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editor’s LETTERLETTER

At The Perfume Society, we sometimes 
feel like we’re living in a dream. We pinch 
ourselves every day at our good fortune to 
work in a world we find ourselves constantly 
fascinated, surprised and delighted by – and 
which we just love, love, love. 

There is so much that goes into taking a perfume from the spark 
of an idea, into the bottle and beyond. Behind the scenes, so 
many people are involved in that process, from the perfumer 
through to the distributor who got it from A to B, the trainer 
who shared its secrets with a sales team, the retailer who slips it 
into a crisp carrier bag for us to enjoy. There’s the photographer 
who captures its image to tempt us and the founder of the start-
up whose blood, sweat and tears made it happen. They’re often 
unseen – and unsung.

So for this edition of  The Scented Letter, we talked to people 
from across the whole perfume world. We dedicate it to everyone 
who’s lucky enough to work in fragrance, or who dreams of 
doing so. 

Or who (like us) simply loves, loves, loves perfume.

Enjoy…

www.perfumesociety.org @Perfume_SocietyThe Perfume Society ThePerfumeSociety



Dariush Alavi
A multi-award-winning perfume critic 
and author of the Le Snob Perfume 
guide, Dariush has written for Sunday 
Times Style, Business Traveller, Grazia, 
Sight & Sound and often for The 
Scented Letter. He took part in an 
extended series on BBC Radio 4’s Film 
Programme about ‘reading’ movies 
through the scents they might conjure. 
His live ‘Love At First Scent’ videos 
on Facebook and YouTube continue 
to grow in popularity. Follow him on 
Instagram @persolaise and read his 
reviews on persolaise.blogspot.com

David Newton
David moved into photography after a 
successful career as an illustrator, 
having trained at Harrow College of 
Art. He is now one of the most 
in-demand photographers in beauty 
and fashion, working with leading 
brands including YSL, Tom Ford 
Sephora and Serge Lutens.  London-
based David shares insights and 
inspirations for his work on p.28, while 
his perfume images appear on our 
cover. Instagram has been pivotal to 
his success. You can see why at 
@davidnewtonphotography
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Karen Gilbert
Karen (see p.58) studied as make-up 
artistry and cosmetic science (both 
at the London College of Fashion). 
Later, she trained and worked as an 
evaluator at IFF, going on to to study 
aromatherapy and work in product 
development. She now runs her own 
business offering  perfume-making 
courses (we highly recommend 
these), which she juggles with a 
successful writing career; books 
include Perfume – The Art & Craft of 
Fragrance. Find her @karengilbert  
and at karengilbert.co.uk

CONTACT US  
info@perfumesociety.org

c/o 106 High Street
Hastings

East Sussex TN34 3ES
07502-258759

The Scented Letter is a 
free online/downloadable 
magazine for subscribers 

to The Perfume Society
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James Craven
James’s early working life was spent in 
libraries, language schools and kitchens 
while always taking a lively interest in 
scent and the history of perfume. 
Nowadays he is Fragrance Archivist at 
Les Senteurs, Britain’s original specialist 
perfumery (opened more than 30 years 
ago), writing copy and conducting 
private one-to-one consultations on 
fragrance choice, ‘making himself 
useful where required,’ as James puts 
it, ‘on all aspects of perfume 
assessment, selection and sales.’ Read 
about his life in scent on p.10.
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We’re full of the joys of spring, with scented treats for hair, body, home and your 
accessories drawer. And we ask: are you gearing up for National Fragrance Day?

nosing around
GET SET TO 
#SMELLFIE…
It’s back! We invite you to join 
in the fun of our so-popular 
#smellfie campaign on 21st March 
2020, to mark National Fragrance 
Day. Simply upload a photo of 
yourself, tag @theperfumesociety 
and hashtag #smellfie and you 
could win a fab prize. Watch 
the website for more news and 
updates and start choosing your 
scent and planning your pose, 
now. (Here’s some inspiration 
from previous years, right.)
perfumesociety.org

Just say ‘spa-aaah’
Based on the principles of 
balancing the body’s ‘humours’ 
(as espoused by the Ancient 
Greeks), the Lush Renaissance 
Spa Treatment features a 
bespoke perfumed sequence of 
foot-rub, relaxing massage and 
wafts of incense. Finishing with 
a reviving scented tea, you’ll 
emerge refreshed and ready to 
face the world.
£75  uk.lush.com



+

Barbershop sextet
Having reinterpreted the Italian 
shaving ritual, Acqua di Parma 
now turn their attention to hair 
products, with six products to 
care for and style hair: Mild 
Shampoo, Thickening Shampoo 
and Illuminating Shampoo, plus 
Defining Cream, Modelling Clay 
and Fixing Wax. Acqua di Parma 
Barbiere is categorically the most 
stylish men’s haircare line ever, 
infused (of course) with the fresh 
radiance of one of the world’s 
greatest-ever Colognes.
From £31-35  acquadiparma.com

SCENTED SILKEN FAVOURS
Featuring botanical photos taken 
by artist and perfumer Paul 
Schütze, these limited edition silk 
scarves are printed in England, 
with the hems hand-rolled in Paris 
and each box scented with VITA 
– a fragrance created in homage 
to the indomitable, garden-loving 
Vita Sackville West.
£160  etsy.com
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Flower power
Heathcote & Ivory’s latest clever 

#collab is @SomeFlowerGirls, 
created with fashion illustrator 

Meredith Wing, whose @moomooi 
Instagram is a joyous follow. The 

body treats are infused with a 
blend of white flowers, green 

leaves, bergamot and cassis that’s 
as playful and fresh as the designs. 
(And we kinda defy you not to buy 
one of the matching tins, bags or 

shower caps, frankly.)
From £6-12  heathcote-ivory.com

ROSE IS TO PERFUMERY WHAT NUDE IS TO DRAWING…

… So says Frédéric Malle, whose striking new Roses Coffret showcases no 
less than five rose-powered interpretations (in dinky 7ml miniatures), from the 
most notable perfumers of our day: Jean-Claude Ellena, Edouard Fleschier, 
Ralf Schwieger and Dominique Ropion, who created both (Promise) and the 
modern classic Portrait of a Lady, for Monsieur Malle.
£105  harveynichols.com



FOR THE BEST-TRESSED 
Love the notes of Guerlain 
Santal Royal? Then you’ll 
want to know that Thierry 
Wasser’s masterful woody 
Oriental is now available 
as a Hair Mist, for 
wafts of rose, jasmine 
and subtly seductive 
leather and oudh, 
each and every time 
you turn your head.
£81 for 75ml  
guerlain.com

A BIG YES!
‘I’m not sure about you,’ 
says perfumer and DS 
& Durga founder David 
Moltz, ‘but I want to 
clean my hands with 
fresh coastal rain and 
eucalyptus.’ That’s an 
affirmative, so we’re 
fragrantly frothing with 
this vitamin-infused, 
supremely moisturising 
After The Rain Soap.
£30  libertylondon.com

So solid crew
Designed to keep modern day 
dandies fragrant on the go, choose 
from six beeswax/shea butter/ 
jojoba-rich balms to ditch the 
liquids and dab on as required.
£17.99  solidcologne.co.uk
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ON THE SCENT OF NEWS

Miller Harris have just revisited their luxurious Bath and Body range, seeking 
out a sustainable supply chain for packaging raw materials, using 50% PCR 
(post-consumer recycled) plastic or 100% recycled aluminium, and with FSC-
certified cartons. Each container is also easily recyclable post-use – so now we 
can tread more lightly, as well as more fragrantly, on the planet.
From £20  millerharris.com

ECO-LUXURY FROM MILLER HARRIS  

Diptyque pay homage to their birthplace with the Chypre Eau Capitale 
(see p.52) – but we think you’ll also want to layer on the Solid Perfume 
balm, or fill your space with the rose-festooned Paris en Fleur Scented 
Oval and/or Candle. All but the fragrance itself are limited editions, 
though – so vite, vite!
From £42  diptyqueparis.com

+

Vive le Chypre!



NOW, VOYAGER 
Inspired by the breath-taking beauty 
of Kenya, the night sky is evoked in 
the Lalique Voyageur de Parfumeur 
La Nuit Candle by 
amaretto-soaked 
plums, jasmine, iris, 
coffee and vetiver. 
When the candle 
is lit, a pattern of 
swallows taking 
flight is revealed as 
the vessel warms: 
simply stunning.
£62  lalique.com

Floris fabulousness
Floris, too, just expanded their home 
fragrance line, with beautiful hand-
poured candles and scented diffusers in 
neutral tones that would complement 
any interior. The scent combos of 
Jasmine & Musk, Oud & Cashmere, 
Ginger & Sandalwood definitely make 
staying in the new going out.
£60 for candles/£70 for diffusers  
florislondon.com
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The spirit of home…
Seriously affordable, seriously stylish: Ghost’s home fragrance collection is 
a stunner and offers one of the best-looking diffusers we’ve ever seen. The 
crystal-faceted containers are pure Mid-Century Modern – and they smell 
sensational, with the Amethyst, Azure and Rose Quartz scents chosen to 
echo the shades of glass – sensual, uplifting and prettily floral, respectively.
£20 each  ghostfragrances.com 

We love it when a candle looks as 
great as it smells. (And we also 
love a lid to keep the dust out.) 
A new name, currently shipping 
from the US, though the ceramic 
vessels are made in Portugal, 
Nightspace’s hand-poured 
candles are utterly exquisite, in 
10 different scents. We’ve been 
burning True Black, filling our 
(night and day) space with neroli 
and orange peel – a true breath 
of spring. And we’re definitely up 
for their trio of votives, next.
From $70  shopnightspace.com

GIVE US THE NIGHT +



BACK IN THE 80’s, when London jobs were easy to come by, 
I had a nice little rota of ironing, cleaning, cooking, waitering 
and reading scripts for the National Theatre. I needed just 
one more regular day’s work to stay solvent; and so, when I 
saw a tiny ad in the Evening Standard- ‘SALES ASSISTANT 
REQUIRED FOR PRESTIGIOUS WEST END STORE - 1 Day 
Weekly’- I thought, well, why not add another string to 
my bow? I nipped into a Leicester Square coinbox and an 
hour later I found myself being offered the post of full-time 
Harrods Manager of the Annick Goutal account. 

‘But, hang on,’ I said, ‘what about the one day a week??’
‘Nonsense!’ said the rather bold lady behind the desk 

who interviewed me. ‘You KNOW 
you want the job ... and besides, 
you’re the first one I’ve seen so far 
who’s ever even HEARD of Annick 
Goutal. You start on Monday week.’

‘But,’ I said; ‘I’ve never sold a 
bottle of scent, not ever. I have 
absolutely no idea...’

‘James,’ said the lady, ‘blondes 
like the pale liquids and brunettes 
prefer the dark. That’s all there is 
to it. Now tell me you’ll do it, ’cos I 
want to get off on holiday!’

Naturally I accepted. 
I can honestly say I’d never had 

so much fun as during the next five 
years and as the buyer was later kind 
enough to say: ‘James, you turned 
that account around.’

‘Upside-down, more like!’
My stocktakes were always thousands of pounds out and 

my wrapping skills have always been best suited to fish and 
chips, but I took to perfumes, my wonderful colleagues and 
the fascinating customers like a duck to water. Harrods then 
was staffed by the most entertaining eclectic crowd in the 
world of all ages (from teenagers to octogenarians), and 
from all backgrounds, spanning burlesque to archaeology. 

I learned everything about perfumery there – and a good 
deal about life, besides. I loved it, right from day one. Corny 
to say maybe, but I felt I had come home. 

I discovered, too, what is unquestionably the most 
important lesson in retail: Which is, to listen, intently, to 
your customer: to absorb, process and really hear what they 
are saying .... and not saying, for that matter. And then to 
venture an emotional, visceral, instinctive – I sometimes 
think almost animal – response.

Helping a client to find the perfect scent requires the 
combined skills of a psychologist, palmist and priest. You 
listen, observe the body language and presentation, and 

then you select a small posy of scents 
for your customer to sample. I find it’s 
better not to think too much. Perfume 
is not for me a cerebral business; 
I react instinctively. The perfume 
consultant needs not only to save his 
client’s time and nose, but to gently 
encourage and educate them so that in 
future he or she has the confidence to 
make their own selection.

I had always been fascinated by the 
power of smell. I grew up in a large 
extended family, all of them very aware 
of smells. My father was a country 
vet of the old sort and my mother 
an excellent cook and enthusiastic, 
didactic gardener. Flowers, food 
and animals (dead or alive); and the 
everyday smells of 60 years ago (which 

were somehow then much riper, and ruder) truly intoxicated 
me as a child.

When I had the vast Harrods playground to run around, 
I was even more inebriated by the thousands of fragrance 
legends at my fingertips. And then there were those huge 
perfume launches of the era. ‘How many girls playing how 
many pianos??’ – and state visits from Paloma Picasso, a 
bevy of glamorous Fendi sisters, or even Mrs Lauder 
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ARE YOU BEING SERVED?

James Craven is famed in scent circles for his extraordinary 
depth of knowledge. Here, the veteran sales consultant – also a 
Jasmine Award-winning writer – shares his (working) life in scent 

the in-store expert

JAMES CRAVEN

Helping a client 
to find the perfect 
scent requires the 
combined skills 

of a psychologist, 
palmist and priest

”

“



My desert island 
fragrance is… Lancôme 
Climat (right). It’s fresh, 
sparkling, nostalgic, 
silky-smooth, cool 
and energising. An 
aldehydic feast – though 
you have to hunt it 
down, now.

My favourite smell in 
the world is… privet, 
box hedges (right) and 
tarmac on a hot, dusty  
summer’s day.

If I could only have 
one fragrance it would 
be… Guerlain Shalimar 
(above).

My favourite scented 
flowers are… daffodils, 
iris (left), guelder roses.

The theme song of my 
life would be… Harry 
Lauder’s Keep Right On 
To The End Of The Road.

THE scented LETTER   11



12   THE scented LETTER

herself. It was enormous fun; this was life on the grand 
scale, such as the Guerlain sales team being treated to 
a trip to Venice on the Orient Express after an especially 
successful Christmas.

By and by, the hugeness and bustle and most especially 
the terrible airless heat of department store life came to 
pall, however. And I found myself enchanted by an opening 
which arose at Les Senteurs, a tiny jewel 
of a shop, then in Ebury Street, which 
first defined niche perfumery in the 
UK 36 years ago. Here, the pace was 
more stately, and the customers more 
knowledgeable and (rightly so) more 
demanding. We had time to think and 
time to talk. Over two decades, I wrote 
a fortnightly blog for Les Senteurs, 
together with the annual boutique 
catalogue. I helped run an occasional 
perfumery course, gave public and in-
house talks, regularly appeared on TV, 
worked as a trainer and had a stint as 
the shop manager. I even won a Jasmine 
Award for a piece on green scents: a 
proud and emotional day.

Nowadays I appear at Les Senteurs 
rather like Persephone in the Underworld: 
one week on, one week off – and so on, I guess, till the 
end of time. Most of my time is spent in consultations 
with customers, or writing. The boutique has a gorgeous 
pearly and gold private withdrawing room where I can 
entertain clients, though a visit to the shop floor is essential 
to bounce off fragrances, emotions and ideas. The 

Consultation Room is the dressing room for preparation and 
finding the key to the character; the shop is the stage where 
the fragrance comes to life! 

Probably the most difficult question I am regularly  
asked is: ‘Please, how do I get into perfume?’

For being a perfumer is now absolutely the thing to be. 
It’s become the ‘sexy’ profession, the role of a modern 

magician and celebrity super-chemist. 
This is very different from 40 years ago 
when the industry was more a shimmering 
galaxy of smoking mirrors and anonymity. 
Who knew of the great creators then? 
We thought vaguely that Elizabeth Taylor 
and Mademoiselle Chanel prepared 
their masterpieces at home; that is, if we 
thought at all. 

For me, the answer to any young 
would-be perfumer is to enter this 
wonderful world at the shop floor level 
and to start by meeting the scents and 
greeting the customers. Discover what 
folk want to wear, how they wish to smell. 

To put it another way, ‘Shake hands 
with people’s hearts’, as the late Lord 
Beaverbrook used to say. Find out what 
makes those hearts beat with a passion. 

Perfumery is not all glamour, as many outsiders suppose – 
far from it – but it is unfailingly fascinating. It has resonance 
in every area of life.

Without sounding overly pious, I seek my satisfaction not 
in acts of creation but by playing a very small part in making 
people happy. And really, who could ask for more? 

ARE YOU BEING SERVED?

Being a perfumer 
has become the 

‘sexy’ profession, 
the role of a 

modern magician 
and celebrity  
super-chemist

”

“

Pimlico’s Les Senteurs, 
where James can be found





them to understand what the perfumer was trying to achieve 
with a particular fragrance or collection. A lot of what I do 
is ‘translating’ an idea for people. I love an audience! It’s 
quite an evangelical experience; I actually find it really quite 
spiritual, the sharing of fragrance stories and memories. 
I believe in what I sell, and ethics, professionalism and 
morality are key; never let people down.
 
Many important jobs in the fragrance industry are under 
the radar. But without them, you can’t create a fragrance 
of any significance. During my career I’ve had so many 

great supporters along the way, and 
that’s vital. Michael Edwards [author 
of Fragrances of the World] gave me 
good advice, as have author Luca Turin 
and John Ayers, then President of the 
British Society of Perfumers. Too many 
to mention! 

If you want to come into the industry 
you’ve got to decide if you want a solo 
role or to work as a team. Personally, 
I find teamwork essential. For me it’s 
always about the people, sharing things, 
bouncing ideas off each other. That’s 
when great things happen.
 
It was partly luck but also my 
enthusiasm that got me where I am 
today. I was very fortunate to be part 

of the graduate training scheme at P&G, which was my 
door into this world. I think it’s vital for people in positions 
of power within the industry to share knowledge, advice, 
but also to spot something within an employee that they 
perhaps don’t see in themselves, encouraging them to 
follow a path they hadn’t thought of. I’m so grateful to the 
guy who gave me that job. But it also shows that if you tell 
people you work with how passionate you are, you never 
know where you might end up.
 
I think fragrance is a universal language. It’s something 
people can relate to far more than any other product. It’s 
accessible, it speaks to people. What we do at Coty is 

I’ve had so many roles over the years in this business, 
but now I’m doing what I love best. My job is basically to 
train the beauty consultants in what to say when advising 
someone to buy a fragrance. I equip people with what they 
need, the facts, but it goes far, far deeper than that. These 
consultants are already truly passionate about fragrance, so 
it’s about backing that up with knowledge, working on how 
they can communicate that to a customer. 

Typically I might spend half a day crafting a presentation 
to inspire them, and the other half of the day in conversation 
with the sales team. I need to work with people; I couldn’t 
stand to be on my own all day, or only 
working in an office.
 
My background is actually in 
Industrial Design. That is engineering 
science with art thrown in. When 
I graduated in 1992 from Brunel 
University there was a terrible 
recession going on, and most of my 
friends couldn’t get jobs or worked for 
free, but I couldn’t afford to do that. 
I worked as a cleaner on riverboats 
in the winter, which was awful, but 
eventually got a temp job in product 
supply planning at Procter & Gamble 
in the haircare department. In those 
six months I got to learn the business 
and realised I’d quite like to work 
there full-time. 

I worked in packaging development but made it known 
I was interested in the perfume department. Fragrance 
fascinated me. In 2006 my boss came to me and said ‘you 
love talking about this, don’t you?’ They were looking for 
someone to talk externally to the press about what P&G do. 
That’s when I trained as an evaluator and moved into a full-
time ambassadorial role. I spent 22 years at P&G before the 
fragrance division was acquired by Coty, and I moved with it.

Fragrance is all about storytelling. You have to be a good 
communicator to work in the business. Before I started 
training the teams, my job was to speak to the press, getting 
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SNIFF AND LEARN

A burning passion for talking about perfume led Will Andrews from 
scientist and designer to Head of Training at Coty’s Luxury Division.  
20 years on, his fervour for communicating fragrance’s magic shows  

no signs of dimming, reports SUZY NIGHTINGALE

the educator

WILL ANDREWS

I actually find 
it really quite 
spiritual, the 

sharing of 
fragrance stories 

and memories

”

“
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‘mass luxury’, and I’m proud to say we do that 
really well. It’s about taking a fashion house and 
creating the scent that captures and communicates 
the very essence of it – which isn’t easy – then 
collaborating with the house and serving them 
as best we can. The perfume side of a business 
often takes out far more advertising than the 
fashion side, so in fact we raise the awareness 
of their name, whereas I think people often 
assume it’s the other way around and fashion 
fragrances are merely an add-on. You might 
not be able to afford to live the dream and buy 
an entire wardrobe from a brand, but most can 
find a way in with a fragrance they love.
  
When you’re looking for a new fragrance you 
should have a conversation with the scent. 
Think of as like looking for a new friend! I know 
people used to try and buy one fragrance that 
suited every purpose, but now you need to 
think what the fragrance is for, what are you 
trying to say about yourself? Is it for holiday, 
something new and adventurous, or more 
familiar and comforting? 
     If you’ve found one you already love but 
want to branch out, have a look online and 
find out what the fragrance notes are [Editor’s 
note: our FIND-A-FRAGRANCE section of the 
website is perfect for this.] The next ones you 
try should share some similarities. But do talk 
to a trained consultant, whenever you can. 
They are brilliant at suggesting new things.

Your gut instinct about a fragrance is 
probably correct. Try, try and try again, 
for sure, but you know what? I think it’s often 
the fragrances we are first drawn to that remain 
true loves, the ones that make us gasp and sigh 
rather than simply smelling quite nice. I’m all for 
experimentation, but I do think you should be  
more careful with fragrances to wear at work, 
however, because perfumes that shout can take 
over a whole space… and none of us wants to be 
that person whose scent fills the lift and remains 
there all day, do we? Perfume is such a personal 
thing, so I don’t think you should impose it in  
other people around you.

Telling someone you work in fragrance is such a 
conversation opener. When I meet someone for 
the first time and they ask what I do, I just say ‘I work 
in the perfume industry.’ Whereupon they pretty 
much always follow that by telling me what their 
favourite fragrance is and why they love it. 
     Very often you’ll get a wrist thrust under your 
nose and someone asking you to guess what they’re 
wearing. They just start talking about it – it’s a way in 
to people’s heads, and something that everyone has 
an opinion about, even if they think they don’t. You 
can see it in their eyes, and it might be linked to a 
memory of someone they love or a particular time in 
their life. Perfumery is truly human. 

My favourite fragrance is… BOSS 
Bottled. It’s perfection. Sometimes I 

like more complicated fragrances, 
but this or Lacoste are what I 
choose to wear on the weekend, 
when I’m ‘off duty.’ You don’t 
need to always smell a hundred 

complicated things; you should 
have fragrances that make you feel at 
home. And I’m a very homely person.
 
My favourite smell is… Hay, the smell 
of late summer evenings walking 
through fields where I grew up. It has 
huge notes of coumarin, of course, 
which marzipan shares and I also 
adore, so there must be something in 
that. I go barefoot running 
and part of the joy for me is inhaling 
that smell, feeling part of nature.
 

The greatest fragrance ever 
is… Shiseido Feminité du Bois. The 
original – it’s incredible.
 
My favourite scented flower 
is… Rosemary, I have three or four 
types. Corsican Blue (from RHS 
Wisley’s shop) is the best, so green 
and fresh, it smells like eucalyptus. 
I’ve had it in three gardens I’ve 
owned and never want to be 
without it. Another favourite is the 
datura flower; an incredible smell. I 
literally followed my nose to it once, 

to a bush growing outside the centre 
where The World Perfumery Congress 
was being held that year, and couldn’t 
get enough of the scent.
 
The theme song of my life would 
be… Let There be Love, Nat King Cole. 
It’s such a generous, sincere song and 
it’s beautiful the moment you hear 
those first chords. It’s not even the 
lyrics, so much, it’s the spirit of it.

Will Andrews’s 
favourites (from 

top of page) 
include the scent 

of rosemary, 
Shiseido Feminité 
du Bois, Nat King 
Cole’s music and 

BOSS Bottled. 
Right: haystacks
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perfumers, so at the beginning I got a (then) 
very young Sidonie Lancesseur, alongside 
more mature noses like Calice Becker – that’s 
important to me, the new with the experienced. 

The Kilian launch at Bergdorf Goodman was 
a real pinch-me moment. I did a ‘perfume 
addicts’ breakfast in October 2007 at the 
store. I had 72 units to sell and sold 71 of them 
in under an hour. By the end of December 
I was number six in the store’s top women’s 
fragrances, and then I knew I’d arrived. 

Most small niche houses start with stock 
bottles and now I know why. When you have 
a custom bottle with all the parts sourced from 
different manufacturers, so many things can go 
wrong. When one element is missing  the whole 
process is held up. I was ready to re-stock and 
suddenly discovered the glass wasn’t ready. 
That was the most stressful moment ever! 

I decided to sell my business to Estée Lauder 
because they are brand builders. When they 
first approached me, I said I wasn’t ready. 18 
months later, I was having a drink with John 
Demsey [Executive Group President] and 
he said ‘Just to tell you, we’ve purchased 
Le Labo… but we still want you.’ Six months 
later they purchased Frédéric Malle. One day 
I was negotiating shop-in-shop spaces with 
Bloomingdales in Kuwait. They offered me a 
space right at the end – after Malle and Le 
Labo. It was time to start discussing. 

Lauder don’t intervene in the creation 
process. To be honest, I’m surprised how much 
they’ve left us alone. If anything it’s freed me up 
to be even more creative, because I don’t have 
to look at floor plans and finance anymore, 
which was never exactly my favourite part of the 
business. By Kilian can be even more ‘me’ than 
ever before. 

My advice to someone looking to create thier 
brand is: be true to yourself and don’t try to 
be too commercial. You’re going to have to 
talk about yourself and your inspiration over 

and over again, 
so you’d better 
be truthful. 
If it’s not 
authentically 

you, what’s 
the point? 
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PERFUME’S MAVERICK

The language of fragrance always appealed 
to me – I wrote my university thesis on 
‘the semantics of scent’. In the 1990s, after 
graduating in communications, I went on to 
work with Jacques Cavallier and with Thierry 
Wasser. The previous decade in perfumery had 
been a golden age: Poison, Dune, Farenheit, 
Opium, Kouros, Allure… so much creativity. It 
was inspirational – I wanted to be part of that.

But I found myself losing faith in what I was 
doing, working for other brands. I felt like I 
was in the black hole of perfumery. Once upon 
a time, there was one new fragrance every five 
years from the top houses. From the mid-90s 
you got three months on the shelf – and if it 
wasn’t a success, you were out. But creativity 
demands time – and new niche brands 
emerged, moving into the creative space the 
big luxury brands had left open. 

I was actually ready to leave the perfume 
world completely. A headhunter in Paris 
suggested I work in fashion, instead. I told 
her to go ahead and set up appointments. 
That night I went for dinner at the Baccarat 
restaurant, where their museum had an 
anniversary exhibition of exquisite bottles. 
I suddenly realised what I wanted in life. I 
cancelled the appointments and worked on a 
proposal for my own brand. I wanted to make 
bottles of perfume people would keep their 
whole lives – works of art that could be refilled, 
a contemporary style of ‘eco-luxe’. 

Doing it on your own is having the courage 
to say ‘what if…?’ When you work for a famous 
designer, you need the humility to put yourself 
in their shoes, create a fragrance that’s part 
of their DNA. You have to get it approved by 
so many people and the end product is never 
quite what you imagined. I wanted to see what 
would happen if I presented something entirely 
of my own vision, with no compromises. 

You need a very clear idea about where you 
want to go, creatively. A friend of mine helped 
me with the technical aspects of design, the 
3-D rendering, the cut of the box, so we 
sketched together – but everything 
came from me. I knew I wanted 
to work with other 

My desert 
island fragrance 
is... Shiseido 
Fémininité du 
Bois (now under 
the Serge Lutens 
brand).

My favourite 
smell in the world 
is... tuberose.

My favourite 
scented flower 
is... again, 
tuberose – 
it’s without 
comparison. 

If I could only 
choose one 
fragrance, it 
would be... 
for women, 
Angel; all sweet 
perfumes in the 
last 30 years pay 
reference to it. 
For men, Dior 
Farenheit. It’s 
such a unique 
structure, I wore 
it myself, to smell 
unique.
 
The theme song 
of my life would 
be... Windmills 
of Your Mind, 
from the original 
Thomas Crown 
Affair movie.

Kilian 
Hennessy’s  
‘essentials’, 
from 
tuberose 
flowers 
to Dior 
Farenheit IN

TE
RV

IE
W

 B
Y 

SU
ZY

 N
IG

H
TI

N
G

A
LE



Scion of a family of cognac-
makers, Kilian Hennessy founded 
his brand in 2007. It was acquired 
by Estée Lauder in 2016, with 
Kilian remaining in creative control

the founder

KILIAN HENNESSY
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As once-edgy houses become part of the ‘fragrance establishment’, 
new-start-ups are filling the gap. JO FAIRLEY talked to distributors-

turned-brand-founders Laurent Delafont and Chris Yu

Chris (left) and 
Laurent with the 

canine members of 
the Ostens team

the founders

OSTENS



NEW SPRITZ ON THE BLOCK

The idea for Ostens was born in 2012 out of 
smelling amazing scented materials from LMR 
Naturals. They’re one of the key suppliers of 
natural fragrance ingredients in the world [part 
of IFF]. At the time we’d been working on a 
candle fragrance by Olivier Polge for Fornasetti, 
which is a brand we distribute through our 
company United Perfumes. He said: ‘This is 
probably too expensive, because there’s a lot of 
LMR in there.’ We asked what ‘LMR’ meant and 
were told that it is a company based in Grasse 
who supply truly exquisite natural materials. We 
loved the sort of secrecy about them, this idea 
that nobody outside the perfume world knew 
about ‘LMR’.

We found ourselves in Grasse, exploring 
these incredible naturals. Bertrand de 
Preville, now the company’s General Manager, 
was introducing us to materials extracted 
by IFF-LMR Naturals using some very clever 
technologies – from vetiver, rose, patchouli and 
more. We realised that if we loved those smells, 
then there were surely other people who’d feel 
the same way. Ostens has been driven by the 
materials, from day one, and from wanting to 
lift a veil on that part of the fragrance industry.

Ostens was a spare-time project for a while. 
And at that point, it didn’t have a name. Having 
previously worked with Diptyque, we were busy 
building Fornasetti, Trudon and other brands. 
We share an office and at the end of the day, 
we’d pull out the box of LMR Naturals samples 
and start smelling. It really didn’t feel like work.

Opening a pop-up to launch your brand lets 
you hear what customers are saying. It’s not 
a focus group; it’s real live-testing. With our 
Blandford Street pop-up we got to hear what 
people felt about the fragrances and connected 
with emotionally – and when someone smells 
something in front of you and loves it, you can’t 
not smile. It’s an amazing feeling. 

But at the same time, it’s really hard when 
people don’t love something or connect with 
the brand. It’s like going to the 
school concert where your kid’s 
on the stage and having the 
person next to you say: ‘Your 
kid was terrible!’ It’s hard not to 
take it incredibly personally, 
even though on one level 
you know it’s impossible for 
everyone to love what you’re 
doing. Normally you never 
get to hear those reactions 
from customers, so it’s both 
a good thing and sometimes 
a difficult thing. The pop-up 
made no money, by the way, 

Both orange 
blossom (above) 
and jasmine 
(right) feature on  
Laurent’s list of 
favourite smells
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but we did find out what worked and what 
didn’t, and which fragrances in the collection 
floated to the top.

You can plan everything, but you have to be 
prepared for anything to happen. For our 
opening party at the pop-up, the electricity 
blew and we had to light the shop with 
tealights. We had leading journalists there who 
were joking about us not being able to pay the 
electricity bill! But we made it work. Retail is 
like show business; the show must go on.

Working with the perfumers has been a real 
highlight, on our journey. Probably the best 
moment was sitting with Dominique Ropion 
– one of the world’s greatest perfumers – in 
our development phase, and having him show 
us samples of what became Rose Impression, 
saying: ‘Well, I’ve created the scent, but it’s 
too expensive – so I’ve done another version 
which is within budget.’ We were sitting there 
smelling the blotters, and looked at each 
other... And we asked which was which. 

Almost inevitably, Dominique confirmed 
that the rose we 

loved was 
the expensive 
one. But 
quality and 
beauty don’t 
lie. When 
we told him 
we wanted to 
go with the 
expensive 

LAURENT 

My desert island 
fragrance is... Hermès 
Eau d’Orange Verte. I 
first smelled it when I 
was young and it just 
makes me happy.

My favourite smell 
in the world is... the 
smell of the orange 
trees in Andalusia 
in springtime; the 
blossom, the leaves. 
When you’re under a 
tree, mid-afternoon, 
it’s intoxicating.

My favourite 
scented flower is... 
Mediterranean 
jasmine. It’s so sunny, 
such a reminder of 
places like Greece, 
Spain, Portugal, 
Lebanon.

If I could only choose 
one fragrance, it 
would be... Ostens 
Impression Rose Oil 
Isparta. I know I’m 
plugging my product, 
but every time I wear 
it I can’t believe we 
were blessed with 
this amazing scent.

The theme tune of 
my life would be... 
anything by Edith 
Piaf. Probably Je Ne 
Regrette Rien.
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one, this grin of glee spread across his face – 
and Dominique Ropion isn’t a man who typically 
smiles very often.

We admit we didn’t get everything right, 
when we first launched. Building our United 
Perfumes company, we always find it very easy 
to identify what makes someone else’s brand 
unique and what will make perfume-lovers 
fall for it, but we were very shy about our own 
brand. We over-complicated the Ostens story, 
adding too many other dimensions – a colour 
element, for instance, which confused people 
who thought our pop-up in Marylebone was an 
art gallery, not a perfume shop! 

To be honest, we went down a bit of a rabbit 
hole, but it was mostly because after years of 
great brands, we had self-esteem issues: who 
were we, to create our own brand...? So we 
went back to the drawing board and moving 
forward, we’ve learned to let the fragrances 
speak for themselves and not to over-
complicate things. 

Because time and again when we listened 
to customers, they loved the raw materials, the 
inspirations. The perfume world is changing 
and customers realise what they want to wear in 
summer and winter can be different; it echoes 
food, in that respect. So they love that Ostens 
actively gives them permission to layer scented 
oils and fragrances, to experiment, to play. 

At the beginning, we also said we’d only 
sell Ostens through our own outlets and 
website. But when you release your child into 
the wild, they grow up – and so we realised that 
we have to make the collection more widely 
available, which means engaging with our 
retail connections to find someone who ‘gets’ 
Ostens and is willing to create space for us to 
have an Ostens concession. We would still have 
a consultant there who could talk and explain 
and introduce people to the fragrances, but 
we know we have to make the fragrances more 
accessible. We’ve also realised the power of 
discovery sets and sampling, to allow people to 
explore the range in their own time. 

When you do something from passion, you 
never have to work a day. That’s what we’d 
say to someone wanting to start a brand. We’d 
have given up long ago if we were just doing 
Ostens for the prestige. But ask yourself: with 
your concept, with your brand, what is it you’re 
prepared to do 24 hours a day for no money? 
Because you have to be incredibly persistent, 
patient and yet not so arrogant that you can’t 
see what needs to be changed along the way. 
Ultimately, we’re incredibly excited to see 
where this olfactory adventure takes us.
ostens.com

CHRIS

My desert island 
fragrance is... Calvin 
Klein Eternity for 
Men. My mum and 
I were walking 
through Palmer’s 
department store 
back home in New 
Zealand and walked 
past the Calvin 
Klein counter. She 
reminded me ‘You 
always loved this.’

My favourite smell 
in the world is... 
when my dog Otto 
gets muddy in the 
park and I wash and 
blow-dry him. He 
has a unique smell, a 
combination of clean 
Otto and warm, furry 
caramel.

My favourite scented 
flower is... Daphne 
odora. We moved 
seven times before 
I left home and 
my mother would 
always take a sprig 
and replant it so it 
moved with us, and 
it was the first thing 
I’d smell walking 
through the garden.

If I could only 
choose one 
fragrance, it would 
be... YSL Opium. 
Purely because from 
the top down, the 
bottle, the juice, the 
party on a Chinese 
junk... I just wish I 
was old enough to 
have been involved 
in the launch.

The theme tune 
of my life would 
be... Love Theme 
by The Barry White 
Orchestra. I put  
that on and I strut 
down the street, 
ready to go.

NEW SPRITZ ON THE BLOCK

Chris’s scented 
favourites 
include Daphne 
odora (top), YSL 
Opium, Calvin 
Klein Eternity 
for Men – and 
he just lurves 
Barry White
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The Indiana Joneses of the perfume universe, distributors seek out 
exciting designer brands and niche houses from around the globe, 

then persuade department stores and perfumeries to put them on the 
shelves – for us to discover, explore and enjoy 

the distributors

KENNETH GREEN



launches for perfumes I’ve distributed. 
Saint Laurent was a friend of Nureyev, who 
he commissioned to write a ballet for the 
launch of Kouros, at a small house in Paris. 
Yves was brilliantly talented, but I never 
felt I knew him, though – he was very aloof, 
whereas Gianni Versace was charming. I met 
him at The Ritz one day and he kissed me on 
the cheeks – which wasn’t something men 
did in London, 35 years ago. For the launch 
of Gianni’s first fragrance we took a boat 
from The Bellagio to Gianni’s house across 
Lake Como. That’s not a night I’ll ever forget.

I started my own business because my 
bosses wanted me to move to New York. I 
didn’t want to go. I was hugely admiring of 
my sister-in-law, who’d opened a toyshop 
in a small town, so I said to my wife Susan, 
‘I’m going to open a toyshop – but selling 
perfume!’ It sounds trite but I realised that 
the old-fashioned family perfume distributor 
of the past wasn’t in touch with the new way 
of doing business, with computers and fast 
communications. I understood corporate, 
could act global but work on a local basis. 
     So I set up in our spare room at home, 
first of all doing some work for Harrods, 
then with my old friend Paul Smith. The first 
brand I launched – because of the Harrods 
connection – was Escada; then came Kenzo, 
Hermès, Jean-Paul Gaultier, Issey Miyake. 
People I’d met over the years came to me, 
asking for their help to launch or to break 
into the UK market.

To remain successful in the future, retailers 
have to bring back the personal touch. 

We’re flattered when we go to a 
hotel or restaurant and are greeted 
by name. I think fragrance retail 
has a great deal to learn from the 
hospitality industry.

Humility, kindness and integrity 
are at the heart of the business. It’s 
important to surround yourself with 

great, professional people and to have 
time for them. (Busy people have the 

most time.) The pulse and heart 
of the business is that it’s a 

happy place. We have 350 
people working for us and 
we’re successful because 
of them; they are the truly 
priceless ingredient.

I love the energy and 
motivation my team gives 

me. It’s still what makes me want 
to get out of bed in the morning. 

SECRET SCENTERS

JO FAIRLEY talked to a true perfume 
industry ‘legend’, Kenneth Green, the 
man who brings us us Jimmy Choo, 
Coach, Van Cleef & Arpels, Kenzo, 
Cartier and so many more…

I always liked nice smells. My dad used 
to save up to buy my mother Chanel No.5, 
then later when I was travelling with my 
grandmother (as a favourite grandson), she’d 
bring out 4711 to splash onto us. It’s still a 
great smell. When I had a Saturday job at 
Burns the Tailors, in Barking, there was a 
chemist called Jimmy Lee (still there, run 
by Jimmy’s son) where I spent some of my 
wages on Prince Gourielli aftershave and 
Lentéric Onyx, which came in a marvellous 
green marble box. That was the start of my 
passion for fragrance.

My first fragrance job was in visual 
merchandising for Christian Dior. Originally 
I thought I wanted to be an interior designer 
and after a traineeship at Arthur Sanderson, 
the fabric company, I ended up in their 
PR department. But I realised what I really 
wanted was a motor car, so I answered an 
advertisement for a job at Christian Dior, 
which came with a red mini and £9 a week 
– and it was quite a challenge for me to 
concertina my frame into that car as I drove 
round town with my toolbox of staple guns, 
hammers and nails. It soon dawned on 
me that salesmen earned more than visual 
merchandisers, and drove better cars, so I 
moved into sales.

While at Dior, I went to Paris to work 
on the production line to learn how to 
tie ribbons on bottles, and also to learn 
French. It was truly awe-inspiring to visit 
the maison on Rue Francois 1er, while I 
was there. Although when I came back, 
my French was still appalling.

My biggest break was bringing YSL 
perfumes to the UK. I left Dior when 
they started distributing their own 
fragrances. In my new job, at Charles 
of the Ritz, I was promoted to MD 
of the UK business at just 28. 
We had the license for YSL, 
and in 1971, launched 
Rive Gauche – in a can, 
which everyone said 
would never sell. Of 
course, it turned out 
to be huge.

I’ve been lucky 
enough to attend some 
incredible fragrance 
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My desert island 
fragrance is... Goutal 
Eau du Sud (below). 
Both my wife Susan 
and I wear it and it 
reminds me of the 
South of France when 
I was about 20.

My favourite smell 
in the world is... 
a combination of 
leather and petrol – in 
other words, an old  
motor car.

If I could only have 
one fragrance... Eau 
du Sud, again.

My favourite scented 
flowers are... lily of 
the valley (below) 
and jasmine. We 
grow them both in 
the garden. 
 
The theme song 
of my life would 
be... Smile, by Rod 
Stewart, from The 
Great American Song 
Book II.

From the scent of his 
Bentley to Rod Stewart, 
Kenneth Green’s faves
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SECRET SCENTERS

SUZY NIGHTINGALE talked to the co-founder 
of Aspects Beauty Company, distributors for 

brands spanning blockbusters to indie start-ups 
– from Moschino to Nejma via Versace

jill hill



making their dreams come true. When we 
advise them how to make their precious 
project work best, and when they follow our 
advice – and it works – then it really is
all worthwhile.

I have always had faith in the ability of 
strong women to get where they want 
by doing their best. When I came into 
the industry there were already amazing 
women leading the way: Mary Quant, Estée 
Lauder, Elizabeth Arden, among many 
other icons. 
     I’ve never knowingly worked harder to 
prove myself – it comes naturally to me to 
work hard and the fact I am female doesn’t 
come into it. But there was still plenty of 
unconscious discrimination when I started 
out, with language being used that would 
make most people cringe now. 

What I get the most kick out of is looking 
back over 31 years and saying: ‘we did 
it!’ At our company we have an unofficial 
rule that we fit the job around the person 
– we see what they’re best at, allow them 
to grow, and change the role to suit them. 

You need to be able to say ‘Let’s give 
it a go! What can go wrong?’ Well 

lots, actually, but if 10% of those 
creative ideas flourish, it’s 

always worth it. The impetus 
has always been a love of 
doing something different, 
creating a business model 
that challenges, a culture 

that engages.

I tell people in this business: 
don’t be afraid. 90% of your ideas 
and even perfume launches will fail. 
Be prepared mentally to accept you 

will fail sometimes. But 10% will work. 
Never give up. Keep finding solutions 
and don’t ever throw it all in during a 
fit of despair. A moment of sunlight will 
chase away the grey; you just have to 
find a gap in the clouds because it is 
there, somewhere.  

I’m still inspired by the power fragrance 
has over us and the emotions it can 
trigger. A scent is so evocative – in the 
same way cashmere feels comforting, silk 
feels erotic, or a chord of music can bring 
a tear to your eye or smile to your lips. 
How can so few elements deliver so many 
different, perfectly formed scents that 
morph into memory, emotion, elation? The 
chemistry behind it is mind-blowing and it 
amazes me, every day. 

My life in fragrance happened by chance, 
not design. I’m not someone who has 
dreamy recollections of their mother kissing 
them goodnight, doused in perfume. 
I don’t remember being fascinated by 
fragrance as a child, though now I can 
look back and think, yes, I have very strong 
olfactive memories. I grew up on the Indian 
subcontinent, where my parents were 
posted, and I know my preferences stem 
from the experience of the scents and 
aromas typical of the sub-tropics. 

After university, I joined Unilever as a 
Graduate Trainee, who identified me as a 
marketing talent. Shortly afterwards I went 
to work at Smith & Nephew, who owned 
Gala and Myram Picker, who in turn owned 
Mary Quant’s license. I was hooked into 
the world of cosmetics, and soon became 
marketing manager for Mary Quant.  

I was headhunted by Clinique. I stayed 
with the Estée Lauder group, eventually 
becoming Estée Lauder General Manager, 
in roles encompassing cosmetics and (new 
for me), fragrances. A stint as the MD of 
Parfums Stern in the mid 1980s – they had 
licenses for Valentino, Giorgio and Oscar 
de la Renta fragrances – first immersed 
me in the perfume world. When Parfums 
Stern was acquired by Procter & Gamble 
in 1988, I was determined to set up my 
own business. Oscar de la Renta’s 
license director asked if I would set 
up a business in the UK marketing his 
accessories. It was trial by fire! That 
distribution business soon morphed into 
fragrance distribution and management 
and I haven’t looked back.

Distributors are the meat in 
the sandwich between brand 
owners and retailers! Retailers 
are always reluctant to give 
newcomers a trial. They 
want the tried and trusted, 
so building a reputation 
for service while trying to be 
different from your mightier 
competitors isn’t easy. But there are 
some great examples, including Kenneth 
Green, who started his business at the 
same time as us (see previous page).
     As managing directors (with my 
husband, Jim, who co-founded 
Aspects with me in 1989) our job is 
to question, evaluate, research, be the 
back-up and have eyes like hawks. What I 
love most is meeting new perfume brands 
starting out and playing a minor role in in 
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jill hill My desert island 
fragrance is... Guerlain 
L’Heure Bleue. It’s a 
masterpiece.

My favourite smell in 
the world is... Frangipani 
blossom on a tree on a 
hot sub-tropical night.

My favourite scented 
flower is... Lilac, or really 
any glorious white 
flowers.

If I could only choose one 
fragrance, it would be...  
Guerlain Mitsouko. Oh, 
but there’s Chanel No.19 
or Serge Lutens Silver 
Iris Mist, and Moschino 
original. It’s impossible!
 
The theme song of my 
life would be... Let it Be 
by John Lennon.

Jill Hill’s perfect pair of 
Guerlains/ Frangipani, lilac 

and The Beatles
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SCENT SNAPPER

David Newton’s exquisite images, with their sense of witty 
glamour, have made him one of the most in-demand 

photographers in fragrance and beauty. AMANDA CARR 
visited David at his central London studio and home

the photographer

david newton



A quick scan of David 
Newton’s beautifully-
edited Instagram feed 
confirms that he is a 
master of visual 
storytelling. His editorial 
and advertising work with 
Dior, YSL, Tom Ford and 
countless other beauty 
brands, as well as for 
luxury magazine Wylde – 
which he founded, edits 
and publishes – offers up 
aspirational images that 
are deliciously slick yet 
often a little mischievous. 
This luscious, textural 
storytelling has us 
swooning and wanting to 
know more. Happily for 
The Scented Letter, David 
agreed to some gentle 
interrogation. 

The only thing I was ever 
good at was art. I have an affinity for visuals but I 
really can’t do anything else. I studied illustration 
at what was then Harrow College of Art, then 
worked successfully as an illustrator in the late 80s 
and 90s. When I was still at college, my final year 
project was to look at an area that was badly 
served by illustration. At that time classical albums were 
dreadful; it was often just a photo of the composer on the 
album, with nothing that told you anything about the music. 
So I went to Decca Records with my student portfolio and 
they loved it. I immediately got work creating classical record 
covers, so my degree show was made up of commissioned 
work, including a lot of Mahler. 

Maybe working on LP covers helped me later with the 
Instagram format. You can now put portrait and landscape 
formats up on Instagram, but I still very much like working in 
the square format.

Back in the early 2000s I ‘discovered’ computers, which 
were becoming the big thing. Photoshop and scanners 
were an epiphany for me. The Coningsby Gallery in 
Tottenham Street held an exhibition of my scanning work 
and the art director of House & Garden magazine offered me 
the food page for a whole year based on the strength of the 
show. Then Harper’s Bazaar commissioned me to illustrate a 
woman with her therapist on speed-dial, with her hand in the 
picture. I knew this wouldn’t work on the scanner so I got a 
digital camera and taught myself how to use it from YouTube 
videos. I’m entirely self-taught.

It wasn’t a conscious decision to move into perfume and 
beauty. I just instinctively headed that way. I’ve never had a 
business plan; I’m led by art. I wanted to become the type of 
photographer whose work I was seeing in French magazines, 
people like Italian still-life photographer Guido Mocafico, 

who’s still my absolute hero 
for high concept but simple 
imagery, and Graeme 
Montgomery, who’s 
renowned for his luxury 
work. I absolutely love 
working in fragrance and 
beauty. I’m massively 
fetishistic about surfaces and 
textures. I love the sheen on 
a tube of lipstick or the card 
used for the box a fragrance 
comes in.

There’s often a ‘eureka!’ 
moment for me around the 
concept for an image. I get 
a lot of my ideas drifting off 
to sleep or laying in the 
bath, or sitting next to my 
washing machine when it’s 
on, which always makes 
people laugh. I discovered 
recently it’s all connected 
with being in a state of 

semi-consciousness, which unlocks the doors of 
creativity. Some people use drugs for that, but all I 
need is get into a half-conscious state. I’ve solved 
so many dilemmas as I drift off to sleep or sit in a 
darkened room with my washing machine 
rumbling away. Often an idea will work its way into 

a finished picture in my brain, so I know exactly what I’m 
going to shoot, so it’s helpful that there’s no distance 
between my home and my studio.

It’s so important to keep your mind open and be like a 
sponge. I feel sad when I hear people ask me where I get my 
ideas from, as if they are something you could find in a shop 
or into a gallery. It’s not outside of you; it grows from how 
and who you are, every minute of the day. It’s also very 
important to play. My Instagram account is 50% 
commissioned work and 50% me playing, often with my 
long-term collaborator, stylist and editor Bettina Vetter. It’s 
what I call my ‘open sketch book’. I’m showing my ideas.

 
I get so inspired by the shape and texture of the bottle, 
sometimes I haven’t even opened it before the image is 
finished. I went to the launch of the new Tom Ford Beau du 
Jour and loved the bottle so much I came straight home 
from the party and shot it, and I had it up on Instagram 
before I went to bed. Although I do actually love the 
fragrance, too.
     With a brand like Serge Lutens, though, I smell every 
fragrance because each one comes with a complex and 
detailed back story which you need to pay attention to. I 
adore this perfume house because it cultivates its own 
wonderfully bizarre weirdness, which is an absolute dream 
for a photographer

There’s often a sinister, multi-layered element to my 
storytelling too. I went through a phase of doing horrible 
things to lipsticks, slicing them with razors and so on.        
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Above: 
David Newton.

Opposite: an eye-
catching image of 
Chanel No.5 L’Eau 
drizzled in honey



30   THE scented LETTER

My desert island 
fragrance is… my current 
favourite, Tom Ford’s new 
Beau de Jour. I love fresh, 
green fragrances and this 
really is lovely,  it’s taken 
over from Parterre’s The 
Run Of The River, which 
I’d probably still be using, 
but unfortunately I’ve 
finished the bottle.

My favourite smell in the 
world is… the smell of 
grown-up life. When I was 
a kid my parents used to 
love having parties, where 
the very adult smells of 
perfume and cocktails and 
food we never normally 
ate intermingled with 
cigarette smoke. They 
were the intoxicating 
combination smells of 
the adult world and the 
hallway leading to our 
living room would convey 
that hint of glamour, 
which I still love.

My favourite scented 
flower is… a head-to-head 
between lavender and 
rose. I’ve got an old lady’s 
taste in flowers. I was 
thrilled when Tom Ford 
brought out his Lavender 
Extreme recently; it 
satisfies my love of 
lavender but there’s 
something really modern 
there, too.

If I could only chose one 
fragrance it would be… 
YSL Jazz, which was my 
first fragrance. Things 
happened when I put 
it on; it got a response! 
Nostalgia is massively 
important to ME.

The theme song of my 
life would be… my 
two favourite songs 
are ABBA’s Dancing 
Queen, which is 
absolutely the best 
song ever written and 
The Human League’s 

Don’t You Want Me. I 
just love them both.

YSL Beauty told me, ‘We love it when you 
torture our products.’

Instagram has dramatically changed how I 
work. Sometimes I can get a commission 
and the whole job from beginning to end is 
done via e-mail without actually speaking to 
or seeing anyone. I no longer have an agent; 
I don’t need one because Instagram does 
the job. 

For example, I’ve recently started to work 
with Sephora, who discovered me via 
Instagram. We’re doing a Mother’s Day story, 
which will be 10 images of perfumes, one 
bottle per page. They sent me a breakdown 
of what each picture needs to consist of, 
which bottle, what the inspiration is – since 
it’s for Mother’s Day they want soft lighting 
– and so on. 

When it comes to a brief, I like being 
given a list of key words and an idea of what 
the picture is conveying. Sentences like: ‘For 
a woman who is very strong’. It’s very 
important to theme the whole story when it’s 
over a lot of pages, as it has to read well in 
the magazine. So I spend a long time 
thinking about connecting the images.  
A client will send the products, and for 
Sephora I’m getting the props, too. Then 
they leave me to my own devices. I might 
spend two or three days in the studio, 
working towards the finished image. Then I’ll 
send the work over.  

We’ve all heard the line ‘never work with 
children or animals’ – but I do like to work 
with snakes. A friend of mine knew a slip of 
a girl called Lindsey, who owned a bright 
orange California corn snake called Molly. I 
thought, if this tiny girl has a snake and it’s 
called Molly, how hard can it be?

I’d never touched a snake before she 
came into the studio and I was definitely a 
bit anxious. She brought it in a cat box 

wrapped in a blanket, but I just made a 
conscious decision not to be phobic. I felt 
I could go in two directions, scream and 
be primal or be professional and get on 
with it. Molly was easy to work with, 
though she did bite me. I’ve been bitten a 
few times by snakes but it’s nothing more 
than a little nip. 

I discovered @smithys_reptiles on 
Instagram when I was commissioned by 
YSL Beauty to photograph Le Vestiaire des 
Parfums collection. For the fragrance 
Saharienne, I had one of my bathtime 
moments and imagined the fragrance 
bottle on sand with a snake. We used a 
baby black snake because it had to look 
nicely proportioned against the bottle. He 
was lovely to work with. 

Instagram’s been very important to my 
success. I take everything on my studio 
camera and then load up the digital file on 
Instagram. I check who’s following me 
every day and I’m consciously friendly too, 
because I like interacting and the 
algorithms like it. I always try to respond to 
everyone who comments. 

I’d reserved my Instagram handle (my 
name) early on, though I didn’t do 
anything with it until 2017. Ironically, I was 
quite anti-Instagram. I thought it was for 
teenagers, that I didn’t need to be part of 
a popularity contest and I hated the hearts 
and ‘likes’. But I wouldn’t be where I am 
today without it. 

Follow David @davidnewtonphotography
To buy copies of Wylde magazine (price 
£7.99), visit wyldemag.com

SCENT SNAPPER

Above: David Newton’s go-to daily fragrance, 
and the magazine he edits and publishes 

Below: Abba’s Dancing Queen ties 
for his theme song. Bottom: his first 
fragrance and a rose, a favourite flower
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Declared a perfume 
prodigy with the launch 
of blockbuster Le Male 
for Jean-Paul Gaultier, 
Francis now conceives, 
art directs and of course 
creates the fragrances for 
his own Maison Francis 
Kurkdjian perfume house. 
JO FAIRLEY talked to him 
about his working day

the perfumer

FRANCIS KURKDJIAN



and product creation, everything but the 
perfume itself. Thursday is dedicated to 
product, including labels and packaging. 
Tuesday morning I have a PR meeting 
and Friday is usually about business and 
accounting. Once a month there’s a board 
meeting. It’s super-organised with a lot 
of appointments that are fixed points in 
my diary. We work a long way in advance; 
2020 is finished; I’m starting to work now 
on Christmas 2021 and plans for 2022.

I clean my desk for a second time later 
in the day. It’s all part of ordering my 
thoughts and reorchestrating priorities. I’ll 
smell my trials, check e-mails. I have four 
different e-mails: one for the company, one 
personal one, one for my own company 
(where I do other things), and one for the 
arts foundation I am setting up; it’s going 
to be involved in different areas, but one is 
dedicated to perfumery, history, heritage. 

How many fragrances might you be 
working on at one time?
Very few, now. It’s not like the days when I 
worked a lot for Burberry or Kenzo or Elie 
Saab. I am smelling different modifications 
of projects for Maison Francis Kurkdjian but 
sometimes just three and never more than 
10 on the go at one time, mostly for my 
own house – although recently I have been 
working with Fendi, too [Francis’s most 
recent project, launched last November, 

was a scent for Fendi’s iconic 
Baguette bag].

Do you break for lunch?
It depends. I can go for a 
week without going to a 
restaurant at lunchtime, 
especially now I’m on 
a fat-free diet. I have 
six bottles of organic 

fruit and vegetable juices 
delivered on a Tuesday 

and sometimes I have a 
liquid lunch. If I need a short 

break I go to the bakery on the 
corner and have carrot rappée. A lunch 
break for me might also be going to a 
rehearsal for the Paris ballet, or having 
a private tour of a museum. I have that 
freedom now, to go to see a Leonardo 
da Vinci exhibition at 8am.

When does your day end?
Around 8pm. But on the other hand, my 
work doesn’t ‘end’; it’s 24/7.

A WORKING NOSE

When and how does your day start? 
I am awake at 5 or 5.30am; I only need five 
hours of sleep. Then I get up and work. I 
am super-efficient, super-available, which 
is very annoying for my partner because 
most people need a coffee and to adjust to 
the day whereas I usually go into the living 
room, get my phone and start to check 
messages. I send messages and e-mails 
though it’s important that my team know 
they don’t have to answer straight away. 

I take the bus to work from my 
apartment near Montmartre to the office 
and I get there at 8 or 8.30am. I used to 
live five minutes from the office, but I’m 
much happier now I have this daily journey. 
I need to take the bus; I like the thinking 
time and the way it resets my mind. 
Priorities sneak in and you have to reshape 
your schedule. I have a list on my phone 
and I check in with that on the bus. 

Where do you work?
The offices are on Rue Etienne Marcel, in 
the 1st arrondissement. We’ve been there 
for years but when LVMH acquired us, we 
were able to take over some extra floors in 
what is a very typical tall Parisian building; 
my lab is on the third floor above my 
business partner, Marc Chaya. He always 
used to have a much better office than me!

Now I have a beautiful corner office with 
a wooden floor and great windows, full of 
things I’ve sourced at Paris’s flea markets; 
18th Century antiques, silk curtains, but 
also a very contemporary desk and a 
Baccarat chandelier. A weird and eclectic 
mix, but I like it.

How does your day break down?
My week is very much the same, 
if I can possibly organise it 
that way, with fixed times and 
days for specific meetings in 
my calendar. I like a routine 
and I hate last-minute changes. 
For me it’s like ballet [Francis 
originally trained as a dancer] 
or classical music; it’s important to 
work every day. People generally link 
creativity to romanticism, like a free 
spirit with your hair blowing in the wind, 
but it doesn’t work that way; you need a 
frame within which to work. 

First thing in the morning I clear 
my desk. Twice a week, on Tuesday 
afternoon and on Thursday, I have 
creative meetings. Tuesday is visual 
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My desert island 
fragrance is... Maison 
Francis Kurkdjian 
Aqua Universalis. It 
was part of the story I 
actually wrote for this 
scent: if I had one 
fragrance to bring 
with me on an island, 
what would that be?

My favourite smell 
in the world is... the 
scent of my lover’s 
neck.

My favourite scented 
flower is... oh, if 
I only had one! 
Mimosa, garden 
roses, hyacinth, ylang 
ylang on a tree.

If I could only choose 
one fragrance, it 
would be... none! 
Could someone 
create the scent of 
peace, please?

The theme song of 
my life would be... 
Your Song by Elton 
John. So far.
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From right: mimosa; 
Elton John cover; 
the peace sign
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Where do you draw your own inspiration?
I am a sponge. I read books – could be 
anything, maybe Physics books. I don’t 
often go to concerts and shows but I 
have friends around me who do those 
things and report back to me. I never 
go to movies; movies are only good for 
aeroplanes. I am mostly a news addict; 
I wake up with the French equivalent to 
CNN, I have The New York Times app 
on my phone – they send alerts when 
something important is happening in  
the world. 

For me this connectedness is super-
important, because this is a job where you 
can find yourself in a little bubble, staying 
in a beautiful hotel, travelling first class. I 
like to take the subway, look at people’s 
faces, chat with the taxi driver. I also love 
politics and the idea of fighting to make 
the world better.

What is the creative process, for you?
Creating the fragrance comes absolutely 
at the end of the process. Unlike most 
perfumers, I work on every single creative 
aspect of the fragrance: the concept, the 
story, the advertising visual, the marketing. 
Once all that is in place, I can work on the 
juice, but maybe that takes just a month, 
right at the end. We still have complete 
creative freedom. LVMH leave us alone.

Recently I was sitting on the Eurostar 
and all of a sudden something came 
into my mind that I thought would be 
great, and basically that was the start of 
something for 2022 that Marc and I got 
excited about. But the perfume itself will 
come much later. 

Do you have an assistant?
She’s called Madoussou, and we’ve been 
working together for 20 years. We met 
at Quest, then she moved with me to 
Takasago and then followed me to my 
own maison. Madoussou is from Benin and 
looks like a supermodel. I always gave her 
the option to do something else but I’m 
glad she’s stayed because I love her. She’s 
super-smart, super-kind, sharp – better 
than I am, I think. She mixes everything 
manually for us to smell. 

But now I have time, I can go a week or 
sometimes a whole month without smelling 
something. I think more and more before I 
start work on a fragrance.

Do you need to be in a particular mood to 
create fragrances?
No, but creation can put me in a horrible 
mood! I can get very anxious after I finish a 
fragrance because I put myself under a lot of 
pressure. The older I get, the more I know that 
I don’t know.
 
How long does it take from concept to 
finished fragrance, in general?
It’s not a manual job. If you’re a beginner, it 
takes more time. So in a way, it takes me 25 
years because everything I do is the result of 
everything I’ve ever done. It all feeds in.

What’s the most number of modifications 
you’ve ever had to do, on a fragrance? And 
the least?
The most was Jean Paul Gaultier Fragile with 
982 modifications. But Guerlain Rose Barbare 
and Elizabeth Arden Green Tea took maybe 
two modifications; those stories were very 
strong so it was easy to know just what to do. 
And with my own fragrances, maybe a couple 
of modifications. I’m quite old-fashioned in that 
I work on paper as well as on a computer. I start 
off writing a formula by hand and then put it on 
a spreadsheet, to start reshaping it. But I have 
kept the handwritten archive for everything I’ve 
worked on.

How many materials do you have at your 
fingertips, to work with? And how many are in 
your regular palette? 
No idea. And who counts? My time is more 
valuable than counting bottles on a shelf. I 
meet with my suppliers once a year but I try to 
discourage them from sending me all the new 
materials they release. I tend to believe that a 
keyboard is a keyboard. Bach and Chopin and 
Debussy all play the piano, but the sound they 
make is very different. Same with perfume.
 
Do you ever listen to music while working on 
a fragrance?
No, never. And I pull the curtains so it’s not 
too bright, either, otherwise I can’t even think 
about the perfume.

Is a moodboard helpful to you? 
As the team expands, we’ve started using them 
so that everyone on the team understands the 
vision. But more than five pictures, one claim 
and two key words isn’t a good moodboard. 

franciskurkdjian.com
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Visuals conceived by 
Francis for Gentle Fluidity

The final visual (art 
directed by Francis) 

for Petit Matin

Francis’s ‘desert island’ 
scent and a bestseller

Inspired by a portrait of 
Queen Marie-Antoinette

The collection features 
five shareable oudhs

Ultra-fresh Aqua 
Celestia, launched 2017



What’s the very first thing you 
remember smelling? Warm, buttery, 
sweet, home comfort smells of 
pancakes and tattie scones, made 
by my grandmother every Saturday 
morning at her house in Scotland. My 
sister and I stayed over every weekend 
and got to lick the spoons – perfect! 

When did you realise that scent was 
really important to you? The first 
time I entered a perfume shop. I was 
beside myself with excitement as I 
tried to decide what to try first. It was 
that feeling which later prompted me 
to create a tool to help both myself 
and others to find a new favourite 
fragrance. Reinvented for the digital 
world, it’s now called FIND-A-
FRAGRANCE and is the most-visited 
page on The Perfume Society website.

What was the first fragrance you 
were given? Technically it was given 
to my sister, not me: a small bottle of 
Soir de Paris, bought by grandmother 
from the local Co-Op. I still have it. 
I was intrigued and just had to keep 
smelling, loving the powdery smell of 
the original. It is so sophisticated.

What was the first fragrance you 
bought for yourself? Brut, a tiny 
bottle that I carried everywhere. I 
covered myself in it, from the juice to 
the hairspray and deodorant head to 
toe and thought I was so cool. People 
talk about ‘shared’ and ‘unisex’ scents 
today, but my friends and I were well 
ahead of the trend.

AN AROMATIC LIFE 

For this issue, which is dedicated to figures in the perfume world, 
our Co-founder LORNA MCKAY traces her life story and 
career through the scents she’s worn down the decades

MEMORIES, DREAMS, 
REFLECTIONS
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Maison Francis Kurkdjian Baccarat 
Rouge 540, layered with Miller Harris La 
Feuille. I still spend way too much on 
perfumes but it remains my obsession 
and indulgence.

The smell that always makes me feel 
happy is… great perfume on other 
people. I am happy they wear perfume.

The smell that always makes me 
feel a bit sad is… no smell makes me 
sad, though sometimes I may not like 
something (drains!).

The scent that I love on a woman is…  
Éditions de Parfum Frédéric Malle 
Portrait of a Lady (sexy) or Diptyque 
Eau des Sens (comforting and warm).

The scent that I love on a man is … 
Etat Libre d’Orange The Fat Electrician 
and Pino Silvestre, both fragrances my 
husband wears.
 
The fragrance from the past that 
I’ve always wanted to smell is…  the 
original Chypre from Coty; I am very 
partial to Chypre fragrances and would 
love to understand how this category 
originated, by smelling this.

What is your favourite book about 
smells? The original Haarmann 
& Reimer Fragrance Guide trade 
books grew my knowledge and 
understanding and made me realise 
perfume is like wine, with ‘families’.  
And of course The Perfume Bible, 
which I co-wrote.

Have you had different fragrances 
for different phases of your life…? 
From age five to 10: carnations and 
water mixed by my sister and myself, 
kept under the sink so it got darker 
and looked more like ‘perfume’.  
     From 10-17, anything I stole from 
my mother or sister –  Tabu, Aqua 
Manda, Hartnell in Love and Tweed.   
     From 17-20, as a student, anything 
I was given; I also visited department 
stores to ‘spray for the day’. 

When I arrived in London to work 
at Harrods, I enjoyed experimenting 
with more grown-up fragrances like 
Balmain Jolie Madame, Diorella, 
Estée Lauder White Linen. In my 
30s, it was YSL Opium, Clinique 
Aromatics, Oscar de la Renta, Escada; 
I launched so many great smells. 

Then later, setting up the 
Liberty Perfumery – the first ‘niche’ 
perfumery – I loved that I could 
wear a different and unknown 
perfume every day. My first foray into 
personalisation was with L’Artisan 
Parfumeur + Arpège  worn together, 
but I’ve done it ever since. Never 
wear one when four will do! 

Since then, Chanel No.22 and 
Coco, and the original Boucheron. 
I was also fortunate enough to be 
involved in the creation of Liz Earle’s 
fragrances and I love the combination 
of No.1 and No.15 worn together. 

I still love experimenting with 
anything and everything and finally 
found the best job in the world, as 
Co-founder of The Perfume Society! 
My go-to smell at the moment is 



Lorna’s five Lorna’s five 
favourite smellsfavourite smells

1   CHOCOLATE  I have always 
LOVED chocolate and still do, 
but only the cheap sugary stuff 
will do for me.

2   TAR  As a child growing up 
in Scotland, I loved smelling 
melting tar in summer, as 
workmen laid roads and 
created playgrounds.

3   GARDENS  We were always 
playing outside as children and 
I especially loved the peppery 
smell of pink carnations my 
father used to grow.

4   PETROL  I was a petrol 
pump attendant as a student 
and I loved the smell of petrol 
in the summer. Serving petrol 
in my bikini as a 17-year-old 
student – what was I thinking?

5   MY BABY’S HEAD  She’s 
now 23, but I can recall it 
easily. I was slightly addicted; 
she smelled so fantastic and 
made me relaxed and happy. 
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A favourite layering 
combo, left, from 
Miller Harris and 
Francis Kurkdjian. 
Above right: Soir de 
Paris vintage advert

From above 
right: scents 
Lorna and her 
husband Nick 
have worn, 
with the book 
which inspired 
Lorna to create 
the FIND-A-
FRAGRANCE 
tool. Above: a 
classic Diorella 
advertisement
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SHOP TALK

This award-winning store  
has been a star of the UK’s 
indie perfumery scene since  
it opened in Knutsford nine 
years ago, co-founded by  
Peter with Melanie Seddon

the retailer

Peter Murray

... of Pulse of 
Perfumery 



My desert island 
fragrance is... Lubin 
Idole de Lubin. I 
remember discovering 
it, walking into the 
room and smelling this 
amazing African spice 
trail in the air: the rum, 
saffron, sugar cane. I 
was in heaven.

My favourite smell in 
the world is... patchouli. 
I’m intoxicated by it; 
it gives a magic to 
my senses. Its woody, 
earthy tones remind me 
of the outdoors and I 
feel free.

My favourite scented 
flower is... two flowers; 
freesias will always 
put a smile on my face 
but my naughty ‘let’s-
Marvin-Gaye-and-get-it-
on’ flower is tuberose. 

If I could only choose 
one fragrance, it 
would be... Hermès 
Eau des Merveilles, 
by the perfumer Ralf 
Schweiger. When my 
partner, Melanie, wears 
it, it’s sheer magic in 
the air. It makes me feel 
lovely.
 
The theme song of my 
life would be... I Feel 
Good by James Brown.

didn’t exist. We put our heads together, 
sold our house to fund our beliefs and 
opened PoP. 

At the beginning we brought in brands 
we believed were special but not that 
many people would know. We mixed 
more mainstream brands, that the shopper 
would recognise, with unknown niche 
brands. It’s a way of drawing people in, 
while being able to introduce them to 
newness. We’ve always thought of the 
shop’s good looks as a ‘must’ – beautiful, 
not elitist or exclusive, but inclusive. We 
just want to talk to people about the 
beauty of fragrance, with knowledge, 
integrity and care. 

The biggest reward of selling fragrance 
is hearing people’s positive experiences. 
We had a chap visit saying he’d been 
having a terrible day, so he thought he’d 
come into PoP to cheer himself up. It’s like 
a family. We offer private consultations, 
perfume parties – it’s a real community.

The biggest challenges as a small 
independent business right now is to 
grow. We’re always looking to being 
sharper, constantly trying to better 
ourselves and curate a selection of 
fragrances that will draw in new customers 
and keep existing ones interested. 

If I told you that my partner and I 
worked 42 days non-stop in the run 
up to Christmas, it might give you an 
impression of our workload. But we did 
then take a two-week holiday, and we 
usually shut for a summer break in August 
when Knutsford is quieter. 

My advice for anyone wanting to own 
their own boutique is that you’ve got to 
have passion. You need a fabulous team. 
Know your stuff and research constantly, 

because the fragrance industry is 
always changing. Have passion, 
honesty and speak with your 
customers. Not to them, with 

them. Find out all about 
what they want. Perfume is 
really a language, and we 
want to help perfume-lovers 
become fluent.

Pulse of Perfumery, 25 
Princess Street, Knutsford, 
WA16 6BW
pulseofperfumery.com

 @pulseofperfumery

When I was growing up I was always 
putting things to my nose to smell. I 
didn’t think I had a particular interest in 
scent. It was just how I behaved. When 
I was 10, my mother was contacted by 
the headmistress of my school and told 
I had to be taken out of class that day. I 
was wearing half a bottle of perfume and 
the children couldn’t concentrate on their 
work because of the smell. My mother was 
not amused, firstly at having to collect me 
from school and secondly because the 
fragrance I decided to splash all over my 
face, as I’d seen my father do, was a bottle 
of Chanel No.5 pure parfum. 

It wasn’t until I was about 24 that my 
journey in fragrance really began. I 
became the sales person for La Perla in 
the UK, and my first responsibility was to 
launch their scent, La Perla Parfum. At 
the airport on the way back from Bologna 
after meeting the founding family, I was 
handed a briefcase with four bottles of 
the perfume – a shock, because I thought 
I was selling knickers, and I had no idea 
about perfume! 
     On the flight back, I took the stopper 
off one of the flacons to smell the 
fragrance at the exact moment the 
airplane found an air pocket and dropped 
several thousand feet within a matter of 
seconds. Everybody thought the plane 
was going to crash; there were screams, 
everything was flung around and there 
was half a bottle of La Perla all over me. 
The plane stabilised and as the hostess 
was reassuring everyone, she stopped at 
me. ‘Sir, there are a few passengers asking 
what the wonderful smell is, and I think it’s 
coming from you’. 

Setting up Pulse of Perfumery was 
very much a joint 
decision. My 
partner 
Melanie 
always 
understood 
that 
fragrance 
retail was 
lacking 
and needed 
something 
like PoP. We 
were both working 
for other companies 
and it was a big 
decision to offer 
something that 
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Peter’s picks – from 
James Brown to 
Lubin Idole in its 

black bottle



 T HROUGHOUT our meeting at IFF’s small 
Roehampton offices within an imposing, red-
brick mansion, Catherine Mitchell tries to push 

the limelight away. When she reveals that she studied at 
Cambridge University, she immediately knocks the pedestal 
out from under her feet by stating that her college was 
‘opposite Sainsbury’s.’ When she talks about her interview 
30 years ago at IFF – the global behemoth which has been 
her sole employer during her entire, much-lauded perfume 
career – she steers the discussion away from herself and 
instead mentions that ‘there was a lovely receptionist 
called Doreen. I think she basically 
interviewed me.’ And when she’s asked 
if she ever thinks about the fact that 
her work effectively forms people’s 
future memories, she looks into the 
distance, smiles and says, ‘I see myself 
as a very small part of that.’

As a Senior Account Manager at IFF, 
Catherine works with a huge range of 
clients ranging from big-name fashion 
labels to individuals hoping to start 
a brand on the one hand, and on the 
other, IFF’s perfumers and evaluators, 
otherwise known as ‘the creatives’. This 
entails seeing an entire project through 
from the very beginning to the fragrant 
end: from having an initial conversation 
with a potential client, to presenting 
the scented pitches that will hopefully see IFF ‘winning’ the 
job, to then re-presenting the project to ‘the creatives’ and 
explaining what will be required of them, before then going 
through months, perhaps years, of modifications until the 
client is happy and the product can appear on shop shelves. 

It’s a role that Catherine finds hard to explain to those 
outside the perfume world. ‘When I say I work in the 
fragrance industry, people always ask, “Ooh, which brand?” 
Then I say that I work for a fragrance house that employs 
perfumers. We have creative centres, groups of perfumers 
and technical people all around the world. We work on 

projects from our customers to translate their fragrance 
needs into perfume. I usually liken it to the advertising 
industry and say I’m like an advertising account manager. 
I’m kind of like a conduit, a translator.’

Discretion is one of the pre-requisites of her role. But 
even though Catherine prefers to stay in the background, 
there is no denying the importance of her position. It 
requires her to know not just about the materials and 
ingredients that her perfumers have at their disposal, 
but also whether they will ‘work’ when incorporated into 
a candle, an anti-perspirant or a hair mist. Again, she 

downplays this aspect of her skills. It’s 
the evaluators, she says, ‘who are total 
experts in smelling; they understand 
markets and product categories’ - but 
she is forced to concede that when it 
comes to ‘customers, opportunities 
and selling in the broadest sense,’ few 
could compete with her instincts and 
lengthy experience. 

This insistence on keeping many 
aspects of herself concealed behind 
a very politely-guarded door extends 
to Catherine’s appearance and her 
surroundings. Her short hair frames 
her bright, energetic face with Sally-
Bowles-neatness. Her all-black attire 
combines an almost 60s-style retro 
vibe with futuristic angularity. And 

the room in which she chooses to be interviewed is free 
of any clutter. To make the atmosphere feel even more 
minimalistic, she turns down the lights and decides to 
illuminate the space with a couple of scented candles. 

It was a surprising journey that brought Catherine to IFF. 
The daughter of an ICI chemist father – ‘absolutely brilliant 
man’ – and a senior social worker mother, she left her ‘little 
village between Middlesbrough and Stockton’ and found 
herself at Sidney Sussex College, Cambridge, where she 
read history and then switched to languages. 

‘After uni, I ran back up north,’ she says. ‘A conscious 
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THE SECRET SIDE OF SCENT

As Senior Account Manager at IFF (International Flavors & Fragrances), 
Catherine Mitchell is responsible for guiding the scent-making process 
for big brands and for start-ups. Here, she speaks to DARIUSH ALAVI

the translator

CATHERINE MITCHELL

Over the weekend, 
I was wearing 
four different 
perfumes and 

evaluating them 
with my husband 

and two sons

”

“



Catherine Mitchell at work, above. Below: 
a favourite scent and candle; freesias

My desert island fragrance 
is… Chanel Cristalle. It 
always makes me happy, 
always makes me smile. 
Cristalle was my first grown-
up fragrance purchase. 

My favourite smell in the 
world is… honestly, the 
smell of my own babies. I 
really miss that. Now that 
they’re six foot four, it’s just 
not the same. I imagine 
many mothers would say 
that about the smell of their 
own babies. 

My favourite scented flower 
is freesia… They’re so 
cheeky. Whatever you try 
to do with them, they yield 
nothing. There’s no freesia 
essential oil. It’s like nature 
sticking up its big finger 
at us, going ‘Ha!’ And to 
me, freesias always smell 
contemporary and modern. 

If I could choose only one 
fragrance… it would be a 
candle, actually. I love a 
candle in my bedroom; it 
really relaxes me. And at 
the moment, my favourite 
candle is Tom Dixon 
Underground. Fresh ginger 
and cardamom. It’s fantastic. 

The theme song of my life 
would be… John Denver 
Country Roads. It came out 
when I was five years old. I 
remember the album cover, 
and it was something that 
my dad played again and 
again. I know every single 
word of it. 
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rejection of London and The City. I looked for all the 
graduate placement schemes and I chose Coats Viyella in 
Manchester. I worked there for about nine months and I 
loved the textile industry, but I was very aware that the UK 
business was under threat.’

Up until that point, smell had been an important part 
of Mitchell’s life, but ‘I was totally unaware of it as a career 
option. I wore perfume; the first I bought was Chanel 
Cristalle and my first boyfriend gave me Ma Griffe. I loved 
Aliage. I don’t know if I was ever aware that my nose was 
good, but I knew it really, really mattered. I always knew 
what perfume my mother was wearing – Madame Rochas, 
and then she moved on to YSL Rive Gauche.’

The fateful moment arrived in late 1989, 
when Mitchell was about to fly off on holiday. ‘Patrick 
Suskind’s book Perfume had just been translated. I 
happened to pick it up in Duty Free. That was it. I read 
it from cover to cover – absolutely head-exploding stuff. 
When I came back to the UK, I told my sister I’d read 
this amazing book. She was doing a placement with 
Unilever, and told me that she’d just been to London to 
have a fragrance day with a company called IFF. I started 
researching them, and then in February or March, they 
advertised for an account manager, for the first time in 
about six years. The stars had aligned. And I got the job!’

Even though she had no experience of the perfume 
world, Mitchell believes IFF responded to her enthusiasm 
and her interest in connecting with people. Within a 
short time she was on a two-year stint at the company’s 
Manhattan offices working alongside the legendary 
perfume developer, Ann Gottlieb, on a wide portfolio of 
products from Calvin Klein, Donna Karan, Bath & Body 
Works, as well as a certain body spray that spells ‘teenage 
boy’ to thousands of people across the globe. ‘We did 
Lynx Africa together. And guess what: last year, my 
fourteen year old was wearing it!’

The very nature of her job means Mitchell isn’t able to 
share anecdotes about specific projects. However, she 
does feel comfortable offering a few minimal insights on 
her work with Oscar-nominated actor Richard E Grant, 
because his ‘Diary Of A Perfumed Ponce’ articles were 
very open about her involvement. 

‘I really enjoyed working with 
him. Richard didn’t come with a 
specific idea, just an obsession 
with smells. He’s so lovely and 
genuine. And I’m very proud 
of Jack. I think it’s a fantastic 
fragrance.’ It was Catherine’s 
own idea to approach Liberty 
as a potential stockist for the 
award-winning scent. ‘That’s not  
something I’d normally do, but I 
had recently caught up with their 
buyer so I asked if we could have 
30 minutes with them to make 
a little pitch. It just felt like the 
right thing to do.’

Indeed, it’s the variety 
of her responsibilities 
which Mitchell claims is the main 

reason she’s stayed at IFF for three decades. ‘I’m very 
seldom in the office for a whole day. At any one time, I 
have a number of projects on the go. For example, today 
I had a “kick off” meeting for a project with the client and 
the creative centre. We were going over a brief that they’d 
already sent us, to clarify some questions. Last Thursday, 
I was in Paris presenting a brief to the creative team that 
will be involved in that particular project.’

‘Another thing on the To Do list is presenting perfume 
ideas and submissions to a client. There’s the gathering of 
customers’ feedback, which I then have to pass on to the 
relevant creative team. And there’s lots of smelling!’, she 

continues. ‘Over the weekend, I was wearing four different 
perfumes and evaluating them with my husband and 
two sons, which is always interesting. I usually have four 
fragrances on my skin at the same time, so when I shower, 
I have to have the most odour-free shower gel and no 
body lotions. It’s frustrating sometimes.

‘Every day, there’s lots of talking, lots of presenting, lots 
of persuading. Plus loads of e-mails and phone calls! It can 
be difficult to switch off. Maybe that’s something peculiar 
to me, but I would say the best account managers are the 
most conscientious. We really care, so it’s very hard to 
ignore that email that comes in at 5 o’clock or on your day 
off, saying “Ooh, I’ve had another thought.”’

On top of her daily tasks, Mitchell feels it’s important for 
her to try to keep abreast of industry developments, not 
least the release of new perfumes, ‘but that’s impossible, 
because I think the launch rate has just gone crazy. You’ve 
also got to get into stores once in a while. Places like 
Harrods, Selfridges or Harvey Nichols, and also Boots and 
Superdrug. I went to Bloom in Covent Garden the other 
day; fantastic place. I also love keeping up-to-date with 
what young people are doing, be it perfumers or fashion 
designers. It’s very energising.’

And although she realises that over the next few years, 
the tools that she and new, younger account managers 
use in their work will no doubt evolve, Catherine believes 
that the essence of her role will remain the same. ‘It all 
comes back to enthusiasm and interest. This is such a 
people-facing role; you’re listening, you’re responding to 
requests, you’re initiating ideas. Ultimately, that skill-set 
will not change. You’ve got to have a spark. And a level of 
energy each day. And an enjoyment of meeting people.’ 
She pauses and, with a smile, makes a rare admission of 
her own significance in the scented world. ‘In the end, it 
comes down to you, the client and the perfumer. It’s all 
very human.’ 

I happened to pick up 
Patrick Suskind’s Perfume 

in Duty Free and read it 
cover to cover. That was it

”
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THE SECRET SIDE OF SCENT

SOME OF 
CATHERINE’S 
PROUDEST 
CREATIONS

1  
 
Porsche Design 154 

  
2  

 
Richard E. Grant’s Jack

3  
 
Ostens Cashmeran

         Velvet

4  
 
and 5  

 
Liz Earle 

        No. 15 and No.1

6  
 
Ghost Dream

7  
 
Jo Malone London 154

8  
 
Lynx Africa
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TURNING AIR INTO WORDS

From new mum to 
professional fragrance 
writer: how one South 
Wales-based perfumista 
built a career in blogging, 
one sniff at a time

the blogger

Samantha SCriven

... a.k.a. ‘I Scent 
You A Day’



map. Fragrantica and Basenotes became 
my online tutors, my friend Lisa loaned me 
her sample collection and as luck would 
have it, The Perfume Society was launched 
a year after my blog. The Discovery Boxes 
and the notes that came with them were 
like a perfume evening class from the 
comfort of my sofa. But really the only way I 
learned about fragrance was, and is, to smell 
everything (and everyone) you possibly can: 
the good, the bad and the (Schiaparelli) 
shocking. My year of scent turned into seven 
and counting.

OCCUPATION: PERFUME BLOGGER
As my profile rose and perfume samples 
rained through my letterbox, I began to 
make a tentative career from blogging. I 
added adverts to my blog and used affiliate 
links. Via LinkedIn and Instagram, I began to 
get approached with writing opportunities, 
and my hobby became my career.

THE HIGHS AND LOWS
Perfume blogging has brought me 
experiences that I never could have dreamed 
of. I’ve visited Mandy Aftel in her museum 
in Berkeley, California. I made perfume 
with Sarah McCartney of 4160 Tuesdays 
and realised how hard it is to make a good 
one. I’ve been a finalist in the Fragrance 
Foundation Jasmine Awards twice. 
     I have made cherished friends across the 
world from all walks of life. When people tell 
me that they bought and loved a fragrance 
after reading my description of it, I feel 
a match-maker’s frisson of pride. Equally 
thrilling is that I have fragranced five of my 
friends down the aisle with my wedding 
scent suggestions. I never tire of the stories 
behind the bottles and the people who wear 
them. A journey of a thousand miles begins 
with one step – and mine began with 
Lanvin Arpège. 

FROM PRETTY PEACH TO CHANEL
My first fragrance was Avon Pretty Peach. 
From that moment on, I’ve never been 
without a bottle of perfume. Between leaving 
university and starting a perfume blog, I had 
a variety of office jobs in Exeter and London, 
but writing was a compulsion and still is. 

Prior to my perfume epiphany, I’d found 
a fragrance I liked and stuck with it. For 20 
years, I wafted around in Chanel Cristalle, 
only breaking rank twice, to have flings with 
Givenchy Amarige and Gucci Envy, before 
Cristalle took me back and fragranced 
everything from new jobs, new flats, my 
move back to Wales and my wedding day. 

BABIES, BUDGETS AND BLOGGING
I’d just had my first baby and had been 
fragrance-free for a year. When it was time 
to be me again and reunite with Cristalle, I 
discovered the Chanel perfume budget was 
now the Babygro budget. I wanted to feel 
womanly among the wet wipes and started 
seeking out new, affordable fragrances whilst 
trying to discover who this new version of me 
was. Perfume quickly became my portal to 
daydreams among the domesticity: a Chypre 
could take me to 1940s Paris; a powdery 
floral could whisk me back to Nanna’s 
bathroom in 1976. I fell headlong down the 
rabbit hole, never to emerge. 

A PERFUME A DAY FOR A YEAR (or seven)

I had the idea of trying a new perfume 
every day and writing about it, learning 
as I went along. I Googled how to start a 
blog, registered the name and opened a 
WordPress account. ‘I scent you a day – a 
perfume a day for a year’ was born on 2nd 
January 2013 with a review of a 5ml bottle of 
Lanvin Arpège I’d had at Christmas.  

There were fewer perfume blogs back 
in 2013 and I felt like a tourist without a 
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My desert island 
fragrance is... Nina Ricci 
L’Air du Temps. If I had 
to explain perfume to 
someone who had never 
experienced it, I would 
spray them with this 
beautiful classic. Florals, 
light as air, amber, warm 
as a hug, and a dove 
of peace on top, like 
laughter after tears.

My favourite smell in 
the world is... opening 
the front door in the 
morning. That blast 
of ozone always makes 
me feel that each new 
start is full of possibilities, 
even in the drizzle.

My favourite scented 
flower is... daffodils.  
We Welsh are proud 
of our national flower 
and I have been getting 
daffodil pollen on my 
nose since circa 1973. 

If I could only choose 
one fragrance, it would 
be... First by Van Cleef & 
Arpels. It reminds me of 
the sophisticated ladies 
of the seventies who I 
imagined I would be 
just like when I was 
a grown up. I’m  not 
remotely sophisticated, 
but I can pretend to 
be when I wear Jean 
Claude Ellena’s early 
masterpiece.
 
The theme song of my 
life would be... What’s 
New, Pussycat? I’ve 

loved cats 
all my life. I 
love Sir Tom 
Jones. I love 
this song. 

Try playing it 
without singing 
along or doing 
a ridiculous 
bouncy dance in 
the kitchen. You 
just can’t.

Sam’s favourite scents and scented flower – and could a girl from  
Wales choose anyone but Tom Jones for her theme tune? A
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 Y OU know you’re in a serious fragrance lover’s house 
when the very first thing you see, upon hanging 
your coat in the hall, is a mirrored dresser arrayed 

with an entire rainbow of Mariah Carey butterfly bottles. 
Further into Sarah Major’s flat, beautiful trays and a dressing 
table (not to mention various surfaces in the living room, 
bedroom and bathroom) are adorned with all manner of 
colourful, artistically shaped and bejewelled flacons, all 
beautifully arranged.

‘I have to be strict with myself and regularly swap some 
over, though,’ Sarah admits, ‘otherwise it could end up 
looking like I have a department store in my house.’ For 
some of us, that would be living the dream – apart from all 
the dusting. But we wanted to know: how do you go from 
fragrance fan to something that could, perhaps, be classed 
by some as fanaticism?

Born and bred in West Sussex, where she now lives with 
her fiancé Sam, Sarah was a primary school teacher for 12 
years before taking the step to become a private tutor last 
year. On the side, however, she’s a keen Instagrammer, 
which is where she caught our eye. In an often rarefied 
world of perfume blogging, we found it utterly refreshing 
to come across someone who’s built a collection around her 

love of affordably-priced and readily available fragrances. 
Sarah’s obsession, she explains, began with the 1996 

launch of Tommy Hilfiger Tommy Girl. ‘I remember seeing it 
advertised in a magazine and really wanting it,’ she recalls, 
her eyes lighting up at the memory. Sarah managed to get 
her hands on a good-sized sample and ended ‘sniffing it in 
the locker rooms at secondary school with the other girls.’ 

What followed was ‘a sporty phase’ of youthful fragrant 
flings, until Sarah found herself handed a sample of 
Oriental-spicy Cristobal Balenciaga in Selfridges, aged 15. 
‘It was just so different to everything else I’d smelled. I knew 
I had to have it,’ Sarah sighs, ‘but because it was a bit of 
a weird, sophisticated choice at my age, I waited a year 
before finally persuading my parents to buy it for me.’ 

The signs were all there. Have no doubt: you’re fully in 
the arms of a fragrant obsession if you’ve waited a year to 
get your hands on a scent. 

Developing a taste ‘for something unique,’ Vivienne 
Westwood’s Boudoir [which makes Sarah’s Top 10 – see 
overleaf] next caught the nostrils of the young fragrance 
fan, followed swiftly by Britney Spears Curious (2004). ‘The 
packaging was stunning – and that’s an important factor, 
for me,’ Sarah explains. ‘I liked the fact that all sorts of 
matching accessories and layering products were available, 
and that you could find them easily.’ Indeed, because 
her fragrances don’t cost a lot, she feels free to ‘blind- 
buy’ scents online, with Jessica Simpson Fancy, with its 
candyfloss airiness, being her most successful of these un-
sniffed purchases. ‘And the bottle is so gorgeous, too, kind 
of vintage-looking. It gets a lot of compliments.’ 

Despite the excitement of building her collection 
online, Sarah still loves the allure of the department store 
experience. ‘One of my strongest fragrant memories is 
travelling to New York on my own, determined to buy 
myself a bottle of Britney Spears Fantasy, which had just 
launched… but instead I came away with four different 
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SHARE MY STASH

After we fell in love with the rainbows of Sarah’s scented stash on Instagram 
@alltheperfume, which so perfectly communicate her passion for perfume, we had 
to visit and sniff for ourselves.  Words: SUZY NIGHTINGALE.  Photos: JO FAIRLEY 

the collector

Sarah major

Part of Sarah Major’s Mariah Carey ‘butterfly’ bottle collection 



Barbara Cartland had me fragrancing  
her bookmarks and scenting her letters“ ”

”

“I look at some of the 
collectors who only 

buy expensive things, 
and they sound lovely 
– but then you think, 
HOW much is that?!



perfumes.’ (Easily done. We’ve all been there, sister.) ‘I also 
ended up with Curious In Control, Calvin Klein Euphoria, 
and True Star Gold by Beyoncé, her collaboration with 
Tommy Hilfiger.’ 

Sarah describes how kindly the English girl in New York 
was treated by the staff in Macy’s. ‘They heated up some 
hand cream and gave me a massage, 
I got a free T-shirt and beads…’ 
And even though she doesn’t very 
often wear True Star Gold nowadays, 
‘one sniff and I’m reminded of that 
wonderful trip – how it felt to be 
there.’ Since then, many bottles 
in Sarah’s collection have become 
imbued with memories of her world 
travels. ‘I carefully choose one bottle 
to take away with me, so each one 
ends up with particular associations 
for that trip,’ she explains. Thus 
‘Britney Spears Island Fantasy went to 
Spain, Roberto Cavalli Acqua went for 
another week in Spain that same year, 
Katy Perry Miaow was a New York 
scent, Vera Wang Bejewelled became 
Washington, for me, and Rihanna 
Crush will always be Thailand.’  

Now, there’s a certain type of 
sneering scent critic who likes to look down on those who 
gravitate to ‘celebrity perfumes’, or mass-market, lower-
priced fragrances in general. We have never stood for such 
nonsense at The Perfume Society, of course – because for 
us, it’s all about helping people to find perfumes they’ll 
love, to fit their budget and their life. What we love to see 
above everything is someone like Sarah getting such huge 
pleasure from the perfumes she’s chosen. 

And also, clearly, from photographing them – often 
against a background of the white faux fur rug in the 
corner of the living room (at which Sarah’s black cat Coco is 
looking longingly, while we chat). Posting daily, Sarah has 
an engaged and growing Instagram following and is excited 
to be sometimes sent samples of newness by brands, 
nowadays. (We very much look forward to the day when we 
bumping into Sarah in person, at a glamorous launch.)

I put it to Sarah, though, that someone looking at her 
fragrance collection for the first time might assume she’s 
simply a fan of pop singers who collects the bottles in a 
‘got the album, worn the T-shirt, now wear the scent’ kind 
of way, but she shakes her head. ‘No that’s not it at all,’ 
she smiles. ‘I enjoy some of the music and I was even in a 
Britney tribute act for Pride! But if I didn’t love the perfumes 
themselves, I just wouldn’t buy them.’ 

There’s absolutely no doubt it’s all about the smells for 
Sarah. When she talks about them her eyes shine, her face 
comes alive and every single bottle holds a special memory: 
of the place she first wore it, the person who gave it to 
her, the compliments people have given when smelling 
them. The other joy for her is the sheer affordability, which 
enables her to experiment. ‘I do look at some of the 
collectors who only buy expensive things, and they sound 
lovely – but then you think, HOW much is that?! There are 
so many great, well-priced things to discover out there, so 
I’m completely unapologetic in my taste.’ 

Sarah is generous with her fragrances, too, often gifting 
scents to friends and family. Later, she may find herself 

doing a spot of re-organising when 
visiting. ‘I’ll look at the fragrances I’ve 
given them and wonder why they’re 
just sticking to just one – so before I 
know it, I may find myself doing a new 
little display on their dressing table, to 
encourage them to wear more!’ 

 As we make our leave, I look back 
at Sarah’s own mirrored dresser in the 
hallway, wishing we had time to sniff 
our way through the entire contents. I 
have to ask: are the drawers all filled 
with Sarah’s perfumes? ‘Oh no, Sam 
has some in there, too,’ Sarah says 
quickly, before smiling wryly and 
admitting, ‘Well. He has one drawer. 
The rest are… um, all mine.’ 

Her fiancé was definitely a 
fragrance wearer before he met 
Sarah. But Sam admits that since 
they’ve been together, his collection 

has grown at a rapid pace, with the risk of outgrowing that 
drawer very soon. Sarah and Sam have a deliberately low-
key wedding planned for July, hoping to save their money 
for a wonderful honeymoon. But should their guests be 
scratching their heads over a wedding present, we might 
point them in the direction of scent storage solutions.

Follow Sarah’s Instagram @alltheperfume
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SHARE MY STASH

I very carefully 
choose one perfume 

bottle to take 
away with me, so 
each one ends up 
with particular 
associations for 

that trip

Sarah’s Top 10, all 
displayed together 
on a pretty tray

”

“=

=
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Sarah’s Top 10  
Though many of our interviewees blanch in horror 
at the idea of having to choose their top 10, Sarah 
positively enjoyed the process. ‘I thought about it a 
LOT – what a lovely problem to have...’

1  BRITNEY Fantasy ‘It smells absolutely delicious. I 
love the fact new bottles come out all the time (this 
one is my favourite colour) and it also reminds me of 
New York.’

2  RIHANNA Rebelle ‘The perfect going-out smell, 
so warm and inviting. This is my third or fourth 
bottle, and I love the coconut note. One of my 
students bought me another, as they noticed it in my 
collection, and I was so thrilled!’

3
 KATIE PRICE Stunning ‘I think this smells far more 

expensive than it is. It’s discontinued now, so it shows 
you have to grab things when you can, if you love 
them. But all her fragrances have something special 
about them.’

4  YSL Black Opium ‘Sam got me this bottle for 
Christmas. The coffee note is just so different and I 
enjoy how much other people like it on me.’

5
 ROBERTO CAVALLI Roberto Cavalli  ‘It reminds 

me of long, hot summers and warm evenings on 
holiday. This one was a present from my niece.’

6
 JESSICA SIMPSON Fancy ‘I was wearing this in a 

pub once and someone said “Ooh! Someone smells 
of candyfloss!” And I thought, well that’ll be me, then. 
It just smells so happy.’

7  SARAH JESSICA PARKER Covet ‘Spraying on 
loads of this makes me feel wonderful, even if I’m 
simply driving to work on a cold morning. It’s so 
green, but unusually that’s balanced with chocolate 
notes. I love her, too. SJP has even liked a couple of 
my photos on Instagram!’

8   VIVIENNE WESTWOOD Boudoir ‘I was given this 
for my 17th birthday, so this reminds me of being 
in Sixth Form. One of my friends liked this so much 
after smelling it on me, she went up to London to get 
herself a bottle – the only place you could get hold of 
it, then.’
 

9  CAROLINA HERERRA 212 Sexy  ‘Another definite 
“out-out” one, probably my first choice for a special 
night out.’

10  BRITNEY Believe ‘I think I did really well only 
choosing two Britneys! It’s great for summer because 
it’s so fruity.’ 
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THE FRAGRANCE FAMILIES
As scentophiles know, fragrances fall into different ‘families’. So we’ve used the same classification system for launches 
as on our perfumesociety.org website. Just look for the coloured strip above the name of the perfume, which is your 
visual clue to the families. These are listed below. Most of us are drawn to a specific family/families: once you know 
which you fall into, that colour can act as a cue – and help you take a short-cut to the ones you may want to try first.

We invite you to blow away 
the cobwebs with fresh 
launches that mark the start 
of the spring scent season

FIRST WHIFFS
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GOURMAND

FOUGERE

✶NEW

Our newest Perfume Society Discovery Box, 
Luxury Layering, taps into the trend for 
customising and layering fragrances, featuring 
three fab body treats along with two x 10ml 
sizes of CLEAN RESERVE (worth £20 each), and 
four scents from KAYALI, the fragrance brand 
recently unveiled by Huda and Monda Kattan 
(of blockbuster Huda Beauty). Find it at 
perfumesociety.org/SHOP, price £19 (£15 to 
VIPs). Enjoy 13 fragrances, including:

● MUGLER ALIEN MIRAGE

● JOVOY ROUGE ASSASSIN + LA 
LITURGIE DES HEURES

● MALIN + GOETZ BERGAMOT

● SHAY & BLUE BLACKBERRY 
WOODS

latest launches
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ACQUA DI PARMA  
Note di Colonia V

The Note di Colonia collection 
recreates the most world’s most 
famous operas in beautifully 
orchestrated scents. This latest is a 
tribute to Verdi’s La donna è mobile, 
from Rigoletto. The tingle of citrusy 
bergamot, lemon along with pink 
pepper, mimics the joyous violins that 
open the piece. The heart is a chorus 
of effervescent ginger and bracing 
juniper, while a quiet whisper of 
soothing sandalwood and strong 
cedarwood finishes the performance. 
£350 for 150ml eau de parfum 
acquadiparma.com

BANANA REPUBLIC
Tobacco & Tonka Bean

Here’s an offering offering from 
Banana Republic’s Icon line-up, with 
perfumer Gino Percontino going to 
town on vanilla here. He whips up a 
froth of toasty tonka and vanilla 
bean-speckled loveliness, 
surrounding it in a cloud of smoky 
tobacco leaves, delivering a so-
comforting fug of woodiness against 
a background of crackling fires, 
panelled walls and leather chairs. 
One to wear when it’s cold outside 
but warm in your heart.
£55 for 75ml eau de parfum
debenhams.com

AERIN
Wild Geranium

ATELIER COLOGNE
Santal Carmin

Inside this lotus-emblazoned limited 
edition bottle, sumptuous sandalwood 
is the star. But the smouldering 
banquet of woodiness is woven 
through with ribbons of leathery 
saffron, while piquant notes of lime 
and bergamot puncture the headiness 
and darker rivulets of guaiac wood 
ripple through seams of rich vanilla. 
Perfumer Jerome Épinette has created 
an enveloping cloak to snuggle in and 
waft clouds of deliciousness wherever 
you go. Grab it before it’s gone.
£165 for 100ml eau de parfum
At Harrods [not online]

‘Wild Geranium is happiness. It’s a 
colourful, whimsical escape to a field 
full of wildflowers,’ declares Aerin 
Lauder of her latest. Pink pepper and 
winter lemon make for a sparkling 
debut, before the tangle of geranium, 
dewy narcissus, orange flower petals 
and soft white peonies unfurls 
alongside Rosa Centifolia and 
tuberose, with resinous benzoin 
offering a second-skin sensuality. This 
has us dreaming of walking through 
meadows, soon, soon, soon.
From £99 for 50ml eau de parfum
esteelauder.co.uk

BRITNEY SPEARS
Glitter Fantasy

Just when we thought we’d dusted 
away the last speck of Christmas 
glitter, Britney shows up with this 
so-her pink metallic sparkling flacon, 
insisting: ‘You can never have enough 
glitter! It adds a touch of magic to 
everything.’ You’ll leave a trail of 
crystallised red berries, red plum, lotus 
blossom, heliotrope and the 
gloriously-named Sparkling Pink Puff 
Violet Accord, which dry down to 
musks, a touch of agarwood and 
benzoin resin as the curtain falls.
From £21.50 for 30ml eau de toilette
superdrug.com

ANGELA FLANDERS
Aqua Alba

The word whisky stems from the 
Gaelic word for ‘water of life’, and this 
positively swirls with loamy, amber-rich 
magnificence. First released as a 
limited edition in 2012, Aqua Alba 
soon acquired a cult following. 
Heartbroken fans rejoice: it’s back, and 
better than ever following a reformulation 
by Kate Evans, after brown oakmoss (a 
key note) became unavailable. 
Wind-whipped woodiness tussles soft 
green moss, smoky peat and heather. 
A blustery highland walk, bottled.
£79 for 50ml eau de toilette
angelaflanders-perfumer.com
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DIPTYQUE
Eau Capitale

An excess of rose is a wonderful 
thing, and Diptyque offer up armfuls 
in this utterly glorious creation – their 
first Chypre, and (ssssshhh) our new 
favourite in the collection. We’ve a 
hunch you will also succumb to silky 
blooms sparkling with fresh 
bergamot, before plunging headfirst 
into an opulent patchouli base. 
Parisian chic personified, it’s the first 
time Diptyque have paid tribute to 
their home city, but mon dieu, it was 
worth waiting for. 
£120 for 75ml eau de parfum
diptyqueparis.com

ERIS PARFUMS
MXXX

Perfumer Antoine Lie worked with 
ethically-sourced and aged ambergris, 
Ethiopian frankincense and Trinidadian 
cacao within perfume writer/author 
Barbara Herman’s collection. Mxxx. is 
seriously naughty, right from the first 
spritz. Warm and woody with a touch 
of caramelised brown sugar sweetness, 
it radiates a dandyish decadence. 
Mixing traditionally ‘masculine’ and 
‘feminine’ notes for gender neutrality, 
this limited edition extrait veritably 
thrums with dark sensuality.
$225 for 50ml extrait de parfum
erisparfums.com

DSQUARED2
Red Wood

DOLCE & GABBANA
The Only One

If you like your fruit on the fresh 
side and plumped up with peppery 
tingles, you’re in luck: the piquancy 
of cranberry gets the juices flowing 
as cool lychee laps at velvety rose, 
smooth magnolia and a radiantly 
warm amber dry-down. Dsquared2 
conjure up a spacious modernity 
within all their fragrances, so they 
never feel cloying. And although 
this one’s earmarked for women, 
we’d love to smell it on a man’s 
skin, too.
£44 for 30ml eau de parfum
harveynichols.com

Anything with orange blossom pretty 
much has our name on it – redolent of 
sunshine, it sparkles through the 
dullest of days. Combine that with 
crisp bergamot, green apple and 
uplifting neroli, dancing atop a floral 
heart of jasmine absolute, and we’re 
ready to swoon right into the base. 
Milky coconut stirred with lashings of 
dark vanilla beckon us towards the 
grounding pencil-shaving dryness  
of cedar. Joyfully exuberant and  
blissfully addictive.
£101 for 100ml eau de parfum intense
boots.com

CALVIN KLEIN
CK Everyone

Master perfumer Alberto Morillas 
created a global icon with the original 
CK One, revisiting it now at a time 
when gender neutrality has finally 
become a reality. ‘Authentic, inclusive, 
liberated’ is its philosophy, with artists, 
musicians, skaters and rappers 
featuring in the ad campaign. A 
shareable, wearable, clean-scented 
juice that pairs zesty organic orange 
oil with a blue tea accord, on a pulsing 
cedarwood base, its 79% naturally-
derived ingredients make it 100% ‘now’.
From £52 for 100ml eau de toilette
theperfumeshop.com

EMPORIO ARMANI
In Love With You Freeze

In love with In Love With You? Then 
here’s one to add to your 
collection, delivering an invitation 
from Giorgio Armani himself to 
‘Live in the present, as the present 
moment is always the happiest 
one.’ (And we couldn’t agree more, 
since worrying about the future in 
today’s world is a fast track to 
madness.) Fruitily and florally 
‘freezing the moment’ to make it 
last are elements of cherry, peony, 
patchouli and alluring white musks.  
From £50 for 30ml eau de parfum
armanibeauty.co.uk



FLORIS
Tuberose in Silk

A ‘celebration of voluptuous 
tuberose’, think silken peignoirs and 
marabou slippers, the headiness of 
that iconic flower enrobed in the solar 
breeze of jasmine, the soft musk of 
warm skin and a fruity benzoin base. 
Sourcing tuberose absolute from 
southern India, there really is sunshine 
folded within. In-house perfumer 
Penny Ellis worked with perfumery 
director Edward Bodenham to create 
this hand-poured, small batch edition. 
Stock up now!
£180 for 100ml eau de parfum
florislondon.com

GUCCI
Guilty Love Edition

In a hazily pink flask reminiscent of a 
bygone era, a scent that nods to 
romance, created for ‘eccentric lovers’. 
Equally vintage-feeling, the narcissus 
at the heart of this melds with 
grapefruit, bergamot, a transparently 
fresh watery accord, raspberry, violet 
and jasmine sambac, with patchouli 
and a mineral amber delivering staying 
power and warmth in equal measure. 
As it’s a limited edition (originally 
launched for Valentine’s Day), hunt it 
down forthwith.
From £73 for 50ml eau de parfum
johnlewis.com
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JO MALONE LONDON
Vetiver & Golden Vanilla

Jo Malone London’s newest Cologne 
Intense harnesses the bounty of the 
island of Madagascar, where vetiver 
and vanilla both flourish, as its 
cornerstone ingredients. But first, a 
dash of spicy cardamom. A fresh twist, 
from grapefruit tea. Then earthy native 
vetiver sweeps in, to be sweetened 
with precious Bourbon vanilla (regarded 
as the highest quality on the planet) 
and here – so we’re told – hand-
harvested from the orchid-garlanded 
jungle. Opulent and quite delicious.
From £78 for 50ml Cologne Intense
jomalone.co.uk

JIMMY CHOO
Blossom Special Edition

GUERLAIN
Mon Guerlain Bloom of Rose

Eau de Parfum

Just the most gorgeous rosy coral 
bottle gleams brightly, heralding the 
return of spring – and how we are 
ready for that, and for the welcoming 
freshness of the juice within. At first, 
exotic fruits and the always happy-
making frangipani flower flutter. This 
flurry of petals sighs gently to a 
smooth, elegant dry-down of 
sandalwood – like wearing a tender 
kiss. We envision ourselves twirling in 
an orchard with bare feet while 
wearing a gauzy gown – and this.
£37 for 40ml eau de parfum
theperfumeshop.com

Composed by a perfumer dream team 
of Thierry Wasser with Delphine Jelk, 
this will sit prettily in your ever-
expanding Mon Guerlain collection. 
Powered by generous doses of rose 
essence and rose absolute, sambac 
jasmine and lavender, it almost drips 
with the juicy, crisp freshness of pear 
before the shimmering sensuality that 
is Guerlain’s eternal signature 
expresses itself – a passionate fusion 
of vanilla and sandalwood, always so 
deftly done.
£78 for 50ml eau de parfum
guerlain.com (from March)

KENZO 
Flower by Kenzo  
Poppy Bouquet

Flower by Kenzo is 20 this year, yet 
remains as timeless as ever. To 
commemorate the illustrious scent, 
Alberto Morillas has reinvented it, 
expanding the bouquet of florals. 
Nashi pear and mandarin open the 
celebrations – a nod to Kenzo’s 
Japanese heritage. The combination 
of jasmine, Bulgarian rose and creamy 
gardenias, in the heart, feels as 
supple as petals themselves, while the 
base of almond wood hums along, 
softly and sweetly. 
£47 for 30ml eau de parfum 
boots.com 



OLFACTIVE O
Woody

This feels like a letter to a lover; 
close, personal and intimate. With 
the soft paperiness of love notes 
lingering in the background, it’s a 
whisper of a scent, its opening of 
cedarwood and black pepper 
beckoning you closer. A heart of 
smoked leathers, vetiver and 
myrrh leads on to a dry-down of 
sheer softness. A combination of 
white ambergris, sandalwood and 
labdanum ultimately cocoons you 
in utmost comfort. 
£60 for 30ml eau de parfum 
olfactiveo.com
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MAISON FRANCIS KURKDJIAN
L’eau à la Rose

Inspired by a painting of Marie 
Antoinette holding a Centifolia rose, 
Francis Kurkdjian has created an even 
more transparent version of the original 
À la Rose, with no loss of strength. 
Airily beautiful, this is a truly lifelike 
‘see-through’ rose with a soft sensuality. 
Opening with bright Calabrian 
bergamot and Californian orange, 
pear and lychee add playful touches. 
In the heart, rose garlands violet and 
magnolia blossoms, deftly drizzled with 
honey, radiating absolute femininity.
£150 for 70ml eau de parfum
harrods.com

LALIQUE
Velvet Plum

René Lalique revolutionised Art 
Nouveau glassware and jewellery, and 
the house keep his spirit alive with an 
annual trio of Les Compositions 
Parfumées celebrating modern, 
molecular perfumery. Here, we are 
invited to wrap ourselves in suede and 
cashmere, soon enfolded in the 
bohemian lushness of heliotrope, with 
iris and osmanthus on a chocolate-y 
patchouli base. And that extraordinary 
coloured juice! In the frosted bottle, it 
looks (and wears) otherworldly.
£190 for 100ml eau de parfum
lalique.com

LALIQUE 
Blue Rise

L’ORCHESTRE PARFUM
Piano Santal

Joining Lalique’s molecular Les 
Compositions Parfumées, this heroes 
the synthetics Helional (all dewy fruits)
and Undecavertol, a leafy green 
ingredient that whisks you to the 
tropics. Used in combination with 
jasmine, iris concrête and musky 
cashmere woods, it evokes a tropical 
lagoon, as azure blue as the juice 
itself. A fresh, joyous scent with an air 
of transparency, like faint clouds 
passing over idyllic beaches, the gentle 
lapping of the waves just in earshot. 
£190 for 100ml eau de parfum 
lalique.com

This is a fragrance not only to wear 
but to listen to (via scanning the 
packaging’s QR code). Composed by 
perfumer Jean Jacques, Piano Santal 
is then musically interpreted by 
French jazz pianist, Édouard Ferlet. In 
perfume form, it evokes clean white 
sheets and languorous warm skin. 
Milky, mystical and dream-like, it 
soothes with ripples of white 
sandalwood, cedarwood and ethereal 
white musks, notes of caraway carried 
like motes of dust on a breeze.
£129 for 100ml eau de parfum
harveynichols.com

L’OCCITANE
Herbae L’Eau

‘Herbae’ is Latin for herb – ‘a wink to 
this vegetal story’, as L’Occitane put 
it. Spring-like, fresh and citrusy, akin 
to a meadow in a (very pretty) bottle, 
this interlaces petal-soft wildflowers 
including clover, marshmallow and 
angelica with wild grasses in a 
delicate, luminous reinterpretation of 
the original Herbae. As with many 
L’Occitane fragrances, L’Eau 
launches with a full line-up of body 
treats, so you can layer and ‘feel wild 
at heart all day’.
£52 for 50ml eau de toilette
uk.loccitane.com
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MIU MIU
Twist EDT

Daniela Andrier’s constructions for Miu 
Miu are as playful as the designs by 
Miuccia Prada herself: spirited, 
uplifting, fresh and surprising. The 
follow-up to the original Twist comes 
in the same fabulous, faceted vintage-
inspired bottle (here with a sugared 
almond-pink cap). The scent itself is  
equally pretty, with airy, spring-like 
apple blossom and mandarin first 
floating in. The warm heart of pink 
amber ultimately softens to an 
elegant, woodsy sensuality.
From £45 for 30ml eau de toilette
feelunique.com

MUGLER
Alien Mirage

‘A fragrance of light’, limited edition 
Alien Mirage is a study in scent 
contrasts, which works just so, so well, 
its aquatic mineral accord juxtaposed 
with hinoki wood and warm white 
amber (revisiting the trail of the 
original Alien) in the rounded base, 
notes of seringa flower and 
transparent lotus flower shimmering in 
between. And if we tell you that 
Dominique Ropion and Fanny Bal 
created it, won’t that have you rushing 
Mugler-wards for a sniff?
£59 for 60ml eau de toilette
mugler.co.uk

VAN CLEEF & ARPELS
Bois d’Amande

We’re loving this follow up to the 
Parisian jeweller’s previous Collection 
Extraordinaire woody creations, Bois 
d’Iris and Bois Doré. Here, we discover 
Sidonie Lancesseur’s exceptionally 
sensual depiction of almond trees in 
the Italian sunshine. Woodsy notes of 
Virginian cedar are contrasted by the 
powderiness of almond, with the soft 
sweetness of vanilla pulsing moreishly 
beneath, enfolding skin in a luminous 
milkiness. Altogether, quite as 
delicious as that sounds.
£175 for 75ml
selfridges.com

NANCY MEILAND
Sous Bois

Taking its name from the French word 
for ‘undergrowth’, this is dark, woody 
– the first fougère from the talented 
Sussex-based perfumer. (Traditionally 
a masculine fragrance family, but so 
eminently shareable, here, that we’ve 
swiped it for ourselves.) Opening 
with cypress and pine, sweet gale 
and a rain accord, it leads you by the 
nose to moss campion, black 
hemlock, birch tar and labdanum, 
and ultimately to its inviting bed of 
mosses and resinous woods.
From £65 for 50ml eau de parfum
nancymeiland.com

TOM FORD
Rose Prick

Ever the one for the provocative 
name, Tom Ford maintains that this is 
inspired by his own rose garden. It 
offers up trilogy of rose de Mai, 
Turkish and Bulgarian roses (over a 
million blossoms are needed to make 
one kilo of absolute, so we’re told). 
Constructed in a Chypre style, its 
diffusive Indonesian patchouli is set 
afire by Sichuan pepper and turmeric, 
then warmed by roasted tonka, 
amber and vanilla, tolu balsam and 
musk. For us? Love at first prick.
£218 for 50ml eau de parfum
selfridges.com

ZARA
Fleur de Patchouli

Zara have tapped perfume designer 
Jo Malone (of Jo Loves) for their new, 
impressively affordable collection of 
eight fragrances. (Zara’s home 
fragrances are under-the-radar gems, 
created by scent superstars like 
Alberto Morillas.) Initially drawn to 
sheer Waterlily Tea Dress and 
sparklingly citrusy Amalfi Sunray, we 
find ourselves returning compulsively 
to Fleur de Patchouli: a grown-up, 
fashion-transcending Chypre. Trust us: 
they’ll never guess it’s Zara. 
From £15.99 for 40ml eau de parfum
zara.com



DSQUARED2
Green Wood

The unusual note of santolina sends a 
herbaceous breeze through the 
opening, further freshened by a zing 
of lemon brightness and vibrant 
Bourbon pepper. Then the woodiness 
kicks in, revealing elegantly spiced 
cedar, the cool shade of vetiver, with 
fleeting, incense-like waft of cypriol 
and fluffy Ambrox adorning the base 
creating a sort of hazy, sexy cloud. 
(Do check out Red Wood, too 
– gender neutral, we reckon, and 
begging to be shared.)
£44 for 30ml eau de toilette
harveynichols.com

GUCCI
Gucci Love Edition  

Pour Homme
JUSBOX

Black Powder

The mint green (limited edition) 
counterpart to the Gucci Guilty Love 
Pour Femme, this aromatic fougère 
offers up spicy green elements that 
put a contemporary spin on that 
trending fragrance family. A study in 
contrasts, it balances cold spices with 
masculine woods: mandarin, pink 
pepper and a kumquat accord giving 
way to fresh and energising ginger, 
cool lavender, geranium and rosemary, 
with smoochy patchouli and benzoin 
ensuring this goes the distance on skin. 
From £55 for 50ml eau de toilette
thefragranceshop.com

Blackcurrant, crisp apple and pimento 
vibrate with an energy that expresses 
the 90s grunge music which inspired 
Jusbox’s latest. Intense suede, 
tobacco and frankincense warm to the 
sweetness of sandalwood, addictive 
tonka bean and a transparent, 
resolutely dry use of patchouli heart. 
Think Kurt Cobain with kohl-rimmed 
eyes, frantically thrashing about the 
stage – dynamic, edgy, gender-
bending, like nothing else you’d seen, 
heard – and now, worn on your skin. 
£140 for 78ml eau de parfum
selfridges.com

CAROLINA HERRERA 
Bad Boy

A dashing counterpart to Good Girl, 
this beau behaves with an assured 
ease, a zip of bergamot dancing 
among the contrasting heats of 
white and pink pepper to get the 
party started. Lush, leafy clary sage 
segues to the most deliciously 
almond-y tonka bean and cocoa-
dusted base. And just before we 
dive in for another sniff, can we take 
a moment and admire this lightning 
bolt bottle? It’s a conversation 
starter, for sure.
£55 for 50ml eau de toilette
theperfumeshop.com

CARTIER 
Pasha de Cartier

This reinvention of the much-loved 
1992 classic Pasha de Cartier, this 
eau de toilette brings with it a fresh 
energy, fast-forwarding it right to the 
modern day. A celebration of all 
things lavender, it explores all facets 
of that herbaceous ingredient. Pasha 
is a bracing fougère fragrance but 
with the addition of amber and a 
soft sandalwood, in the base, 
expressing the dualities of cool and 
warm, sharp and soft. Classic, yet 
bang on trend, too.
£75 for 50ml eau de toilette 
selfridges.com 

ARMANI 
Stronger With You Freeze

‘Urban, dynamic and contemporary’ 
is Armani’s description of this fresh, 
clean interpretation of the original 
Stronger With You. Opening with a 
burst of ulta-zingy lime (not so 
widely used, of late, but dazzling 
here), this comes to life on skin to 
reveal its elegant heart of lavender 
and sage, underpinned by a woody 
amber accord. Downright 
masculine, this is a crisp white shirt 
of a scent – elegant, timeless and 
very wearable.
From £52 for 50ml eau de toilette
armanibeauty.co.uk

THE MEN’S ROOM
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TOM FORD
Beau de Jour

‘Classic. Sharp. Maverick.’ Is it us, or 
do descriptions of Tom Ford’s scents 
often convey the virtues of the 
designer himself? For the exquisitely-
groomed perfume-wearer, this 
fougère makes its entrance with 
armfuls of Provence lavenders, its core 
offering African rosemary, geranium, 
mint and green basil. There’s a leather 
quality, from oakmoss, while amber 
and patchouli bring tearthy warmth to 
the base. Utterly masculine, from first 
spritz to final nuzzle.
From £83 for 50ml eau de parfum
tomford.co.uk

SALVATORE FERRAGAMO
Ferragamo

MUGLER
Alien Man Mirage

A seriously intriguingly metallic violet 
accord marries the leafy green 
freshness of verdant undergrowth with 
a shady haze of powdered softness 
– imagine, if you will, slipping on a 
cashmere sweater and setting off for a 
walk in the woods. Sunlight filters 
through treetops as silvery musk swirls 
through the coolness of vetiver. Fresh 
yet snugglesome, refined in a casual 
way; we’d consider hiking on the 
dampest of days if we got to follow a 
trail this good.
£44 for 30ml eau de parfum
debenhams.com [from 1st March]

Amélie Jacquin and Nisrine Grillé are 
the rising star perfumers here, 
infusing Alien with both an aquatic 
freshness and a vigorously masculine 
dimension for this limited Mirage 
edition. Reed leaves vibrate in the 
opening, while the heart is an 
overdose of mineralic elements 
including juniper and citrus – ‘a cool 
breeze in the middle of the desert’, as 
Mugler put it. Alien’s signature 
leatheriness takes a new turn as it 
collides with patchouli, in the finale. 
£61 for 100ml eau de toilette
mugler.com

ZARA
Ebony Wood

Technically all eight fragrances created 
by perfume designer Jo Malone for 
Zara are shareable, but this for us is 
one of the more masculine-leaning. 
Pink peppercorn, clove and ebony 
wood all have their moment in the 
limelight with this sheer, transparent 
wood – not in-your-face bold, but 
stealthily alluring. Pleasingly 
affordable, they’re all worth sniffing, 
meanwhile, next time you’re near the 
checkout. And let’s face it, it’s often a 
l-o-n-g wait.
£25.99 for 90ml eau de parfum
zara.com

SUNSPEL
Oak Wood

Created by esteemed British 
perfumer Lyn Harris, this is a real scent 
of style and a first for the clothing 
brand. Shareable, its opening notes 
of bergamot and neroli tingle in the 
composition; a glimmer of light 
shining on a backdrop of dark woods. 
Softness is brought by chamomile and 
angelica seeds, while the woody base 
of cedar and sandalwood are rounded 
and smoothed by frankincense and 
amber. Timeless, original and 
incredibly wearable. 
£90 for 100ml eau de parfum 
sunspel.com 

LALIQUE
Infinite Shine

Lalique’s trio of Les Compositions 
Parfumées showcase molecular 
ingredients, capturing textures, 
emotions and places with alchemic 
clarity. The deep woodiness of oudh is 
evoked with a supple, leathery saffron 
that throbs against a sheer rose and a 
smooth sandalwood. The most 
traditionally masculine of the latest 
trio, we urge you to swathe yourself in 
this and prepare to get stopped in the 
street, with urgent requests of ‘what 
are you wearing?’
£190 for 100ml eau de parfum
lalique.com



“ It was a deep, rich earthy mix of soil, hay, 
creosote and grass clippings”

also filled the air when he was in the 
middle of a project. It was always 
warm and cosy, from an electric bar 
heater that he had plugged in during 
the winter, so you would also get that 
slightly toasty dusty smell of sawdust 

on the elements as it 
heated up.

He had a multitude 
of tools: hammers, 
chisels, and a lathe 
that he would use to 
create intricate shapes 
on pieces of wood. He 
would make the most 
amazing things in that 
shed. Once, a wooden 
table and wardrobe 

for my sister’s Sindy doll, which by today’s standards was far 
better for the environment than the plastic version I had. 

Hanging out in those sheds helped me tune in deeply 
to my sense of smell. Even today I’m far more affected 
by smells in my natural environment, or individual notes, 
than a full-blown complex perfume. Growing up, though, 
I don’t think I was more interested in perfume than any 
other teenager. It was almost by accident that I fell into 
the perfume industry in my 20s, when I started work as an 
evaluator for IFF. My love of scent grew out of my work, 
rather than a passion turning into a career. 

This has also defined how I think about fragrance. 
Whenever I smell a commercial perfume, I am more likely 
to connect to it wearing my ‘evaluator hat’ on, to analyse 

its ‘type’ and pattern, rather than get 
lost in its beauty. I’m quite envious of 
those who can delve into a fragrance 
a write an exquisite piece of prose 
about it. My skill is more in the 
deconstructing and simplifying realm – 
which obviously helps when  
teaching others. 

But oh, how I still adore the smell 
of wood. In recent years, I’ve moved 
to the countryside, and I love the fact 
that today, I’m surrounded by it. My 
new studio and teaching space here 
in the New Forest are filled with wood, 
from the old beams to the picture 
frames and shelves my partner made 
from reclaimed old timber in our own 
woodshed on the farm. 

And I like to think that 
my grandad would have felt 
right at home here, too. 

“THE SCENTS which conjure up 
happy childhood memories have an 
ability to make us time-travel, almost 
like nothing else. Certainly, if had 
to pick a smell that I couldn’t live 
without, it would be a woody, earthy 
note, conjuring up 
memories of hanging 
out in one of our two 
garden sheds. 

I grew up in 
Tottenham in north 
London on a typical 
street in a very urban 
environment, but my 
family always loved 
the countryside and 
the outdoors. Holidays 
were either camping or caravanning (it was the 1970s!), 
or staying in countryside cottages as we got older. There 
would always be lots of country walks involved and the 
smell of the countryside always makes me to this day feel 
like I’m on holiday. I have been told that as a little girl I 
used to smell absolutely every plant in the garden. 

My parents divorced when I was very young and to 
enable my mum to go out to work, we all lived with my 
grandparents and great-auntie Peggy, who was a keen 
gardener. Peggy’s shed was always filled with things like 
compost, seedlings germinating, the lawn mower and 
a box of warm straw for our rabbit (Fluffy) and tortoise 
(Humphrey). It was a deep, rich earthy mix of soil, hay, 
creosote and grass clippings.

My grandad’s shed, however, was 
a whole different world. We lived in 
a very strong, opinionated, female-
dominated household and my kind, 
gentle grandad was out on his own 
as the only man. He was a quantity 
surveyor by trade, but one of his 
major hobbies was carpentry. All 
my family loved making things and 
being creative, so that was instilled 
in me from an early age. And being 
the only man in the house I think my 
grandfather wanted to escape to his 
own little creative space – his shed in 
the garden. 

The floor was covered with 
sawdust and curls of wood shavings 
from planing wood by hand, or from 
sharpening his square carpentry 
pencils with a pen knife. The scent of 
wood glue, varnish and machine oil 

IT TAKES ME RIGHT BACK
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