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Preface:

This primary focus of this study is to  investigate the reasoning behind women's perceptual using and purchasing perfumes, with particular reference to branding and consumer perceptual of perfume. The background to the perfumes industry and it stand today is thoroughly discussed because it was necessary in order to gain knowledge about the history of perfume making and growth in the world terminology used, market situation and the consumer. This paper presents information about different brands of perfumes available today, and their. With the help of available literature review, discussion was written and hypothesis was developed. The concept of the brand and its values, and especially brand image was investigated. It was realized that, through branding, other factors had to be taken into consideration. When a perfume manufactory is designing a brand and a brand image to go with it, the image strategy has to take into consideration where in the market place the product is going positioned and at whom it is going to be targeted, with this in mind, certain main factor are used in order to facilitate this process. nowadays, the changing role of women and the aging of society, together with trends towards later marriage remaining single, significant change as result of a large number of women becoming active participants in the workforce, also because of women have greater purchasing power. 

Abstract:

As we know, most of and the women love pretty and fragrance. Because of fragrant can make people refresh and more confident. In addition, for us, we love fashionable perfumes and some fragrant product so much, perhaps that let us felt interest in and focus on perfumes market, which is my dissertation is going to investigate later. Moreover, perfume is most of women loves it, and sprays it every day, every time. even for me, The fragrant can make person happiness, confident and relax. In addition, the other factor reinforces me to choose perfume, in term of their pretty package and brand image. I have considered to conduct my dissertation based on UK area, in order to easy get a primary and secondary data.

Examining the Impact of Product Attributes

 On Perception towards Brand Product 

Chapter 1: Introduction

Perfumes were used to counter putrescence as early as Hippocrates and Galen. Indeed, as Roy Porter observed in the introduction to Alain Corbin's The Foul and the Fragrant--one of the documentary sources for the show--pre-Pasteurian orthodoxy held that "stench was, in fact, disease". In the 17th century, aromatics such as civet, musk, and ambergris were enlisted to increase resistance to infection, reduce exposure, and correct affected humours. People also turned to perfume for protection during epidemics. Hot vinegar and sulphur were popular household disinfectants. Hospitals were fumigated with juniper and rosemary.

By the late 1700s, the therapeutic value of perfumes had come into question, and was ultimately discredited by Pasteur's discoveries. Attention turned from miasmas to masking standards of domestic and personal hygiene that reflected both a scarcity of running water and an ambivalence about bathing. Animal smells were abandoned in favour of vegetable and flower essences, and people began to perfume everything, including clothes, wigs, and handkerchiefs; among the wealthy, pot-pourri became a fixture. As sanitation improved, perfume became more a tool of seduction than a therapeutic option.

Technological advances in the 19th century greatly expanded the perfumer's traditional methods of fabrication. By the 1850s, a thriving perfume industry was established in Paris and London. The addition of artificial fragrances at the beginning of the 20th century ushered in modern perfumery, the aldehyde used in Chanel No 5 being a classic example. In line with changing trends, today's scents often contain sugary and environmental notes, such as calone, a molecule that smells strongly of the sea.

The Greeks and Egyptians stored perfume in little clay vessels; glass vials were introduced by the Romans. From the middle of the 19th century, the crystal maker Baccarat began to specially design perfume bottles, and increasingly designers strove to create containers that evoked their contents. A fine selection of bottles are on display at Lausanne, including Guerlain's fan-shaped Shalimar bottle, and a flask-within-a-flask creation by Thierry Lecoule, which is the only one of its kind in the world.

Perfume is above all a sensory experience. Visitors are invited to plunge their hands into bins of patchouli leaves, fenugreek seeds, and vetiver roots, among others, to make the point that flowers are only one part of plants used in making perfumes. Interactive displays allow you to test your recognition of various odours both natural and artificial. An oil-barrel-shaped device emits puffs of scents recreated from history that you can read about as you sniff.

We choose food as much by smell as by appearance and taste. Although the science of smell is relatively new, segments of the food industry have long been aware of its value for increasing sales. In-house bakeries in some supermarkets have glass windows so customers can watch the baking in progress. What customers do not realize is that the tantalizing odors of fresh bread or cake wafting into the air may have nothing to do with the baking activities behind the glass. They may be merely synthetic scents released in the area, which have been found to increase sales of bakery products. Similarly, in areas where coffee or chocolate are displayed, synthetic coffee or chocolate flavor may be emitted as scents to entice shoppers to purchase the products. Food technologists can produce a wide range of synthetic scents that can be released into the air of food stores and other places that beguile shoppers and increase sales. Vanilla is reported to evoke a warm sense of home and hearth, both in its smell and taste. When manufacturers add strong vanilla flavor to products such as ice cream, cake mix, frosting, and coffee, sales rise dramatically.  (Magazine 1995).

Other connections of smells and emotional responses are under investigation. Preliminary findings suggest that aromas from basil, cinnamon, and citrus flavors aid in relaxation, whereas peppermint, thyme, and rosemary help to energize. Ginger, cardamom, licorice, and chocolate have been reported to arouse a sense of romance. Names of some food products suggest mood, as reflected by "Sweet Memories," "Your First Love," "Puppy Love," and "Soda Fountain Friends" for various beverage mixes. 

At Walt Disney World in Florida, the Magic House at Epcot Center includes a room scented with the fresh-baked smell of chocolate chip cookies. The intention is to induce feelings of relaxation and comfort. 

Restaurants have long appreciated the importance of pleasant food scents. Dunkin' Donuts was among the first companies to recognize and promote the importance of freshly baked and brewed aromas as a means of attracting and keeping customers. Today, companies such as the Starbucks coffee chain, Mrs. Fields Cookies, and others cite fresh aroma as a critical factor in the success of their ventures. (Magazine 1995).

One sugar company found that it was able to increase sales of its unbleached cane sugar because it incorporated a faint smell of molasses into the product. To consumers, the product smelled sweeter than other brands. 

Whenever a jar of instant coffee is opened, as soon as the vacuum seal is broken, a strong, appealing whiff of coffee is emitted. The "fresh coffee" scent may be added intentionally to the top of the jar before it is sealed. 

International Flavor and Fragrances (IFF) reportedly can create exact aroma profiles of fruits, herbs, and spices in its laboratories. IFF's aroma science group uses "mood mapping" to learn how scents stimulate or relax people. The group discovered that twice as many consumers preferred its "Living Flavors" of strawberry and peach as those who liked the fruits' natural aromas. (Magazine 1995).

The Fragrance Foundation in New York is researching and promoting scents, and is especially interested in behavioral fragrances. Peppermint is reported to increase production and reduce occupational accidents. Vanilla comforts hospital patients. Floral scents make people spend more time and money in shopping malls. 

Mood-altering scents are extended to medical applications; whiffs of sweet vanilla were found to calm most patients undergoing stressful medical procedures at the Memorial Sloan-Kettering Cancer Center in New York City. Five mixed floral fragrances were found helpful in relieving tension, anxiety, and fatigue in a group of menopausal women at Duke University Medical Center. Similar studies at the center were found to lower levels of depression, tension, and fatigue in men. 

Studies at Rensselaer Polytechnic Institute in Troy, New York showed that when pleasant fragrances were wafted into a room, subjects performed at a higher level on a series of complex tests. Also, they experienced significantly less stress. At Rush-Presbyterian St. Luke's Medical Center in Chicago, subjects exposed to pleasant odors were able to complete their work 17% faster than usual, on average. 

Unfortunately, none of these studies with behavioral fragrances has taken into account the fact that some individuals may react adversely. For those who are highly sensitive and reactive to fragrances, both naturally and synthetically derived, this intentional environmental scenting is unwelcome news. Such individuals are finding it more and more difficult to cope with an increasingly scented environment. In response, many people now are seeking scent-free toiletries, soaps, laundry deter-gents, sanitizing agents, and other consumer products. 

The fast-growing home fragrance industry is approaching $1 billion in annual sales in the United States. More and more products are scented, from sanitizing agents and toilet papers to toothpicks and toothbrushes. More than $750 million was spent in 1993 to keep homes "smelling sweet," and an additional $200 million was spent on nontraditional home fragrances, such as scented natural oils that are vaporized in fragrance burners, lamps, and diffusers. 

The use of scents is expected to increase as chemistry research continues to create more products and finds new applications for their uses. The perfume industry, the food industry, and health professionals all are involved in this expansion.

1.1 A Brief History
The word perfume comes from the Latin meaning "through smoke". It is invariably the opening line of an article about the history of fragrances and how they were used for all sorts of things by the ancient Druids, the ancient Hittites, the ancient Babylonians -- any ancient civilization will do, the operative word being "ancient". It was from a professor of ancient studies at the School of Cosmological and Cosmetological Sciences (location unknown: the letterhead was smudged), who felt that one might be interested in a parchment he had come across. "You have no doubt heard of the lost continent of Atlantis," he wrote. "Everyone has an opinion as to whether it existed or not and to this day we have no certainty. But, did it ever strike you as odd that there is an Atlantic (sic!) Ocean. Consequently, it is reasoned that there should also have been a lost continent of Pacifis and – this cannot be revealed how. The Pacifans had an extraordinary knowledge about fragrances. In fact, their very word for fragrance, meant "through smoking," since they perfumed their cigarettes with musk. And so, without further ado, here is the translation. The Scribe, had been ordered by Queen Merali VII to proclaim to the world the wisdom of odiferous materials and how they came to master them. It all began with Queen Merali IV who, it is said, would only bathe when the goddess Hoppe spoke to her out of the volcano in the middle of our island. Since it is now known that the volcano is extinct, Queen Merali IV began to take on an odor that was unpleasant. It was then that the court couturier, Jean Louis (famous for his A-line Toga), created a solution (so to speak). He had gathered frankincense and myrrh and blended them with the national liqueur to create the world's first perfume, which he named FM-one. No sooner had he sprayed this creation on the Queen, when all marveled that, while she still was not fragrant, she was less offensive. Within a month, his creation had become so famous that FM-one knock-offs soon appeared along with twists that added floral or herbaceous notes. Someone even suggested using our national flavor, vanilla, to make a fragrance but, of course, no one took him seriously. Soon there were others who jumped on the bandwagon and before long they were followed by consultants. Perfumes were just the beginning, however. Entrepreneurs from all over the island were putting fragrances into everything. It was no longer possible to wash your hair with plain lye anymore. Now the lye smelled like coconuts and mangoes. And the price of a container went up accordingly. It was no longer possible to burn beeswax without it giving off the aroma of pine, imported from somewhere way to the north and keeping the Viking exporters very prosperous. It was no longer possible to visit the bazaar without someone spraying some new concoction on you. Fragrances were everywhere and soon there were complaints of headaches and mysterious ills. But no one took them seriously, of course. The ironic part came when after hundreds of bath products had flooded the market, Queen Merali decided to take her first bath. Had she done this in the first place, Pacifis would have been quite a different place. As it was, she was so overcome by the aromas of citrus fruits and wild berries that filled her tub that she swooned in a state of ecstasy and drowned. Her successor, Merali V, was an astute businesswoman. She put up the money for fragrance houses to be built, whose purpose was to create the essences that would be used in the illimitable products that they would enhance. At first her plan suffered a setback when the first two fragrance houses merged, but soon new ones arose. The problem was that by this time all the inhabitants of Pacifis had perfumes in their homes and there was no need for new ones to be made. It was at this point that Queen Merali V made the decision that has forever placed her in the forefront Of our chronicles. She created a day to be set aside for all the mothers on the island and declared that dutiful husbands and children would be wise to honor their moms and buy them gifts. The rest is, of course, history. Soon other holidays were quick to follow and sales shot up again. Jean Louis was already passe as a logical spokesman, but so were most of the designers. Soon men like Pava the Bold, our leading spear thrower and women like Paattii the Fearless, our leading spear catcher were endorsing perfumes under their own names. They were followed by the court jester, the court lute player and other entertainers who in turn, were followed by the leading canoeist and the champion papaya hurler. By this time, the activists were complaining more than ever about how the atmosphere was being polluted by all those scents and how allergies were on the rise and how there were no more gardens since every flower was being used for a new topnote. It was Merali VI, our next queen, who had them banned. It was also Merali VI who originated Pacifis's first convention, held at the southernmost tip of the island, where the industry could party and bask in the sun and put out feelers for other jobs. She is also credited (perhaps out of deference to her office) with the now famous line, "Sales exceeded all expectations," which was quoted in Pacifis's leading publication, DCI (literally, Six Hundred And One), after the launch of her first fragrance, Merali No. 6. Unfortunately, she could not control the underground movement of fragrance-haters who were spreading their ridiculous stories about the evils of fragrances to all the inhabitants. It was the good Queen Merali VII, who now reigns in glory, who silenced the fragrance-haters forever by pointing out that without fragrances the economy would take a nose-dive. 

Chapter 2: Literature Review

The theme of time is increasingly used by advertisers to convey product benefits, indicative of the accelerating societal time concern that accompanies industrialization and urbanization (Gross and Sheth 1989). Rich evidence has been accumulated that suggests that the expression of rime is frequently used by advertisers in depicting product benefits because it plays a central role in the acquisition of products (Graham 1981; Jacoby, Szybillo, and Berning 1976; Spears 2001). Holbrook and Hirschman (1982) draw academic attention to the importance of time as a valuable resource that consumers bring to the exchange transaction. Although consumers' increasing concern with time and the key role it plays in the consumption experience is well recognized, an understanding of the way that time is expressed in the conveyance of product benefits in print ads is not so clear.

Words, such as time expressions, are useful to marketers in sharing "what is out there," including the benefits that products offer (Arndt 1985, p. 16). Within the rubric of words exist figurative and literal expression. Figurative language is comprised of figures of speech, such as metaphors, and is more decorative or poetic in nature when compared with literal language, which represents standard word meaning (Searle 1979). Metaphors are commonly used to portray abstract concepts such as time (Clark 1973), and the expression of time is amenable to both the metaphoric and the literal (Suda 1989). Advertisers seem to recognize the utility of time metaphors (e.g., "explore a new dimension of time," "built to withstand the test of time," "we build the future") and time-literal expressions (e.g., "results in 8 hours," "cooks in only 15 minutes," "a difference in just 6 days") in conveying product benefits.

A wealth of literature exists that addresses the use of figurative and literal language to convey product benefits (Stern 1988). Metaphors are important in advertising (Booth 1979a; Cook 1992) as a tool of persuasion (Stern 1990b), a means to convey product and service benefits (Ward and Gaidis 1990), and a way to compare products to seemingly unrelated topics (Crossen 2000). Other work has examined visual rhetoric in advertising (McQuarrie and Mick 1999), as well as the use of literal words to convey product and service benefits (Stern and Shroeder 1994). The literal and the metaphoric have been recognized as stylistic subcategories used in conveying product benefits (McGuire 2000; Pawlowski, Badzinski, and Mitchell 1998). Attesting to the importance of understanding the figurative and the literal, the effects of explicit expressions versus tropes have been studied (Hitchon 1991; Toncar and Munch 2001). McQuarrie and Mick (1996) provide a compelling taxonomy of rhetorical figures bur do not explicitly include literal statements in their three-level taxonomy. These scholars state, "because the framework is grounded in real ads, we present examples of both nonfigurative and figurative headlines for purposes of illustration and clarification" (McQuarrie and Mick 1996, p. 425). Acknowledging the possibility that more evidence may be accumulated, McQuarrie and Mick (1996,p. 425) called for "future expansion of the framework." This study seeks to expand that framework by examining the use of literal and metaphoric time expressions in conveying product benefits.

Although marketing literature has examined figurative language (Leigh 1994; McQuarrie and Mick 1992, 1993; Nelson and Hitchon 1995; Pollay 1985) and product benefits in ads (Tse, Belk, and Zhou 1989) using content analyses, a content analysis of literal and metaphoric time expressions and the product benefits conveyed through these expressions has not been undertaken. The purpose of this study is to contribute to an understanding of the use of metaphoric and literal time expressions in advertising product benefits by conducting a content analysis of print ads. To accomplish this purpose, three objectives are set forth. Searle (1979,p. 78) argues that "most... authors.., on the subject of metaphor assume that we know how literal" expression works and "do not think that the problem of literal utterances is worth discussing." Thus, one purpose of this study is to heed McQuarrrie and Mick's (1996) call for the accumulation of more evidence by proposing a theoretical basis for understanding the way that literal time expression works differently from metaphoric expression in conveying product benefits. A second objective is to examine relational time metaphors in response to Glucksberg and Keysar's (1990) call for the study of action metaphors, as well as nominative and dead/alive metaphors in a print ad context. Finally, the third objective is to respond to Ward and Gaidis's (1990) call for the creation of guidelines for effective metaphors by providing guidelines for the use of time metaphors.

To accomplish these three objectives, the present work does not presume to provide a definitive solution to the enigma of metaphors' theoretical underpinnings (Paivio 1979) but proposes a conceptual framework--the linguistic communications model (LCM)--to serve as one plausible approach to understanding the function of literal and metaphoric time language in advertisements. To meet the aforementioned objectives, hypotheses were developed from the model. A content analysis of 382 print advertisements was conducted to test the hypotheses, which address the use of metaphoric versus literal time expressions to convey product benefits (functional or psychosocial) and the use of time metaphors (dead versus alive metaphors and relational versus nominative metaphors) to convey functional versus psychosocial benefits. Although hypotheses were not developed regarding additional differences in metaphoric versus literal references to time, exploratory work examined these issues.

2.1 - The Figurative and the Literal in the Expression of Time 
Time is closely related to life, to language (Kummel 1966), and to purchase behavior (Doob 1971; Howard and Sheth 1969). Time defines the contours of existence with inescapable temporal constraints. The marketing literature has recognized the importance of this construct, and several key streams of research have emerged, such as allocation and use of time with the implication of time scarcity (Feldman and Hornik 1981; Gross 1987; Holbrook and Lehmann 1981), the antecedent/ consequent role of time in consumption experiences (Hornik 1988; Meyers-Levy and Maheswaran 1992; Park, Iyer, and Smith 1989), time orientation (Bergadaá 1990; Graham 1981; Guy, Rittenburg, and Hawes 1994), and time and decision making (Greenleaf and Lehman 1995; Leclerc, Schmitt, and Dubé 1995; Mowen and Mowen 1991). Voluminous literature outside marketing also attests to society's increasing fascination with and need to comprehend the nature of time; the impact of the confluence of time and being on daily existence; and the relationship of people to the past, the present, and the future (e.g., Poulet 1956; Powell 1955; Proust 1970; Woolf 1927).

This tradition of scholarly work suggests that society is increasingly concerned with time and that time plays a key role in the consumption process. From this tradition flows the linkage between the expression of time and the promotion of product benefits. Ads use time expressions to prompt consumers to consider future events, such as the consumption and enjoyment of desired product benefits as put forth in an ad. Prefigurations of things to come, such as anticipating the enjoyment of advertised product benefits, have the capacity to move a person to immediate action in the present (i.e., search, decision among alternatives, and purchase), and can simultaneously coexist with memories of previous experience with product benefits (Doob 1971). The events of life, including purchase processes and the attainment of product benefit "promises" (Pollay 1985), are bonded together with the resinoid qualities of time. For example, the allocation of time in the present affects the future enjoyment of desired outcomes, such as functional or psychosocial product benefits, and depending on the time horizon, perceptions of the delay of "promised" product benefits can generate more immediate action.

Because of its complexity and the vast body of ideas, the expression of time has a bent toward metaphoric susceptibility (see Benjamin 1966 for a thorough discussion of ideas regarding time), but is easily used in the literal form of expression (Suda 1989). Advertisers commonly make use of both literal and metaphoric time expressions in conveying product benefits. However, there is no model to account for key differences in metaphoric and literal expression in such a way that advances our understanding of time expressions in an advertising context. The section that follows presents such a model.

2.2 - Linguistic Communications Model 
To better understand the use of metaphors and literal time expressions in advertising, a theoretical framework, the LCM, synthesizes and extends the work of Heider (1958), Ortony (1975), Searle (1979), Mowen (1980), and Spears, Mowen, and Chakraborty (1996). The LCM (Figure 1) proposes that the linguistic field consists of literal and metaphoric language. An advertiser who uses language to describe product benefits selects from a wide array of literal and metaphoric expressions to compose the persuasive text. The advertiser chooses words that are congruent with product benefits and applies those word choices to product benefits through gestalt processes to establish unit connections. The messages are then conveyed by the media to consumers.

2.3 - The Figurative and the Literal 

From as early as the fifth century B.C.E. in Athens, intellectual historians have recognized and grappled with distinctions between polar pairings, such as discovery versus justification, science versus rhetoric, and figurative versus literal expressions. These distinctions were particularly sharp in the beginning of the modern era, owing to the chasm between logical positivism and philosophical rationalism (Christie 1987; Ortony 1979). For logical positivists, literal expression was the language of choice and an extension of the idea that reality was precise, objective, and unambiguous (Ortony 1979). For philosophical rationalists, metaphors played an important role in allowing a person to travel beyond the information provided and construct meaning through interaction with context and preexisting knowledge. Following this tradition, scholars have "grappled with the difference[s] between literal and nonliteral language" (see Katz et al. 1998, p. 164, for enlightening discussions regarding this dichotomy). However, Christie (1987) proposes that both figurative and literal expression be concurrently investigated. In that spirit, the present work examines both literal and figurative linguistic expressions.

The question of what a metaphor is remains essentially theoretical (Ortony 1979). There are three general classes of metaphor models: anomaly, comparison, and interactionist (Tourangeau and Sternberg 1981). Scholars have provided detailed discussions of these theories (see Katz, Paivio, and Marschark 1985; Marschark, Katz, and Paivio 1983; Ward and Gaidis 1990). In general, definitions of metaphor tend to emerge from a particular model. For example, the anomaly view, traceable to I. A. Richards (1936), is focused on dissimilarities and the ensuing tension and incongruity. A definition that arises from this tradition would emphasize the way that metaphors are different from literal terms because a name is applied to an object to which it does not belong. Arndt's (1985) reference to metaphors as partial and incomplete in their truth assertions seems to fall within this genre. The comparison view, with its genesis in the ideas of Aristotle, focuses on implicit similarities (Ortony 1979). Stern (1990b) assumes an Aristotelian view in her article about metaphorical advertising. The interactionist view has its conceptual roots in the work of Richards (1936), but was articulated by Black (1962). In this view, new meaning is derived that goes beyond that of the stated topic or vehicle by focusing on both similarities and dissimilarities. Arguably, Hunt and Menon's (1995) articulation of metaphor falls under the interactionist domain because of its emphasis on both the denotative falseness and connotative truthfulness of metaphoric statements.

Acknowledging that the literature on metaphor is massive (McQuarrie and Mick 1996), that the various definitions of metaphor have been criticized for their inadequacies (Ward and Gaidis 1990), and that the definitional problems associated with metaphor cannot be simply solved (Booth 1979b), the present study takes the theoretical and definitional perspective presented by Searle (1979). Searle's (1979) work was chosen because it provides a framework capable of handling the varying ranges of meaning associated with dead versus alive and relational versus nominative metaphors, as well as literal expression. Thus, this perspective allows for the development of a framework that provides a plausible approach to understanding the function of literal and metaphoric time language in advertisements.

For Searle (1979), literal expression has a definite set of truth conditions relative to a particular context. The context-dependent elements exist against a background of shared assumptions pertaining to those elements. For example, a product that "cooks in only 15 minutes" contains elements such as "cooks," which exists in the context of meal preparation, along with shared assumptions about the context, such as the use of pots and pans, ovens and stoves, the kitchen, and so forth. Literal language, or language in the "standard" sense, is the common and ordinary usage of words (Hawkes 1972). In Cacciari's (1998) conceptualization, literal expression is explicit and direct in interpretation and understanding with commitment to an exact meaning. The range of meaning is precise and true in the literal sense: The food will cook in 15 minutes.

In the framework proposed by McQuarrie and Mick (1996), figurative language (schemes and tropes) falls along a continuum of divergence, or the extent to which an expression departs from expectation. In their conceptualization, divergence follows the notion of the unorthodox use of words that violates a norm, such as a usage that does not conform to a typical dictionary meaning. Divergence ranges from lower (rhyme, alliteration) to higher (metaphor, pun). In an extension of that framework, this study proposes that literal words fall within the realm of the absence of divergence with meaning that conforms to typical conventions or norms, such as those set forth in dictionaries.

For metaphor, the intended relationships are figurative in nature (Hawkes 1972). In Searle's (1979,p. 85) conception, metaphor moves beyond a literal statement's set of truth conditions relative to a particular context, context-dependent elements, and shared assumptions about the dements by calling "to mind another meaning and corresponding truth conditions." For Cacciari (1998), metaphoric expression is indirect in interpretation and understanding, and can be used to avoid commitment to an exact meaning. According to Searle (1979), meaning that is called to mind can range across a variety of interpretations: A is B, which means A is not really B but may be C1, D1, D2, and so forth. For example, to state that "time is money" is not true in a literal sense. The suggestive meanings are true, however, and range from "this product can free up your time to make money" to "your time is too valuable to waste on such mundane chores."

Thus far, the discussion has revolved around metaphors of the form "A is B" (for example, "time is money"), which are nominative metaphors (Glucksberg and Keysar 1990; Searle 1979). The class of metaphors not of the form "A is B" includes verbs used in novel ways (Glucksberg and Keysar 1990), and these are relational metaphors (Searle 1979). An example is "time flies." The task is not to go from "A is B" to "A is C1" but instead from "A-B relation S" to "A C1 relation S" (Searle 1979). In the example, "flies" can be defined as flying through the air using wings. The expression "time flies" does not have literal statements of similarity underlying it, as would be true for the "A is B" case. Instead, definitional similarities between B and C1 permit the identification of the principle or set of relationships that yields the C1 inference. That is, "flies" indicates rapid movement, and it is the principle of rapid movement that provides the C1 inference that time passes rapidly. According to Searle (1979), the domain of possible meanings for the C1 relation is more expansive than the domain of the C1 term in the case of "A is B."

Poetry invites a reader to seek revelations of truth through figurative portrayals that bridge the chasm between imagination and reality (Juhasz 1974). These portrayals often include metaphors that differ in the range of force that they evoke (Ciardi 1959). Brooks and Warren (1960,p. 6) claim that "poetry... [and hence metaphors] appears in advertisements." Thus, "poetic explication," adopted from literary criticism, offers a deeper understanding of metaphors (Stern 1988, p. 3). One key dimension for evaluating metaphors is the "shocking nature" of the metaphoric expression or the likelihood of its occurrence in everyday language patterns (Brooks and Warren 1960, p. 272). The freshness of metaphoric images that are unique to language patterns or are unexpected yields "true poetic effect," whereas those used for the "thousandth" time will not produce the same "poetic effect" with their "lifeless imitation" (Ciardi 1959, p. 866). Indeed, metaphors used for the "thousandth" rime come to be accepted without their figurative pictures (Frye, Baker, and Perkins 1985). Having lost a sense of uniqueness, these metaphors become part of everyday language patterns and are considered dead metaphors (Hawkes 1972; Searle 1979). They are still metaphors, but they have an "inert quality" about them (Hawkes 1972, p. 73). Dead metaphors are trite and have lost, through continual use, the ability to call to mind another set of truth conditions (Searle 1979). Alive metaphors, in contrast, maintain a freshness and novelty about them because they have not moved into standard usage. The force of dead metaphors lies in their ability to convey the specificity of established language patterns, whereas alive metaphors, with their move away from established specificity, tap a more expansive domain of meanings through their figurative portraits (Ciardi 1959).

Cacciari (1998,p. 143) suggests that metaphors "predicate a complex bundle of properties." A bundle of properties is a collection of implications and inferences associated with a word or expression. Metaphors are composed of a wide range of implications and conclusions (Grice 1989; Sperber and Wilson 1986), and are useful in expressing a range of inferences of advertised product benefits (McQuarrie and Mick 1996). Building on these thoughts in light of Searle's (1979) view that literal expressions have a definite set of truth conditions whereas metaphors call to mind other meanings and truth conditions, the LCM proposes the linguistic field, which is comprised of words or bundles of properties that carry a range of implications. At one end of the spectrum, literal expressions or simple bundles provide a narrow range of possible implications and conclusions. At the other end, metaphors or complex bundles provide a wide range of implications. The LCM proposes that relational metaphors, with their more expansive domain of meaning, carry a wider range of conclusions than do nominative metaphors and that alive metaphors carry a wider range of implications than do dead metaphors. Furthermore, the LCM proposes that dead/nominative metaphors, with their more limited range of implications, are closer to literal expression in terms of range of implications than are alive/relational metaphors.

2.4 - Appropriation of Words 

An advertiser selects words from an assortment of possible choices in the linguistic field "to create a cohesive offering" (Stern 1988, p. 13). This stands in agreement with Roberts and Kreuz's (1994) implication that communicative words should be selected to be congruent with the particular communication goal. For some communication goals, the advertiser may seek to provide a large amount of information about product benefits in a compact, concise manner, whereas other communication efforts may seek to provide a limited amount of information in a clear, precise manner.

Some words in the linguistic field are more appropriate for the transference of large amounts of information in a concise manner, and others are more appropriate for conveying discrete, exact pieces of information. To build a cohesive message, word choice should be congruent with the communication goal. Ortony (1975) provides three theses that yield insight into when the metaphor is the more appropriate word choice. The compactness thesis states that the use of metaphor enables the transference of large amounts of information in a more succinct fashion. For example, every nuance of a vastly complex concept such as time does nor have to be explicitly described with metaphoric application. The inexpressibility thesis proposes that metaphoric usage provides an avenue of expression for difficult-to-express ideas and experiences such as those dealing with time. The vividness thesis argues that the imagery evident in metaphors generates greater emotive, sensory, and cognitive responses. The latter thesis deals more with metaphoric consequence than metaphoric mechanism, as is indicated by the first two theses. That the metaphor has the ability to explain difficult concepts while simultaneously adding a poetic dimension led Gombrich (1972) to comment that this ability moves metaphor beyond the limitations of the literal.

The utility of literal textual expression runs in the opposite direction. The use of literal language permits the direct and linear transference of small, discrete, straightforward bits of information in a precise manner. The simplicity and directness of literal language fosters satisfaction from these very characteristics.

2.5 - Product as Bundle of Benefits 

In their analysis, Stern and Schroeder (1994) take the position that the words and pictures used in advertising are images that communicate product benefits. Products are comprised of bundles of potential benefits for consumers who purchase them, and advertisers seek to match words and images with consumer benefits. A bundle of benefits is a collection of benefits associated with the consumption of a product or service. Metaphoric and literal expressions are bundles of implications that convey bundles of product benefits, and advertising language echoes and reinforces product benefits.

The categorization of benefits has received attention (Gross and Sheth 1989; Holbrook and Hirschman 1982; Tse, Belk, and Zhou 1989). Holbrook and Hirschman (1982) propose that an understanding of the consumption experience benefits from both an information-processing perspective and an experiential one. The former perspective portrays the consumer as a logical decision maker who solves purchase problems with the aid of objective features that have tangible benefits that are primarily functional in nature, though any product may carry symbolic, intangible meaning. Holbook and Hirschman's (1982) experiential perspective views the consumer decision process from a subjective state and addresses symbolic characteristics with benefits that are primarily psychosocial in nature, moving beyond any tangible aspects. Building on this work, the LCM proposes that functional benefits are primarily tangible in nature, such as taste and cleaning power, but may have some intangible, symbolic aspects, such as taste that reminds a consumer of childhood and mom's cooking. Psychosocial benefits, including health, beauty, and entertainment, are primarily intangible in nature (i.e., elegant, sexy), but may have some tangible aspects, such as diamonds and concert tickets. The LCM further proposes that functional benefits have a narrower range of implications, whereas psychosocial benefits, with a richer symbolic set of meanings (Holbrook and Hirschman 1982), carry a wider range of implications.

Harmony and correspondence between words and product benefits build cohesiveness in the ad. Appropriate words are chosen and applied to product benefits through gestalt processes to establish unit connections. From the perspective of the LCM, one way to build cohesiveness within an ad is to select words that carry a range of implications that harmonize with the range of implications of the advertised benefit. According to gestalt psychologists, the pattern of unit connections can be built through similarity, interaction, proximity, familiarity, and ownership (Heider 1958; Mowen 1980). The applicability of gestalt processes to understanding the way these linkages are established among the elements of an advertisement is not new (Spears, Mowen, and Chakraborty 1996; Stern and Schroeder 1994). Furthermore, the use of metaphor to build linkages between different elements through gestalt processes has been previously suggested (Cacciari 1998). An implication that proceeds from the gestalt perspective is that an advertisement is a consistent and integrated configuration of verbal and visual images that coheres with the product and its promoted benefits. One goal of advertisers is to build linkages between the words used in the advertisement and product benefits to yield a cohesive communication message.

Faced with rising price competition, price transparency, and fundamental changes in distribution, the growth prospects for the fragrance industry are becoming increasingly limited. France and the U.S. lead in terms of spending, while Italy has the lowest spending per head. In 1999, the global market for fragrances in seven countries (see chart) was valued at approximately $15 billion (U.S. dollars). There has been a distinct move away from the heavy scents of the early 1990s toward fresher, lighter fragrances with a strong outdoors appeal. The boom in the unisex category. has largely ended. 

2.6 - Price Pressures 

The fragrance market is heavily influenced by prevailing fashion trends, characterized by a low-level of brand loyalty. Fashion-conscious, yet value-hungry describes today's new breed of consumer. The introduction of the Euro and the continued rise of the Internet are increasing price transparency and making it easier to shop around for the best bargain. If anything, the much-publicized disagreement over gray imports has fueled public dissatisfaction, ultimately leading to an end to inflated fragrance prices. The abolition of intra-EU duty-free has also led consumers to look for new low-cost channels, with discounters, such as the UK's Perfume Shop, experiencing phenomenal growth. 

Innovations in the body spray category have increased the threat of substitution, with power brands, such as Faberge's Lynx/Axe, achieving global exposure. Unilever's much-publicized brand cull has allowed the company to put more resources behind fewer brands, while looking to divest or kill off brands like Brut. 

Where Next? 

Recent product launches indicate that mental well-being is having an impact on innovation, encouraging consumers to trade-up to value-added products. Green Tea by Elizabeth Arden is one example, while Estee Lauder's Pleasures For Men also boasts a "relaxation theme." The rise of fragrance-led global perfumeries, such as LVMH subsidiary Sephora, is changing the retail landscape and driving the development of total beauty. With Sephora's aggressive expansion, supplier tensions are surfacing. Manufacturers are determined not to see the rise of a Wal-Mart-sized prestige retailer, with the long-term potential to redefine supply chain relationships. These are some issues faced by the industry as it emerges from a critical transition phase. Ten years from now, it may be unrecognizable. 

Fragrance Sales by country, 1999 

U.S. $millions 

            France             1,782

            Germany            1,432

            Italy                735

            Japan              1,960

            Spain                698

            UK                 1,100

            U.S.               7,237

France Spending by Country, 1999 

U.S. $/head 

            France              30.3

            Germany             17.5

            Italy               12.8

            Japan               15.5

            Spain               17.5

            UK                  18.7

            U.S.                26.5

Chapter 3: Hypothesis

The objective of this research is to examine the impact of product attributes on perception toward brand product. Perfume industry will be out hypothetical industry. 
Chapter 4: Research Methodology

We will conduct out research among the companies of the world which are world renowned in the manufacturing and branding of perfumes. Also we would conduct a research regarding the women perspective on buying perfumes. Literature review and real case studies will provide us the type of information which is essential in drawing realistic conclusion. Our research findings will be based on both Primary data and Secondary data.

Chapter 5: Findings & Discussion

5.1 - Demand: What women want

After a decade of powerful perfumes, fragrance is taking a more personal turn. This year's new fragrances are close to the body; they cling to the skin, emanating only a few inches -- inviting others closer. Some are designed to be worn by men and women; all create an intimate environment for anyone who comes near. (Seymour 1997).
While no one walks around marking boundaries with a tape measure, personal space in the United States is, on average, an invisible 18-inch cocoon. "That's the polite distance most people keep between themselves and acquaintances or business associates. Once you come any closer, you're entering a zone of intimacy," says Susan Schiffman, Ph.D., professor of medical psychology at Duke University Medical Center. "You're either being aggressive or very familiar." Recent studies conducted by Schiffman for the Olfactory Research Fund show that fragrance can be used to enlarge or shrink personal space. "Our study found that women do choose scent to define their territory," says Schiffman. "For example, in the '80s, bold, assertive scents with a concentration of up to 40 percent defined a larger territory than the more subtle scents of the '90s." 

The softer scents of the '90s send a completely different message. Clingier notes and gentler concentrations (12 to 25 percent fragrance) perfume the air only inches away from the wearer -- pulling others in. "Fragrance today is being used like a veil to envelop the body," says Mary Manning, senior vice president of market development, Coty. "It creates a pleasant environment for the wearer and the person next to her. It doesn't send signals to someone across the room." Adds Avery N. Gilbert, Ph.D., vice president of sensory psychology research at fragrance supplier Givaudan-Roure, "Subtle scents can draw someone who is already close to you just a little nearer, creating a shared, sensual atmosphere." 

Any pleasant odor will improve the mood of those who come in contact with it, according to a recent study by Schiffman. "Subjects who wore fragrance for five days became noticeably less anxious," she says. A study for perfumers Haarmann & Reimer showed that fragrances can do more than produce general feelings of euphoria; specific notes harmonize with certain moods. "You smell with your brain, not your nose," explains Hans-Otto Schmidt of the international marketing division of Haarmann & Reimer. Following is a list of popular fragrance ingredients and the moods they elicit, courtesy of Marcel Lavabre, founder and ceo of Aroma Vera Inc.: 

Legend for Chart:

A - Ingredients

B - Moods they create

C - Where you'll find them

A                                     B                        C

Citrus              Exhilarated, joyful     
Mariel by H20 Plus, Benetton Tribu, Bulgari, 






cKone

Vanilla           Calm, sensual, dreamy    
Chopard Casmir Eau de Parfume, Coty's

                                                  

Vanilla Fields

Chypre         Self-confident, assured, 
Clarins Eau Dynamisante,

                     practical         

Comme des Garcons

Greens      
   Friendly, optimistic, open   Annick Goutal Eau de Charlotte, Tendre

                                          

Poison, Ultima II Head Over Heels

Ylang-Ylang           Romantic, sensual   
V by Vanderbilt, Aroma Vera Sensuality,

                                                 

Avon's Far Away

Orange Blossom      Carefree, playful,     Crabtree & Evelyn

                                 balancing              
May Flowers, Elizabeth Arden Sunflowers, 







Sun Moon, Stars by Parfums International, Jil

                                                    

Sander No. 4

Musk              Romantic, animalistic,       Must de Cartier, Donna Karan New York

                                              

Bath & Body Coty's, Vanilla Musk, Coty's

                                                      
Jovan Musk

(Seymour 1997)

5.2 - The Five Ages of Fragrance 

Why Women Love Different Scents at Different Times in Their Lives 
A woman's first experience with perfume was probably at her mother's dressing table -- a spritz of her mother's scent let her into her mother's world. During the teen years, wearing a fragrance is part of establishing a grown-up identity. A recent study by Schiffman shows a woman's reasons for using fragrance evolve as she ages. During a lifetime, a woman learns to use fragrance to enhance moods, bolster self-confidence or create an aura of sexuality. 

Why wait around for some lug to buy perfume when they can buy it themselves? A survey by The NPD Group finds women acting on that principle. Among those who use fragrances, 49 percent have purchased three or more bottles for themselves within the past year. Likewise, the boom in sales of perfume gift sets is due largely to women buying these as gifts for themselves. ("Oh, I shouldn't have!") Thanks to all this avid buying, "most women who wear fragrance own six bottles of scent or more." NPD says sales of "prestige fragrances" increased 7 percent in the first half of 2000 versus the same period last year. In a category that's crowded with brands, the study finds big names are increasingly important. In all, 63 percent of fragrance users admitted that designer and celebrity names influence their brand decisions. That was more true of women age 15-34 than their elders, who remain "more loyal to classic scents." At the same time, younger women are more open to private-label goods sold at specialty shops. Indeed, the report says those places have surpassed the lower-tier department stores as a retail channel for fragrances. 

A woman's relationship evolves with her lifestyle and identity. Some changes are universal and predictable: women become more tuned in to odors during puberty and pregnancy, less so after menopause. Other changes reflect where they are in life -- whether they're married or single, settled in a career, or climbing. While many of these milestones can be linked to a specific decade, others are more free-ranging. "There is a general pattern or time line, but it's not ironclad," says Virginia Bonofiglio, professor of fragrance knowledge at New York City's Fashion Institute of Technology. "Today, a woman may change careers when she's 40, which may cause her to use fragrance more in the way younger women do. You may be single again at 50, and suddenly everything you do is based on that change." Here, an examination of the stages of fragrance: 

• STAGE ONE: Scents and Self-Discovery 
Typically, fragrance becomes a factor in a young woman's life at puberty. This sudden interest in scent has nothing to do with the opposite sex -- it's biologically programmed. "Data obtained in laboratory studies indicates that smell sensitivity increases at puberty," reports Schiffman. "A teen then becomes more self-conscious about her personal odors and begins to use fragrance to counteract feelings of insecurity associated with the onset of puberty." 

At this point, teens also begin to use fragrance as a way to define themselves as women. "Many teens in the study noted their mothers wore fragrances and they imitated their mother's fragrance use," says Schiffman "They also responded to magazines, which suggest that, for women, the use of fragrance is a means of sexual identification." For teens, defining themselves as female means coping with a complex range of emotions -- which is reflected in their selection of fragrance. "Teens choose a range of different fragrances to help legitimize and cope with confusing, overwhelming new feelings and moods." 

• STAGE TWO: The Fragrance Mating Call 
During the late teens or twenties, women begin using fragrance as a kind of sexual smoke signal. "A woman at this point has more articulated needs for love that she wants to have met," says Schiffman in order to have these needs fulfilled, she consciously uses fragrance, among other things as an accountant." That doesn't mean a woman abandons her own olfactory preferences for her partner's. In fact, Schiffman's study showed that as soon as a woman meets a mate, she usually returns to choosing fragrance for herself, not for him. 

Another motivation for wearing fragrance at this age is to enhance a mood or feeling. For example, women in Schiffman's study said they use fragrance "to feel more professional," "to feel more feminine," "to feel more relaxed." This is why women in their 20s tend to be experimental in their use of fragrance. Another reason is more social: "When you're 25, you want people to notice you, or you want to wear what other people are wearing," says Victoria Alin, vice president of fragrance creative projects for Dragoco. 

• STAGE THREE: Scents and Sexuality 
Women in their 30s are more secure in their sexual identity -- and markedly more sophisticated in their use and choice of fragrance. "Women of this age begin to feel more comfortable with their bodies and are not as concerned with masking odors," reports Schiffman. Numerous women in their thirties said that they tended to use odors (fragrances and perfumers)as aphrodisiacs as well as attractants. They actually enjoy the smells -- and the feelings of sensuality that may accompany them." 

As women become more self-aware, use of fragrance becomes more complicated. "Women in their thirties are typically looking for something sophisticated in terms of the structure of the fragrance" says Bonofiglio. "Instead of the straightforward, sweet vanillas or citruses, they're looking for more complex combinations of ingredients." Alin adds, "Thirty somethings may wear something light and fresh, like ??? one, during the day, but something older --like Amarige, which is richer and more complex -- at night." Of course, the reasons for this change are financial and emotional. Bonofiglio notes "A woman in her thirties tends to have more income, so she can afford to buy more fragrances and own a broader spectrum." 

• STAGE FOUR: Scents and Self-Awareness 
By this stage, women have developed more sophisticated tastes and know what they want -- both in life and in fragrances. "Women of this age seem to give more descriptive comments about fragrances: soft, talc-like fragrance; soft, blends well with my body chemistry," says Schiffman. Women in their forties continue to use fragrance as mood enhancers. However, they're less likely to change fragrances due to trends or peer influences. 

"When a woman is in her forties, she knows herself. She doesn't need something to reinforce her confidence or to prove herself," says Alin. To these women, fragrance is primarily a way to complement their sense of style. "A lot of talk in the industry today is revolving around the 39- to 40-year-old woman: she is being described as confident, balanced, inner-directed, words that don't necessarily describe the 25-year-old. The older woman chooses deep, complex scents -- smoky incense-y --scents that speak to the mystery of women or the wisdom of women." 

• STAGE FIVE: Scents of Self 
At this stage in their lives, most women are noticeably less affected by what their peers wear. They're no longer interested in following every fragrance trend and they're unlikely to discontinue using a fragrance because it's not popular. Most women in their fifties and older are self-assured enough to have decided on a signature scent which reflect their own image of themselves and the image they want to present to the world. "This woman tends to use a favorite fragrance for social reasons, though she may also use it as an emotional stimulant," reports Schiffmman. "Older women are comfortable with fragrances that are rich and romantic," says Robert Fernandez, vice president of fragrance marketing at Tsumura International. "They are not afraid to make a unique statement." (Seymour 1997).
The '90s are inspiring lighter, more personal fragrances. And trends aside, personal preference is why all women buy and wear perfume. "One thing remains constant over time: women of every age buy fragrance for their own pleasure and enjoyment," concludes Schiffman. (Seymour 1997).
5.3 - Creating a Perfume
What happens behind-the-scenes before a celebrity or designer fragrance even makes it to the retail counter? GCI obtained details of the lengthy process from perfumers and marketers. If a company obtains the license for a designer or celebrity fragrance, half the battle is over: The designer or celebrity image is already in place--the task is to capture it in a bottle. In order to create the "right" signature fragrance, there must be a harmonious balance between the designer or celebrity and the perfumer and marketing team. The process can take several months, or even years, to develop. Here, a general overview of the entire process-from developing a fragrance to testing, marketing, packaging, and distribution. (Molaro, Regina, Sanabria & Virna 2000).
Getting Started 
"Rarely does the designer approach the fragrance house," says Tony Cannone, executive vice president, general manager of Creations Aromatiques, New York, the fine fragrance unit of Haarmann & Reimer. "The designer usually works through a licensor because they already have the distribution and a creative team in place." The licensor actually handles the project, mediating between the designer and the fragrance house. 

"When the designer starts licensing his or her name it's like giving a part of themselves to people," says Veronique Gabai, creative and marketing director for Dragoco, New York. "The fragrance needs to follow the designer's name and brand, and be consistent. It's very important for the creative people to understand one another. The most beautiful merges are formed when the corporation, and the designer share the same values. When this happens, it works." The designer and the perfumer often work well together because they share the same language-creativity. (Molaro, Regina, Sanabria & Virna 2000).
Understanding the Designer's Image 
The licensor will invite several fragrance houses to a "briefing." The purpose of this meeting is to provide insight to the designer's overall image. A creative team--consisting of perfumers and marketers--will study the designer's collection, and preview ideas for next season's collection. Perfumers and marketers are often invited to the designer's studio or fashion show to view fabric, color, texture, and to envision the designer's complete story. "We try to understand what the designer is thinking. We observe the way the designer behaves, and how he or she interacts with people," says Rene Morgenthaler, senior vice president, chief perfumer for Givaudan Roure, Teaneck, NJ. "It is very important to look at the clothing, distribution, and pricepoints," Creations Aromatiques' Cannone points out. "The closer you are to a designer, the more you can push originality," adds Maurice Roucel, head perfumer for Dragoco, New York. 

"I ask a lot of questions--the more information I have, the better I can guide the in-house perfumers," says Jean Jacques Diener, vice president and director of new business development for IFF, New York. "Sometimes the licensor is cooperative, and sometimes they don't want to give too much information. It varies from company to company." (Molaro, Regina, Sanabria & Virna 2000).
Discovery the Fragrance Direction 
The perfumers and marketers then interpret the designer's style and fragrance preference. "We talk about the designer's taste in fragrances and look for olfactory direction," says Creations Aromatiques' Cannone. "The designer will lead you in the right direction. Seldom do they leave it open and just tell you to create something. We will work in a different fragrance direction on a sporty line, than we would on an evening line." 

The perfumers and marketers discuss the possibilities of the scent: Will the fragrance have an oriental, floral, or spicy aroma? "Vivienne Westwood had a very clear idea of what she wanted," explains Dragoco New York's Gabai. "Vivienne would talk passionately about the roses in her English garden, about hawthorne bushes after the rain, and about eh 'Viorne'. I did ont even know 'Viorne', so I bought a bush and planted it in the garden behind my lab. When spring came, the bush was covered with white flowers and I started working on an aura scent," adds Martin Gras perfumer for Dragoco, Paris. "The whole art was to put together the things Vivienne liked, the purity of the white Viorne, in contrast with the animal notes." (Molaro, Regina, Sanabria & Virna 2000).
The Creative Process 
According to Givaudan Roure's Morgenthaler, the perfumers meet with all creative people involved to discuss the project in detail. This includes an evaluation group which guide perfumers on the direction of the fragrance. "The evaluation group is a team of young people who understand the market," explains Morgenthaler. The perfumers spend the next several weeks developing a variety of scents. "If we are handling a very important project, a team of ten or more perfumers from the U.S. and Paris will work together on the project," he says. 

Testing the Fragrance In-house 
After a few weeks of modifying the scents, the perfumers meet with the marketing team, evaluation group, and sales team, to conduct an in-house pre-screening of the fragrances deemed appropriate for the project. They test the fragrance's performance on the skin. According to Givaudan Roure's Morgenthaler, the selection is based on how well the fragrance performs on the skin, as well as how well it fits the designer's image. "At the end of the evaluation, we have three or four ideas to present to the customer," he says. 

Submitting the Fragrance 
Now, it's time to present fragrance choices to the designer. "We show specific rough notes and receive the designer's input on the direction," says Creations Aromatiques' Cannone. "We usually have between one and four ideas, and we encourage the designer to wear them for a few days before providing more feedback." A fine-tuning process then begins so that the number of scents can be narrowed down to one or two. (Molaro, Regina, Sanabria & Virna 2000).
Conducting a Market Test 
"We run a market test to judge the fragrance on its own, and we also test it against a benchmark fragrance," explains Givaudan Roure's Morgenthaler. According to Diener, fragrance testing has been a more recent trend in fragrance development. "Today most companies prefer that their products be tested before a major launch," comments IFF's Diener. "There is a large investment of both time and money at stake, and companies want some assurance of the product's success in the marketplace. Also, there is the added dimension of a designer's name and reputation being associated with either the success or failure of a product. 

"Sometimes a more unusual, really unique fragrance doesn't test well because it is too new and different," continues Diener. "If you want a guarantee of winning a project, often the very commercial, more mainstream-type fragrances test well. "However, I hope that decision-makers in fine fragrance divisions are not unduly influenced by initial test market results as perfumers, we want to retain the creative edge that goes into developing new fragrances for the marketplace and for future consumers." 

Test-Marketing Examples 
Prior to the launch of daytime soap-opera star Linda Dano's fragrance, Dano by Linda Dano, home shopping retailer QVC, which sells her line exclusively, sent out 500,000 test 'scent cards' and information on the fragrance. VSMP, the marketing group in charge of Dano's product lines also sent out test cards to her fans. Another daytime star, Susan Lucci, put her name behind Invitation, a fragrance that combines two perfumes in one bottle. Givaudan Roure, the fragrance house that created Invitation, tested women on the concept and overall appeal of the dual fragrances. Ground Zero, the Santa Monica, CA-based advertising agency that worked on the campaign for Michael Jordan's Cologne, went to malls all over the country and showed passersby pictures of various celebrities as well as photos of Michael Jordan's back. The basketball star was recognized every time. Hence, the clean graphic icon that now graces Michael Jordan's fragrance packaging. (Molaro, Regina, Sanabria & Virna 2000).
Fine-tuning the Fragrance 
"When we all agree that the fragrance tests well, we make a final submission to the designer," explains Givaudan Roure's Morgenthaler. At this stage, the designer still might want to modify the fragrance. "There is constant modification and fine-tuning." 

Final Fragrance Decision 
A final submission is made when the perfumers, marketers, evaluation group, and sales team agree the scent tests well. The designer will judge a variety of fragrances from several competing fragrance houses before selecting a signature fragrance. The designer might still want to fine-tune a final selection. Basically the fragrance house with the best fragrance wins the project. 

Venue Strategies 
Celebrity/designer fragrances have various possibilities for distribution. Beyond traditional retail stores, the largest medium is television. Dano does personal on-air presentations at QVC. While the audience does not have any physical contact with the perfume, they trust in Dano's persona, image. "It is like having an in-store appearance in your living room, and there is no better salesperson," says Michael Klein, president of New York-based Honey Fashions, who produces and distributes Dano's product. Dano's appearance results in sell-outs of the fragrance every time. "One of the key points to the success of the Michael Jordan Cologne was the broad scope of distribution," cites Sally Yeh, president of Bijan Fragrances, Beverly Hills, CA. Due to Michael Jordan's diverse popularity, the cologne has significant retail distribution, including major department stores, athletic stores, big and tall specialty stores, Michael Jordan's Restaurant, Warner Brother stores (remember Space Jam), Military Exchange, and international venues. (Molaro, Regina, Sanabria & Virna 2000).
Timing is Everything 
Timing is important for a celebrity fragrance launch for more than one reason. Ideally, a celebrity fragrance launch should occur during the peak of popularity to take advantage of the celebrities' image salability. Since it is very difficult to judge popularity status, special occasion launches, such as movie premieres, Christmas, Mother's Day, and Father's Day can be successful. Jordan's cologne launched in November 1996, when his career was at an all-time high. He also made his movie debut in Space Jam that same year. Marketers gave the public six weeks to get accustomed to Michael Jordan as a fragrance and ultimately captured the Christmas holiday rush. Lucci's Invitation was launched through three different venues: Super Soap Weekend in Disneyland, her Website, and the Home Shopping Network (HSN). Simultaneously, Lucci launched her hair-care line, finally earned an Emmy award as Best Actress in a Daytime Drama, and performed a lead role in the Broadway Musical "Annie Get Your Gun." Sound like coincidence ... 

The Packaging Challenge 
Packaging designers are challenged to be innovative in design and performance with each new project. The perfume bottle and box must visually and physically mirror the image of the celebrity. Designers must create a visual that is fully functional and aesthetically pleasing. "The packaging designer works as a problem solver," says packaging designer Robert Du Grenier, Du Grenier Associates Townshend, VT. Du Grenier designed the package for the Lucci fragrance Invitation. Since Invitation consists of two fragrances in one bottle, it contains a Valois(R) reservoir, excluding the need for a dip tube. This bottle met the need for Lucci's vision of scent for the day and the evening. Believes packaging designer Marc Rosen of New York-based Marc Rosen Associates, "Success happens when all aspects of the fragrance are in sync with the celebrity persona." (Molaro, Regina, Sanabria & Virna 2000).
With the demise of glass manufacturing for perfumery in the UK, many suppliers now act as agents and concentrate on secondary processes. Michael Herson of Strategy Works has spoken to soma of those affected 

Recent years have seen a shift in buying power by the major branded perfumery houses away from the UK and towards Paris and New York. "Avon, Elizabeth Arden, Estee Lauder, L'Oreal -- most of the decision taking --if not all -- is taken outside the UK, "says Stolzle Flacconage's sales and marketing director, Neil Robson. 

Perhaps as a result, Stolzle Flacconage is the only glass manufacturer in the cosmetics sector left in the UK, after Waterstone went into receivership in early February. Most of the companies that previously manufactured for the cosmetics houses now act as distributors or agents for the major glass manufacturers in Europe. And they tend to serve the own label brands owned by the major supermarkets, drug store chains or new brands such as Virgin. 

The growth areas for such companies are toiletries and aromatherapy products, and the distributors have therefore forged stronger relationships with the contract manufacturers who develop the new products on behalf of the major retailers. However, it is the contract packer that acts as the main conduit to the retailer within the three-way relationships that subsequently evolves. 

One such glass packaging distributor is Roma International. Managing director Stephen Excell says that the new business environment means that proactivity is more important than ever. "Our particular strength is looking around, being prepared to spend money on an idea and take it to the marketplace in model form," he says. Excell also believes that it is important to offer the one stop shop: "anything from developing the tool through to decorating," he says. Roma, which has a turnover of just under £10m, built a plastics plant in 1997 -- now a key part of its growth strategy -- and is currently looking to double capacity. 

Excell confirms the importance of the relationship with contract packers. "Our main strength is through the likes of Peter Black, Lorien Dewhirst and Julius Meller rather than the retailers," he explains. He admits that his customer base has shrunk, saying: "Our core business is probably 25 customers, in terms of the major players". Because buying decisions are now so concentrated, none of the distributors need a large sales force - Roma has just two full time field salesmen while Stolzle has three. 

But if the customer base is shrinking, the number of launches and rapid product turnover are helping to maintain sales volume. Robson says that product lifecycles now average about two or three years. This means that trends move very quickly and consequently Stolzle makes a point of keeping in close contact with the design and packaging development engineers of its clients, Boots and The Body Shop. 

But because the product lifecycle is briefer, orders tend to be smaller. Fully automatic bespoke production is not economical below runs of 50,000, and with only a handful of semi-automatic manufacturers left in the world, demand for smaller quantities has tended to switch to stock items produced fully automatically, which are then differentiated by the cap or the decoration. 

This is where the distributors can come into their own. Many are linked to one particular European supplier. Roma, for example, is linked to Saint Gobain Desjonqueres (SGD), although it will source from other companies where required, and has access to SGD's extensive stock lines. This also allows it to fulfil smaller orders. The Stride Group has links with Bormioli Rocco and Wisthoff while The International Bottle Company (IBC) has a strong relationship with Dutch glass group NVM. (Packaging 2000).

The SGD connection has helped Roma move away from its traditional base of nail polish bottles and colour cosmetics and into the aromatherapy market. Stride has also moved into new product areas through its strong relationships with contract packers such as Potter & Moore, Burlington Toiletries, Swallowfield and Julius Meller. "Two years ago, I would not have predicted the substantial volume of orders for room fragrances," says sales manager Humphrey Lattin. "The first range we supplied was for Tesco, but most of the retail groups have now developed home fragrance products. It's a completely new growth area." 

Extra investment 
With competition fiercer than ever, the UK companies are under pressure to offer as complete a service as possible. Some now offer turnkey management for both home and export markets as buyers seek a single supplier for an entire pack. "We recognise that, as the market changes, we need to be even more flexible in the solutions we offer," says Lattin. "That's why we continue to work as closely as possible with our customers to ensure we provide exactly what they want, not just what we have available." (Packaging 2000). 

Stride offers a one stop shop solution via its multiscreen plant in Yorkshire. Here, it can supply a wide range of printing and decorating options, including colour-coating and frosting, to turn a standard bottle into a complete pack, with caps, valves and pumps also supplied. 

IBC says it takes an active role in establishing design trends through product development and its design department. The company has a substantial decorating business in the UK, with three factories including a screen printing factory. In total, it has nine fully automatic machines with multicolour capability as well as semi-automatic machines. 

Ceramic decoration adds value to any design concept or product range, providing a quality finish which is instantly recognisable. According to IBC's joint md, Mark Devonald Smith, the company's ability to provide product design and quality ceramic decoration, within an ever widening standard range, enables it to maintain a competitive advantage in the marketplace. 

Stolzle Flacconage, now a division of the Stolzle Oberglass Group, owns five manufacturing sites in Europe. Robson says that fully automatic manufacturers like Stolzle have side-stepped the need to have semi-automatic facilities. "There's a lot of growth in the use of standard containers which are secondary processed or presented in various different ways so that they don't appear to be standard. They are sprayed organically or ceramically and decorated in different ways, in some cases acid etched." If they require a smaller, semi-automatic run, Stolzle has those facilities through its parent company in Austria. 

The company is said to have one of the most advanced decoration facilities in the industry, with 18 semi-automatic silkscreen printers, three tampo machines, a six-colour automatic printer, ceramic and organic spraying and powder coating, plus transfer application. Stolzle has also invested in a £750,000 fully automatic acid etching plant, Euro-Etch - advanced technology that has extended its decoration capability still further. It can also produce almost any colour of glass with its forehearth colouring process, which creates special colours without needing to fully convert the furnace. In a market that has undergone change, European original equipment manufacturers now have very little direct sales representation left in the UK. Most have closed or downsized their UK offices and rely very much on the preferred relationships they have established with their distributors, who in turn reach their retail customers by working through the contract manufacturers. The UK cosmetics glass industry may have had to reinvent itself, but it is clearly buoyant. (Packaging 2000).

5.4 - Perfume Brands
In the year 2000 there had seen the most fragrance launches than recent years and things are hotting up as we move further. There have to be winners and losers, but who can tell which they're going to be? (Clash of the titans 2000)
In Christmas 2000, a re-run of the fragrance showdown between Estee Lauder and Lancome was seen. The blockbuster launch of Estee Lauder's Pleasures in 1996 affected the business of many young fragrances, but in Selfridges and in travel retail a notable casualty was Lancome's Poeme. This year, Lancome is looking for revenge and hopes that Miracle will vanquish Lauder's Intuition. 

"Whichever wins will be the eventual winner of all the launches," says Claudia Lucas, perfumery and cosmetics buyer for Selfridges, London. "Both are investing a lot and if you asked me which will be the winner, I couldn't tell you. But maybe Uma will give Lancome the edge. I can't wait to see how it all pans out." (Clash of the titans 2000)
Lucas is referring to Uma Thurman, Lancome's huge signing of the summer. The actress will be the face of Miracle and although Lucas doesn't think that models generally sell fragrance, she believes that consumers will be stopped in their tracks by Thurman's face whereas they're tired of Liz Hurley. 

The two fragrances have very different images. With Intuition, Lauder has departed from its US heritage and gone for European style. A luminous oriental, Intuition has three olfactive movements -- ambery warmth, skin-like sensuality and textured floralcy -- which are released simultaneously. Miracle is an ethereal evocation of the dawn with fruity green top notes, complemented by a heart of fresh magnolia and vibrant ginger and pepper and a base of absolute jasmine and amber. The angular bottle is softened by smooth lines and a pale pink juice. 

Light fantastic 
What the two have in common though is that they both play with light. According to Martine Fougeron, global creative marketing director at IFF, this is an important new direction for fragrance: "We're putting a lot of solar light into constructions with yellow and white flowers like tuberose and jasmine. These are sometimes seen as old fashioned flowers but now they are treated in a sheerer way. Good recent examples would be J'Adore, Intuition and Miracle -- they're all working with light and big, luminous florals." (Clash of the titans 2000)
As well as light sculptures, fragrance is being used in an attempt to help women cope with city life. "People who live in the city need an energy booster for their mind, spirit and body," says Fougeron. The best example of this is Shiseido's Zen, created by IFF and characterised as a floral, spiritual and woody fragrance. "Zen is very calm, very soothing and tranquil," says Fougeron. This is due in part to modified valerian, an aromachological ingredient said to reduce stress levels, and kyara wood, a note exclusive to Shiseido which is said to bring purity of heart. But the note that everyone is talking about is space rose. This is the result of a rose which was sent up with the Discovery Space Shuttle by IFF and, says Fougeron, is not just a gimmick. "It is a very different note. It contributes anti-gravity and cosmic emotion, and that's what Zen is all about." But as well as calming the mind, Zen also kick-starts the spirit. "The fragrance is very woody but it also has a lot of energy. It's like drinking green tea. It really centres you --it's calm but powerful." 

These fragrances are just three in a long list in a season which sees more launches than normal because of the hangover from the new millennium. "So many people were concentrating their efforts on other things at the end of last year that in the early part of this year there was only one major launch -- Mania," explains Angela Creasy, fragrance buyer at Liberty's, London. "That's why there are so many now. There's going to be about 15 in all." (Clash of the titans 2000)
The western fragrance markets are very mature and those which are not growing slowly are actually losing volume. Female fine fragrance in the US has risen 4.4% from 1995-99 to reach $4.12bn. The French market leads the way in Europe and is predicted to see growth of 4.9% between 1999-2004. In Germany, growth was slightly slower in 1999, hitting 3.1% to reach DM1.5bn (IKW). In the UK, sales have declined slightly as new launches merely pushed borderline fragrances into oblivion. Lucas believes, moreover, that any future growth will be linked to price rises rather than consumer expenditure. Only in Italy was fragrance growth impressive, putting on 6% to L783.5bn according to European Cosmetic Markets. 

This means that the new fragrances will have to work harder than ever to grab consumer attention. Image has always been one of the most important selling points for a fragrance but there's little point in trying to "sell the dream" if it's not the right dream. Designer cachet, for example, has been diluted in recent years and Lucas says there is very much a two tier system between what she calls deluxe designers and designers like Tommy Hilfiger and Ralph Lauren, whose names have become all too ubiquitous. 

Two top drawer names have certainly had massive fragrance success this year. Gucci Rush for women was a slow starter but has really built up its business this year and Selfridges says that Gucci Rush for Men has blasted out of the blocks. Another immediate hit was Hugo Boss's Boss Woman. This is said to be inspired by today's modern, strong and confident women -- and they seem to be buying it in droves. "It's doing incredibly well," says Lucas. "We're really pleased." The fragrance is described as a modern sensual floral tonic and opens on top notes of freesia, mango and kumquat, with a heart of freesia, iris and living passion flower and a base of white cedar and sandalwood. (Clash of the titans 2000) 

Another clothing label which is at the very forefront of fashion is Burberry. The famous checks are to be seen everywhere -- on handbags, scarves, shoes, clothes and, very soon on the fragrance counter. "We're expecting it to be very successful because of the new direction of the Burberry brand," says UK distributor Fragrance Factory's Lucy Howard Philbin. Burberry Touch for Women is a luminous oriental, although Howard Philbin says it's really more of a fruity floral: "It's not so fruity and the florals are white and quite classic. "Touch for Men, she says, is a little more daring and features top notes of violet and mandarin blended with white pepper, Virginia wood and oakmoss, finished with vetiver, white musk and tonka bean. The packaging draws on the Burberry heritage with flacons shaped like spools of thread, a pouch of soft ottoman cloth and boxes in the new, subtle Nova check. 

When it comes to celebrity fragrances, it's even more difficult to predict which will catch on. Some celebrities, like Naomi Campbell for example, are truly international although they are bound to appeal more in some countries than others. Campbell's first fragrance from Cosmopolitan, which debuted last year, has been swiftly followed this month by a second, Naomagic. This has been built around the model's favourite flower, lily of the valley, and is said to "free the magical attraction of a woman". 

Other names travel less well. Creasy cites as an example the Robert Isabell fragrance, created for a celebrity florist in New York. Although she loved the fragrance, her customers did not. "It's heart wrenching when you put something on the shop floor but no-one's interested. Robert is very, very fashionable in New York but he just wasn't well known enough in London." 

Teen spirit 
Fragrance is also following fashion with diffusion lines designed to appeal to a younger, hipper audience. The 15-25 year old population in the US is 60 million strong and has a staggering $85 to spend on itself every week. These teens are said to lead popular culture rather than follow it and diffusion fragrances must be careful to speak to them and not down to them. These so-called initiation fragrances have always been important in Europe, with Cacharel's Anais Anais an enduring example, but only recently have they become important in the US. (Clash of the titans 2000) 

Ralph Lauren is about as American as you can get and using his daughter Dylan as his template, Lauren has come up with a young female fragrance called Ralph. The notes are colour-coded to suit the personality of the Ralph girl. The green note for balance and friendship is apple tree leaf; vibrant optimistic Italian mandarin, Japanese loquat and osmanthus are orange; pink magnolia and linden blossom symbolise soft femininity while spiral freesia and boronia are purple and musk 2000 and white orris are blue. 

Another diffusion line is Donna Karan's DKNY, which has finally launched the female DKNY fragrance after several delays and has plans to launch the male counterpart in the US shortly. DKNY is described as an urban floral with a big city attitude. Top notes include blood orange, chilled vodka and ripe tomato leaf, combined with a heart of yellow waterlily, green coral orchid and daffodil, and a base of wet cobblestones, white birch and tulip tree bark. The city theme is continued by the slim glass bottle which immediately calls to mind the New York skyline. Earlier in the year, the venerable Givenchy also brought out a youth line, this time with a much edgier image. The Oblique trio -- Forward, Play and Rewind -- are intended to stand completely separately from the other Givenchy fragrances and are cheaper and perhaps more suitable for mass outlets like Boots than department stores. They certainly won't sit alongside Hot Couture, the first fragrance specifically created for Alexander McQueen. 

Other youth brands said to be gearing up to join the fragrance market are Fubu, the urban clothing company, from Inter Parfums, and Hard Candy from LVMH. Because all these fragrances are aiming at a very different market, they have to consider new ways of finding them. Oblique advertising, for example, is aimed at music and fashion lovers and appears at appropriate venues such as exhibitions and shopping malls and with relevant television programmes. And it is with such fragrances that the internet comes into its own. Gap's new fragrance, Close, was launched via Gap's website before it made it into the stores, and Demeter in particular is an enthusiastic proponent of e-commerce. (Clash of the titans 2000)
Demeter won two Fifi awards this year for its fragrance Snow, and co-founder Christopher Gable is in no doubt that consumers are changing the way they shop. "The net will become a larger and larger percentage of our business and speciality retailers will also figure prominently," he said recently in an interview. "These are the venues where people of all types find their indulgences now." 

Fougeron says that Demeter's success also reflects another new trend in fragrance. "Demeter appeals to people who want more simple scents. These are scents which offer direct emotions rather than more complex, beautiful compositions." Demeter agrees that its fragrances speak directly to the consumer, but points out that nonetheless "all of Demeter Fragrances' scents are meticulously researched, designed and hand blended in the classic European tradition." 

The latest Demeter fragrance is called Altoids, inspired by the "curiously strong" peppermints. The company also has more in the pipeline, including Bonfire, Christmas Tree, Mulled Cider, Punch, Sticky Toffee Pudding and the less wholesome sounding Riding Crop and Stable. 

Older and wiser 
Moving in the opposite direction, there is also a return to more complex, adult fragrance which, like fashion, is revisiting the 80s but in a more subtle interpretation. Mahora, for example, is Jean-Paul Guerlain's homage to a tropical paradise and the heady fragrance features tuberose, frangipani blossom, neroli, ylang ylang and jasmine. The base of vetiver, vanilla and sandalwood is said to be equally voluptuous. "It's very seductive and quite oriental -- reminiscent of Opium," says Lucas. 

Another very adult fragrance new to the market is Agent Provacateur. Billed as the perfect marriage between scent and seduction, the racy lingerie company's new fragrance is an exotic floral chypre with exotic top notes of Indian saffron oil and Russian coriander. The heart has Moroccan rose oil, Egyptian jasmine, French magnolia oil, ylang ylang and white gardenia. The base has accords of amber, cedar, vetiver and animalistic musk. "It's a very interesting fragrance and it's incredibly sexy," says Creasy. It also marks an interesting break with the now traditional way fashion houses sell fragrance -- ie through a major cosmetics house. Agent Provocateur worked closely with fragrance house CPL to go direct to market. 

So grown-up fragrance doesn't mean a lack of fun. Lucas says that two of the surprise hits on the Selfridges fragrance floor owe their success to their playful image -- Anna Sui's Sweet Dreams and Kenzo's Flower. "From a creative point of view, Sui Dreams is very pretty. It's doing incredibly well, doubling Truth's sales. Maybe this is because it's kitsch and fun. It's not trying to be clever and that's a nice approach. Flower's also doing well and is selling well on the strength of its appearance." (Clash of the titans 2000)
Lucas thinks that Calvin Klein's Truth's sober, classic appearance is definitely going to handicap its early sales figures. "There's no stand-out -- you'd easily walk past the Calvin Klein stand without knowing that there was anything new on it. But if you're going past the Lauder stand during the Intuition launch, you'll be blinded by yellow. It will be the same for Miracle -- everything at Lancome will be pink." 

It would be a shame if Truth did go unnoticed, although as Lucas points out once the print ads are out in force, the fragrance's momentum should build. The fragrance is one of a growing number to depart from the traditional pyramid structure and has two intertwined accords of lush and sensual, which are separated for the ancillary bath and bedtime lines. 

Jil Sander's latest fragrance treads a similar path. Sensations has four accords -- cereal milk, iridescent skin (tonka bean, balsam, amber and musk), cotton flower and ivory and sensual wood tones, a combination of cedar, cashmere and patchouli. Bvlgari's Blv offers a similar olfactory square. The most important component is ginger, which is said to move the fragrance from chillingly cold to passionately hot. The square is completed by accords of bergamot, vanilla and acacia for warmth and sensuality, wisteria and flax flower for femininity and musk and sandalwood for transparency and depth. 

The long view 
A big splash at launch does not guarantee a fragrance's success. "You can push a fragrance into the consumer's face but the trick is to get them to make the third purchase," says Fougeron. Lucas agrees. "We now have boom and bust and it's the fragrances under five years old that are the most likely to disappear. Launching is one thing, but it is maintaining sales that matters." (Clash of the titans 2000) 

For those that make it through the five years, the reward is the status of a classic. They'll have some way to go before they reach the enduring iconic appeal of L'Air du Temps, Chanel No 5, Opium and Eternity, for example, but they can take heart from the fact that, in the US at least, brands have a longer lifespan and can continue to put on sales in their second, third and fourth years, even if their initial performance was less than spectacular. The key is in their construction. "It's always difficult to spot new classics, but they are generally very new with a construction that is harmonious and not just trendy," says Fougeron. 

This is the reasoning behind the quiet launch of Prescriptives' Potion, an accessible, illuminating floral which will hit the shelves in November -- the company is going for longevity rather than noise. "These blockbuster new fragrances do so much business so quickly," Robert A Nielsen, group president of Prescriptives, said recently. "Their lifespan has been shortened to 18 months." Nielsen compares this with his other fragrance, Calyx, which has been selling steadily for 15 years -- and that's what he plans for Potion. The "inner directed" fragrance was created by Firmenich and has notes of watermelon, mandarin, dewy apple, water hyacinth, lotus flower, watercress, lily of the valley, water freesia, water lily and white dianthus. 

The problem facing the fragrance houses in the future is that they have done their job too well and many women already wear four to six fragrances on a regular basis. As Lucas says, "Maybe we've reached saturation point. After all, how many bottles can one woman own?" 

Table1 -- Top ten fragrance markets in Western Europe,1995-99 (US$m rsp) 

                                  1995                      1999

1 France                      1,998.10                  1,894.90

2 Germany                     1,692.90                  1,443.00

3 UK                            992.00                  1,092.40

4 Spain                          802.6                     912.6

5 Italy                          848.5                     766.9

6 Belgium                        333.9                     309.5

7 Netherlands                    283.7                     278.1

8 Switzerland                    280.6                     249.9

9 Austria                        153.7                     143.6

10 Greece                        142.8                     143.5

Source: Euromonitor 

Table 2 -- Top 5 women's fragrance brands in Europe,1999 

Legend for Chart:

A - Total Big 5

B - France

C - Germany

D - Italy

E - Spain

F - UK

A     B                  C                    D

                         E                    F

1     Yves Rocher        Yves Rocher          Yves Rocher

                         Channel              Don Algon

                                              Avon

2     Channel            Channel              Jil Sander

                         Avon                 Eau Jeune

                                              cK one

3     Avon               Eau Jeune            Joop!

                         Christian Dior       Fa

                                              Anais Anais

4     cK one             Guerlain             Channel

                         Armani Pravia        Heno de Body Shop

5     Anais Anais        Jean Paul Gaultie    cK one

                         ck one               Anais Anais

                                              Chanel

Source: Taylor Nelson Sofres European Toiletries and Cosmetics Database 

Table 3 -- UK top 5 fine fragrances 

               Edt                       Edp

  1            Opium                     Chanel No 5

  2            Chanel No 5               Eternity

  3            Anais Anais               Aromatics Elixir

  4            Jean Paul Gaultier        Pleasures

  5            Samsara                   Contradiction

(Clash of the Titans 2000)
5.5 - Latest Marketing Approach
The Internet, a firm favourite of Generation X, has rocked traditional distribution channels in the US over the last year, as has the continued growth of specialty retailers such as Sephora, Ulta, Bath and Body Works and Victoria's Secret. Niche brands -- buoyed by success on the Internet -- have started to make venerable brands take note. Estee Lauder, for example, liked Stila so much it bought the company. And LVMH gobbled up a few of the fledglings such as Bliss, Hard Candy and Urban Decay. New names appeared on mass shelves too, with the arrival of brands like Caboodles cosmetics. 

Although it may appear that the independent's day has come, the top ten prestige companies are still the leaders of the cosmetics business (see Table 1). According to Timra L Carlson, vice president of NPD, 45% of the $6.5bn prestige beauty business is built by fragrance sales, 30% by colour cosmetics and the remaining 25% by treatment products. Skin treatment is a growing area, she notes. "The 5% gains in skin treatment sales were driven by a shift towards products that provide unique experiences, not just daily maintenance," she explains. 

It was another difficult year in prestige fragrances, although the men's sector managed to advance by 2%. Early reports in 2000, however, suggest that things are starting to turn around in scents with two blockbusters -- Dior's J'Adore and Jean Paul Gaultier's Fragile -- off to dynamic starts, according to prestige retailers. In mass fragrance, Coty remains the only prominent manufacturer and unleashed a few new hits such as Adidas Moves. 

Internet impact 
There's a dizzying array of beauty choices on the internet. From beauty.com to beautyjungle.com, consumers can log on and procure everything from bubble bath to blusher on more than 30 sites. They can also learn about beauty from the 300 sites with cosmetics content. Even Leonard Lauder, chairman of Estee Lauder, weighs in on the impact the internet will have on selling beauty. "The internet is the real thing," he said in a keynote speech to beauty executives in January. "It is the gold rush of the new century." 

In the US, the internet is bringing upscale department lines to rural markets which lack department stores. "The internet puts cosmetics shopping into the consumers' hands rather than retailers'," claims Suzanne Grayson, president of Grayson and Associates in California. "Retailers used to dictate what went on shelves, now shoppers can. That's good news for hard-to-get brands in markets where women can't get to a department store." 

But experts agree that the challenge is getting the right brands. Many leading beauty manufacturers are holding out and not offering distribution to the sites. For sales to grow, explains Lynne Seid, president of Symphoni Interactive, the sites need major brands. "We need leaders in the field like Lauder on the prestige side and Procter on the mass side to bring real activity to on-line." 

Some e-tailers are resorting to the age-old concept of diverting the goods, others are hoping to develop sites the coveted vendors find too hard to refuse. While calling the internet a gold rush, even Lauder adds: "Like 1849, there are some people who are going to get very, very rich and some people who, sadly, are not going to make it." 

Lauder notes that many of the sites are cluttered with brands that people don't recognise. If they try an unknown name and don't like it, he says, they'll want to return it. 

It is estimated that the internet will eventually produce 5% of the $6.5bn prestige beauty market in the next five years. Lauder said it currently represents 0.2% of sales turnover. If the estimates include mass and prestige, the internet could eventually represent sales of $1.25bn based on an entire beauty market volume of $25bn. "We have to figure out a way that we can live in both worlds and not have channel conflict," he noted. The company currently has sites for Clinique and Origins. Lauder believes that consumers who make their first Clinique purchase on-line will go to a store the next time for the full experience. 

While Lauder wrestles with the channel conflict created by the internet, several leading beauty e-tailers are confident they'll be able to woo the big brands. Jo Anne Kauffman, founder and president of beautyjungle.com, says her site tries to create an environment that duplicates the vendor's ambiance in a department store. 

But even if they don't lure the big players, the mousepad executives think they can thrive. "We can definitely survive without the big brands," observes Varsha Rao, co-founder of eve.com. "We need to give them a compelling assortment of both niche lines and a selection of big brands." Gloss.com found that during the last holiday many women from small towns gravitated toward niche brands like Dirty Girl and Ramy that they can't find where they live. 

Other dot.coms are looking to flourish through partnerships. Sarah D Kugelman, founder and chief executive officer of gloss.com, points to agreements with SpaFinders on the Fox Network as a good method to drive traffic online. 

Another e-tailer solution is to create own label beauty products. Ingredients.com sells its own exclusive line of personal care products. Procter & Gamble has taken a similar route with reflect.com, a site where people can create their own personal beauty items. 

Lander's vision of a shakeout has already started in the beauty e-tail universe. Beauty.com was sold to drugstore.com in December 1999. Jasmin.com was sold to ashford.com while indulge.com merged with L'Art de Vivre. Estee Lauder itself has recently snapped up gloss.com. 

Traditional traffic 
To keep customers shopping in the real world, many department store retailers looked for edgy brands to woo young customers. Lancaster created Esprit, a bath line for young shoppers, while the Ralph fragrance aimed at young women has just been introduced by Ralph Lauren. A great deal of open sell efforts are also aimed at keeping younger customers from venturing into other channels. 

The long awaited debut of Sephora's store in Manhattan's Rockefeller Center lived up to the hype. It is now the centrepiece of US operations with 21,000 sq ft spread over three levels. Typically, US stores are more like 4,000 sq ft. "What makes Sephora so dramatic," says Howard Meitiner, president and ceo of Sephora North and South America and Asia Pacific, "is that we shake up an industry that's been dominated by traditions of department stores." 

Apparently US shoppers don't miss things like the freebies endemic to department stores -- the store at the Rockefeller Center is said to pump out sales exceeding $1,000 per foot. Smaller mall stores produce around $500 per square foot volume. 

While eliminating some of the old approaches to beauty retailing, Sephora has also ushered in new alternatives. Meitiner points out the concept of multi-level stores -- colour libraries where shoppers choose cosmetics by look rather than brand, and interactive screens where customers can access product information. Sephora, according to industry consultant Allan Mottus, has been particularly adept in spotlighting new make-up brands that don't always get equal attention at department stores. A few examples include Hard Candy, Urban Decay, Stila, Vincent Longo, Club Monaco (a favourite of Monica Lewinsky whose appearance on Barbara Walters helped Sephora sell out of the Glaze shade of lipstick she wore) and Tony and Tina. Sephora is also aggressive with its own private label products, especially in bath and body where items are packaged in vibrant colours designed to lure shoppers to the display. Adds Meitiner: "There is much more to come from a product, creation and new concept perspective." 

Sephora has made such an impact on beauty retailing that others have been quick to emulate it. Federated Department Stores created an entire department called Souson which was so close to Sephora that the French company was awarded a legal injunction to halt Federated's copy-cat efforts. Nordstrom and Bloomingdale's have also started adopting an open sell approach to beauty. However, there are still some major manufacturers holding out from selling in Sephora. Estee Lauder brands are missing at the Rockefeller Center store because of its proximity to a huge Lauder account -- Saks Fifth Avenue just across the street. 

Sephora isn't alone in its quest to wrest beauty dollars away from traditional channels. Long before Sephora washed up on US shores, Ulta3 was carving out a niche as a new form of beauty retailing. Formed by several former drugstore executives, Ulta3 merged mass and class beauty brands under one roof and added a new twist -- salons. Now Ulta3 is being revamped as an even more upscale chain. The '3' has been dropped from the name and a new store prototype has been unwrapped in Dallas. 

The new prototype has cyber imaging in the salons to show patrons how different hairstyles and colours could look. Terry J Hanson, the co-founder of Ulta, says the changes in the store reflect what shoppers in focus groups said they wanted. According to Hanson, Ulta has more than 17,500 stock-keeping units in 74 stores across the country, including mass and prestige brands and more than 1,600 fragrances. The salon portion of the store features services including waxing, manicures, cuts and perms. "We are a one-stop shop for all beauty products and services," says Hanson. He says Ulta likes to position stores in power centres. "People like them because they can get in and out," he adds. Like Sephora, Ulta offers an assisted self service environment. 

Other retailers appearing on the beauty radar screen include Skin Market in the Beverly Center in California which is trying to bring speciality retailing to a younger customer. The store markets exclusive items to Generations X and Y and is also set to expand its store base. Meanwhile Victoria's Secret is spinning off Victoria's Secret Beaute -- speciality shops selling only beauty items. At the helm is Robin Burns, a former executive with Bloomingdale's, Calvin Klein and Estee Lauder. 

The mass clash 
While there is growth in the more upscale markets, the mass sector of the business is also expanding. However, sales growth is not coming from drugstores. Instead, the movers and shakers are discount stores like Target and Wal-Mart which are tightening their grip on the beauty business. Drugstores have continued to face rampant consolidation, and one of the biggest chains recently encountered financial difficulties, forcing the resignation of its chairman and son of the founder. Martin Grass departed Rite Aid in 1999, leaving the nation's fourth largest drugstore chain's future in jeopardy. 

While drugstores tried to get it together, discounters grabbed their shoppers. Target debuted its own line of make-up artist cosmetics called Sonia Kashuk. Coty seized the opportunity to muscle in on Wal-Mart with its UK line Rimmel, offered exclusively to the chain. 

Wal-Mart also shook up the beauty manufacturing world with a new way of merchandising mass market cosmetics. Although beauty manufacturers invest millions in fixtures to make their brands stand out, Wal-Mart is tinkering with its own shelving which allows for easier department re-sets. On top of each fixture is a small canopy equipped with lights so that all merchandise is illuminated. In other Wal-Mart stores, only Olay and Neutrogena are lit thanks to lighting built in by the manufacturer. What's evident about the new fixture and shelves which snap into slotted shelving -- is that Wal-Mart can easily control how much footage it allocates to brands. Traditionally, manufacturers make their fixtures available in specific sizes, so if buyers want to add a few more inches they must opt for an entire foot. At Wal-Mart however, there's 4.5ft of Revlon and 1.5ft of Almay. Those two brands kick off the department. Bold graphics are fixed to the shelves to show consumers new looks. 

Fragrances are in the next aisle and are organised using a design created by the market leader Coty. Using IRI data, Coty tells the chain what the top selling fragrances are, and the brands are positioned in that order - much like in a bookstore. Currently the top three sellers are Vanilla Fields, Vanderbilt and Jovan. There's also a locked glass case with more expensive scents. 

Next to fragrances are facial skin care products. New facial items such as Pond's New Clear Solution are promoted on end of aisle displays. A photograph of the chain's beauty advisor is hung on one end with a sign promoting her personal brand suggestion, the most recent one being Biore. 

The final beauty aisle is devoted to bath products. The offering includes Sarah Michael's, The Healing Garden and Simply Basic. Although Wal-Mart is experimenting with large bath boutiques, this trial store has only 12 ft of bath products and accessories. 

Wal-Mart isn't the only chain tinkering with its fixtures. Target has opened its own version and several drug chains are said to be planning tests. Manufacturers are carefully gauging the success of the ventures especially since they have invested so much money in their own furniture. 

Retailers say they need easy ways to change footage allocations because of new launches in cosmetics. Last year saw two megabrands debut --Neutrogena and Olay cosmetics. Although both have attracted new shoppers, many experts think the new brands have merely cannibalised existing lines -- especially the beleaguered Revlon brand. 

As both new brands approach their first anniversaries on mass retailers' peg walls, it is clear they can be considered successes. "They've both brought in new consumers to drugstores," says Milton Wolff, president and ceo of Med-X Corp. But, note the buyers, the launches haven't hit targets yet. "I think even the companies think there is a way to go in building these brands," says one buyer for a major drug chain. Both brand efforts were stymied in the early days by problems over shipping display fixtures and products situations that have since been rectified but resulted in sluggish starts, according to retailers. 

P&G's Olay is aiming for retail sales of $300m within a few years, say industry sources. To date, the brand has achieved sales of almost $100m according to research from IRI for the 52 weeks ended 2 Jan 2000. The lion's share of sales in the Olay brand came from facial make-up, totalling $47.5m. That's followed by $31m in lipstick, $15m in eye make-up and $6.2m in nail colour. As far as shares go, Olay has grabbed 1.6% of the $884m US eye make-up market, a 4.2 % share of the $1bn facial makeup business, 1.3% of nail polish and 3.9% of lipstick sales. 

Marc Pritchard, vice president of Procter & Gamble Cosmetics North and South America, says Olay is the biggest launch in mass cosmetics history. He says the momentum will build with the launch of All Day Moisture Stick Foundation and the new Complete Radiance line of products with UVA and UVB protection. "We'll continue to provide leadership levels of marketing support for these and other new products and for our spring colour collection, Visionary Light," he adds. 

Buyers say that Olay executives have been accommodating in adding more shades to match skin tones, especially those of ethnic consumers. However, despite the pledge to keep the cash flowing, some retailers are wondering whether the company has really spent up to pledged levels of $90m per year. "We haven't seen measured numbers. Ninety million is so much you'd almost see an ad all the time and I'm not sure we've seen that," says one retailer. 

Sources say Neutrogena's original first year target was $70m and, according to IRI, the line now has sales of about $60m. Leading that is facial make-up sales which total $47.5m. Eye make-up volume hit $3.2m and lipstick sales added up to $7.8m for the 52 week period. Looking at shares, Neutrogena has 4.4% of facial make-up sales, less than 1% of eye make-up and just shy of 1% of lipstick sales. 

"We are pleased with the performance of the line," says M Bolyard, vice president of Neutrogena cosmetics. "Our share continues to grow, especially within the focus of our line in facial cosmetics. We're happy with consumer and retailer response." She's excited about new introductions for the brand, such as Neutrogena Healthy Defense Protective Powder SPF 30, Neutrogena Skin Clearing Make-up and Neutrogena Full Length Defining Mascara. To fit in the new stock-keeping units, Bolyard says some retailers are adding more footage to the average allocation. 

Retailers are also scurrying to find more footage for a host of teen items ranging from Caboodles to new skin care from Jane. On skin care shelves, they continue to add more high tech launches including a growing number of patches and masks. 

US hair care sales continue to be dominated by higher end products such as Thermasilk and P&G's new Physique line. In the skin care market, players once limited to facial products are now adding body lotions, while body firms want more of the dollars spent on the face. And finally, the holistic approach to beauty remains strong as the likes of White Barn and The Healing Garden continue to sprout. 

Table 1 -- Top ten prestige companies ($ % share) 

Clinique                         18.3

Estee Lauder                     17.6

Lancome                          12.9

Calvin Klein                      4.7

Chanel                            4.1

Aramis                            3.5

Ralph Lauren                      3.5

Elizabeth Arden                   2.7

Prescriptives                     2.4

Giorgio Armani                    1.8

Source: NPD BeautyTrends 

Table 2 -- Top ten cosmetics brands in the US ($m) 

Revlon                          601.0

Cover Girl                      589.9

Maybelline                      545.0

L'Oreal                         392.9

Almay                           207.5

Olay                            104.6

Max Factor                      104.0

Sally Hansen                     93.0

Bonne Bell                       81.4

Wet 'n' Wild                     74.5

Source: IRI (52 w/e 23 Jan 2000) 

5.6 - International Influence
While many fragrances achieve worldwide acclaim, different nationalities do have very individual tastes. Catherine Disdet of Dragoco examines the attitudes and industry developments which have shaped these tastes in Europe and the US. (National Anthems 1994) 

Ironically, just at a time when Europe is uniting and trade is becoming increasingly internationalized, in many ways each nation seems more determined than ever to discover its own identity that will set it apart from its fellow nations. The field of fragrance is one such area. 

French Tradition 
Perfumes are a typically French creation, enjoying a tradition which goes back to the 18th century. It is an honored past as one which has given the French comprehensive knowledge of everything to do with the art of perfumery from the growing of flowers, through distillation to bottling. This delicacy of hand, of nose and of taste is a major asset, passed down generations. It is an undeniable heritage but one which today has to face the aggression and inventive spirit of certain neighboring countries. 

Despite its classic tradition, France is often accused of creating frivolity. But it is precisely this 'uselessness' to which many aspire and which finally represents the very essence of creativity, that is creating for its own sake. 

In what way are French perfumes recognizable? They can be compared to fashion, cuisine and oenology. These are deep values which, though criticized, are unique, signed and exportable. 

France has not said its last word and the bitter lessons learnt in the 70s have made it aware that it does have a fascinating power but that it can never afford to rest on its laurels. Consistent marketing campaigns and olfactive creativity now voluntarily designed for the international market very clearly put France back on course as one of the great nations of the future. The label 'made in France' remains synonymous with great quality. 

Italian Indolence 
Why has Italy, with all its knowledge, riches and cultural radiance, not tried to take France's leading position in the perfume industry, when clothing which is 'made in Italy' is a passport to anywhere? 

There are several possible explanations. Unlike France, which has been able to concentrate its artistic movements around Paris since the Middle Ages, Italy has had to deal with physical, climatic and political fragmentation. The country's spirit is completely exhibitionist. Italians also have a tendency to transcend the daily facts of life, becoming involved in a sort of Commedia Dell'Arte where decorum, ostentation and opulence are all rife. (National Anthems 1994)
Living at 100 miles an hour, Italians are constantly finding themselves in novel situations and have therefore had to develop a keen sense of improvisation. They are very individualistic and love to stake everything on the moment. 

However, despite having fallen well behind certain neighbouring countries, Italy has made up for lost time. For example, during the 80s it increased fragrance sales by 225%. In the case of women's fragrance the preference has been for unrestrained, intense floral bouquets and fruits while for men freshness is in alongside the traditional fougere fragrances. 

But if the Italians took a long time to get going on the market, perhaps they pushed ahead too fast, for the Italian market is now totally saturated. This may be down to there being too many launches, too restrictive a distribution or because fragrance creation has been too intense an activity compared with creation for the sake of creation, wishing to seduce instantly. For the most part, perfumes have not developed with sufficiently precise marketing. 

Over the next few years, the oxygen Italy badly needs can only come from its designer clothing. The Italians are strengthening this asset abroad by opening superb boutiques in the most international cities. This will inevitably lead to the consumption of their fragrances. The country also seems to be imposing some discipline on its anarchical distribution. 

German Nationalism 
Germany is the third market in the world, the first in Europe, and it has acquired a fantastic dynamism. Its culture is traditionally cradled by a great romanticism, inspired by the country's legends, forests and rivers. Germany has always been very resourceful, finding the answers from within and using its own stock of dreams to transport and transcend. 

The Germans have always had a preference for their own national products. Until relatively recently, only perfumes, cosmetics, foodstuffs and French haute couture escaped this rule. But things change. German perfumery is characterised by ecology, a characteristic distribution network and a great fascination for hygiene and bathing products. (National Anthems 1994)
When you have no past, you have to strike very hard, making sure that you are seen and that you know your market very well, including the expectations and habits of your consumers. If necessary, you must also be able to approach another successful nation which might have a similar profile to you, the US for instance. Commonalities include a tough marketing approach and a freedom of olfactive expression. 

Male German perfumes most reflect this trend, in particular the oriental, chypre, leathery notes (Hugo Boss, Joop!) which are both sexy and powerful and even exceed the diffusion of certain American scents. For women, the suave and almost liqueur-like Casmir by Chopard is a good example. 

The impact of advertising will sometimes be very realistic and will also be able to transmit a great awareness of obligations with respect to the planet, what the German's call the 'I-We'. 

Spanish Contradiction 
Spain has a paradoxical originality, being both very intimate and explosive at the same time. This is explained by its geographic position, on the one hand open and welcoming with its magnificent maritime periphery but very closed in on the other if you penetrate its arid plateaux. The Spanish soul is at once extremely traditional and super nonconformist. (National Anthems 1994)
The olfactive trends are also very contradictory. The passage of the Moors in the 30s has left an infinite love of oriental notes (eg Tabou by Dana and Tentacion by Parera). But the often torrid climate of the regions makes people long for freshness and cleanliness. The eaux sold in bulk, called granoles, are used from a very young age and form an integral part of Spanish culture. 

Spain really began to undergo an international boom in the 80s and its market, although behind other European partners, is now very creative and vigorous. 

The Spanish woman has switched tastes and now wants refined but not languorous fragrances. For a long time she used the fragrance of her partner, but she has now found her balance and has been given greater freedom, including the freedom to revert to her former femininity. She still seeks freshness but will allow the floral fruity, even slightly chypre, aldehydic and woody notes. 

Man is also marked by childhood. He loves the reinvigorating notes but seeks the sophistication of fresh aromatics. 

Spanish perfumery is of good quality. The national industry is progressing steadily and the country is getting into exports with international luxury brands. For the next ten years, this market is likely to be the most promising in Europe. 

UK Independence 
At once modern and traditional, addicted to the past and innovative, British society has remained totally apart from all others. In the 50s, 60s and 70s, it made itself the focal point of European and World modernism, thanks to a melting pot of experience and innovative fashion, creating an era of exceptional freedom and generating types of currents and cultures. So why in this unique acceleration, unique in the world, did perfume not form extreme trends? 

Fragrances described as fine perfumes tended to follow the past of Victoriana, centred very much on the idea of traditional living. English perfume has always been characterised by ambience perfumes and aromatherapy. 

In the 19th and 20th centuries, English perfumes did not undergo any specific development. Reasons for this include the fact that few plants could be grown successfully for perfumery. (National Anthems 1994) 

Precedence is given to lifestyle over material requirements and this has generated a deep love of bathroom products and home fragrancing. 

The classic art of British understatement could help explain a lack of performance in the field of fine fragrance. 

Certain companies which are seen as traditional English companies, such as Yardley and Penhaligon's, are actually American. There are, however, a few fragrance organisations such as Floris and Taylor of London, but their perfumes tend to be floral and fruity, without real seduction. 

But the UK has not said its last word. It has always been resourceful, even in its darkest hours. It has two routes forward. It can develop designer fragrances but it can also redevelop its magnificent traditional perfumery, which is part of the country's roots and which is currently highly prized. (National Anthems 1994)
US Unleashed 
The North American civilisation, which has emerged from a cultural melting pot of different races, is characterised by its individualism, an equality of opportunity, a spirit of independence, dynamism, the power of work, the wish to succeed and the spirit of competition, or at least that's the idea. Optimism is a collective credo. The need to succeed, to prove to others that they are the best and their adaptability projects Americans forward. 

With no barriers, with no complexes and without the weight of a past which is often heavy and prejudges, the Americans launch themselves into great adventures. The US has no real history of perfumery, but in the 60s Americans took advantage of tremendous ideological currents and of the fantastic boom in visual and advertising messages to turn the image of world perfumes to US profit. The Americans discovered how to bring perfumes into daily life and everyday hygiene based on the premise that you can change your perfume like you change your clothes. (National Anthems 1994)
In addition to having been much more powerful, more aggressive and more monolithic, based often on an overdose of a single product, these new perfumes found their olfactive inspiration largely in food habits, in general confectionery or in culinary notes such as spices. 

But fragrance in the US has already become less aggressive and will continue in this vein with a greater emphasis on subtle odours. But above all it will be surrounded by souped up marketing ideas and a very detailed brand culture which will encourage purchase. 

The worship and explosion of dynamism must be present everywhere, involving powerful promotions. The competition will be fierce between brands. There are three likely directions: the safe-guarding of the planet; family cocooning and promotion of the native land; and natural and tranquil beauty.

Chapter  6: Conclusions 

1. Odour sensations bring about changes in the momentary psychological condition of the perceiving subject.

   1a   Individual exceptions apart, the effect of a given odorous material is the same for all people.

   1b   The effects are context-dependent.

   1c   The effects are concentration-dependent, often also in their quality.

2. The effect of a mixture of odorous materials is the sum total of the effects of its components.

3. The basic dimensions of the effect of flower odours and of perfumes are described by polarities: erogenous-anti-erogenous narcotic – stimulating.

   3a   Odorous materials whose odour is, reminiscent of the odour of the human body are erogenous.

4. Modern perfumery aims at creating or enhancing sexual attractiveness.

   4a   Every perfume for women contains erogenous components.

   4b   The effect of a perfume on sexual attraction is the result of the inter-play of its erogenous, anti-erogenous, stimulating and narcotic components.

   4c   The optimal balance of the four component effects differs from one person to another and results from a combination of the factors: hair colour/skin type, type (mother mistress, feminine/masculine), behaviour (naive/artful), age and activity (home/office/sports/society).

   4d   In men's fragrances, erogenous components are to be avoided.
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