,

ALPHA SRI LANKA TRAVEL RETAIL VILLAGE

We are just over eight manths since the tsunami hit Sri Lanka. In this time. we have
ensured that our villagers ate sure the kids have gune back to school, the workers
back to work and temporary accommodation (some with families) has been provided
- Spme in rénted houses. The kids have been to the zeo and have had parties, and
regular site visits take place by Alpha and “travel retail” wisitars

The Board of Trustees - including an architect, a lawyer and an accountant e,
appointed Price Waterhouse Coapers as Accountants (at no cost fo the Trust) have
ansured that 89% of the monies are already in the bank account in Sri Lanka

The land purchased now has a penmeter wall built by the villagers. A tender was
floated for the house-building program and the construction of the foundations of 20
houses has started

Whilst we are delighted to update you In the progress of the Village, the main
purpose of this note is to thank you for ‘making a differance” We really do
appreciate your support and ongoing intarest. If you would like 1o know more, please
iog on ta www themaodiereport.com

Thank you from the trustess, the villagers and Sri Lanka

Yours =incerely,

{0 | e

\
&k by '}7 J"" . '.". b fi ek '
Rakitha Jayawardena / Paul Topping
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2005 IN REVIEW e People of the Year

Thc
odie

~ecport PEOPLE OF THE YEAR

January 2006

People who The Moodie Report believes by their deeds, attitudes and behaviour

advanced the industry’s cause in 2005.

Mark Riches: The World Duty Free MD is a breath of
fresh air in this business — even if some sectors of the
industry didn't like the whiff of GAS (Global Airport
Services) that he brought with him in 2005, He wins
our vote for constantly being willing to try new things,
| for his recognition of the role of brands, for bringing
a populist appeal to the BAA approach and for his out-
standing and frank conference presentations at the
ACI, Trinity Forum and MEDFA. At the latter he once again showed his penchant
for challenging industry models by deciding it was the moderator who should get the
grilling and not the interviewee. We forgive him.

John Sankey: It’s now 50 years since the Cecil Macdon-
ald Chairman first entered the duty free wade. That
anniversary, celebrated on 21 November, surely makes him
the industry’s most experienced figure still active in the
business (any alternative candidates on a postcard please).
But, more importantly, the head of the UK distribution
specialist is one of its most respected. A keen cricketer he
can be rightly proud of his innings of 50 not out.

~ Ylva Persson: Not only did the Bacardi Global Trav-
| el Retail Marketing guru inspire two major awards for
b her company at the annual Frontier Awards but she led
| the all-woman ‘High Flyers’ team that presented the
| daring REP for the hypothetical Atea City Interna-
tional Airport at the Trinity Forum. Among all the
industry critics of retailing standards, there weren’t

; many prepared to stand in that particular queue. Ylva
formed it, and headed it with pana ache.

Paul Topping and Rakhita Jayawardena: The two
driving forces behind the remarkable Travel Retail
Village (page 80), the new community taking shape in
Sti Lanka to house a whole village dispossessed and
ruined by December 2004’ tsunami.. Much of the
global relief to stricken Sri Lanka lies unused or rotting
on the Colombo docks, due to burcaucratic ineffi-
ciency. Topping and Javawardena were having none of
that and simply fnrccd thmgs to happen through sheer willpower, love of the coun-
try and no little support from the industry. B
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PREVIOUS
Moodie Report

People of
the Year

2003

Colm McLoughlin
Managing Director,
Dubai Duty Free

Alessandra Piovesana
Vatson (HIK)

Alyson Reilly
Director of Product
egy and Develop-
nt, World Duty Free

Harry Diehl
Managing Director,
Gebr Heinemann

2004

Enrique Urioste
CEQ, InterBaires

Stuart McGuire
M'—::Hgm g Director,
Scorpio Distributors

Susan Whelan
Deputy Managing
Dir t, King Power
Duty Free Hong Kong

David King and
Kevin Abbott Executive
Director and CEQ, Alpha
Airports Group

The Moodie Report
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DENI’s (unofficial)
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name

saﬂ“fms % YEAR IN REVIEW

| Jance aione not enough

In keeping with tradition, DFNI looks back on the year that was with our unofficial awards
ceremony, in which there are strictly no prizes and no acceptance speeches

Men of the Year: Every year welcomes cru-
cial contributions to the health of the industry
from several driven individuals. This vear, how-
ever, the work of two industry veterans will
leave a legacy that resonates well beyond the
confines of travel-rerail. Since the tsunami
struck southeast Asia on I)Ct.r.mbcr 26 l.\sl:
year, Paul Topping and
dena have worked tireless

o raise money

rebuild the Sri Lankan village of Palliyawatte.
Thanks to the generosity of the made and to the
unpaid efforts of Paul and TGakhita, the Alpha
Sri Lanka Tsunami Relief Fund now stands at
about $400,000 and will re-house nearly 100

people who lost everything in the tragedy.

Motivated only by their love of Sri Lanka,
Paul and Rakhitadeserve the highest praise for
their determination to make a difference on
behalf of the victims of the world's worst nat-
ural disaster for centuries, They are worthy
Men of the Year.

Story of the Year: The race for Aldeasa
enlivened the spring season in travel-retail this
year. After Spanish consortium Gestion de
Explotaciones Aeroportuarias tabled a €609m
(then worth $812m) bid for the retailer a year
ago, Aldeasa’s rival Dufry Group entered the
auction in January with a €31 per-share bid,
The Swiss reta
until it was trumped twice by Irtalian caterer
Autogrill, which eventually topped its €33
per-share bid with a final offer of €36.57 in
March'’s sealed bidding round.

Autogrills final offer, tabled by the Retail Air-
port Finance (RAF) company it set up with
partner Altadis, proved unnecessary as its rivals
declined to improve their bids. At nearly €800m
(8930m) and 11 times the retailer’s EBITDA,
was ILAFS valuation of Aldeasa oprimistic?
The bid raised evebrows among many analysts,
but Aldeasa’s new owners have immediately
made their intentions clear with aggressive and
victorious bids for airport duty-free contraces

- seemed confident of victory

sne of Aldeas
victory in October

s stunning

inVancouver and Kuwait. The deep pockets and

seemingly boundless international ambition of

its new owner should keep Aldeasa in the
headlines for a while yet.

Retailer of the Year: If we judged this
award by column mches m the trade press.
then Aldeasa would be the runaway winner,
as suggested above, Judged on the most prom-
ising store opening, Gebr Hemnemann would
be hard to beat given the impact it has made
in Norway. DFS Group’s continued resur-
gence is also worthy of celebration, while in
inflight retail, the 51% growth m spend per
passenger posted by Swiss Air Lines and its
concessionaire Aeroboutique Inflight Reetail
is evidence of an airline raised from the dead.

But our award goes to an operator that has
a strong claim to be the fastest growing in
global travel-retail. Qatar Duty Free com-

pleted an ambitious renovation ar the end of

2004 and has reaped the benefits in 2005, post-
ing sales growth of 70%. The lavout of the
% departures store is perhaps the best in
the Middle East, with a spacious walk-through
retail zone at the heart of the terminal. Any trv-

retai

ellers failing to stop and shop can get a bird’s
eve view of the store from the upper level,
which must act as a powerful driver of footfall.

More retail space 15 due to be made available
at Doha arport in 2006, while an endrely new

facility is planned for 2008. Owned by one of

Qatar l)uu' 'Frce. DFENTs n-l.nlcr
(it X

of the
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in Qatar Airways, Qatar Duty Free is destined
for still greater things.

The Mario Monti Python Award for Mis-
guided Politics: Few of us may care ro
remember former EU tax commissioner Mario
Monti, but we are all too aware of his legacy—
the abolition of intra-EU duty-free sales in
1999, As a chief proponent of the move, the
belligerent Italian played a key role in the
most devastating decision in the history of
travel-retail. It is in his honour that we pres-

ent this new award to identify the politician
who has made the best effort to derail the
industry in the past vear.

As usual there are many strong candidates.
The best-known nominee must be French
president Jacques Chirac, originator of the
airline development tax proposal, which sug-
gested adding a passenger tax to airline tickets
to fund aid for developing countries. Immedi-
arely opposed by travel-retail, tourism and

aviation industry associations worldwide—and
most sane pohiucians—the idea crashed and
burned.

Despite suff compention from several healch
ministers eyeing restrictions on duty-free
tobacco sales, this year’s winner is former Bul-
garian finance minister Milen Velchev. After
vears of dallying with the fare of the country’s
border dury-free stores, Velchev was finally put
to pasture late this year when Bulgaria’s own
supreme court denounced tender regulations set
by Velchev as “insignificant and worthless”.
Let’s hope his successor, Plamen Oresharsks,
escapes Next years nominations.

Fifth Horseman of the Year: The infamous
four horsemen—famine, war, pestilence and
challenging 1ssues™ in any-
one’s language, and mercifully the beleaguered
travel-retail trade has, for the most part. avoided
being rampled underfoor by them. Bur it
seems that every vear an issue emerges o
batter confidence among travellers and hit
industry profitability. In the pasc this “fifth
horseman™ might have been SARS, financial
crisis or terror attacks. This year the effects of
these were still keenly felt, but didn’t play as
much havoc with the wavel industry as the
deserved winner: fuel prices.

The travel trade was in the front line when

death—count as

the price of oil hit §70 a barrel, and airlines
began placing surcharges on tickets to offset the
effects on their bottom line. Little wonder:
every dollar added to the price of a barrel of ol
added $1bn in costs to the airline industry,
according to the International Air Transport
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Tsunami appeal gathers pace
as Asia counts cost ot disaster

By John Rimmer, Dermot Davitt
and GavinLipsith

ASIA. As the death toll from the
December 26 tsunami in south
Asia threatens to exceed 200,000,
the travel-retail industry has been
swift to offer its assistance. In Sri
Lanka, where many coastal areas
have been completely devastated,
operators Alpha Retail and Cen-
taur Travel Retail have launched
the Alpha Sri Lanka Tsunami
Appeal, which had reached
$75,000 in donations and personal
pledges from the trade as DFNI
went to press. Operators Dubai
Duty Free, King Power Hong
Kong and Alpha Airports Group
have made donations, while BAA
and EverRich Duty Free Shop are
among many to have made sepa-
rate contributions.

With the full extent of the
humanitarian disaster yet to be
ascertained, the cost to the travel
industry in south Asia remains dif-
ficult to evaluate. The value of the
duty-free business at airports in
affected countries stands at about
$60m (see table, page 3). The tourist
destination to suffer most in the
disaster was the Thai resort of
Phuket, although DFNI under-
stands that its airport is operating
normally and King Power (Thai-
land)’s duty-free stores are open for
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business. Traffic to affected countries
is certain to suffer sharp falls in the
short term, and the potential effect
on Alpha’s business in Sri Lanka
and the Maldives was enough for
the operator to warn shareholders
that its profits could be down by
A1m (81.88m) as its financial year
ends on January 31.

In Sri Lanka, Centaur Travel
Reetail president Rakhita Jayawar-
dena said the Alpha appeal was
already helping to alleviate the
misery of affected families. “The
Alpha charity project is a move
to try to rehabilitate families who
have lost everything. We have
identified 10 families in the south-
ern town of Palliyawatta where
donations from the industry will
make a difference, whether it’s to

ific
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rebuild a house, provide tools to go
back to work, school books for
children or post-trauma coun-
selling. These people escaped with
their lives, thankfully, but have
nothing else. We've given them
some clothes and food aid but
now they need financial assistance
to rebuild their lives.

“Many companies have shown
great generosity, but there have
been many personal donations as
well. It’s been a great show of
goodwill from the duty-free
industry.”

Alpha Orient Lanka managing
director Paul Topping said: “The
response has been fantastic. At this
stage we can house the people
we've committed to, but we want

Continued on page 3 »
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Ferne joins Camus
in Hong Kong

Editorial: after

Few n:aged.iu have the power
to force us to reassess the
importance of everything in
our lives, But the devastation
wrought by last month’s
tsunami in Asia is just such a
tragedy. Alongside the scenes
of death, homelessness and
despair, the industry that
unites us seems trivial indeed.
But if the travel-retail
trade’s significance looks
slight at such times, the
generosity of its members has

‘done it proud. The appeal

spearheaded by Alpha Retail
and Centaur Travel R etail has

‘won backing from many
‘companies and mdmdua]s in

duty-free, and the money

. raised is already making a

difference to families who

contribution our industry can
make to recovery is 5
far from mgmﬁcém.
Attracting tourists may not be
an immediate priority for
stricken countries such as Sri
Lanka and Thailand, but the
money foreign visitors spend
is needed now more then
ever. As a small but vibrant
part of the tourism industry,
travel-retail has a role to play
in helping Asia emerge

stronger from the tragedy.

KUWAIT AIRPORT DUTY FREE
s umaidutyfran.com




THE LAUNCH OF THE TRAVEL RETAIL VILLAGE
16™ MARCH 2006

Gifting of 20 completed 3 Bedroom houses to the families that lost their homes in
the 2004 Tsunami in Sri Lanka.

Ipha Tsunami Trust Fund

“% Travel Retall Village
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