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Groove Xcape, from the Xerjoff Blends collection, 
is the result of many years of multisensory 
experimentation based on a concept of 
contamination in different areas, first with art, 
then with food and now with electronic music, 
together with Max Casacci and Donato Sansone. 
Sergio Momo, CEO of Xerjoff Group, explains this 
collaboration, “The desire for experimentation and 
to explore unknown universes led us to unite our 
worlds and to work together in our city, Turin. 

XERJOFF
GROOVE XCAPE

A fragrance that 
evokes underground 

sound beats

For me, this project represents a real alchemic 
intersection between sounds and elements of 
the fragrance in its totality, whether liquid or solid 
of the bottle.” The ritual and the gestures which 
they express through the use f the fragrance have 
been skilfully translated in the Turin studio of Max 
Casacci and the whole was sealed by the exceptional 
creative flair of Donato Sansone, who offered his 
unmistakable style to the video clip.

Urban Groovescapes in the new sound frontier 
of Max Casacci. Musician, producer and founder 
of Subsonica one of the most important bands on 
the Italian scene, one of the most adventurous in 
circulation. He transformed everyday sounds and 
the noises of the urban space were riff, harmony, 
rhythm and music to dance to, without the use 
of musical instruments. Max Casacci and Sergio 
Momo’s paths crossed and the result can be listened 
to and smelt in the grooves of the vinyl, pieces such 

as Groove X-cape which gives its name to the new 
Xerjoff fragrance, capable of evoking electronic 
circuits, dancing bodies, underground beats and 
musical technology. The encounter between the two 
Turin-based visionaries can be appreciated in pieces 
such as “ATP Finals but the bass” and “Gap the Mind”, 
created exclusively with urban sounds of London, 
inspired by Sergio Momo himself as part of a sound 
and olfactory experiment on the British capital, 
which we will hear a lot about in the very near future.  
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INTERVIEW

EXPORT MAGAZINE: What is your role in the 
company and how do you work in the Calé team?
NiColò loNgo: I am the Calé trainer, so I deal with 
the training on the brands distributed by the company: 
my role consists of teaching the identity of the different 
brands, their history, their various aspects and the 
inspirations behind the fragrances or the products, 
both to our dealers and our personnel. It is very 
important for Calé to spread the culture of fragrance 
and offer the instruments that can be useful to deliver 
it as best as possible at the time of the sale. In order to 
be able to offer these means, I start to study the brand: 

I contact the company and I collect all the relevant 
information and study. I then create my instruments, 
from presentations to the training manual, for the best 
possible training. For me, it is essential to involve the 
trainees immersively in the world of the brand and its 
points of uniqueness: it is often what remains the most 
at the end of the training. My role as a trainer with Calé 
is closely linked to its other departments, especially the 
commercial one: a training session is always planned 
based on the launches scheduled in the commercial 
calendar, how many clients will include the brand or the 
new product and the requirements that emerge from 
our agents. I am in contact almost every day with the 
commercial department, but I also have to know the 
schedules of our logistics, i.e. when the goods arrive at 

CALé
THE IMPORTANCE OF THE TRAINER TO CONVEY 
THE BRANDS’ FUNDAMENTAL VALUES

An interview with Nicolò Longo, the Calé trainer

Calé S.r.l (www.cale.it) has imported and distributed some 
of the best brands of artistic perfumery and personal care 
products in Italy since 1955. For a brand to be chosen by 
Calé for distribution, it has to be able to boast of some 
essential requisites. These include a reliable history, 
uniqueness and high artistic quality of the fragrances, 
originality in the composition and in their aesthetics. All 
these elements can be translated into valid instruments at 
the service of those who will have the task of proposing 
the product at retail level. The “translator” is the trainer, 
a fundamental figure in every company who, as the name 
says, has the task of “training” all those who will be in 
relation with the end client, conveying to them the values 
and inspirations of the brand. Let’s learn more about this 
professional profile with Nicolò Longo, the Calé trainer.



INTERVIEW

our warehouse or when the products reach our clients. I 
am also in contact with retail, if we have new personnel 
to be trained and, last but not least, the communications 
department, which then in its turn has to tell the story of 
a product or a brand to the press and through the media. 
This means that mine is a role which intersects with 
almost all the company’s departments, that supports 
and discusses everyone’s needs to offer a service that is 
as efficient as possible and that meets all requirements. 
My main occupation is to create presentations that tell 
the story of a brand in an experiential way, describing 
its history, telling anecdotes and titbits of information, 
as well as analysing the fragrances or the products, of 
course - both technically and emotively – to give clients 
the most useful instruments to propose them as best as 
possible in the sales phases. With a past in retail, this is 
a passage which is extremely important to me. 

EM: Do you always follow the same procedure or does 
it change depending on the brands and/or the clients? 
Nl: Every brand naturally has its own DNA and its 
peculiarities and my presentations have to show this. 
I believe it is necessary to explore further the history 
and the culture that form the peculiar context of each 
brand in order to convey its contents as best as possible 
during the training. Tola, for example, was founded in 
Dubai and conveys to us a culture and values belonging 

to the world of the Middle East, although the fragrances 
undergo a slight influence of European perfumery. In this 
case I think it is necessary to go beyond the inspirations 
given by the brand and further explore some elements 
of that culture which is so interesting but distant from 
our own, to be able to tell the story of the meaning of 
their fragrances to clients. In this way, I explain how in 
a fragrance such as Bishra, there are notes of coffee 
that are different from the classic aroma a Westerner 
recognizes, because in the Arab world coffee is roasted, 
ground, infused and flavoured with cardamom. For 
Nishane, a brand created in Istanbul, a city full of 
traditions that embrace and incorporate many cultures, 
I thought it was important to delve into every story that 
is hidden behind each fragrance. I am thinking of the 
collection dedicated to the Turkish Shadow Theatre: the 
choice of the olfactory structure and the notes used 
are understood better if the different elements of the 
characters to whom they are dedicated are known.

EM: Which material do you use?
Nl: These presentations are held both virtually on 
Zoom and physically in the points of sale. With the end 
of the restrictions due to the recent pandemic, it is really 
a pleasure to return to the training sessions in person, 
where the clients can follow with greater attention and 
involvement. To reach several stores at the same time 
quickly, we also hold virtual training sessions thanks 
to a modern TV set in the company which allows 
clients to be immersed in the world of the brand. For 
example, to present the new launch by Floris, Mulberry 
Fig, inspired by the beauty and the peacefulness of St 
James’s Park in London, I took the clients with me for 
a virtual walk through the park to admire the trees in 
blossom and the ducks on the lake and let them have 
the same emotions as those who created the fragrance. 
The search for pictures, videos and experiential music 
thus plays a fundamental role. Another instrument 
that I find very useful is the training manual, which 
translates more schematically and directly what I say 
during the training session, allowing clients to go over it 
again whenever they wish.

9
Claudia Stagno
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The first rebel of Italian 
niche perfumery on the 

success of the newest 
Ivy Collection, the role 

of the character, and 
himself - in the quiz to 

EM-Export Magazine

Who Luca Gritti
What Owner and perfumer, Gritti Venetia
Where Italy & around the world 

The latest success?
Because I’m Free and 

Kill the Lights, both extrait de 
parfum from Ivy Collection. 

A great feedback from 
the younger audience 
and the right balance 

between the audacity 
of the artistic perfumery 

and a commercial offer.

LUCA 
GRITTI
KilliNg THE ligHTS

The latest challenge?
The growing markets’ request. 

Nevertheless, we’re lucky to have 
our production base, so every 

challenge brings satisfaction.
What’s on your spotlight?
Ivy Collection and Gritti Privé’s novelties, in preview at Esxence. 

A note on storytelling
It’s all about a lifestyle: perfume 
is not a detail anymore but 
a way to manifest yourself, 
your tastes, and your passions. 
We use this concept in Ivy 
through my personal research, 
and in Gritti Privé by mixing 
the ultra-modern image with 
innovative olfactive twists.
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THE BRAND’S WORD
Summer on your mind. Endless, mellow afternoons between Noto’s 
almond gardens and Marzamemi’s sea breeze. The dance of shades 
over bronze skin, shimmering and silky. A bliss. Fresh almond and 
creamy lemon blossom notes are leading to the luscious, tropical 
heart: a rich vanilla accord adorned with fragrant tiaré flowers 
and marzipan nuance. Like a Sicilian sunset, the perfume lasts 
on the skin wrapping it with warm, musky and vanilla sun kisses.

COLLECTION
I Turchesi is a loving homage to 
a typical Mediterranean lifestyle 
with its vivid colors, the play 
of lights, and warm, seducing 
smells. Started with best-selling 
Pomelo Sorrento and Costiera, 
now the line counts six eau de 
parfums – and welcome 
Siracusa, the deep dive 
into famous almond 
orchards, the treasure trove 
of fine Italian patisserie.

COLORS
An eye-catching combo of 
turquoise blue glass and soft 
golden flows over iconic hand-
made caps: two primary colors 
of the Mediterranean we love – 
now, in the summer, forever.

FRAGRANCE
An ode to almond orchards, patisserie, and the south. 
Imagine yourself on a sunny midday in June, under an 
almond tree, with a cup of fresh granita in hand. The wind 
caresses your hair; the sun leaves a warm kiss on the skin; 
the air is sweet and mellow. This is how Siracusa feels.

MAKING OF 
SIRACUSA, 
GRITTI 
VENETIA
In Italy, Sicily means blooming 
almond orchards, turquoise blue sky, 
sweet smell of citruses - and 
the inspiration for the great Noses. 
Luca Gritti brings us to discover its 
colors, smells, and sensations with 
Siracusa, the newest eye-catching 
I Turchesi collection launch.

EM-Export Magazine follows him in the making
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For the thirteenth time, Milan becomes the capital 
of the world of artistic perfumery with Esxence, to 
be held from 30th March to 2nd April at Allianz MiCo, 
Milano Convention Centre, in the innovative CityLife 
District. This exclusive showcase for the world’s finest 
artistic production, with a high rate of innovation, 
is ready to face new challenges and welcome the 
international community of professionals and 
perfume lovers in the name of the most authentic 
and sophisticated olfactory culture.

More than 280 brands will be displaying their 
creations from 30different countries, including new 
entries such as Singapore, Ukraine, Romania, Croatia 
and India, in addition to established markets such as 
Italy, France, Spain, Greece, Austria, Czech Republic, 
Netherlands, Sweden, Switzerland, UK, UAE, Japan, 
Hungary and Hong Kong, to name a few. All the useful 
information, including the map of the exhibition 
space, the programme, the conference calendar 
and the brand list and press releases, will be on the 

IT’S ESXENCE
TIME AGAIN!
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updated and even more complete Esxence App. The 
exhibitors, whether well-established or emerging 
perfume houses, have been carefully selected by the 
Technical Committee, made up of international and 
renowned experts. The Main Brands will share the 
over 8,000 square metres of exhibition space with 
the Spotlights, emerging and innovative brands. 
Most of them (about 70%) come from abroad, 
confirming Esxence as a prestigious opportunity to 
introduce themselves on the international scene.
The concept guiding visitors this year is IRIDESCENT, 
a pun that recalls light and perfume. Just as it is 
possible to discover colours that were not visible 
before by looking through a ray of light. In the same 
way we can experience unique sensations and 
perceive the world with new perceptions through 
scent. Visiting Esxence means letting olfactory 
memories flow over us, sensations affect us and 
become emotions, The art of perfume creates new 
colours and Esxence aims to highlight them. 
Artistic perfumery is undergoing rapid and radical 
change. As well as increasing its share in the global 
beauty industry, for example in Italy accounting for 
more than 14.2% of the perfumery channel and just 
over 30% of fragrance sales, its very name is subject 
to change, with a preference today for “artistic and 
research” perfumery. The show also includes the 
Experience Lab, the international event dedicated to 
beauty research and excellence, a unique opportunity 
to discover the most innovative brands. Selected in 
virtue of their quality, storytelling and aesthetics. 
This event-within-the-event continues to pursue the 
aim of giving visibility to innovation.

EVENTS
As usual at Esxence there is a rich agenda of meetings, 
round tables, workshops, presentations and 
olfactory itineraries, featuring international experts 
and researchers including Michael Edwards, author 
of Fragrances of the World, and Annick Le Guérer, 
anthropologist, historian and perfume expert. 
This year’s initiatives will focus on important themes 
such as the perception and diffusion of artistic 
perfumery in Eastern markets, with special attention 
to China, creativity, diversity and inclusion within 
perfumery, Artificial Intelligence, sustainability, 
olfactory education, the power of fragrances in 
everyday life as well as olfactory experiences to 
discover the most sophisticated raw materials. 
The Essencional Study Centre will present the 
data from the survey and updated web analysis to 
highlight the evolution of the sector. CFF Creative 
Flavours & Fragrances will also actively participate 
with its own experiential workshop an occasion to 
meet the players in the world of perfumery and 
explore blends and raw materials. This presence 
underlines the connection between the Fragrance 
House and the international artistic perfumery 
event. Esxence this year will again be able to count 
on several high-level partnerships including the 
Osmothèque. Mouilletes & Co., the Accademia del 
Profumo and Art & Olfaction Awards.

The international perfumery 
event returns to Milan from 

30th March to 2nd April



ORANGE CONFERENCE ROOM 

THURSDAY, MARCH 30th

h. 10.30 am – 11.00 am
PRESENTATION
Psycare and Emotional Beauty: the Rise of a New
Category in the Beauty Industry
With Chiara Bonucci, Sales & Marketing 
Manager Italy – BEAUTYSTREAMS

h. 11.30 am – 12.30 pm
PANEL
Winning Strategies for Navigating 
280+ niche brands at Esxence
Moderator Sarah Colton, Perfume Writer, 
Videographer and Author of the book 
“Bad Girls -Perfume Tips and Tales”

h. 2.00 pm – 3.00 pm
PANEL
Leading By A Nose: Perfumers Speak Out
on Education, Diversity & Creativity
Moderator Karen Marin, Essencional Advisor 
& Contributor, Consultant and Writer

h. 4.00 pm – 5.00 pm
WORKSHOP - EXPERIENCE LAB
The False Myths of Cosmetics
The most dangerous ‘fake news’ are the half-truths
With Annalisa Betti, Journalist and Matteo Locatelli, 
CEO “Pink Frogs Cosmetics”

h. 5.00 pm – 6.00 pm
WORKSHOP - EXPERIENCE LAB
Cosm-ethic Formulation - How to formulate 
a cosmetic product with an ethical approach
With Rossella Valenza, Cosmetologist and Chemist

FRIDAY, MARCH 31st

h. 10.00 am – 11.00 am
VIDEO PRESENTATION
The Online Revolution: 
Fragrance Retail in a Digital Age
With Michael Edwards, Founder of Fragrances 
of the World and Pankaj Patel, Director 
of Technology, Fragrances of the World

h. 11.30 am – 12.30 pm
WORKSHOP
Sniffing Out Opportunities in China & Korea
Moderator Karen Marin, Essencional Advisor & 
Contributor, Consultant and Writer

h. 1.00 pm - 2.00 pm
Announcement of the finalists of the Art & 
Olfaction Awards With Saskia Wilson Brown, 
Director + Founder of the Institute for 
Art & Olfaction, Spyros Drosopoulos, 
Judge and Chi Wai Tang, Judge

h. 2.00 pm – 3.00 pm
2023 ESSENCIONAL OBSERVATORY
The Evolution of Artistic Perfumery:
web analysis, survey results and insights
Moderator Silvio Levi, Co-Founder of Esxence 
and Essencional Director

h. 3.30 pm – 4.30 pm
WORKSHOP
In Love with Patchouli - History and trends 
of an iconic raw material
With Eugénie Briot, Perfumery School Programme 
Manager and Historian, Givaudan - Arnaud 
Guggenbuhl, Head of Global Marketing, 
Insight & Image Fine Fragrances, Givaudan

h. 5.00 pm – 6.00 pm
Perfumery of the Future: Scentmate by Firmenich 
Moderator Laurence Arrigo-Klove, Essencional 
Advisor & Contributor, Brand Strategist, 
Communication Consultant

SATURDAY, APRIL 1st

h. 10.00 am – 11.00 am
WORKSHOP
Follow your Nose: the Art of Smelling
Moderator Karen Marin, Essencional 
Advisor & Contributor, Consultant and Writer

h. 11.30 am – 12.30 pm
PANEL
Préserver le Patrimoine du Parfum
Ou une certaine vision du patrimoine de l’humanité
With Thomas Fontaine, President of Osmothèque, 
Anne-Cécile Pouant, Comittee of the Osmothèque

h. 1.00 pm – 2.00 pm
WORKSHOP - EXPERIENCE LAB
Caterina Sforza. Power and 
Beauty in the Renaissance
With Francesca Di Massimo, CEO and 
Creative Director Spezierie Palazzo Vecchio

h. 2.00 pm – 3.00 pm
WORKSHOP - EXPERIENCE LAB
The Beauty Sector: a Sector 
with many Opportunities
With Giorgia Clemenza, Tutor University Master 
in Beauty and Wellness Management and 
Communication IULM and Annalisa Betti, Journalist

h. 3.00 pm – 4.00 pm
WORKSHOP - EXPERIENCE LAB
How to Choose Cosmetics in the Third Millennium
With Gisberto Caccia, Pharmaceutical Chemist

h. 4.00 pm – 5.00 pm
WORKSHOP - EXPERIENCE LAB
The New Formulation Guidelines between 
Science, Safety and Sustainability
With Umberto Borellini, Cosmetologist

h. 5.00 pm – 6.00 pm
WORKSHOP - EXPERIENCE LAB
Beauty and Well-Being Beyond 
the Obvious and Stereotypes
With Davide Antichi, Beautician, Pharmacist 
and Cosmetologist. Founder Beautycians SpA

SUNDAY, APRIL 2nd

h. 11.00 am – 12.00 pm
BOOK PRESENTATION
Le Parfum et la Voix, une Rencontre Inattendue
With Annick Le Guérer, Anthropologist, 
Philosopher and Writer

TURQUOISE CONFERENCE ROOM 

SATURDAY, APRIL 1st

h. 10.00 am – 11.00 am
BOOK PRESENTATION – IN ITALIAN
Nella Bottega del Profumiere. 
Tecniche e Segreti di un’Arte Antica attraverso 
Teofrasto, Apollonio Mys e Plinio il Vecchio.
With Giuseppe Squillace, Associate Professor 
of Ancient History, University of Calabria 
and Roberto Dario, Perfumer

h. 11.30 am – 12.30 pm
PANEL – IN ENGLISH
Scent as a Therapy
Moderator Laurence Arrigo-Klove, Essencional 
Advisor & Contributor, Brand Strategist, 
Communication Consultant

h. 1.00 – 1.30 pm
PRESENTATION – IN ENGLISH
The Scent of Innovation: Protect your 
creativity and make your fragrances 
tamper-proof & interactive with Authena
With Alessandro Tacconelli, Customer 
Success Manager at Authena AG

h. 1.30 pm – 2.00 pm
PRESENTATION – IN ITALIAN
IPI – Italian Perfumery Institute
With Maurizio Cavezzali, CEO of Equipe International 
and Co-Founder of Esxence

h. 2.00 pm – 3.00 pm
PANEL- IN ENGLISH
Greening Luxury: Creating and Communicating
Sustainability in Artistic Perfumery
Moderator Bodo Kubartz, Journalist 
and Director of “Passion and Consulting”

h. 3.15 pm – 4.45 pm
WORKSHOP
BY MOUILLETTES & CO – IN ITALIAN
The Scent of Colours - Raw Materials 
meet the Rainbow 
With Emanuela Rupi and Sara Ravo

h. 5.00 pm – 6.00 pm
WORKSHOP – IN ITALIAN
Milano Beauty Week 2023: Beauty Lives Here
With Simona Antonini, Project Leader 
Milano Beauty Week

EVENTS CALENdAR20
23
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INTERVIEW

kAoN
INTERVIEW WITH 

ROBERTO DRAGO, 
CO-FOUNDER 
OF KAON AND 
LABORATORIO 

OLFATTIVO

EXPORT MAGAZINE: KAoN has been present in the 
world of artistic perfumery for some years now. 
Can you tell us your story…
RoBERTo DRAgo: KAON has been operative for 22 
years. Daniela Caon and I are the founders. 
Both of us come from the sector of perfumery: Daniela 
owned a perfumery with her sister and was then 
an agent in perfumery, while I follow in my family 
footsteps as both my parents were perfumers and with 
a background that saw me first as an agent then as 
manager of some multinationals. We met, there was 
also a story of personal life together and, in 2001, we 
took the opportunity to distribute an English brand 
(Pecksniff’s) in Italy. This is how Kaon, a distribution 
company operating, by our choice, in the sphere of 
artistic perfumery, came into being. We were amongst 
the pioneers of this sector: you only have to think that at 
the time the so-called niche perfumery only had about 
fifty stores in Italy. I want to emphasize that, from its 
beginnings, this project has been able to be what it has 
become thanks to sharing the activity in all its aspects 
with Daniela. Our skills complement each other, we are 
both driven by a very great passion for fragrances and 
have in common the same vision of how to operate; I am 
convinced that our daily discussions lead us to reach 
goals that on our own we would not have obtained.
We had the luck, as well as the capacity, to find ourselves 

Roberto Drago and Daniela Caon

in the middle of a river which was widening its banks; 
artistic perfumery has increased gradually in visibility. 
More and more stores and consumers are sensitive to 
this channel; today we are recognized as an important 
distributor in our sector, and, counting proprietary 
brands and brands in distribution, we have 21 brands.

EM: What are the keywords that distinguish your 
business?
RD: From the very beginning, the first keyword is 
‘coherence’, where seriousness is taken for granted, in 
the past it was also important to speak about ‘search’ 
for example, the search for new brands, today when we 
talk about search we mean searching for new trends 
and ways of expressing ourselves through fragrances. 
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EM: You have a variegated portfolio, are you 
particularly attentive not to have brands that 
overlap? 
RD: Again for a question of coherence, we try to avoid 
conflicts between brands and we want to touch of 
different universes. In addition, it is important not to 
compromise on quality and on the coherence that 
has to characterize every single brand: the fragrance, 
the bottle, the packaging and the price have to be 
harmonious, otherwise the consumer will give it the 
thumbs down.

EM: We know that in your laboratory in Turin you 
hold initiatives for the consumers…
RD: We organize evenings where we explain to the 
participants how a perfume is created, what the main 
raw materials are. What drives me to do this, sacrificing 
part of my leisure time? In the first place, passion, which 
for me is a constant, and also the desire to create more 
and more consumers who are aware of what they are 
buying when they approach a perfumery which is not 
yet known to them such as artistic perfumery, which 
can lead them to leave their comfort zone, i.e. the 
channel of classic perfumery or remain in their previous 
convictions? The important thing is always to opt for a 
conscious choice, and this is a duty that is not only ours, 
but of all the professionals in the sector. 
The ultimate test? Fragrance is emotion, if a fragrance 
moves me, I will continue to buy it. 

EM: What led you to create your brands?
RD: For some time we had been caressing the idea of 
a brand of our own to express our creativity, taking 
advantage of the experience we had acquired; in 2009 
we also made a careful reflection on the figure of the 
distributor. And how its value is linked to the brands 
it distributes and that it could lose for reasons not 
depending on its will or type of management. One more 
reason to create our own brand was that nobody can 
take away from you unless that is what you want. This 
was how ‘Laboratorio Olfattivo’ came into being, our 
first brand. In 2014 we created Kaon Lab, a production 
company, which packages our brands. Over time we 
have added Lucien Ferrero Maître Parfumeur (a brand 
that we have under licence for the whole world) and 
Maison Tahité. Kaon Lab also has private label activity 
for private label projects, for those companies that 
are increasingly asking us for them; this is why we are 
boosting our structure which already has 31 people, 
divided between the facilities in Rome and Turin. It is 
a great satisfaction to be able to expand our activity 
of fragrance creators, making available our know-how.

EM: observing the multiplicity of your activities, 
the existence of an entrepreneurial project is very 
clear. How do you succeed, Daniela and yourself, in 
combining entrepreneurship, essential for rational 
growth, and the creative skills, the imagination and 
the originality that distinguish artistic perfumery?

Perfumology, Turin Laboratorio Olfattivo Store, Turin Laboratorio Olfattivo Store, Rome

Laboratorio Olfattivo Store, Milan
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RD: As I sometimes do, I will say something which does 
not belong to me: ‘There is no favourable wind for a 
sailor who does not know where he is going.’ Being an 
entrepreneur, means ‘risking’. To transport this risk into 
a sector like ours, where nothing is taken for granted, 
you have to have a vision. Every day we try to transfer 
our project skills and creativity into this aspect of risk. 
The market, which by its very nature is dynamic, not 
static, has to be constantly monitored and this is why 
we often have to correct specific objectives.

EM: How is the company structured?
RD: Our first site is in Palestrina, outside Rome. This is 
where the operative, commercial, administrative and 
productive departments are. It is also where, for more 
than ten years, the digital activity, which has always 
been deemed fundamental, has taken place. Production 
takes place in an area of 900 square metres, with an 
adjacent warehouse; the products in distribution are 
stored in another warehouse of 400 square metres. In 
Turin, we are planning to expand the existing spaces to 
increase the private label activity, as I said earlier.
Our business is divided into two parts: Kaon Lab which 
deals with the production of our brands and private 
label, and a second company which deals with the 
brands we distribute. Laboratorio Olfattivo has opened 
three single-brand stores, the first in the centre of Turin, 
the second in Via delle Carrozze in Rome and the third 
in Via Fiori Chiari in Milan. For the brands we distribute, 
we have started a new project opening a first store in 
Turin called Perfumology, a showroom of all the brands 
in distribution. The website perfumlogy.it is linked to it.
Commercially, in Italy we work with six agents who also 
handle other brands.

EM: How important for you is the distribution of 
your brands abroad?
RD: The foreign market is a fundamental resource, and 
not only for our company. From the financial point of 
view, it allows us to optimize the costs of production 
thanks to the increase of volumes. Visibility is the 
second extremely important aspect. Having visibility at 

international level means having solid brand awareness, 
with positive fall-out on all the markets. Laboratorio 
Olfattivo is present in 54 countries in 14 years, and 
we have carved out an important space and we are 
proud to take Italianness into the world; international 
distributors are satisfied with working with us thanks to 
the offer that we put at their disposal, to which we have 
added the two brands, Lucien Ferrero Maître Parfumeur 
and Maison Tahité. We are amongst the few companies 
in the sector with a complete offer and diversified 
creative concepts, with a universe of products that 
ranges from personal perfumes (30) to home fragrances 
(18), respectively 60% and 40% of our total turnover.

EM: What are the main errors to avoid in the world 
of artistic perfumery?
RD: In part we have already mentioned them: the first 
error to avoid is not being coherent, the second, serious 
one, not respecting the consumer. In my opinion, you 
first have to start from an idea and then think of the 
consumer to whom the project in question addresses. 
Starting from the consumer to create a project, we only 
do a marketing operation, which is not very sincere or 
coherent. Another error not to make concerns the price 
positioning. Especially today it seems almost self-evident 
that a niche perfume, or one of artistic perfumery, 
should be expensive. From the very beginning of our 
sector, what was meant by niche? A product for few 
consumers who loved exclusivity, not necessarily a high 
price. This is justified only where there is a set of values, 
the research behind the fragrance and the preciousness 
of its raw materials, quality in all the components, 
from the container to the secondary packaging.  
In my opinion, the price attributed must correspond to 
the effective value of the product, without unjustified 
increases.

Claudia Stagno
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ATELIER 
FRAGRANZE 
MILANo

Trussardi – Le Vie di Milano The Italian 
Artists of Via Solferino. 
If Brera is the heart, Via Solferino is the main artery 
of the most colorful and bohemian area imaginable in 
downtown Milan. Perfumers Luca Maffei and Antoine 
Lie have recreated the fragrant sensations of a Sunday 
morning, when the first rays of the sun peek through 
the buildings on Via Solferino with the fragrant 
lightness of a spring breeze. The peachy pink liquid of 
the fragrance subtly reveals green notes of the nearby 
Sempione Park, a floral hint from the flower stalls on 
Largo Treves and Piazza San Marco, and a slight watery 
scent. This comes from the Mineral Accord that opens 
the top with the aromatic freshness of Maté and Yuzu. 
At its heart is an unexpected symphony of floral notes 
(peony petals, magnolia, and osmanthus) on a base of 
red ginger. The base notes introduce a subtle green 
hint of Heliotrope, leading into the decisive sensuality 
of patchouli attenuated by a reassuring touch of suede 
accords. “We thought of a joyful Sunday stroll on Via 
Solferino, where the first rays of the sun embrace the scent 
of peonies, magnolias, and luminous osmanthus. The 
spring breeze smells of fresh, watery notes. Lastly, suede 
and patchouli reminded us of that special Milanese touch 
of style.” - Luca Maffei and Antoine Lie, Perfumers 

Parco 1923 – Riserva Regia. 
Riserva Regia is distinguished by an innate and 
natural elegance. The inimitability of PARCO 1923 
comes from the unique olfactory pyramid that 
includes a mix of plants, most of which grow within 
the Abruzzo, Lazio and Molise National Park. The 
heart of the fragrance is composed of the mysterious 
Maggiociondolo, the essence of Juniper Berries 
sweetened by the heady Honeysuckle that marries 
with the intensity of Broom Odorosa. And yet the 
beneficial effects of Wild Angelica, enhanced by the 
very rare Iris and the therapeutic effects of Musk. The 
base could only be Beech, a tree representative of 
the park and its tradition that populates 60 percent 
of the area’s forests.

100% ITALIAN CREATIVITY
2023 Let’s Rock!
2 Accademia del Profumo finalists in the 
Best Made in Italy Perfume Category

Luca Maffei and Antoine Lie (Noses) 
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AMNESIA ROSE of 
AEDES DE VENUSTAS 
AEDES DE VENUSTAS Means “Temple of Beauty” in 
Latin, and it is with a reverence for those who make 
fine art with scent that the brand was born. 
A sparkling and saturated spicy floral that pierces at 
a voluminous roundness that is evident on skin. 
It is a liquid that smells as though it’s been drenched 
with saffron and patchouli-edged petals, in a palette 
that veers out of fresh rose territory into a vintage, 
like blowing dust off a fine red wine. “This is an 
intense rose, whose personality never fades away and 
mostly, never goes unnoticed,” says Luca Maffei.

MISS_U and TIL… 
by LABORATORIO OLFATTIVO 
The two new olfactory chapters signed Laboratorio 
Olfattivo. They will be presented as a world premiere 
during Esxence 2023, bear the signature of Luca Maffei.
MISS_U a revolutionary concept, diametrically 
opposed to its twin NEED_U where the scent needed 
the skin to sublimate. Here it is the skin that cries 
out to the perfume I Miss you! A love match between 
skin and perfume ... or who knows! A sensual and 
intriguing pampering, a strong contrast between 
sacred and profane. The jus opens between zests 
of Bergamot and Mandarin, a vibrant heart with 
Sichuan Pepper and Agarwood Black in an embrace 
of Patchuoli and Vanilla. TIL ... is part of the 
Laboratorio in Fiore collection, where the key word 
is Realism. Linden, flowery, green and with honeyed 
nuances facilitated the allegiance to Realism with its 
many facets and memorable links. It has a whiff of 
Spring, is a guarantor of lightheartedness and good 
humor, evokes the end of school, seals new loves 
and bodes well for business ... a composition that 
captures nature in a bottle with a reassuring and 
optimistic message.

Travel back in time to the groovy Seventies with 
Uermi’s latest fragrance launch, 70’S MOOD, a 
brand-new aphrodisiac fragrance dedicated to this 
iconic era. “What I imagined for 70’s MOOD is a woody, 
ambery, rich and strongly aphrodisiac scent: a Patchouli 
enhanced by dynamic, sparkling, spicy top notes such 
as Pink Pepper and Cardamom.  Reinterpreted in an 
absolutely contemporary way thanks to Cashmeran, one 
of my favorite raw materials that recalls a soft, velvety, 
silky wood, as if it were a warmer solo on the note of 
Patchouli.  These molecules are part of amber woods 
notes and give it drive, volume, persistence, power. And 
finally a note of Vanilla, in this case we are talking about 
natural Vanilla, with its blacker, darker, deeper and an 
‘animalized’ nuance that makes this accord even more 
aphrodisiac and sexy. This was my way of reinterpreting 
Patchouli, of giving life to 70’s MOOD and thus to a 
fragrance that is certainly overwhelming, sensual and 
rich in all its particular nuances.“ Luca Maffei.

Harvest Mouse by Zoologist. “To create the 
Harvest Mouse fragrance, I decided to play with the 
characteristic elements of the Wheat fields where the 
small rodent lives. I wanted to create a natural effect with 
the soft, sweet flavors of the Grain and Malt. I used Hay 
Absolute to give the fragrance a natural and vegetal note 
typical of sun-kissed summer heads of Wheat. I also chose 
to use a Beer CO2 Essence obtained from the distillation 
of Malt and Hops, it is a typical top note and it helped 
me to give momentum to the fragrance and give a golden 
effect typical of Wheat. To balance the Green, Amber and 
Floral accord I decided to use notes like Chamomile and 
Orange Blossom for the warmth of the sun; Opoponax 
and Benzoin for Amber notes combined with delicate 
touches of Turkish Rose Essential Oil. On the base instead 
to give sillage and lasting I played with woody notes like 
Sandalwood and Oakmoss.” Luca Maffei.
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ALYSONOLDOINI Parfums is synonym of Italian excellence. The 
Company operates in the field of High range artistic perfumery 
since 2013. The brand ALYSONOLDOINI encloses an important 
noble heritage belonging to the Oldoini family, native of Liguria. 
Alyson, blasonated noblewoman, belongs to the Oldoini 
descent, Genoese Patrician and Marques. The aristocratic 
family originating from La Spezia in Liguria, is published in 
the official list of the State Archives and in the Golden Book 
of Italian nobility. The innate creative capacity to translate 
her ideas into design, allowed her to realize the inedited line 
of perfumes. Alyson Oldoini is the Italian founder of the line 
ALYSON. According to Alyson Oldoini the olfactive sensations 
represent the identity card of each own’s emotions. For this 
reason she wanted to translate her history into perfume. Alyson 
Oldoini uses the synergy with important perfumers belonging 
to the international scene. Alyson Oldoini, in her quality of 
industrial designer and creative director of the fragrances, 
projected personally the dress of the perfumes line of the 
Brand founded by herself. The sketches related to the exclusive 
designs, necessary to the materialization of the products, 
come from her intuition. The attention and the awareness of 
the preciousness of the perfumes recall the need to dress up 
the bottles according to the concept of exclusivity. Every detail 
is studied to be perfect. The atomizer of the perfume is realized 
in order to finely nebulize the fragrance, according to the rules 
of the artistic perfumery. The rare essential oils are processed 
according to the scheme related to a formula patented and 
registered for the creation of the Eau de Parfum. The olfactory 
study, that Alyson Oldoini approves and signs, results in years 
of research and it is enclosed into the Eau de Parfum of the line 
ALYSON. Every scent takes brings the name of the most rare 
inner components which identify it. The ritual hand gesture of 
spraying every single perfume, recalls the concept of return 
of the precious moments, throught a first class journey in the 
olfactory memory. There is a particular place where you can 
discover the intense creations of the collection ALYSON that 
allows the brand ALYSONOLDOINI to represent the Italian 
excellence and to be well know around the world. The Company, 

operating in the field of artistic perfumery since 2013, encloses 
style office, technical department and commercial area and it 
handles specifically the central part of the supply chain, that 
means the assembly of the external coating with the glass 
bottle and the related positioning inside the box, before being 
wrapped and considered as finished product. Given the positive 
feedback that the company had on the market during 2019, the 
production department now handles also the first part of the 
supply chain, specifically the filling and closing of the perfumes 
of the line ALYSONOLDOINI. The customized molds, realized 
in Italy, respectively for the 100ml format and for the 20 ml 
rechargeable format, are patented and registered. Luxury for 
Alyson Oldoini is essentiality in the line, high technology in the 
shapes that bring the exclusivity of the contained fragrances. 
The line, completely Made in Italy, is composed by prestigious 
and high performing materials. The Platinum galvanic of the 
coating is matched with the precious dress of the boxes, in 
black and in white with croco print. An important project that 
involves the Company is to continue on the path started in 
2019: thanks to the studies promoted in important hospitals, it 
commits in contributing to the healing of people under medical 
treatments. Some particular olfactory sensations, for example 
like the ones of BUCATO ROYALE, can act as an help in the 
psycho-physical recovering of the address children.

ALYSONOLDOINI
10 YEAR ANNivERSARY

BACK TO THE FUTURE

Claudia Stagno
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EXPORT MAGAZINE: What’s the 
news from Jovoy?
FRANÇoiS HéNiN: First of all, as most 
people in our small world know by now, 
Jovoy is a unique reality. We manufacture 
and distribute our own perfume brands, 
with two lines, Jovoy and Jeroboam. 
We have our flagship store in rue de 
Castiglione in Paris and some franchised 
stores. (London, Le Mans, Doha, Seoul). 
Despite the poor circumstances and Covid, 
last year we achieved very good results for 
all our activities and though it seems that 
we have been here for ever, which is not 
true, we are very proud to be alive.

EM: Have you had any objective 
difficulties, at the manufacturing 
level, in recent years?
FH: Definitely, with the lockdowns 
due to Covid, everything went crazy 
and planning production has been so 
difficult: even the suppliers with whom 
we had worked for more than five/ten 
years were no longer able to follow 
us, part due to the pressure received 
by large groups looking to expand 
the portfolio of suppliers. Every cloud 
has a silver lining though: we took 
the occasions, as I said, to ‘rethink’ 
our brands which, although meeting 

FRANçoIS 
HéNIN
AN UNMISTAKABLE SIGNATURE

INTERVIEW WITH 
François Hénin, 

FOUNDER OF THE sTORE 
JOVOY PARFUMS RARES 

An attentive expert of artistic perfumery, 
François Henin is an important figure of reference 
for the admirers of fragrances of excellence. 
His boutique in Paris, at 4, rue de Castiglione, 
popular with the most coveted international clientele, 
is the undisputed temple of niche perfumery. 
it is not only the proprietary brands, 
Jovoy Parfumeur Parisien and Jeroboam, 
that are on display and sold there, but also plenty 
of other brands with a single common denominator: 
a special savoir-faire in offering 
unusual – and always original - fragrances.



INTERVIEW

considerable success for how they are presented, after 
many years deserve a freshening up! 
 
EM: What are your thoughts on e-commerce?
FH: This is another of our forthcoming projects: we are 
going to create a You Tube channel in the flagship store 
in Paris, with a big table, chairs, lights and cameras and 
an “On Air” sign in the back. The staff will be trained to 
build up client profiles. 

EM: Your business is clearly growing, is your 
structure in line with this? 
FH: Of course. Until four years ago our boutique in 
Paris, only 200 square metres, also housed all our stock, 
today our warehouse outside Paris is too small to cope!
EM: is the distribution system changing?
FH: Absolutely. In some countries, agents are disappearing 
and it has become common to sell directly to the 
stores. Some countries, such as Italy or Spain, have the 
characteristics of requiring classic distribution, i.e. an 
exclusive distributor with a network of agents. E-commerce 
deserves a different story. The Internet is powerful, but I 
cannot understand why some brands are signing with pure 
web players: how can they stand out from the crowd like 
that? How can they be promoted? Of course the Internet is 
successful because its prices are discounted, therefore it’s 
a very bad idea to start a war with who is going to be the 
cheapest on the market. I have even asked some brands to 
stop selling in the wrong channels, for example on the grey 
market. It’s the perfect way to spoil a brand.

EM: Do you continue to sell the same brands as 
when you started?
FH: No, there are brands that come and go, sometimes 
they just don’t work with us but are successful 
elsewhere. However, I never publicise the brands that 
leave us and we have the same number of brands 
on the shelves now as when we started. There are 
some brands that we only sell online: this is generally 
because we want to help them, maybe they were not 
a success at first but we want to give them a second 
chance and more time.

EM: You were called the “ambassador of niche 
perfumes” in your early days. Do you still feel you 
play that role? 
FH: What do ambassadors do, usually? They promote 
their countries! In our world of niche perfumes, made 
up of different brands, we all have responsibilities, 
connected with the need to secure the capacity to 
produce and create, to feed our team and to afford 
the necessary investments. As far as our company is 
concerned, ambassador or not, Jovoy is like a guarantee 
for niche perfumes: maybe because we’re crazy enough 
to try our best. Let me say that being on sale at Jovoy 
definitely means something in the perfume world! 

EM: Are you planning any new launches?
FH: Yes, we are launching a new fragrance called Musc 
Pallas by JOVOY brand. It will have its official launch 
at Exsence, the exhibition in Milan where we’ll also be 
exhibiting this year. We are working on an important 
change as far as the bottle is concerned, going from our 
traditional 100 ml size to 75 ml. Without changing the 
DNA which characterizes the original Jovoy bottle, we 
think that the 75 ml size is easier to handle and also 
suitable to be carried around in a handbag. For the 
design of this bottle, we collaborated with an important 
Parisian design agency but which is little publicized and 
which works for the large multinational corporations 
and has a team of about 30 designers.
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According to legend, Agarthi is a fabled realm that lies 
deep within the center of the Earth. From the ancient 
Greeks to the 1890s, it has been a source of inspiration 
with literature and mythology merging with science 
in the Hollow Earth Theory. Agarthi Scent Core is the 
result of an eclectic group of professionals boasting 
many years of experience in marketing, design 
and artistic perfumery. The name Agarthi means 
inaccessible: a secluded land separated by a high 
mountain chain, divided into eight parts where 76 
realms are located. The Agarthi Scent Core perfume 
line takes its inspiration from this enchanted world. 
The logo epitomizes the project values and consists 

of three elements: the circle, the Earth; the eight-
pointed star, protection and infinity, and the maze, 
the inaccessible. The Agarthi Scent Core trademark 
charts a course for wonderful olfactory adventure, 
almost resembling a ship’s wheel or a compass dial. 
The silver blocking holographic print logo stands out 
against a charcoal grey casket mottled with iridescent 
flashes and is continued on a sculptural zamak cap 
on the bottles. A magical metallized shade runs down 
the exquisite Bormioli glass bottle, 100% made in Italy, 
blending to different lively hues that identify each 
fragrance. A bright range of colors makes the visual 
identity of the collection recognizable, enhancing 
the storytelling and marking the steps of a sensory 
journey. In a philosophy of reuse, the box can be used 
as a jewellery box or to hold cosmetics and everyday 
items. The metal cap can be used as a place-mark, a 
paperweight or upside down to hold a candle.

The fragrances
The Agarthi collection takes us to the “scent core” of 
this alternate universe, drawing a map of wonders 
spanning dreamscapes in a secluded enchanting 
world. The greatest noses of the French house Mane 
enthusiastically answered the call from Agarthi. 
The most distinctive, sustainable and unique raw 
materials in the Mane portfolio are going into the 
Agarthi fragrances, including Jungle Essence™, a 
revolutionary extraction technology providing an eco-
friendly solution to produce extracts of exceptional 
quality and purity. The olfactory voyage begins with a 
Shakespearean storm off the coasts of a mysterious 
island protected by majestic cliffs somewhere in the 
Mediterranean. Hidden Shores is a woody, balsamic 

AGARTHI
AN OLFACTORY 
JOURNEY TO 
THE CENTER 
OF THE EARTH

Inspired by a fabled realm lying 
deep within the center of the 
Earth, a team of professionals 

has created an enchanted world
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and fruity fragrance, evoking a shipwreck on a rocky coastline. 
Mineral shades of vertiginous cliffs take shape like a mirage, with 
a view of breath-taking woodland from their top. The top notes 
of blackcurrant, juniper berries Pure Jungle Essence™ and pine 
essence set the scene. The heart notes of violet leaves absolute, 
immortelle Pure Jungle Essence™ and geranium bourbon evoke 
the ancient and enchanted woodland, while the base notes of 
cedarwood, fir balsam, vetiver bourbon and moss evoke the dark 
velvet carpet of moss and roots. Burning Core takes place in a 
hybrid light of dawns and sunsets. The perspective is reversed in 
a world within a world, trapped between dimensional strata, and 
the star glows, returning the flame to its burning core. The top 
notes of this ambery, spicy and caramelized fragrance are ginger 
Pure Jungle Essence™, a solar note and a milky accord, followed by 
heart notes of vanilla Pure Jungle Essence™, vanilla absolute and 
cade essence. The base is an intriguing blend of leather, savory 

notes and crème brûlée. Floating Lands are a dreamscape of lost 
continents with extraordinary geometries of rocks, earth, roots 
and lianas, with lush foliage and clear springs. Floral, powdery and 
mineral, its top notes are bergamot, magnolia champaca E-Pure 
Jungle Essence™, its heart is a floral riot of tuberose absolute and 
iris and the base notes are vetiver, honey and cistus absolute. 
Waterways Spell is a hesperidic, floral and vegetal fragrance, a 
euphoric wave of sparkling aquatic particles, rising like a nebula 
tracing the joyous vault of a rainbow. The top notes of bergamot, 
mandarin, lemon and jungle leaves are a prelude to he heart of 
green bell pepper Jungle Essence™, violet leaves absolute accord 
and a waterfall accord. The base notes conclude this discovery of 
a lost paradise with clary sage, cedarwood, moss and lichen. The 
creators of the fragrances are Cécile Matton (Hidden Shores), 
Mathieu Nardin (Burning Core), Serge Majouiller (Floating Lands), 
and Alex Lee (Waterways Spell), all from Mane.
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EXPORT MAGAZINE: Ms loddo, your 
experience in the beauty sector 
has allowed you to work in a range 
of various activities and different 
product categories. When you 
decided to found AQUACoSMETiCS, 
what goal did you set yourself?
BARBARA loDDo: Aquacosmetics was 
founded by a group of professionals 
who called me and with whom I have 
had the honour of collaborating, to 
create a new entrepreneurial initiative 
specialized in thermal spa cosmetics. This 
is why the name is made up of AQUA and 
COSMETICS. I would never have imagined 
going so far in artistic perfumery.
 
EM: Your distribution portfolio of 
artistic perfumery brands includes 
some interesting ones, some 
traditional brands and other more 
recent ones. How did you make these 
choices, over time, and how have you 
succeeded in asserting these brands 
on the italian market?
Bl: I would say that often karma plays 
its part! Everything started off from 
my previous professional experience 
in the late 1990s, where I discovered 

the existence of artistic perfumery. 
Molinard was the first brand acquired by 
Aquacosmetics as exclusive distributor 
for Italy, and it was followed by others. 
Our current portfolio is the result of 
precise choices and made to measure 
on our distribution organization. From 
Laurent Mazzone to Franck Boclet for 
fragrances, Apotcare for clean beauty 
cosmetics, Bougies Rigaud for candles 
and Noble Isle for personal and home 
care. Obviously the brands we represent 
today have believed in us and have 
trusted us with excellent products to 
handle.
 
EM: 2023 sees you busy with another 
important project: the creation 
of a brand of your own, AgARTHi. 
This is an important challenge for 
AQUACoSMETiCS. 
Had you been cultivating this 
aspiration for a long time? 
Bl: Aquacosmetics came into being as a 
manufacturer and therefore going back 
to production was in the company’s DNA. 
The Agarthi adventure actually started 
many years ago, but as I always say, 
“there is a time for everything.”

EM: Where does the very original 
concept of AgARTHi come from?
Bl: The origin of the concept of artistic 
perfumery is often linked to travelling 
around the world to poetic, exotic, 
evocative or historical places, or around 
moodboards or based on particular 
ingredients. Our Agarthi tells the story of 
a journey inside the Earth, an immersive 
journey which opens in unexplored 
territories connoted by a strong visual 
identity, the fragrance of which carries us 
off to a new dimension.

Export Magazine speaks to Barbara Loddo, CEo of Aquacosmetics, 
worldwide distributor of the Agarthi Scent Core



28

LAUNCH

UERMI
The 1970s were revolutionary, with great epochal 
and even controversial changes in culture, music, 
art, design and fashion. Uermi, the brand of 
artistic perfumery that celebrates the magic of 
fashion (its name comes from an ironic play on 
the English “wear me”, because perfumes are to 
be worn like clothes, becoming the expression of 
our personality) has been inspired by this decade, 
so fertile in ideas, colours and shapes, for its latest 
fragrance, created by the Italian nose Luca Maffei, 
with the artistic direction of Aurora Carrara and 
Palmiro Péaquin, the founders of the brand. The 
rich and aphrodisiac eau de parfum is a woody, 
fougère and ambery fragrance, in which Luca Maffei 
has interpreted patchouli, the iconic scent of those 
years. Youngsters who followed the hippie trail to 
Nepal and Afghanistan would return with vials of 
the essential oil of patchouli, which became the 
emblematic fragrance of the period.
Luca Maffei has imagined for 70’s Mood a woody 
and ambery fragrance, rich and highly aphrodisiac 
in which patchouli is exalted by dynamic, sparkling 
and piquant top notes such as Pink Pepper, 
Bergamot and Cardamom, warmed by the sensuality 
of Chocolate Flower. The interpretation is also 
extremely contemporary thanks to the creamy and 
velvety middle notes: Cashmeran, one of Maffei’s 
favourite raw materials which recalls a soft, velvety 
and silky wood, envelops Patchouli, along with silky, 
ambery woods for an ironic and intense fragrance. 
The base notes are elegant and persistent: a 
cascade of Vanilla, but in its darkest and sexiest 
version, exalted by Labdanum and Benzoin. 
The bottle has a classic design with its label in 
the psychedelic colours and patterns of the 1970s 
and the colours of the time: pink, purple, orange 
and black.

PRESENTS 70’S MOOD

A new fragrance 
dedicated to

an iconic epoch
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Set in the countryside of the Campania region near 
Naples, Vieffe Noselab is the company set up by Rosa 
Vaia, nose and director of Coquillete Parfum, to put 
her expertise as a nose at the disposal of other brands.
For over twelve years now, Vieffe Noselab has been 
creating perfumes with the intention of creating the 
suggestion of a “sensory journey” from the very first 
spray. A leader in creation and production for artistic 
perfumery, specialized in limited numbers, Vieffe 
Noselab is one of the few companies that can offer 
in-house the complete process of production and 
logistics, from the formulation of the product and 
development of the packaging, to the production 
and distribution at global level, capable of supplying 
the client with the whole process of the value chain 
according to individual requirements. To ensure 
accuracy in satisfying the client at every stage of the 
process, periodic briefings are held. In its quest for 
perfection, Vieffe Noselab promotes quality and 
innovation, using the best raw materials and carrying 
out the most stringent tests to guarantee the absolute 
perfection of the products. The company is structured 
to offer the highest standards of productivity, flexibility 

and customization, and speed in working for both small 
and large production lots. The experience of Vieffe 
Noselab is at the service of niche perfumery brands 
to create their unique olfactory signature. The brands 
that have benefited from Vieffe Noselab’s experience 
and expertise include Amarsi Fragrances, a brand of 
artistic perfumery created by the Italian Alessandra 
Castelbarco, now based in London. The fragrances of 
the brand are gateways to new explorations, sensations 
and memories, allowing us to travel in our own 
senses and mind just by closing the eyes. The Amarsi 
Fragrances embody the lost emotions collected by the 
founder on her travels which through their olfactory 
transformation become hidden gems to be carried as 
sensations on the skin. Alongside the fragrances, such 
as Saffron Madness, Blue Sacra or Ibiza Wood, Amarsi 
Fragrances also offer Candles to imbue the home with 
the same emotions and sensations.

VIEFFE 
NoSELAB

A QUEST FOR PERFECTION

A leader in the sector of the creation 
and production for artistic perfumery
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Aqua dos Açores is another client of Vieffe Noselab: 
these perfumes are an olfactory travel diary, the 
sensory tale of one of the most beautiful places 
in the world where history, nature, colours and 
fragrances merge into an indissoluble whole. The 
Aqua dos Açores Eau de Parfums are for those who 
love the sea and nature, tradition and craftsmanship. 
Aqua dos Açores is also a range of home fragrance 
diffusers of the highest quality, produced through the 
maturation of a natural-based compound in alcohol 
produced from the fermentation of molasses. 
It is impossible to talk about Vieffe Noselab without 
mentioning the Coquillete Parfum brand, born from 
an artistic vision of perfumery. The fragrances are 
designed as a mode of self-expression, of one’s 
individuality beyond any convention. One of the recent Coquillete creations is Artemisia 

G., a tribute to the 17th century artist and feminist 
“ante litteram” Artemisia Gentileschi by Rosa Vaia. 
Dedicated to one woman but not conceived for 
women only Artemisia G. interprets the chiaroscuro 
in her paintings with typically male notes but also her 
namesake flower, artemisia, which is a celebration of 
the feminine side of this artist and present from the 

summit to the base of the olfactory pyramid. 
A recent distinction was received by Coquillete 

Parfum when Joal, a gourmand jus of pure 
gastronomic poetry, was voted the best niche 
fragrance at the FIFI Awards held in Russia in 

2022. Last but not least, a brand under Rosa 
Vaia’s own name is soon to see the light of day, a 

primise of more exquisitely crafted fragrances.

NEW AT ESXENCE 
Rosa Vaia is presenting two new fragrances by Coquillete Parfum
The first is Tubexotic, Tuberose is dressed here in the sun, leaving its 
nocturnal dimension. Orange blossom opens the dance, standing out 
against a balsamic warmth of jasmine and ylang ylang. The heart picks 
up the suggestive soul through the piquant notes of black pepper, cloves, 
labdanum and spices, while the flower of love is tamed by coconut wood, 
sandalwood, benzoin, amber and tonka bean in the base notes. The result? 
A luminous, mysterious and romantic fragrance.
Cuiris, is a game of contrasts between the intense notes of leather and 
the explosion of flowers, between the vigour of suede leather and the 
buttery caress of iris, between the weight of patchouli and the lightness 
of magnolia, between the dark tones of amber and the yellow of mimosa, 
between the reassuring calm of violet leaves and the brio of cumin and 
cardamom The classic theme of odorous leathers is made contemporary 
and up to date by unusual pairings. 
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EXPORT MAGAZINE: Ms vaia, can we 
say that a passion for fragrances is 
the leitmotiv that has accompanied 
you throughout your professional life? 
What led you to becoming an excellent 
nose and creator of perfumes?
RoSA vAiA: Originally, I was more 
oriented towards the search for smells, 
the sense of smell has always been my 
main sense, but only as an adult and 
due to a series of chances, I turned my 
natural predisposition into real work. I 
think that my strong points come from 
my curiosity and the vision of a whole 
that I try to have of the market I work 
in. For me, the walls of the laboratory 
are elastic, I like to look after the whole 
productive and creative process. I try to 
put both the passionate and the rational 
dimensions in my fragrances. I am a hard 
worker, a perfectionist and a nerd!

EM: After important international 
experiences, you decided to return to 
italy, starting a project in the region 
you come from, Campania. Can you 
tell us about this?
Rv: The years of the pandemic marked a 
change in our lives and inevitably also in 
mine. During the lockdowns, I was able to 
return to my origins, to live slowly and to 
take long walks in uncontaminated places. 
It was in that period that I identified a place 
in the Park of the Partenio near Monte 
Litta where there was a factory being 
built. From there the dream that today is 

reality: Vieffe Noselab is a place that tells 
the story of the world of perfumes all-
round. Starting from nature, via creation 
and to finish, with the addition of alcohol 
and bottling. I also treated myself to a 
panoramic terrace with a view over the 
Gulf of Naples which can host olfactory 
events. It was not simple because of the 
environmental protective measures, but 
I did not let myself be overcome by the 
difficulties. Time will tell whether I was 
right or not. 
 
EM: To what do we owe the decision 
to offer your creativity, your R & D 
laboratory, a few words your know-
how, to create fragrances for other 
brands or companies? is it also a 
way to express and magnify italian 
expertise in the perfume world?
Rv: I consider myself a daughter of 
my times, in the sense that I was born 
professionally and matured in the years 
when the so-called “niche perfumery” was 
becoming increasingly established, that in 
my vision was only a return to the origins 
of modern perfumery. I think that Italy in 
recent years has been asserting itself as a 
producer of fragrances of high quality both 
in creative and in manufacturing terms, in 
clear opposition with the levelling out and 
standardization of the worldwide industry.
 
EM: going back to talk about your 
brands, which are the ones that have 
given you the greatest satisfaction, 
whether in italy or abroad?

Rv: Certainly Coquillete is and remains 
a project of mine which allowed me to 
take my first steps in this world and 
make me known by an increasingly wider 
public. Amongst my latest production, 
I can mention three lines which have a 
female art director. Amarsi Fragrance, 
a line created in London and made in 
Italy, essences with a strong and bold 
character, without compromises. Aqua 
dos Açores, a Portuguese company, 
with an oceanic and green mood. Mani 
Perfumes, a line which speaks to the 
spirit starting from the Tibetan mantra of 
compassion, the jewels of the soul.

EM: Are you working on any new projects?
Rv: I am working on various new lines 
which will come out this year and on a 
new line which will have my name and in 
which I want to express how I experience 
fragrances, authentically without pressure 
or conditioning. I am growing and 
inevitably I have changed, I want to 
show myself with my favourite language.
 
EM: Your company is also a distributor 
on the italian market. What are the 
brands you distribute as well as the 
ones of your property? 
Rv: I am proud to represent Le Galion, 
a long-established brand in French 
perfumery, founded in the 1930s by the 
great nose, Paul Vacher. Another leading 
brand is 111 SKIN, a British brand of 
advanced skincare, very well-known and 
appreciated in the world.

interview with Rosa Vaia, Perfume Creator

Claudia Stagno
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SÃLUM

From the creative sensitivity of Massimiliano Minorini, whose mind 
has already given us many successful projects in the world of beauty 
and design, and from the union with Luca Maffei, talented ‘nose’ and 
name of the best Italian perfumery, comes Sãlum, a collection of 
fragrances called ‘Unexpected Sea Scent’. As Minorini explains to us, 
“I was inspired by a somewhat unusual sea, that of a night in Arabia, full 
of mystery, sensual and silent.” My vision is one without seasons, where 
a concept of exclusivity and luxury prevails, underlined by the gold 
and black packaging. Luca Maffei has been able to interpret to the 
full the spirit of the brand, creating a collection of three particularly 
intense and enveloping fragrances.

AMBER WAVE
We are plunged into the secret abysses of the 
Arabian Sea, with salty marine and ozone nuances. 
Spices and citrus fruit merge with a dark heart full 
of seduction. Saffron Flower, Blonde Tobacco and 
Myrrh come together in a unique magic, to which are 
added hints of Coffee. The base note is a triumph of 
secret sensuality, produced by the union of Amber, 
Oud and sensual woods. 

MARINE OUD 
This fragrance interprets a deep, nocturnal sea. The 
top notes contain Salt Crystals, Citrus fruit and a 
touch of Pink Pepper, the middle note is characterized 
by a blend of Saffron, Labdanum Geranium, with 
a veil of Leather. The base note features notes of 
Amber, Incense and Smoked Woods.

ABYSS ROSE
This is the precious expression of Damascus 
Rose, made dark and mysterious by Guaiac Wood, 
Patchouli and Birch, to express a deep and sensual 
sea. The fragrance continues with the elegance of 
Suede, Cedarwood and Amber and ends with the 
refinement of Musk and Vanilla Orchid.

‘I think that Luca Maffei has 
been able to interpret to the 
full the mood of a sea, the Sea 

of Arabia,’ continues Minorini, “which for 
me represents a journey, above all of the soul, 
always in search of new nocturnal caves where 
to hide, to then wake up and feel regenerated. I 
hope that those who approach Salum - ideally 
I am addressing a transversal 
universe - can appreciate the 
intensity of these fragrances 
and feel unique emotions.”

A collection of fragrances 
that interprets an 
unexpected sea scent
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This year, visitors to the world’s major event on artistic 
perfumery, Esxence, are able to meet the creations 
inspired by the galaxy, In Astra. Founded in 2020 by 
the creative talent of two sisters, Sofia and Fabiola 
Bardelli, respectively the “nose” and the artistic 
director of the brand, their fragrances are inspired by 
their two great passions: the art of perfumery and 
astronomy. In the fragrances, the aim is to draw a 
parallel between the stars and perfumery; both are 
present, even without being visible and both do not 
apparently move yet they are in constant evolution. 
Just as the stars gradually change over the course of 
their lives, fragrance also reveal themselves gradually, 
thanks to their top, middle and base notes.

Each of the fragrances is dedicated to a star. Through 
an artistic interpretation of the main characteristics 
of each star, the most representative olfactory 
notes are selected to tell stories of emotions and 
sensations. Esxence is the occasion for the launch of 
the latest creation by the talented sisters. This new 
perfume, Tistar, is multi-faceted and luminous, with 
a floral soul, inspired by the brightest star in the night 
sky, Sirio. It tells a tale as old as time of the Bold and 
the Fair who wrought a bridge of light so that they 
could meet. Together they became Tistar, the fulgent 
star dwelling high in the heavens. Top notes of yuzu, 
pink grapefruit, aldehydes, eucalyptus trees and 
peppermint are scintillating and fresh. They give way 
to a floral and glowing iridescence of the middle notes 
of peony, lavender and rhubarb. The luminosity of 
Tistar lingers on in an explosion of the base notes of 
luminous musks blazed by earthy scents of cade and 
balsam fir. This inebriating creation joins the previous 
three fragrances by the Italian maison, each with an 
individual story where the mystery of the night, the 
magic of the essences in the composition and the 
infinite fascination of fragrance come together in an 
original and inebriating way.

IN ASTRA
A DEBUT AT ESXENCE 
FOR THE BRAND 
INSPIRED BY THE STARS

Sofia and Fabiola Bardelli
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A DEBUT AT ESXENCE 
FOR THE BRAND 
INSPIRED BY THE STARS

Mismar is mysterious and galvanizing, 
a comforting perfume that envelops the 
freezing starry nights of the Great North 
and carries explorers and adventurers 
towards the celestial Needle. Mismar 
evokes relaxing walks in the woods in the 
moonlight and its marked personality can 
warm hearts even on the coldest nights, 
projecting them toward a dimension 
with a magical attraction. Mismar has a 
top note of pungent Juniper, heart notes 
of piquant Ginger and crisp Cypress and 
base notes of sensual Ambergris and 
mystical Incense.

With In Astra, we can remember the 
words of the great Italian poet, dante: 
“…thence we came forth to rebehold the stars.” 

Antares is sparkling and fruity, a 
genderless olfactory composition, opulent 
and sensual which arises from the desire of 
connection with the infinite. The brightest 
star in Scorpio, it is the burning heart of this 
constellation and the source of inspiration 
for the creation of this perfume. Antares 
contains evanescent accords which free the 
imagination towards unexplored pleasures, 
just waiting to be discovered. It has a single 
top note of Pink Pepper, overbrimming with 
sweetness and spiciness, middle notes of 
romantic Tuberose and exotic Frangipani 
and base notes of rich Amber and intriguing 
Sandalwood.

Betelgeuse, eclectic and enveloping, is a 
genderless fragrance that with its refinement 
caresses the universe and accentuates the 
desire for a bond with the vastness of infinity. 
The olfactory concerto of Betelgeuse unites the 
top, middle and base notes to create a fragrance 
composed of an inimitable symphony which 
brushes on the second brightest star in the 
constellation of Orion. Its top note of Coriander 
offers a herbaceous opening, a prelude to 
the floral heart of the middle notes of Iris and 
Osmanthus, while the base notes of Oak Moss 
and Coffee are persistent and intriguing, tireless 
scents of eternal appeal.



Another iconic Milanese district becomes the protagonist of the Trussardi Le Vie di Milano 
collection. THE STREET ARTISTS OF ISOLA is a modern and original olfactory interpretation 
of an unmistakable note, the Wild Fennel. Véronique Nyberg has explored the different facets 
of this eclectic ingredient to create a welcoming yet bold, luminous and enveloping fragrance. 

The fresh and transparent top, with touches of Water Lily and Cyclamen, opens the creation with 
unexpected Musky accents of Ambrette Absolute. The heart reveals a unique and disruptive soul 
with Fennel Leaves Essential Oil that blends harmoniously with an enveloping and delicate Floral 
facet of Mugane™ and with the elegance of Orris. The Fennel note evolves delicately towards woody 

nuances to release its particular touch also in the drydown, where it is enriched by the precious 
notes of Lorenox™ and Amberwoods, to seal the creation with a unique and surprising intensity.

MANE has written the second chapter of the Eco-designed fragrances collection with 
the new Green Motion™ certified Police TO BE SUPER [PURE]. The fragrance is 

a celebration for those unburdened by gender constraints, norms and definitions. 
It interprets the universal spirit of men and women who love to reconnect with the purest 
and most essential part of themselves. This Citrusy Woody creation by Véronique Nyberg 
evokes a shimmering citrus grove of Tangerine Essential Oil and Bigarane™, over a flowery 

heart of Osmanthus Absolute and Mugane™. The drydown notes reveal an alluring Woody 
blend of Driftwood and Maderal™ with fresh undertones of Davana Essential Oil.

For John Richmond’s Unknown Pleasure collection, MANE presents MYSTERIOUS WOODS, 
a genderless eau de parfum, created by Véronique Nyberg, around the subtle balance between 
the emotional and the rational, the intuitive and the tangible. The fragrance opens with the 
fresh notes of Bergamot that illuminate the spicy facets of Black Pepper, to then meet the 
elegance of the Brandy Accord in the heart. A bouquet of Orange Blossom and delicate hints 
of Licorice is the prelude to a warm symphony of Woody notes and Musky tones in the bottom.

A new hit created by Mathilde Bijaoui for Etat Libre d’Orange. 
FRUSTRATION is a regressive and extraordinary olfactory 
journey that awakens the strong child in the fragile adult or 
the fragile child in the too strong adult. An encounter with the 
disruptiveness of Vanilla Pure Jungle Essence™, an exclusive 
MANE extraction technology, intertwined with sustainable 
Bourbon Vetiver and an exhilarating Rum Pure Jungle Essence™.

INNOVATIVE AND CREATIVE FRAGRANCES, 
CUTTING-EDGE TECHNOLOGIES 

AND NATURAL INGREDIENTS
MANE Captures What Moves
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