
Our annual survey of confectionery & fine food brand owners in travel retail 

assesses the latest trends, how the sector can increase its market share, and what 

the emergence of new sub-categories means for the business. By Jason Holland.
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Q What are the key factors influencing the 
performance of your brand(s) in travel 

retail in 2019?

Mondelez World Travel Retail Managing 
Director Jaya Singh: All our power brands – 

Toblerone, Cadbury, Milka and Oreo – are 

witnessing excellent growth, driven by the 

pipeline of product innovation and engaging 

marketing concepts. As the most popular 

chocolate brand in travel retail, Toblerone is 

leading the surge. 

The growth that we’re most excited about, 

however, is in biscuits. Since the inception of 

our biscuits roadmap back in 2017, Mondelez 

World Travel Retail has effectively established 

biscuits as a category in its own right. In 2018, 

we saw impressive double-digit growth from 

our biscuits business, driven by Oreo, our travel 

retail exclusive Milka and Cadbury biscuits 

collections, and by engaging travellers with the 

‘Biscuit Bakery’ concept through exceptional 

in-store activations. The potential for biscuits is 

clearer than ever, and we’re proud to be the 

driving force behind this segment.

Nestlé International Travel Retail General 
Manager Stewart Dryburgh: In terms of 

consumer preferences, traveller needs are 

changing continually and the pace of change is 

accelerating – just as much this year as ever. 

This creates challenges but also new 

opportunities for those who spot them first. 

With the ever growing number of ‘experience 

focused’ millennial consumers dominating 

spending in travel retail, we need to stay very 

close to their needs as their lifestyles change 

with parenthood and increased responsibilities.

In terms of global economic dynamics the 

industry as a whole is facing challenges in  

some regions: exchange rates, currency crisis 

(particularly in LATAM), and uncertainty  

over Brexit, among others. Despite this 

uncertainty we have continued to enjoy  

success with our brands.

Beyond our traditional core of confectionery, it 

is also worth noting that we are seeing 

extremely strong growth in other parts of our 

portfolio such as coffee and infant nutrition. 

This is playing to Nestlé’s traditional portfolio 

strengths as the world’s largest food and drink 

company. We see many more opportunities to 

come here.

Travel Retail Experts Director Lutz 
Natonek: Uniqueness of the product either by 

brand, design or size exclusives and value for 

money. There are a vast range of well-known 

brands that command space within the duty 

free area, mainly within the perfume or drinks 

categories. These in general are driven by price 

and special offers and for those travelling 

outside Europe, tax exemptions.

However, in other areas and categories 

although price plays a factor it can be location, 

design and uniqueness of the product that 

drives sales. Gardiners tends to fall into this 

second category, producing handmade quality 

gifting confectionery with their embossed tins 

and cartons. Gardiners hold several worldwide 

and localised licences including Jim Beam, 

Baileys, The Famous Grouse and a range of 

retro regionalised brands which are recognised 

and infused into their fudges. 

These brands alongside their own Gardiners 

design driven ranges (‘Thank you’ tins) are 

positioned as high-quality confectionery 

products and targeted as all year-round 

purchases either for occasions (birthdays, 

anniversary), location (London, Scotland, 

Germany, etc.), Easter, or especially as a 

Christmas gift. All these factors help Gardiners 

hold and continue to grow their sales within the 

duty free sector.

Mars Wrigley International Travel Retail 
Category Director Raghav Rekhi: Today’s 
travel retail shopper does not just want to 
be offered products, they want experience 
and interaction – and fun. This demand 
goes beyond just activations or packaging, 
making shopping part of the travel 
experience.  

So, in addition to our category vision framework, we are focusing on 
three pillars which are vital to improving traveller engagement: 
portfolio, display and communication. Our unprecedented airport 
advertising campaign, which sees the famous M&M’s characters Red 
and Yellow join travellers on their journey through the airport, is one 
example of ensuring we deliver on customers’ desire for interaction.
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Loacker Business Director, Travel Retail & 
Duty Free Juan Cabrera: The industry is finally 

giving a chance to the sweet biscuits and wafer 

category and Loacker is widely known there. 

Loacker is a very generous brand to its 

consumers; our products use the best 

ingredients (Italian hazelnuts, alpine milk) and 

our production facilities are set above 1,000 

metres high in the heart of The Dolomites 

mountain range. Our products also do not 

contain any added flavouring, preservatives  

or colouring.

Perfetti Van Melle Global Travel Retail 
Marketing Manager Femke Van Veen: Our 

focus going into 2019 was to boost sales of our 

in-store and cash till must-have assortment. 

Our in-store must-haves consist of ten of our 

bestselling Chupa Chups and Mentos products 

and our cash till must-haves are six of the 

bestselling Mentos Gum items. This focus, in 

combination with the launch of strategic NPDs 

such as the Mentos jumboroll ‘Mix on the 

Beach’ and Chupa Chups Cupcake, have 

resulted in a very good first half of 2019. We are 

also continuously building on increasing our 

in-store visibility since confectionery is a very 

impulse driven category. Our fun and colourful 

displays get shoppers in the door and can 

convince them to add an extra item to their 

shopping basket.

Farhi Director Michael Farhi: There is still a 

demand for luxury gifting, so we need to make 

sure that our packaging is luxurious yet also 

offers visibility for the customer to see the 

product. We also make sure that we deliver 

luxury at the right price, which is much easier 

said than done. 

The customer experience is key, so it is 

important to carry out regular in-store tastings 

at airport/s and to deliver a product which 

leaves them fully satisfied with the purchase, so 

they choose to repeat buy. The final key factor is 

offering consumers something which is 

‘exclusive’ to an airport, and not available on 

the high street. 

Lady May Sweets Vice President Karen Waters:  
I think we are looking at a better educated 

population that believes what they eat affects 

their health. The first chapter of Lady May’s 

story began with our passion for healthy living, 

recognising a need for healthy sweets and 

snacks on the go. Gummy Bears are one of my 

personal favourites, and as such, our gourmet 

healthy and Vegan Teddies were created.

Korea Ginseng Corporation’s ‘Billy’ Sang Min 
Oh: Duty free is the central sales channel that 

made CheongKwanJang into a global brand. 

Duty free sales of CheongKwanJang began at 

US$77 million in 2009 and grew +18% on 

annual average for the past decade, reaching 

US$353 million in 2018. The products are sold 

in about 100 stores, mostly in Asia.

CheongKwanJang is leading the wellness 

category in Asia through Chinese tourists, 

becoming an industry leader. This trend can be 

clearly seen in the duty free market for 

international travellers. 

CheongKwanJang opened an independent 

boutique store in Incheon International 

Airport, in addition to its first health 

supplement shop-in-shop stores in major Asian 

airports in Hanoi, Da Nang, and Na Trang 

(Vietnam), as well as Jakarta and Osaka (Japan) 

through strategic partnerships with top global 

duty free operators such as Dufry, Lotte Duty 

Free and DFS. This attempt was successful in 

putting CheongKwanJang as a core wellness 

brand in Asia as the world’s top ginseng brand.

Through its participation in TFWA Cannes 

2019, CheongKwanJang seeks to go beyond 

Asia and expand into duty free markets in the 

Middle East and Europe. 

Ricola Vice President Sales Middle East & 
We are 

steadily growing our travel retail business, 
and have been doing so for some years 

global reputation as the world’s leading 
supplier of premium herb drops, but this 
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Campbell Arnott’s Business Development 
Manager Global Travel Retail Angela Lei: As a 

relatively new entrant to the global travel retail 

industry there are two key factors influencing 

the performance of Tim Tam Australia in 2019 

– availability and range. Tim Tam has been 

loved by Australians for over 60 years, with a 

whopping 670 million chocolate biscuits baked 

every year. Tim Tam fans now span the world, 

including Asia, the USA and Europe. 

Secondly, it is important to remember travellers 

travel for many purposes. We must ensure Tim 

Tam is available in all formats ready to deliver 

on the needs of travellers. 

Ritter Sport Marketing Manager Global Travel 
Retail Nicole Miltenberger: Key factors include 

an increasing number of passengers especially 

travelling in Asia; increasing distribution 

around Europe, Asia and the USA; successful 

launch of all our NPDs launched in 2019 (four 

SKUs); and more visibility through our new 

brand appearance in-store drives sales.

Butlers Chocolates Marketing Director Aisling 
Walsh: NPDs, activations and building our 

in-store presence continue to be the key factors 

in driving our performance in travel retail. We 

are very focused on these three elements. NPD 

is at the heart of our business and when 

thinking of new concepts and products, the 

needs of the airport shopper are at the forefront 

of our thinking. 

Mahajan: In travel retail, brands only have a 

small window of opportunity to attract and 

engage customers and convert sales, all the 

while competing side-by-side with a wider 

range of other brands and products. Consumer 

shopping habits also change in the travel retail 

market, as customers are more inclined to 

browse through the full range of brands on 

offer. Consumers have low brand loyalty and 

big brands with deeper pockets end up being 

on the top shelf. 

Choko la, as a new brand in this sector, has a 

different strategy to cater to this scenario. We 

are investing more in training our brand 

promoters to give that personal experience to 

the customers, educating them and doing a lot 

of sampling because chocolate is a globally 

enjoyed product and as a brand we believe in 

offering love and happiness through our 

handcrafted chocolates. 

Lindt & Sprüngli Global Duty Free Division 
Head Peter Zehnder: Lindt, together with NPD 

and PI Insight, has increasingly been analysing 

shopper insights and customer trends among 

different nationalities, which will enable us to 

further tailor our offer and recommend the best 

and most streamlined portfolio and activation 

solutions per region and airport.

Out of this research we have identified Lindor 

as our most versatile product, ideal for gifting, 

sharing and a treat for yourself alike. So in 

consequence a line-up of 175g Lindor Mini 

Tubes, displaying our bestsellers in a more 

accessible format, was launched. Gifting is one 

of the key strengths of the Lindt brand but 

Guylian Senior Export Manager Philip 
Bogaert:

The Wonderful Company Director of Sales 
Australia, SE Asia & Global Travel Retail 
James Kfouri:
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changes according to the traveller profile. By 

addressing the growing group of millennial 

travellers and paying tribute to the rising Sense 

of Place gifting, we have launched the Lindt 

World Traveller Collection, a collection of 360g 

travel tins.

Our focus on rapidly-growing passenger 

groups, including millennial and Asian 

shoppers, has paid off, and we are continuing to 

target these passengers with new products such 

as our recently launched Napolitains World 

Traveller Collection.

Haribo Head of Marketing Global Travel Retail 
Elisa Fontana: Haribo has performed well in 

travel retail in the first six months of 2019. The 

brand has a huge fan base across Europe, the 

Americas and, more recently, parts of Asia and 

the Middle East and travel retail is a growing 

part of the business. The factors contributing to 

our success include further developments to 

our travel retail exclusive range, moving 

successfully from the lay-down bags to  

standing resealable sharing pouches and the 

introduction of cute collectables such as the 

Haribo Candy Tin and the latest Mini  

Travel Suitcase. 

We have extended the range of pouches to suit 

different tastes too, like the liquorice mix 

Color-Rado and the sour Tangfastics. We still 

have lots of potential in core markets like 

Scandinavian airports and France and we have 

also improved distribution in extra-European 

countries. We have struggled with route to 

market in some regions – largely because 

increasing demand puts a strain on our ability 

to deliver the freshest products consistently and 

on time as per Haribo’s exacting standards – 

but we are recovering in the second half so we 

expect [the year] to close with positive results.

Ferrero Travel Market General Manager 
Frederic Thil: Ferrero Travel Market has  

made a strong start in 2019 thanks to our  

ability to offer a full category approach 

including luxury pralines, chocolate gift  

items, destination products, children’s 

confectionery, quick snack products and  

sugar confectionery lines. 

The other strength of Ferrero is our ability to 

Leonidas Global Travel Retail Manager 
Nelly Sannwald: Leonidas has started the 
year with a really strong performance and 
we are achieving double-digit growth 
across the key markets of Europe and Asia. 
We have recorded organic growth with 
existing clients and also business 
development as we expanded into new 
territories in both these markets. We are 

rolling out a campaign to highlight the craftsmanship and heritage of 
our brand in key hubs which is giving us useful visibility. 

One of the factors affecting our performance is that passengers of 
Asian origin are becoming more price conscious in Asia, as well as in 
Europe. As a premium Belgian chocolate brand that offers affordable 

recently can be attributed to the introduction of new products and also 
to our activations and promotional concepts in airports.
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innovate and differentiate our offer from the 

high street and to keep it fresh and exciting for 

travellers. We have an innovation strategy for 

each of our brands, including the new Kinder 

Surprise partnership with Universal which has 

led to cute Minion, Jurassic World and 

Adventure Girls limited editions; the Nutella 

B-ready snack and share on the go pack which 

has really taken off, particularly in Asia; the 

Ferrero Rocher T48 souvenir packs for top 

destinations and a special T8 World Map gift 

pack to delight all tourists; and the Tic Tac 

travel-exclusive range, featuring humorous 

situations lived by mint cartoon characters, 

which appeals to millennials.

Jules Destrooper Sales & Marketing Director 
Filip Van de Vyver: Travel retail continues to 

be a growing part of our business. The growth 

comes from an increased focus on the channel, 

combined with the introduction of a travel 

retail exclusive packaging line, tailor-made 

merchandising solutions and further 

geographical expansion. Since travel retail was 

identified as a strategic channel as part of our 

overall corporate strategy an improved internal 

focus has resulted in more dedicated resources 

in terms of people, time and budget. The 

introduction of our travel retail exclusive range 

has certainly increased the perceived added 

value of our product range combined with  

our story. 

The high end tailor-made merchandising 

solutions that we offer created extra visibility 

for our brand and our offers. Where they were 

implemented they had a positive impact on our 

sales. Last but not least, growth is coming from 

the further geographical presence of our brand 

within the channel.

Confectionery & Food

Confectionery represents 
around 9% of sales at Delhi 
Duty Free Services’ 
departures store at Delhi 
Indira Gandhi International 
Airport Terminal 3. Strong 
branding for the major 
houses features close to the 
cash tills.
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Q How do you view the strength of the 
confectionery & fine food category in 

travel retail, and can it improve its rate of 
growth or share of the industry pie? If so, how?

Andreas Reckart (Ricola): We see great 

opportunities for confectionery within the 

marketplace, despite some obvious challenges 

such as industry consolidation and regional 

diversification. To improve the rate of growth, 

we really need to pay attention to the consumer 

trends. Consumers are becoming more and 

more health concerned and the confectionery 

companies need to cater to this demand more 

with lower sugar/sugar free and dairy free (in 

the case of chocolate confectionery) 

alternatives.

James Kfouri (The Wonderful 
Company): Overall the category is holding up, 

but when I put myself in the consumers’ shoes, 

I would say they have limited choices. It 

appears the same brands offer the same product 

in slightly different packaging. The 

confectionery and fine food category can grow 

by introducing locally sourced products, 

alternative products to what’s available in the 

local domestic market, healthier options, and 

more impulse-driven products.

Peter Zehnder (Lindt & Sprüngli): This is a 

highly relevant category for any passenger 

beginning their journey in travel retail. It’s a 

true basket builder and, due to the impulse-

driven nature of confectionery, this can play a 

pivotal role in driving customer conversion and 

penetration – hence product visibility is key. 

According to the latest Generation Research 

Data 2018, confectionery is among the top five 

travel retail categories with a 5.1% share and 

growing +6.6% in 2018.

The role of confectionery in driving value and 

volume sales in travel retail and its suitability 

for many different occasions, from destination 

gifting to self-consumption, should not be 

underestimated, especially in light of growing 

low cost carrier operations and lower-priced 

snacking items. 

Raghav Rekhi (Mars Wrigley): Confectionery 

is the perfect category to deliver on what 

travellers are looking for – fun at the shop  

floor. Conversion is still the biggest challenge 

for confectionery, and the category has scope 

for growth. 

In the current market, the power of impulse 

shopping is one of the key drivers and with 

chocolate, sweets and gum, confectionery has 

the range to inspire travellers looking to 

‘recharge’ or ‘reward’ – to pick up something on 

their way through the store. 

The key is bringing shoppers into the store and 

that is where ideas such as our new media 

campaign will be vital. Travellers need to be 

factoring shopping and confectionery into their 

plans for the trip and by having our brands 

displayed in an exciting and interactive way 

along the journey we can help increase footfall 

instore and drive up spend.

Angela Lei (Campbell Arnott’s): With 

continued growth in international travel, 

confectionery and fine foods has capacity to 

also grow. However as shopper needs and 

trends change, it is essential for confectionery 

brands to be flexible and adapt to continue to 

deliver to these needs.

Digital and online influences mean shoppers 

Aisling Walsh (Butlers): The category is in 
good health and there is still plenty of 
opportunity to develop and grow. There are 
lots of reasons as to why this is the case 
– confectionery is an acceptable gift to all 
and, even in times of recession, is an 
affordable luxury. Importantly, 
confectionery is frequently bought on 
impulse so retailers who are clever with 

merchandising of chocolate and confectionery have a great 
opportunity to increase basket size. 

Confectionery also lends itself well to limited editions, seasonal 

particularly important for frequent travellers. So on the supplier side, 
the onus is to be creative in ranging, think about the seasons that drive 
sales on the high street and how the rules here can be applied to global 
travel retail. For example, the confectionery category owns Easter and 

Effective merchandising of suitable Easter lines in airports will add 
theatre, seasonality and colour to stores and drive sales.
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seek engaging, exciting experiences with each 

touch point of the purchase transaction. We  

can see the leaders in chocolate confectionery 

do this really well through digital activation 

and experiences.

Jaya Singh (Mondelez WTR): 2018 was a 

record year for Mondelez WTR and we’ve 

sustained this momentum in 2019, which 

makes us wonder if the Generation figures are 

truly representative of what is happening in the 

marketplace. Category positivity among our 

competitors is tangible. We need to keep on 

flying the category growth flag, with 

endorsement from retailers and landlords.

The power of the confectionery category cannot 

be underestimated, but the true solution lies in 

collaboration. Confectionery brands need more 

opportunities to activate the fun campaigns and 

products, in prime locations, in cross-category 

placements and in a stand-out way. The results 

from Mondelez brands have proven that growing 

the confectionery category is achievable in the 

current climate, but more importantly, they 

show the impact that confectionery can have on 

the channel as a whole.

Juan Cabrera (Loacker): Confectionery & fine 

foods have a hard role in the industry, as 

consumers are expecting new innovations, new 

flavours, and new categories while the industry 

sometimes reduces the spaces dedicated to it. 

This does not allow some brands to show their 

potential. Additionally, the market is saturated 

with the big brands – but in recent times we 

have seen retailers giving an opportunity to the 

newest or latest brands. Travel retail is a 

window for many brands to show their strength 

and the industry tries to adapt. Travellers are 

Confectionery & Food

The confectionery category 
has gained vital back wall 
space in Iraq Duty Free’s  
latest store at the Iraqi 
Airways-dedicated  
Departures Terminal at 
Baghdad International Airport
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looking for a wider portfolio, different activities 

and more choice.

Karen Waters (Lady May Sweets): I believe the 

food category is growing due to the healthier 

alternatives that are being introduced into the 

market such as organic, sugar-free, gluten-free, 

non-GMO and vegan options. 

Nicole Miltenberger (Ritter Sport): As the 

impulse category par excellence there is a lot of 

potential to grow in the future. The most 

important thing is to listen to the consumer 

and to offer the right product. The retailers’ job 

on the other side is to work hand-in-hand with 

the brands. It is essential to give them the 

possibility to present themselves as travellers 

look for certain brands when they shop at 

airports and don’t care if it is retailer A or B. In 

addition, cross-category promotions can 

contribute to incremental sales and the key for 

retailers is to place the product where it should 

be (e.g. impulse items in the queuing area).

Femke Van Veen (Perfetti Van 
Melle): Research shows that confectionery is 

one of the main drivers to get travellers into 

stores, which makes the category very 

important for travel retail. The attention-

grabbing and colourful displays attract people 

to the stores. While they are in they will also 

visit other categories. Confectionery is not only 

important for driving store visits; looking at the 

value of confectionery it is only a small 

category but in volume this is not the case. 

There is a lot of competition from other 

categories that makes growing the 

confectionery share a big challenge. However, 

there is still some room to grow with 

confectionery, specifically at the cash till. Some 

retailers already apply category management to 

the cash till, many are still trying to find a good 

solution. The only planned item at cash tills is 

gum; any other item purchased there is an 

impulse purchase. If retailers get the cash till 

right there is still room to grow with 

confectionery.

Nelly Sannwald (Leonidas): The confectionery 

& fine food category is a powerful footfall 

driver in travel retail. The displays are colourful 

and engaging, the products suit all ages and 

cultures, the brands are forever innovating with 

new concepts. Given sufficient, high visibility 

space there is every reason to believe that our 

category will increase passenger throughput 

and basket spend across the store.

Vibhu Mahajan (Choko la): For a traveller, 

picking up a product in the confectionery & 

Stewart Dryburgh (Nestlé): With our ‘10 in 
10’ category vision (US$10 billion sales in 
10 years) Nestlé ITR is very optimistic 
about the opportunity for the 

This category has been a core part of the 

Elisa Fontana (Haribo): Confectionery is 

gift that guarantees the passenger value 
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fine food category is the safest and most loyal 

act of purchase. It makes the ideal gift as a 

souvenir. This section catches the attention of 

shoppers quickly and plays an important role in 

the growth of the travel retail sector. Brands 

today are developing innovative products and 

packaging reflecting the regions from where 

customers are doing their purchases, thus 

improving the rate of growth of the industry pie.

Michael Farhi (Farhi): There are a lot of 

opportunities for the fine food and luxury 

confectionery categories in the travel retail. Our 

strength is our ability to offer something 

different and exclusive to the retailers to enrich 

the customer experience. It’s usually not as easy 

or desirable for luxury food brands to be 

running multi-buy promotions, so we use other 

ways to promote our products. For example, 

from innovative and ultra-luxury gift packs, to 

in-store tasting sessions to add to the customer 

experience. It’s also important to have the 

brand/product-retailer combination right. 

Philip Bogaert (Guylian): Confectionery is not 

the biggest category in travel retail but it has 

been able to build up a nice duty free business 

over the years. Today two categories – tobacco 

and alcohol – are under pressure. 

Confectionery & fine food is still considered as 

a more neutral category, and good to have at all 

airports. This category also covers different 

segments:  gourmet (specialities & health 

food), premium, standard or occasional gifting, 

sharing, snacking, sugar free & children’s world. 

For every traveller there is something useful in 

the assortment. 

This segment could be strong when working 

with a ‘retail-tainment’ concept, using  

creative set-ups around POS locations to  

give the traveller the good feeling about 

purchasing their items. Creative presentations, 

not only for bringing customers into the store 

and making them interested and happy to buy 

something, but the retail-tainment could also 

become a conversation topic on social media 

and at home.

Lutz Natonek (Travel Retail Experts):As in many 

areas of the duty free sector the category is under 

some pressure, but confectionery tends to hold its 

own either as a self-treat or as a safe gifting item. 

Fine food tends to be more restrictive as 

consumers tend to be more demanding for fresh 

produce (especially when purchase is driven by 

location) and this sector can be restricted either 

by customs restrictions within their arrival 

destination or limitation on date codes. 

In confectionery more major brands have 

entered duty free and extend their product 

ranges either by weight break or through 

collectable packaging, or by offering their 

products in twin pack value for money  

gifting sets. 

Filip Van de Vyver (Jules Destrooper):  
The category can improve its rate of 
growth and share. Since half of all 
confectionery shoppers are interested in 
new product ideas and more than half are 
looking for unique souvenirs, new product 
innovations need to continue to be 
promoted. Attention also needs to be given 
to ensuring an appropriate packaging 
range since confectionery products are bought for a variety of reasons 
and to meet different consumer needs, e.g. to eat as a snack while 
travelling or taken home as a gift. 

Growth can also come from a further optimisation of gifting 
opportunities. Since many gifts are bought for family members, gifting 

likely to prove popular. Finally, continuous focus needs to be given to 
maximising the appeal of travel retail exclusives. Confectionery 
shoppers remain very interested in travel retail exclusives, with value 
for money being the key appeal, though being able to own products not 
available elsewhere continues to appeal to these shoppers as well.

Frederic Thil (Ferrero): Confectionery has 
to be visible, accessible, attractive and 
affordable. Clearly the retailers have a 
responsibility to give confectionery prime 
sites and the brands have to work with the 
retailers to produce the most effective 
offer. The main challenge is how to draw 
people into the store, which is where 
attractive displays and activations are so 
important, because once they are in-store the conversion rate is 
actually very good. If we can get that mix right, I see no reason why 

overall size of the travel retail pie.
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Q What is the biggest opportunity and 
challenge for your brands and for the 

category in travel retail?

Frederic Thil (Ferrero): The biggest 

opportunity for confectionery is the growth in 

passenger volumes around the world but the 

category needs to do more to exploit this 

potential. We have to increase footfall and 

conversion rates in-store if we are to really 

grow, but to do that we need to convince the 

passenger that there is something for him 

inside which he must not miss. 

The biggest challenge confectionery faces is how 

to add value and differentiate the travel retail 

offer. The expectation used to be that duty free 

would simply offer a discount on high street 

prices, which worked for Scotch and cigarettes 

but is less appealing for confectionery. No-one is 

going to cart confectionery around the world just 

to save a few cents. The travel retail offer has to be 

attractive in its own right – new, different, unique, 

characterful – the perfect gift or an irresistible 

snack on the go. Ferrero Travel Market invests 

all its energies in ensuring we do exactly that.

Elisa Fontana (Haribo): The biggest 

opportunity for our brand is that Haribo is the 

largest and most famous brand of fruit gums in 

the world and if people look for fruit gums they 

think of Haribo. There is much greater potential 

for us and for the retailer if we and they invest 

in assortment and visibility to give voice to the 

sugar confectionery category. The main 

challenge – for us and for the category – is the 

regulation that limits our opportunities to 

communicate the brand, to display marketing 

tools on pack or out of pack, and the 

widespread and growing ‘war on sugar’.

Nelly Sannwald (Leonidas): In terms of 

opportunities, Leonidas covers an emerging 

gap with our positioning of ‘premium quality 

– affordable luxury’, meaning there is a trend to 

upgrade in quality without spending too much 

and Leonidas is catering to that trend. Premium 

Jaya Singh (Mondelez WTR): The travel 
retail offer no longer demands a  
monopoly on the attention of travellers, 
and therefore it requires a whole new 
approach to engage them. While  
domestic markets may be far more 
developed in terms of the omnichannel 

targeting travellers that helps us overcome 

Travellers are now connected at every point of their journey, which 
creates new touchpoints for us to engage with them and promote what 
travel retail has to offer. Digital engagement has become fundamental 
to Mondelez WTR’s strategy. We believe in leveraging the power of 
technology to help take our immersive brand experiences to the next 

As the category leader, we’re continuously stepping up our game in this 
regard: from actual games like the digital air hockey activation that 
supported the launch of our new Cadbury Biscuits Collection in London 
Stansted, to taking personalisation to the next level with our brand 
new Toblerone digital sleeve printer at Istanbul Airport. We apply a 
360-degree approach to our activations to drive consumers into stores 
with geo-targeted advertising and to create lasting memories of the 
travel retail experience by including social media sharing components.
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chocolate in general is a growing trend, hence 

there is big potential overall for our type of 

chocolate within the channel combined with 

our attractive price points.

Travel retail is the sixth continent and a 

well-executed travel retail offer serves to 

reinforce our presence on the domestic market 

and vice versa; however it also enables us to tap 

into new markets where we are currently not 

present at all. Leonidas is still coming from a 

rather small base compared to some other 

brands which have been around a long time, 

however our strength lies in our product, our 

know how, the relationships we have been able 

to build up, but also in our passion and desire 

to develop this market further.

As for challenges, the consolidation of 

operators can lead to too much conformity, loss 

of Sense of Place and a lack of choice for the 

consumer. We have to emphasise the key 

advantages of a smaller player, like flexibility 

and pace of developing new products such as 

destination boxes or travel retail exclusives.

Legislation, such as new labelling requirements 

to include all ingredients and nutritional 

information in multiple languages, leads to 

increased costs on handling and packaging 

development. The industry is working towards 

smart product solutions; we try to minimise the 

cost impact on the clients where possible.

Shelf life versus premium quality is another 

concern for Leonidas. We do no freezing of 

chocolates, no palm oil, no preservatives; our 

chocolates are 100% made in Belgium so we 

have to compete with the shorter supply routes 

that other brands have who manufacture in 

Confectionery & Food

Colour and creativity: 
Confectionery displays 
must stand out to attract  
the attention of passing 
travellers
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several different locations, freeze and ship. 

However we believe that the end result – superb 

Belgian chocolates – justifies the extra effort 

and cost we incur.

Filip Van de Vyver (Jules Destrooper): Our 

biggest opportunity lies in the further 

geographical expansion of our brand within the 

channel. We are convinced that we have a 

unique story that will continue to resonate with 

shoppers worldwide and that can add value for 

travellers who are looking to find exclusive 

products with an authentic story. We will 

continue to raise awareness about the fact that 

our recipes haven’t changed since 1886; that we 

still offer 100% natural biscuits that contain no 

preservatives, artificial colours or flavouring. 

What’s more, all the ingredients are carefully 

selected for their quality and origin. The fact 

that the biscuit category remains somewhat 

underdeveloped and does not have a global 

presence within the channel remains the most 

important challenge.

‘Billy’ Sang Min Oh (Korea Ginseng): As duty 

free stores around the world competitively 

engage in global integration, they have come to 

handle similar categories and brands, which is 

decreasing their individual characteristics. This 

is causing consumers to lose interest in duty 

free shopping, and in turn duty free stores are 

required to provide massive discounts to 

stimulate the interest of purchasing customers. 

On the other hand, interest in health and 

wellness is an international trend. 

CheongKwanJang is providing an alternative 

value of health to travellers looking for gifts, 

thereby leading the market trend. It is also 

continuing to launch new products that reflect 

customer needs. The most representative 

product is Everytime, a liquid ginseng extract 

product made by condensing 100% six-years-

grown Korean ginseng cultivated in Korea, the 

optimal place to grow the herbal root. This 

product is commercially available in 40 

countries around the world.

Raghav Rekhi (Mars Wrigley): There are 

opportunities for the category in connecting 

more with what travellers are looking for: fun 

and engagement with great brands, great 

products, and on-the-go snacking options. 

Generally, the key opportunity and challenge in 

the sector today is increasing conversion. We 

must improve that – and we can. By increasing 

engagement and making confectionery a part 

of the travel experience for our shoppers we can 

usher more into the store and entice them to 

spend with the impressive array of innovative 

and exciting products which are on offer there.

James Kfouri (The Wonderful Company):  
I will start with the challenges, which include: 

finding retailers brave enough to put a product 

on shelves that is completely new to what they 

normally stock. Because there is only one 

global pistachios brand in travel retail, some 

retailers are reluctant to stock it. For example, 

some retailers sell four different macadamia nut 

Lutz Natonek (Travel Retail Experts): 
Confectionery within the duty free 
industry is dominated by the big 
conglomerate companies who have 
extensive budgets and can spend to 
control and hold their brand positioning 
on shelves and market share within the 
sector. Gardiners has a strategy in place to 
build its positioning in the sector by 
continuing to listen to what the sector is requiring. We are aware as a 
company of the above factors and will continue to value our position 
within the sector seeking and working with our licence partners to 
create a wider range of our leading branded ranges and producing the 
highest quality of confectionery and gifting designs throughout the 
Gardiners portfolio.

Angela Lei (Campbell Arnott’s): An 
opportunity and challenge is driving 
awareness – letting Tim Tam lovers know 
the Arnott’s Tim Tam Australia travel retail 
exclusive range has been crafted for all 
travel occasions; individual indulgence, 
casual sharing or premium gifting.

Following on from the success in 
Australian international airports and travel retail we have recently 
expanded into key Asian airports where we aim to grow not just the 
brand but also contribute to the growth of the category.

Arnott’s Tim Tam is committed to delivering future innovation to continue 

continues to innovate for the retail channel, with future product releases 
planned to incorporate new markets where Tim Tam will be ranged.



62 | THE MOODIE DAVITT REPORT | September 2019

brands, but don’t sell Wonderful Pistachios 

even though there’s a stronger business case for 

stocking pistachios, including: equal or better 

profit margins, no cannibalisation, and they’re 

incremental to the category. 

It is too easy to swap chocolate and sugar 

brands around as the category has done.  

The overall snacking area is a new sub-category 

and will grow. We see this with our sales with 

Relay in Europe/USA and Hudson News in  

the USA.

Since there’s only one global pistachio brand, 

retailers have an opportunity to list us as a 

completely new product with no similar 

competition within the travel retail format.  

This yields high impulse-driven incremental 

sales dollars. We have deliberately selected 

three different SKUs to optimise shelf space  

and inventory.

Philip Bogaert (Guylian): In terms of 

opportunities, ‘back to nature’ is a growing 

value among travellers and especially for the 

new generations. They are all looking for a 

better life in a healthy way and with a respected 

environment. That’s the business model that the 

confectionery industry has to follow. 

The focus on portion control for a healthy  

way of living, sustainability in production, 

recyclable packaging and corporate social 

responsibility are the new trends. Those trends 

combined with unique offerings for the special 

world of travel retail refines the total duty free 

exclusive concept.

Today Guylian focuses on those key values and 

has developed new products such as The Guylian 

Belgian Master’s Selection (mini pralines) & 

portion packed 100g bars (4x25g mini tablets). 

In terms of CSR, the company’s Project 

Seahorse (advanced marine conservation), was 

ahead of time as this has been a part of our 

strategy since 1999. It has now also been 

extended with Project Cocoa, which includes 

research & training and community 

development through healthcare & schooling.

Challenges include the convenience of the 

digital age, which gives more and more direct 

information and a wider choice to the customer 

who looks for the easy option of home delivery. 

We need to give a clear reason to enter the 

store, to see, touch and maybe taste the 

Nicole Miltenberger (Ritter Sport): Decline 
in spend per head and the increasing 
number of low cost passengers leads to a 
big challenge for all brands. Therefore it is 
important to add value to the consumer 
with attractive products which are not 
available in the domestic market. 
Travellers also expect extraordinary 
shopping experiences in travel retail. 

Passengers are not willing to spend more money for products when 

products at an attractive price point can target price sensitive clientele 
and attract some of the browsing passengers.
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product, to buy it and take it home. Luckily 

confectionery is not a ‘planned’ purchase but 

more an impulse buy. Especially when you can 

add a local touch to the packaging (destination 

sleeves), you’re really offering added value.

Another challenge is the worldwide increase of 

travelling and the restricted capacity at a lot of 

airports. This means more queuing (check in, 

security) and less time for shopping.

Femke Van Veen (Perfetti Van Melle):  
As mentioned, we believe cash till is a great 

opportunity for us, 75% of cash-till purchase 

decisions are made in-store which makes the 

POS very impulse driven. 

The only planned cash-till purchases we have 

been able to identify are for refreshment 

products such as gum and mints. Consumers 

expect to find these at the register, and plan to 

pick them up there. 

In addition to refreshment products we 

recommend that sweets and candies should 

also be available at the cash register (research 

shows that 48% of travellers would like to see 

them there). We enabled growth purely by 

keeping focus and working hand-in-hand with 

the retailers to optimise the assortment. This 

will remain our main focus for 2019. 

Looking at the travel retail confectionery 

category as a whole chocolate is taking up 88% 

of total sales within the category compared to 

only 55% globally. 
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The industry must give 
shoppers clear reasons to 
enter the store, to browse, 
engage, taste and buy, 
especially in the face of 
competitive trading 
channels, say brand owners
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This uneven distribution of sugar versus 

chocolate is a big challenge for us and we see it 

as an opportunity to increase market share of 

sugar confectionery in travel retail, by 

developing cash till on one hand and also 

optimising our must-have assortment with 

NPDs on the other end.

Stewart Dryburgh (Nestlé): Our research has 

identified three key purchasing motivators, 

each with their own individual set of reasons to 

buy. These are:

Elevated Experiences including ‘Travel Souvenir’, 

‘Give Me a Boost’ and ‘Experience & Indulge’.

Deeper Connections including ‘All Year Round 

Gifting’, ‘Share and Connect’, ‘Celebrate the 

Seasons’ and ‘Uplifting Breaks’.

Better for You including ‘Health Snacks’, ‘Better 

Treats’ and ‘Happy Parents-Happy Kids’.

These findings show that there are untapped 

motivations for us to leverage and under-exploited 

need states for us to commercialise. This is a 

great opportunity. We can provide shoppers 

and consumers with more of what they want. 

Peter Zehnder (Lindt & Sprüngli):  
 

by shopper behaviour. Customers are 

looks likely to be the next big 
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At TFWA Cannes this year, our new product 

innovations are in response to these findings 

and are a first step in our mission to double the 

size of the category over the next decade.

In terms of challenges, whilst Asia continues to 

spearhead travel retail growth within most 

product categories, confectionery and fine/

other foods is one area which traditionally has 

not been as front of mind as other regions. This 

is particularly true among Chinese consumers. 

It is still a relatively ‘young’ chocolate market in 

comparison to the rest of the world. But we 

know this is changing and we know there are 

huge opportunities for confectionery, 

particularly given the gift-giving mentality of 

Sense of Place: 
Destination gifting  
leads confectionery 
sales for NAA Retailing 
at Narita Airport

Category Insight Confectionery & Food
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travellers within the region. Chinese New Year, 

for example, provides a strategic opportunity 

for a brand such as Kit-Kat, with its ‘lucky’ red 

packaging and innovative new formats and 

tastes designed to appeal to millennials.

In summary, we believe that the opportunity is 

there to reconnect confectionery & fine food 

growth with passenger growth through meeting 

traveller needs with products that fulfil their 

expectations. 

Juan Cabrera (Loacker): Our main target in 

the next few years will be to strengthen our 

position in the biscuits, sweet biscuits and 

chocolate categories. It’s good for travellers to 

have more choices.

Aisling Walsh (Butlers): Getting attention 

from consumers who are engaged in so many 

other activities and thoughts as they travel 

through an airport continues to be a challenge. 

Confectionery companies are not only 

competing with other confectionery brands, 

but also compete with social media/internet/

Wi-Fi for the consumers’ attention. Having a 

compelling, beautifully presented offer is of 

course critical; the big challenge is trying to cut 

through all the distracting messages/noise in 

the wider environment to gain a precious 

moment of the consumers’ attention.

Andreas Reckart (Ricola): Travel retail  

exclusive products catering to various 

consumer needs are a great opportunity for us 

– our travel retail exclusive products come in 

different sizes and configurations of which 

pocket size packaging is the most successful. It’s 

perfect for impulse purchasing and offers 

excellent retail margins. The concepts include a 

checkout item for individual consumption 

consisting of 75g tin boxes in three different 

designs, unwrapped, containing 2.5g sugar-free 

herb drops in three flavours, Original Herb, 

Lemon Mint and Cranberry. 

Another is a shelf item for individual 

consumption comprising of a 125g bag, 

wrapped, containing 3.6g sugar-free herb drops 

in a mixed pack. There are three flavours: 
Original Herb, Lemon Mint, and Eucalyptus.

Our travel retail exclusive concepts have  

been developed based on extensive consumer 

research that revealed the need for self-

purchase products to combat the problems 

associated with travel – dry cabin air, lack  

of water, mouth freshness/breath and change  

of climate.

We also see opportunities in airport activations 

and consumer engagement. These offer a 

perfect way to create some hype about the 

brand and appeal to new customers. 

Challenges for the category, in general, usually 

come down to limited space in the stores, 

especially in impulse locations like checkouts. 

This makes it sometimes difficult to get listings.

Karen Waters (Lady May Sweets): Our biggest 

opportunity is being able to be in front of such 

a wide variety of consumers. Our biggest 

challenge is product placement. Consumers are 

looking for what they deem to be healthier 

products, and when placed in a key location on 

the perimeter of the store customers are 

choosing to buy our more health-conscious 

version of the classic gummy bear.

Vibhu Mahajan (Choko la): In today’s world, 

travellers are more aware of the changing trends 

across the globe. They are more enriched with 

experiences, and are willing to explore new 

brands. Gifting is an integral part when it comes 

to the shopping experience. Choko la is a new 

brand in this sector and has positioned itself as 

a premium artisanal gifting brand. Therefore, 

the travel retail sector becomes an ideal sector 

to showcase our chocolates, and turn these 

travellers into our brand evangelists. 

Michael Farhi (Farhi): Brexit in the short 
term remains a big challenge to all sectors, 
but I think in the medium to long term, the 
fast-changing behaviour of an 
increasingly health and environmentally 
conscious consumer offers both a great 
challenge but also a massive opportunity 
for us. We have always been quite nimble 
when it comes to bringing new products 

and ideas to market, so we started to switch all of our products to a 
palm oil free version – which not only addresses partly the 
environmental issues but also makes our range even more luxurious.


