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(The Art of Perfumes)
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917 Floral, Chypre, Fougere, Marine/Ozonic, Oriental,
Citrus, Green, Gourmand &u scent family subtype
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animalic
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98139790131 (rapid urbanization) s uresUszens
lanuazn1sutatued19gulsIveInIslavanvesuday
Anenan Aoy ogrslsinunandusiineudiing
wwaesuusualdufunuvendndugindnuranly
Tmefivzdamiannaaiaian (Report Linker 2023)

B asuuvdirunarandringy
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Francosis Demachy (Dior), Oliver Pelge (Chanel), Thierry
Wasser (Gueriain) ka8 Mathilde Laurent (Caetier)
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Few perfumes are created by the luxury brands themselves. In France, only the
« Grandes Maisons » such as DIOR, CHANEL, GUERLAIN, HERMES, PATOU and
CARTIER have in-house master perfumers (the « nose ») who creates the
fragrances.

Fran;ms Demachy
(Dior)

Olivier Polge
(Chanel)

‘ﬁt.’)

Thlerry Wasser

Mathilde Laurent

(Guerlain) (Cartier)

Most of the time, the luxury brands call for a tender within F&F manufacturing
companies which create the fragrances for them.
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Market shares of the top F&F companies (2014)

u F&F market value (BS, 2014) : 16.5
Givaudan
i ﬂ Net sales (BS, 2014) :
Givaudan : 4.8
Firmenich: 3.2

Firmenich IFF:3.1
Mane
l I 4% Takasago

Robertet
2%

13%
5% 1%

\II - Source : Leffingwell & Associates
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