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Creative progress in perfumery

world. It is incredible that so many grcat crea-
tions have been composed in such a highly pres-
sured environment,

Ameri
perfumery. A free society, we are more re Leptlvo
to innovation than the old world. The American
revolution in perfumcry is now touching
Europe. Until ten years 4o, an Opium would
have heen considercd an ““American perfume”
in the pejorative sense,

Oue of the most itnportant trends in American
perfumery today is a floral one. T believe, how-

ever, that this will change. Tn perfumery, as in
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other arts, abstraction is the future. As tastes be-
come more and more sophisticated, creativity
gains more and more leeway, The l)(‘g.,innings of
this are already in evidence. For examiple, green
notes, once reserved tor sophisticated markets,

are successbully filtering down to mass market

fragrances.
We will transcend the usual classical accords,
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common to the experience of tlw urhun dweller.
We move instead towards unusual accords,
challenging our imagination and tapping our in-
creasing repertoire of materials,

Birth of a fragrance for a product

John Day, Senior Scientist and Chief Perfumer, Colgate-Palmolive Co.,

Piscataway, New Jersey

At the conception of a fragrance, marketing
resents a briefing
pr()( U(_t profile to the in-house perfuwmers and
three or four perfume supply houses.

Concept: luxury soap to be positioned against
“X7 soap or Y company.

Guidelines: timing two months; fragrance to
be completely orlgmal, new, and different; to
smell expensive but be inexpensive; to cost
between “A7 and “D.”

Marketing's description of the fragrance:
something like perfumes “A,)”" “B.” “C” and

.7 but not reallv—green but not too green—
floral but not too Hloral—different!!

Gestation follows Irom this discussion as the
perfumers go to their drawing boards; we study
“X7 soap to be sure we do not duplicate the fra-
grance. We evaluate and study the best selling
perfumes. From there we begin to formulate the
original new tragrance.

The perfumer works with natural oils, syn-
thetics, chemicals, and specialties. We tormulate
and re-formulate until we have achieved the
proper balance and feel our perfume will he a
winner. The perfume is then put into the soap
hase and milled into soap bars.

Complications result when the perfume oil
contains an ingredient that is on the suspect fist
of RIFM, so it must be replaced. The perfumer
zoes back to the drawing board to work on a re-
placement. When we have solved this problem,
the new fragrance is then sent to the soap group
to be put into soap bars for testing,

The product group formulates the fragrance
into a bar of soap. The soap is evaluated for both
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color and odor stability under room temperature

vamid aging cnanditioane YWa reooite o

(.lllL.]l Tdpida dging condaitions. We receive canai-
dates from the outside suppliers, and they too
undergo these stability studies,

When the fragrance is unstable in the desired

soap hase or the frugrance causes unacceptable
color changes upon aging, reformulation is
necessary. Once dcccptal)le stability is achieved,
labor begins.

The first stage of labor is consumer evaluation
of the new fragrance candidates. Small in-house
snill pancls of about twenty people are con-
ducted to evaluate the new fragrances (in-house
plus outside house candidates) against soap “X.”
Typically, the panelists are asked to read the
luxury soap concept developed by marketing
and evaluate each soap fragrance for preference
and for how well it matches the concept.

A complication arises when the new fragrance
candidates lose to soap X7 in the initial
screening, The perfumer goes back to the for-
mulation drawing board again. The supply
houses are asked to reformulate their fragrances
and re-submit candidates.

The second stage of labor begins once fra-
grances have been received and have success-
fully passed the small snift panels, Additional
farger scale in-house sniff tests are then con-
ducted. Keeping the concept in mind, these sniff
pancls pit the new in-house fragrance against
the outside candidates and all against soap “X.”
The ultimdtc goa] is to obtain one or two fra-
grinces from all the Ld[lLlIL}d.Lt“; 'W}‘lii}n um.u,h lhe
concept and beat soap “X7 for larger-scale test-

ing.
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Birth of a fragrance for a product

Once the field of candidates is narrowed down
to one or two through the in-house sniff panels,
the market research department is summoned to
assist the delivery through stage three and the
birth of the new fragrance in soap.

[.arge-scale consumer testing is the third stage
ol labor. The market research department fields
a large-scale consumer sniff panel {using 100 to
400 people} in malls, shopping plazas, etc. to
determine reactions to the fragrance candidates
and concept matching. The candidates can be
tested against each other and also against soap
oy 7

Bascd on the results, the winning candidate is
selected for further testing. Not only is the ini-
tial fragrance important here, but also how the
fragrance stands up in the soap under normal
usage conditions in the bath, shower, and at the
sink.

A serious complication can result when the
formulas are submitted for medical clearance
prior to the placement of any of the winning
candidates from the large sniff panel into a home
usage fest. Sometimes, supplier information on
the perfume components and their safety
{which, by the way, is given to the medical ser-
vices department only) is sufficient to allow
medical c¢learance. If insufficient data is avail-
able on the satety of the components, studies
must be conducted for sensitization prior to ap-
proval. The necessary studies can take up to
three months, thus delaying the ultimate birth of
the fragrance.

Once safety clearance is obtained for the win-
ning candidates, they then undergo the final
stage of testing in large-scale consumer home
usage tests. Since soap "X is the target it too
will undergo the usage testing.

will undergo the nsage testing.

The test design can be of the single placement
type, where each test participant is given either
one of the soaps with the new fragrance or soap
“X,)7 to use for an extended period of time at
home. Another design used is « head-to-head
comparison of the new fragrance and soap “X.”
In this design euach participant is given one of
the soaps to use for a period of time, then given
the other.

In both designs, the participants can be given
the concept statement when the test is fielded,
At the end of the home usage test period, the
participants are requested to answer question-
naires containing various attribute categories for
the fragrance, overall bar soap performance, and
concept matching, Once the results are tubu-
lated, the winning new fragrance is ahout to be
born.

The marketing group reviews the test results
and approves the birth of the fragrance. The
perfumer issues the new fragrance formula and
full scale production of the new soap is hegun.
The fragrance is borm!!

The progress the infant makes after its long
and sometimes stormy delivery depends on
marketing, which assumnes the task of caring for
the new-born product through its positioning
and advertising. If marketing fails to guide and
help this new and different soap along in the
competitive world, even though the product and
fragrance are on target with the initial concept,
the voung lite may he doomed.
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Purchasing fragrances

Ronald J. Dintemann, Purchasing Agent, Candles and Pomanders, Avon

Products Inc., New York City

I will discuss what is involved in a total fra-
grance launch rom purchasing’s viewpoint
based on the Avon system.

First of all, we recognize that purchasing is
strictly an arm, a tool of the marke tm;., depart-
ment. We take our direction initially from muar-
keting and design. In the launch of a fragrance
we really have two prime areas to develop: the
fragrance itself und all of the components that go
into the package which will support the fra-
grance statement.

[ would like to outline a few of the decisions
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behind both of these aspects.

First, we get a profile, a description of exactly
what marketing wants, both for the packaging
and for the fragrance. When dealing with fra-
grance, we try o extract as mach information
from the total marketing plan as possible. This
includes the promotional image, the target
group, and any packaging information. This is
relaved to the perfumers so that they can create
around the packaging and total prometional
image that is planned for the item.

The first step in the development process is
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