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A Rocky Ride
For Travel Retail

Recovery might still be a long way off,
but executives focus on the silver lining.

[ By Jennifer Weil and Brid Costello

PARIS — Travel retail’s anticipated takeoff has
been severely delayed.

Specters of a war in Iraq, further terrorist
attacks, a double-dip recession in the U.S,, fal-
tering air carriers — not to mention increased
gasoline prices and near nil growth — are
among myriad factors contributing to a later-
than-expected recovery.

Depressed economies last year and the fall-
out from Sept. 11 events caused many to stop
travelling and spending in airport stores, where
beauty volume, alongside that of other con-
sumer goods, was impacted negatively. There
has to date been little to boost sales.

“Business is not as usual — business is
tough,” said Harry Diehl, managing director of
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NOT-SO-SECRETS

are back together — if
only to take Sephora
USA to court.

In September, the
divorced couple filed a
lawsuit against the Cruise and Kidman
LVMH Moét Hennessy

. ' o : o I Louis Vuitton-owned perfumery chain’s U.S,
.___mi " . . =~ division for allegedly using their image
HIGH FLYERS: Forget the hot towelette, beauty brands are linking up with airline com- without consent. The visual appeared in an
panies to create mini takeaway treats for passengers traveling in first and business class. advertisement for a Valentine’s Day promo-
“Talking to customers in this type of environment is important, as we can develop a rela- . e ’ ML i
tionship,” explained Charles Denton, managing director of Molton Brown, which began tion, called “L'eau Down On Celebrity Sweet-
its tie-in with British Airways two years ago. Among some of the in-flight items to be hearts.” The pair reportedly seeks more
found on board these days are (from top, clockwise): Hanorah 24 Hour Moisturizing than $15 million in damages, but that sum
Cream on Alitalia; Origin's Lip Remedy and Mint Wash on American Airlines; La Prairie s e s >
Moisturizing Lip Balm on Cathay Pacific; Virgin Vie Energy Body Gel, Upper Class could be tripled if Sephora USA is proven to
earplugs, Virgin Vie'Wide Awake Eye Gel and Virgin Vie Stay Calm Day Moisturizer on have violated the Lanham Act, which pro-
Virgin Atlantic; Shiseido Breath Garden Spa in the Air on JAL; Molton Brown Vitamin Lip o ol i ) :

Sa\?er on British Airways; Shiseido Leg Attractive, also on JAL; Molton Brown Face Zone tects intellectual property rights.
Overnight, also-on British Airways, and Natio Refreshing Face Mist on Qantas.

FEATHERS: 5.PPN./NICOLE FEVRIER
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FRAGRANCE = DUFTE = PARFUMS

What’s in a Name?

ARIS — In the current
flow of launches, concoet-
ing a juice’s moniker can
be crucial.

“Brand promise is to a
great degree communi-
cated by the name — this is important for
products in general, but especially so for
fragrances,” said Julie Cottinean, manag-
ing director of naming at Interbrand in
New York. “Scent iz so ethereal. Fra-
grance is an aspirational experience with
women asking ‘what kind of woman do 1
want to be?””

Names aren’t simple tags, either —
nuances can be enormous. “The point to
bear in mind is that not only should the
name be strongly; if unconventionally, sug-
gestive, it must not carry any other sug-
gestions that could undermine it,” stated
Keshen Teo, creative director at Wolff
Olins in London.

“Where fragrance is concerned, the

* The juices:

For women:

* Addict (Christian Dior)

* Ardenbeauty (Elizabeth Arden)
* Black Cashmere (Donna Karan)
* Chanel Chance (Chanel)

* Murmure (Van Cleef & Arpels)
* Sensi (Giorgio Armani)

* T Girl (Hilfiger)

For men:

* Crave (Calvin Klein)

* Lacoste Pour Homme (Lacoste)
* M7 (Yves Saint Laurent)

* Mania for Men (Giorgio Armani)

The judges:

* Julie Cottineau, managing direc-
tor of naming, at Interbrand

* Chris James, naming director,
and Christina Alba, associate nam-
ing director, at Cintara

* Keshen Teo, creative director, at
Wolff Olins

* Ian Latham, chief executive, at
Latham & Co.

power of suggestion is crucial,” he contin-
ued. “Fragrance itself is intangible,
evanescent, ethereal. It works best as a
subtle signal, barely separable from all
other attributes of the person wearing it,
an olfactory signature given and received
almost subliminally. Good names for fra-
grance should be powerfully suggestive.”

He said the name Truth, first used in
the women’s Calvin Klein fragrance in
August 2000, for instance, is not as sugges-
tive in the context of a scent, “whereas
naked, the adjective it pairs with in eliché
would be stunningly
s0 — fragrance goes
onto skin, after all.”

Fragrance names
can also be poetic.
“Naming is often a
one-word haiku,”
said Chris James,
naming director at
San Jose, Califor-
nia-based Cintara.

Opinion has it
Addiet, Crave and
Chance put an edge
on juices, while the
carnal Murmure
and Sensi suggest a gentler, more sensu-
ous experience from uncorking a flacon. T
Girl has feminine youth on its side, but M7
is distinetly male and mechanical.

Coming up with such new fragrance
names can be a tricky business. Apart
from the fact that many monikers that
might just do it for scents already adorn
labels for sundry products, others that
might seem heaven-sent to an Anglophone
ear, say, just won't cut it in another tongue.

*Nowadays, names really do need to be
globally appropriate,” said Cottineau.
“And words that translate well have tend-
ed to be real words.”

A fragrance name has to be examined
in numerous ways. “All by itself, what does
the name trigger?” asked lan Latham,
chief executive at Latham & Co. “Does the
name evoke what the fragrance is meant
to be? Does the name conjure up visual

imagery? Does the name suggest emotion-
al implications and attributes?”

With such issues in mind, WWD Inter-
national Beauty Report put together a
naming panel, whose members reviewed
some new fragrances names.* Here’s what
they had to say:

FOR WOMEN:
B ADDICT

* Alba: It's one of those sophisticated
sin-type names that gives a girl the feeling
of going awry for a while.

* Teo: Good — a hint of trash
chic with the implication that
women who wear it will make
addicts out of men.

* Cottineaw: It's different and
it's fresh. It's not a word you
would expect. Maybe it means
“addicted to life.”

* Latham: This is a bold and
challenging concept — that [ dis-
like. Frankly, it is inconceivable to
me in today’s world that someone
actually names a product Addict
and uses a model as the brand
emblem [in the advertising]
patently portrayed as an addiet,
whacked out and dishevelled. We are sup-
posed to be better than this,

B ARDENBEAUTY

e Jawmes: [The name is|
shooting for the classical
element,

* Theo: One of the |
least inspiring of the lot. |
[1t uses] the most basic | |
technique — the /
deseriptor approach | /
— in product naming. |

* Cottineaw: This
doesn’t add anything [
to the brand. And /
you won't grow the |
brand by address- /
ing women 50- [
vears-old and up
[with such a name].
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