Aromatic Arabia

After years of catering to the GCC region, with heavy oil-based perfumes, nichle perfume makers are
finally expanding into the international market with new Eau de Toilette formulations. Amouage has
achieved success in Russia even Viadlmir Putin, the president, wears Dia. In that country they are
rated 10th and this against International brands such as Christian Dior and Chanel. Ajmal is another
traditional perfume house which like Amouage has a rich regional history. Another little known, that
seem to look to inspiration from the US-based international brand Victoria Secrets, why re-Invent
the wheel afterall. The KSA-based lingerie company, Nayomi, launched their own signature perfume

in 2002.
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Aromatic

Arabia

After years of catering to the GCC region, with heavy oil-based perfumes,
niche perfume makers are finally expanding into the international market with
new Eau de Toilette formulations, body creams and bath lines. Are traditional
Arabian perfumes the world's next big thing?

nlllse In the past when we

saw limlted naw lragrance

launches, and we found

ourselves loyal to one brand,

today we hiave soveral onnual
launches and o plethora of chaices. Given this
reality many of us new crave the next best
thing, Luxury brands such as Chanel and Blor
have bacoma billlon dollar businesses due to
our desire 1o cansume more, so they keep
creating new fragranze offerings. With these
and other luxury European brands dominating
ther global fragranca market, housas in the
Middle Enst find themselves in o unique
positlan, Consumers seem bored with the
cluttared market offerlngs and are therefara
keen to find unigue scents, which dellver
koth on exclusivity and eriginality, Arakian
brands such as Amolagae, Amal and
Myaoml have realised this, tha faet that thoy
could have sweet farmulag, which could
translate thoir businesses into the global
killlan-clallar entities,

Amouage

Amouage for example has a rich 25 years of
history erealing original spley luxury scents
favoured by most of the royal house of
the GEC. The brain child of the Inte Sayyld
Hamad bin Hamoud Al Busaidl on the
request of His Majesty Sultan Qaboas bin
Sald, (the ruler of the Sultanate of Oman)
the brand has become one of the sorl afler
ragrances In this reglon. Legend says whan
the brand wis ereated, the Sultan wonted
a soent thiat would reflect his horltoge and
traditions. He wanted ta give this fragrance
a5 a gift to henoured guests who wanted to
remember him anc thelr time In Qman, So
tha Ingredlents had to be fram Gman, so he
asled for frankineense from Dhofar In tha
south of the country and rock rose from the

[E e

Jebel Alihdar mountaln range, which towers
ovar the Sullanate's beautiful caplial, Muscat
wiore usod In tho porfume:,

Today, sevaral years sinee its establishment,

Amounge wants to take Its unigue authentlcity

a5 a Arablan perfume house to the
International marlket, The current CEO of the

brand, Davld Crlclomore, shared his aspiration §,

to Introduce the ragrance line into the |luxury
segmantationin the storas af New York, Paris,
Landon and Asia, " We are an exclusive brand
and wo want to retain this nspect as well
launeh our praduct lines Internationally," he
sald, Clarifylng thelr position he adds: "We do
not sae ourselves as an Arablan brand, rather
we soe oursalves as an Intarnatlonal brand
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ARABIAN PERFUMES
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‘thot uses Ingredients, ideas and marketing
angles from this part of the world and that s
whiat makas us diffarent,”

Thelr fragrance lines follow Arablc traditional
thames, which ensures thelr tag line make
eomplote sense, Known as the 'Gilt of Kings,'
thay recently celebraled their
25th Anniversary and ereated o new product
line to colabrate thoir royal horitage, A winning
farmula by the recent sales figures, which
he shared surpassed expecations. They also
onjayed the highast sales flaures ot thalr
antlre 25 year history which Is commeandalile.
"I hink these figures can be atlributed to the
fact thot we can guaraniee thal our products
are of the highant qualit, That s what the
luxury customers 6 loaking far In thalr brand,
Crielkmere explains,

Tao fultll thelr Internatlional launch aspirations,
Criclomora hired Chrlstopher Wong as
Amouage’s new Creative Director, Wong's
background is in classical musie not perfumary,
which makas for an Inferasting appointimaent,
Crickmore deliboratoly chosae someonae
outsice the Industry so that person could bring
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nesw influences 1o Lheir brand, So for the 25th
Annivarsory colobrations of Amouage, Wony,
arcated Jubilation 25 for wameon.

Wwang worled with the best noses in Paris
ancl the south of France to got tho scont just
right. They create saveral trlal scents, then
shartlisted what he thought would evole
the Best emaotions of thelr inspliation. To go
with this now line Amouage also launched a
new bBath and bady line, A move which can
be interpreted as following the concept of
western brands which have long extondod
thalr own parfume linas Inta bath and body
lines. "Mo, we don't think we're diluting
the brand by followlng this route,” clarifles
Crigkmore, "Il's somalhilng thal our customersd
harve bizen asking for, for quile some time.
We feel that its a notural progression for very
sucaessful fragrances llke Gold and Dla. It's
fallawing the whale layering concapt parfected
In the West. You use the shower gel In the
lath, then you put on the cream, wash your
hands with the soap and later on put on the
fragrance. You've layered your body with
difforent levels of the fragrance, And somo
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fstd Body cream
people don't want to use the fragrance
bucause thay find it 1oo strong. So layarlng
cnables these ladles who want somathing a
little limhteor to just put on the eream, or use the
showaor gol,"

Amouage has achieved success in Ruskia
even Viadimlr Putin, the president, wears
Dla, ane of thelr classle scents, In Ueralne,
they have managed to achleva the numbar
one slalus amaong nlehe brands. In that
caountry they are rated 10th and this against
Internationnsl brinds such as Christlan Dior and
Chanel,

Almal

Another traditional perfume house which e
Amouage has a rich regicnal history is Almal
Perfumes. The brand name maeans ‘most
boautiful in Arabic. With over 58 years of
exparlenaen, it has speclalised in tradilonal
perfumes and carved a niche marlwet for itself,
and now wants to talie It's range globally. Ajmal
lenawn in the reglonal perfuma Industiy as an
innovator and ploneer In the way they market
ariginal perfume products o the Arab and
Woestern marlets, Foundoed by Ajmal All in the

P n Fanga - The Pamid fragranag: is o calabiafion a ulmnlll'r_ bl im'll'
ennplint Hha \gagranes 4 for tha eonlicdeal wnawan of Fadiy, wilh bap vt o)
letwmn, |-M|JﬂrMall', Dl b Félppat and ludﬁ.lefl'r‘, fla Emnjnlmlr dllhllr.mn} whish
rqafmn’l?- welyace e donigs lelaw.‘d. by a r'hHth.' it o} Fuberade, wiessn,
vialal lageae, :,'Inua ]"!“"ﬂl Faea dud Illl:r’ nt', Hha vuﬁ'u;.n und t',:mill')- Guul'l'l'lna wifh
Fhe delisatis suells 9 annclalwand, Innllr«f-!uIJ, wudh and w:luil’{?

warly 1950, Ajmal Perfumdas has grown into

one af the region's most trusted brand. [Eis o

famly-owned business currantly steerod by

: A the passlon of the second and third-genaration

e Ajmals, who now play key roles in the brand's
; dovelopment,

One of them | Abdullah Ajmal, the Tirat
armang the third genoration of his family to go
inte the business, After worling in the Unitod
Kingdam, Abdulln returned to Dubal whaero
[ further developed tha Frenah allgned
tragrance line within Almal Perfumes ancl
aucconded n divarsifylng Almal's cllentele

1 thraugh an eflfeclive brand-positioning
strategy. Mis mission (s Lo Intreduce Ajmal
Perfumes to maore countries in the region as
wall a5 abroad and to croate o broador rango
of products for them ta evolva inta o lifestyle
faranct,
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aphout 10 years ago, wa'd roalised that
as a fragrance house, sur speciilization
should nat ba lar enly one community, Qur
perfumes tranacend cultural barriors and that
i why we Includod our Reul Al Khaleej and
Muhuja In the Dubal International Flim Fustival
alft bags," shares Abdullah, "We believe that
celebrities will br drawn ta thedr Indlviduality, In
tha International markel, large brands crente
trencs and others follow, Whernns harg, We
create the trend for aur region and axport that
to olhers, The beauty and fashlon Industrias In
the West taday ara eynical, and want to create
perfumes that are mere earthy and orional
and thirt's is what we spociallse n, How ironic
js that?" he adeds,

With the trends changing, speclally with
yOunger Arabs exposed to olher cultures
and intermational Influences cihelr tasle have
evolved, “We started noticing that when more
International brands came into e market
and younger custamars wanted varlety, W
startad notlcing that consumer 1astes were
changlng," Abdulla shares. 1O course, 0 the
past people were alwoys travelling abroad, but
their traclitions were rooted lirmly in Arabla,
Todiy oUr cuslomers are mora modorn and
classilicd amongst the chlcost arowel, yol
thiey still want to retaln thelr culture, 5o in the
last twa to three yoars we have positloned
ourselves as an ethnic chic brand, When we
wo global, this will alwiys ba our posilicning.
For axample, we're avallable in Sephora
whure you have other International brands,
5o how can we nol stand out? We needod
1o have a look and elhnlsity is going ta keep
aur Identity secure. We are also doing well in
Diity Freses and alrlines are among our biggest
cuslomers. Travelers wanl to take home with
therm somathing which reflects sophistication,
authentlolty and of courss: which s athnically
Aratslan,”

When it comes ta he croative process, the
maln neue for the campany |s Abdullah's uncle
Mazlr Ajmal, who also serves as o consultant
In western companios rasearching the use

64 Araliion Womon

cenld Bt and Ghewan Giel

of oriental fragrances. They also work with
differant noses globally to malnatin variety of
seents within thelr colleetion, Aslde from thit,
\here are nlso two panals hat worls on the
seents to make sure that they get the taste af
the eonsumer. The first panel s Abdullah and
his team wha shorlists the scents created

by thair neses and lechnlcians. The soent

are then sant to the second panel which s
camposed of consumers which glves them the
consumer perspoctive.

Cutrantly, Ajmal Perfumes have 107 retallers
in the region and they intend to double ihis.
number within the naxt twa ta three years,
They are looking Into setting up new storos
within the GCC and boeyond, They have also
laken an a international deslgn finm Lo revamp
Ihe whole lool of the store to make it more
Inwlling and less Intimidaling as part of thelr
foray Inte the international markat, When It
comes to the preference of their markel,
they have perfected the system. "Locol
cllentala usually want something new Bt with
expatriates, il they lilke a produet, thay will stick
with I, They will try sameathing else but they
will always came baclk, In our current lines,
| thinlk 'Shadow' and its Arabic colnterpart
Tayl', which also means 'Shadow' will de
phenamanally, 11" Wwo different referencos.
Shadow Is for the male while Tyl s a florlental
fragranee, it's more ariental and floral, Theseo
twao are very papular even with the expatrlate
crowels.”

In the meantime, f clionts are Iooking lor
more classical and traditianal sent, then
Monttag would be the scent for them,
currenlty, 60 percent for thelr clients are
Arabs and 40 pereent are a mix af Aslans,
Westernors and Expat Arabs whe lilke the
cantamporary range, "Marketing Is the Iy

Abdullah stresses, “We don'l target lourlsts as

much because we don't want Lo e seen as
the store you go to when you go o the souq.
We are a luxurious experonae,not the curna
bashing, We are a lifestyle, not & souvenir,
Now, wharaver wa are avallable we are part
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af a parson's lifestyle, and whore we ara net
there yet, we will be in the near fulure”

Watch this space
Although not as blg ns tho Amouge or Ajmal
brand, Masas s yot anosther prand keen to
sall traditlonal szents 1o the West, Formed in
1979 In Dubal and run as a family enterprise,
thelr malden labels was the 'Blue Lacy' which
has remained the company's highast sarner ol
halk Wastarn range., 1n 2007 they successfully
launched deodorant preducts and opened flve
new stores In Saudl Arabla, annoucing thelr
raglanal and eventually international plans. .
Anather litle lknown, that seem to
ioole to insplratian from the: US-basecl
international brand Victorla Secrets, why
te-lnvant the wheel afterall. The KSA-based
lingetle company, Nayami, launched helr
owi slgnnture perfumea in 2002, 1t was an
immadlate hit, and Shaza became o widaly
appreciated fragrance by both Jacal and expat
custemers, Sa whah they cxpanded their lines
1o also include body and ath lines, homie
acaessoros, scent eushions and candlas it was
a natural assumption that thay wollld Become
as sucoansful as the Vicloria Secrals ranges. In
total tha brand has to dite launches 12 EDTs
and over 60 beauty producsts including olls,
fragrances and home acerisorias, Mot bad ror%
a little: lingerla company fram the Gulf,
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