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THE LEGENDARY INFLUENCER EVERYONE READS
Distributed in both printed and digital format to GTR’s most Commercially Important 

People – up to 16,000 for Cannes and 8,500 for Singapore*TFWA Asia Pacific Exhibition & Conference, 
10-14 May 2026

TFWA World Exhibition & Conference, 
27 Sep - 01 Oct 2026
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YOUR DAILY 
NEWSPAPER 
DISTRIBUTED TO:
• UP TO 16,000 OF GTR'S MOST 
COMMERCIALLY IMPORTANT 
PEOPLE
• ON 1,700 CONFERENCE SEATS
• ON EVERY EXHIBITION STAND

DIGITAL 
DISTRIBUTION TO:
• EVERY REGISTERED DELEGATE
• ALL THE TFWA COMMUNITY 
VIA TFWA.COM (370,000 VISITS)

• THE ONLY OFFICIAL TFWA 
PUBLICATION

• THE ONLY PRINTED 
FLOORPLAN

• WRITTEN, PRINTED AND 
PRODUCED OVERNIGHT IN 
SINGAPORE AND CANNES

• DISTRIBUTED TO EVERY 
DELEGATE EVERY DAY

*2025



DISTRIBUTION: IN THE HANDS OF 
EVERY VISITOR, CONFERENCE 
DELEGATE AND DIGITALLY TO THE 
ENTIRE TFWA COMMUNITY
Showcase your brands and deliver a comprehensive message 
to customers in the dynamic TFWA Daily.

Get in there!
The TFWA Daily is an INFLUENCER!
1. Send us your new product news

2. Get us to visit your stand

3. Advertise in the only official TFWA publication 

Distribution of Cannes editions – up to 16,000:

The TFWA Daily is distributed in both printed and digital format to all TFWA 
registered delegates and exhibitors – up to 16,000 of GTR’s most Commercially 
Important People, including in 2025:

• Available to every delegate at the front door
• On every conference seat
• On every exhibition stand
• All the workshops
• Digitally every day to every registered delegate
• The entire TFWA community via tfwa.com

Distribution of Singapore editions – up to 8,500:

The TFWA Daily is distributed in both printed and digital format to all TFWA 
registered delegates and exhibitors – up to 8,500 of GTR’s most Commercially 
Important People, including in 2025:

• Available to every delegate at the front door
• On every conference seat
• On every exhibition stand
• All hosted airports for the ONE2ONE meetings drawn from across Asia Pacific
• Workshops – ‘Market Watch: China’ and ‘Market Watch: India’
• Digitally every day to every registered delegate
• The entire TFWA community via tfwa.com

Everyone you need to reach in GTR. 365-day distribution of the TFWA Dailies via 
TFWA.com

Everyone you need to reach gets this!
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01 Artdeco Cosmetic Group’s Denise 
Schmuek, Deputy Sales Marketing 
Director and Anna Dornbusch, 
International Sales Marketing Manager.

02 Manish Kalathil, Cosper Distribution; 
Dhiren Vasa, Cosper Distribution; 
Gautom Menon, Founder & Chief Brand 
Officer, Wild Tiger Rum; and Shibu 
Thomas, CEO & Chief Brand Architect, 
Harison Premium Chocolate.

03 Etienne & Sabina Hendrickx, 
MosquitNo, and Kristelle Assi, Sourcing 
Specialist, TJX. 

04 Ralf Zimmermann, Service Delivery 
Coordinator, SKYlink; Edgar Romero, 
Marketing Manager, SKYlink; Tom 
Pawlytta, Operations Management, 
SKYlink; Nina Jacobson, Business 
Development Manager, Swarovski; and 
Pepe Cuenca, Marketing & Brand 
Management, SKYlink.

05 Eleen Holland, Associate, Jonathan 
Holland & Associates; Sue Lewis, Asia 
Director, Sisley; Sunil Tuli, Managing 
Director Travel Retail & Duty Free, King 
Power Group (Hong Kong).

06 Elizabeth Woodland, Business 
Development, Time Products (UK) 
Limited; Louis Pasternak, Publisher/
Editor, Travel Markets Insider; John 
Rimmer, Managing Director, TFWA; and 
Rupert Firbank, Commercial Director 
Global Travel Retail, Accolade Wines.

07 Mikael Agay, Global Business 
Development, ion – an Aydya company; 
Geraldine Archambault, Founder, 
Essential Parfums; and Alain 
Maingreaud, President, TFWA.

08 Premier Portfolio International 
Limited’s Kevin Walsh, Director; Yvonne 
Frampton, Sales & Marketing; Garry 
Maxwell, Sales & Purchasing Director; 
and Andrew Webster, Director.

09 Watanabe Shigeru, Managing Director, 
Rugeshi Limited; Etsuo Hashino, Vice 
President, Centrair Duty Free; Ayumi 
Sugaya, Marketing Group Manager, 
Centrair Duty Free; Minoru Yokoyama, 
General Manager, Centrair Duty Free; 
Tomoyo Tsuge, Assistant Marketing 
Group Manager, Centrair Duty Free; Yumi 
Takeda, Senior Director, Centrair Duty 
Free; and Riki Inuzuka, President & CEO, 
Central Japan International Airport. 

10 Harper Dennis Hobbs’ Matthew Webb, 
Analyst – Travel Retail; Hazel Catterall, 
Director – Travel Retail; Sharon Daley, 
Director – Travel Retail; Simon Black, 
Director – Travel Retail.

11 Ramesh Cidambi, Chief Operating 
Officer, Dubai Duty Free; Breeda 
McLoughlin with Colm McLoughlin, 
CEO, Dubai Duty Free; Sarah 
Branquino, External Affairs Director, 
DUFRY; and Erik Juul-Mortensen, 
founding member, TFWA.

12 Roberta Iandolo, Senior Group Brand 
Manager, Beauty and Luxury; Thuy Vi 
Maria Tran, International Business 
Developer, 3senses; Antonella Panepinto, 
Export Manager, Beauty and Luxury; 
Ilaria Zegarelli, Business Development 
Manager, Give Back Beauty; Silvia Di 
Lucia, Export Assistant, Beauty and 
Luxury; and Martina Prazzini, Business 
Coordinator Domestic Markets, Beauty 
and Luxury.

13 Peter Zehnder, Head of Global Duty 
Free & Customer Service, Lindt & 
Sprüngli; Enrique Urioste, CEO, Neutral 
Duty Free Shop; and Champagne 
Lanson’s Francois Van Aal, President 
with Emmanuel Gantet, Overseas 
Export Manager.
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Opening
Cocktail

The stunning Port Canto terrace played host to last night’s 
Opening Cocktail. With breath-taking waterside vistas, the 
venue was the ideal vantage point for the superb firework 

display, courtesy of the City of Cannes. 

All TFWA social events, including The Scene, are this year taking place in 
the spectacular setting of Port Canto. A special, continual shuttle service 

is operating each night on the Croisette from 22:00 to 02:00.

Spirit of Venice
T he Venetians have a 

history of trading 
artisan goods and Mavive is 
building on that heritage by 
previewing a new fragrance 
from The Merchant of Venice.

The perfume uses essential 
oils extracted from blue tea 
as the base note and was 
developed with the Asian 
market in mind.

“This is a new product 
that we’re previewing to our 
customers in Singapore,” said 
Emanuele Riva, International 
Sales Manager, The Merchant 
of Venice. “It’s going to be 
the first fragrance in a 
range of products that we’re 
developing for the Asian 
market.”

Mavive is also showcasing 
two other Asian-inspired 
fragrances: Replay 
Signature’s Red Dragon, 
which is for men, and Secret, for women.

“Asia represents 20% of our business,” said Valentina Rossetti, Export 
Manager. “We would like to build on that.”

Basement 2/2-F18

W i n n i n g  fo r m u l a 
W hat a show it’s been for 

Butlers, which won Best 
Confectionery Product at the 
Travel Retail Awards on 
Monday night. The coveted 
trophy is being displayed on 
the Butlers stand, where the 
victorious product was 
launched last year.

“We launched the Platinum 
Collection here last year and 
we’re delighted it has won 
this award,” said Aisling 
Walsh, Marketing Director, 
Butlers. “It’s a good-looking 
trophy.”

As well as basking in glory, 
Butlers is showcasing a range 
of new products, including 
the new Asian-inspired 
Chocolate Collection, which 
includes flavours such as 
green tea, spiced chai, and 
mango and lemongrass. 

In addition to the 
Chocolate Collection, Butlers is also launching its new Drumshanbo 
Gunpowder Irish Gin chocolates at the show. “There’s a gin explosion going on 
right now, so this product is really on-trend,” said Walsh.

Basement 2/2-C31

Timely addition
C apella’s timepieces have been performing well in multi-category stores 

and it hopes to build on that success with a new range of Lambretta 
watches. In total, four new lines are being launched at the show and all will be 
priced with affordability in mind.

“All of our products have affordable price tags,” said Christian Hoffmann, 
Marketing Director. “They are often impulse buys.”  

The Mia, Numero and Volta models are classic-looking timepieces with 
quick release mechanisms, which allow owners to change the straps. Then 
there’s the Imola range, which is named after the famous Italian race circuit 
and plays on the country’s motorsport heritage.

Capella has also brought a new Scandi brand to the show, Tick & Ogle, 
which produces simple watches at affordable prices. “It has had a great 
response so far,” said Hoffman.

Basement 2/2-H30

S e d u c t i v e  s o u v e n i r s
V alrhona has expanded its Exclusive Souvenir Collection to meet the 

ever-increasing demand for destination-specific gifts.
The French chocolatier launched the new line last year with sleeve designs 

inspired by picture postcards of Paris. Now the brand has added Singapore, 
Tokyo and Hong Kong to the collection, hinting at its aspirations to grow in 
the Asian market.

“The Asian market is becoming bigger and bigger for us, especially in travel 
retail,” said Aurélie Roure, Brand Manager, Valrhona.

With that in mind, Valrhona is also teasing its forthcoming Chinese New 
Year collection for 2019, which is the Year of the Pig.

Valrhona seems to have succeeded with the new line, which isn’t the only 
festive range to be unveiled at the show. The chocolatier has also launched its 
Christmas range.

Basement 2/2-F32

To a s t  o f  S c o t l a n d
W hyte & Mackay hosted a drinks reception yesterday to toast what it says 

is the fastest-growing single malt in the world. “We have seen 219% 
growth with Dalmore,” said Richard Trimby, Travel Retail Director, Whyte 
& Mackay. “It’s going really well.”

So much so, there could be supply issues, which is why the group has 
now shifted its focus to Jura whiskies. “We are repositioning the brand, 
which we think has huge potential in Asia,” said Pierre Dubus, Marketing 
Manager – Travel Retail, Whyte & Mackay.

Part of that repositioning has seen Whyte & Mackay launch four new 
Jura exclusives: The Sound, The Bay, The Loch and The Paps.

Whyte & Mackay is also promoting its new Shackleton Whisky, which 
is a faithful recreation of a whisky left behind by the explorer’s crew in 
Antarctica. “The liquid is fantastic and the story is fantastic too,” 
said Trimby.

Basement 2/2-C5

S a y  i t  w i t h  L i n d t
B eing known as a gifting specialist, Lindt is once again introducing new 

gifting items specifically for the Asian customer. Miriam Richter, 
Marketing Manager Duty Free, Lindt & Sprüngli, commented: “Gifting in Asia is 
very cherished and very important. This is true for a lot of Asian nationalities; 
therefore, we came up with new Lindor items to cater for this trend.”

Lindor is one of Lindt’s most important brands and it usually comes in 
a tube-shaped box for sharing. To satisfy the need for gifting in the Asian 
market, the brand is now introducing a heart-shaped box of chocolates with 
the slogan ‘Say it with Lindor’. The box is a symbol of love and appreciation, 
and will be a permanent item on the market. In the second half of the year, 
Lindt will also launch a Lindt Matcha flavour.

“Overall, while the Asian customer has such an impact on travel retail, for 
the confectionery sector Europe is the most important market. We want to 
change this, so that is why we are here to grow in Asia,” Richter concluded.

Basement 2/2-H2

New look
B arton & Guestier is using TFWA Asia Pacific Exhibition & 

Conference to unveil its distinctive new brand signature, 
which will create synergy across its wines. “We have tried to bring 
more continuity and authenticity to the branding to make it easier 
for consumers to recognise,” explained Marina Julien, Marketing 
Manager, Barton & Guestier.

The brand is also using the show to launch four new wines, which 
will be exclusive to travel retail. Two of the wines, the Bordeaux 
Red and the Bordeaux White, will have accessible price points, 
while the Saint-Emilion and Chateauneuf du Pape will have 
premium price tags. “They are the four bestselling wines in travel 
retail,” said Julien. “It’s good to have two affordable price points 
and two premium price points.”

Basement 2/2-C10

Ice wine whisky
W illiam Grant & Sons has launched the third instalment of its 

Glenfiddich Experimental Series. Matthew Fergusson-Stewart, 
Regional Brand Ambassador – Glenfiddich, explained that the first two 
whiskies within the initiative included “the already-launched 
Glenfiddich IPA – a whisky partially-matured in casks that had 
contained IPA beer” as well as the “Glenfiddich Project XX – named so 
after the 20 ambassadors who chose casks that would go into  
the marrying”.

“The newest in the line-up, which has just launched into travel 
retail, is called Winter Storm and is a whisky that has been matured in 
Canadian ice wine casks,” explained Fergusson-Stewart. “It has a lovely 
sweetness, but this is balanced by some acidity, so that it’s not cloying.”

Basement 2/2-N19
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NEW! Digital New Products & Innovation 
Preview – publishing 16 September 2026
Major focus on new product previews – 
send us your new product news

Four live show dailies produced in 
Cannes:

Monday 28 September 2026
Major focus on new product previews – 
send us your new product news

Category focuses:
Perfumes/Cosmetics/Beauty & Health

Tuesday 29 September 2026
Category focuses:
Wine/Spirits/Beers/Non-alcoholic 
beverages
Tobacco

Wednesday 30 September 2026
Category focuses:
Confectionery/Fine food
Jewellery/Watches/Writing instruments
Electronics/Travel Accessories

Thursday 01 October 2026
Category focuses:
Fashion/Accessories/Sunglasses/Luggage
Gifts/Toys/Souvenirs

NEW! Digital New Products & Innovation 
Preview – publishing 29 April 2026
Major focus on new product previews – 
send us your new product news

Plus, four live show dailies produced in 
Singapore:

Monday 11 May 2026
Major focus on new product previews – 
send us your new product news

Category focuses:
Perfumes/Cosmetics/Beauty & Health

Tuesday 12 May 2026
Category focuses:
Wine/Spirits/Beers/Non-alcoholic 
beverages
Tobacco

Wednesday 13 May 2026
Category focuses:
Confectionery/Fine food
Jewellery/Watches/Writing instruments
Electronics/Travel Accessories

Thursday 14 May 2026
Category focuses:
Fashion/Accessories/Sunglasses/Luggage
Gifts/Toys/Souvenirs

EDITORIAL SCHEDULES
To book your positions for the 2026 TFWA Asia Pacific Exhibition & Conference and TFWA World Exhibition & Conference Dailies contact 

Julian Bidlake, Publications Director: julian.bidlake@tfwa-dailies.com or Ian Hill, Consultant Publisher: ian.hill@tfwa-dailies.com

27 SEPT – 01 OCT 2026
CANNES

10-14 MAY 2026
SINGAPORE



SPONSORSHIP OF TFWA'S ONLY PRINTED 
FLOORPLAN OF THE EXHIBITION

TFWA only prints one Floorplan and Exhibitor List and this is it! Referred to constantly 
throughout the event, sponsorship of the Official TFWA Floorplan Supplement is THE 
flagship vehicle for bringing a brand to the attention of every visitor.
 
The Floorplan Supplement is printed separately and inserted into the TFWA Daily every 
day.
 

THE FLOORPLAN SUPPLEMENT PACKAGE COMPRISES:
 
• Prominent sponsor logo and message on Floorplan Supplement front page

• Sponsor’s logo on all subsequent Floorplan Supplement pages (up to 20 pages in 
Cannes)

• Outside back cover advertisement of Floorplan Supplement
 

Price on application



When adding your com-
pany’s stand number to 

advertisements,  
please see these example 

guidelines:
For Cannes: Blue Village A1

For Singapore: Basement 2/2-
A1; Level 1/1-A1

When referring to the TFWA 
events on advertisements,  

please use the full event 
names:

TFWA World Exhibition & 
Conference

TFWA Asia Pacific Exhibition 
& Conference

All artwork must be sent in the following formats by email:

PDF: 
All fonts embedded with a minimum resolution of 300ppi, in CMYK 

and to include registration

Adobe Illustrator CC: 
All fonts converted outline and images embedded

JPG or TIFF: 
Minimum resolution of 300ppi and in CMYK

ARTWORK REQUIREMENT

MATERIALS DEADLINES

24 April 2026 11 September 2026

SPONSOR A TFWA DAILY COVER

SPONSOR TFWA’S ONLY PRINTED 
FLOORPLAN OF THE EXHIBITION

MEDIA PACKAGE RATES

SPECIAL POSITIONS

No. of inserts 1-2 3-4

Inside front
cover

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

Inside back 
cover

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

Outside back 
cover

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

Double-page 
spread

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

ADVERTISEMENT
TECHNICAL 

SPECIFICATIONS

width x height 

Full-page bleed
216mm x 303mm

Full-page trim
210mm x 297mm

Half-page / Horizontal
190mm x 132mm

Half-page / Vertical
92mm x 270mm

Quarter-page
92mm x 132mm

Double-page spread 
bleed

426mm x 303mm

Double-page spread 
trim

420mm x 297mm

SPONSORSHIP OF A DAILY INCLUDES:

Your logo and message placed prominently on the front cover 
along with a double-page spread advertorial and a full-page 
advertisement.. 

Price on application

THE FLOORPLAN SUPPLEMENT PACKAGE COMPRISES:
 
• Prominent sponsor logo and message on Floorplan 
Supplement front page 
• Sponsor’s logo on all subsequent Floorplan Supplement pages 
(up to 20 pages in Cannes)
• Outside back cover advertisement of Floorplan Supplement

Price on application

INCLUDING EDITORIAL AND ADVERTISING OPPORTUNITIES FOR THE 
TFWA ASIA PACIFIC AND TFWA WORLD EXHIBITION DAILIES 2026

STANDARD POSITIONS

No. of inserts 1-2 3-4

Full 
page

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

Half 
page

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

Quarter 
page

PRICE ON 
APPLICATION

PRICE ON 
APPLICATION

TFWA DAILY CONTACTS
ADVERTISING

Julian Bidlake
Publications Director 

julian.bidlake@tfwa-dailies.com

Ian Hill
Consultant Publisher 
ian.hill@tfwa-dailies.com

EDITORIAL

Ross Falconer
Editor 

ross.falconer@tfwa-dailies.com

Paul Hogan
Publisher 

paul.hogan@tfwa-dailies.com


