
A luxury fragrance brand.
Specific: „Niche“ or „Art of Perfumery“ segment.

J.F.S SCHWARZLOSE BERLIN



 
WHAT ARE THE RULES OF THE SO-CALLED “NICHE“ FRAGRANCE MARKET
# Rule No.1:
Clearly the fragrance itself is focus in this market. Scents are very unique and experimental, as well as extrovert and 
non- conformist.  
In most cases they have a very high concentration of perfume oils.

# Rule No.2:
The target group is driven by new, unexpected olfactive experiences.
The heart of each „Niche“ brand is a credible fragrance story and a legacy through an artistic perfumer. 
The perfumer creates olfactive worlds to induldge into.

# Rule No.3:
The brands are either: the creator himself (by Kilian/ Kurkdjan/ Joe Malone), a heritage brand (Creed, Aqua di Parma, 
Farmacia di Santa Maria Novella) or a unique fragrance concept (Eccentric molecule, Le Labo, Byredo).

# Rule No.4:
The packaging is clean and less expressive but with love for detail and execution. 
The bottle is a fragrance container rather then the expression of a concept.
The elements of packaging are about high quality details and finishes.
There is a bit of an „artisanal“ spirit. 
Due to the fact that the fragrance is the hero and often unisex, most „Niche“ brands make no distinction between 
female & male designs.

# Rule No.5:
Less is more in all dimensions, no advertising, but PR. Attention to POS and surprising staging of products. 
Don´t go with the flow, but reinvent.



EXAMPLES OF THE “NICHE“ FRAGRANCE MARKET
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HERITAGE IN GERMANY
In the luxury and perfume industry in pre-war Berlin: Bauhaus & modernity in all aspects of 
lifestyle were present. Many brands disappeared. The brand J.F.Schwarzlose from Berlin though  
has a lot of appeal, through it´s success in the 19th century as well as its modernity in the 1920ties. 
The fragrance stories such as: 1A-33, Treffpunkt 8 Uhr or Trance are stories to be retold again.  
Fragrances with an „old-school“- yet modern touch.





CELEBRITY ADVERTISING



VINTAGE INSPIRATION
Packaging of the 1920ties in Germany was either very „Art Deco“ or very simple, functional.  
The basis for the new collection was the more „old- school“ inspired, simple lines of the 
1920ties bottles. Details like the metal cap with horizontal lines, the heavy glass base and 
the idea to put labels on the bottles were the basis of the design development. 
The outer carton and grafics are recalling the traditional design in an up-to-date technology.



DESIGN APPROACH
Details were varied: like cap, proportions of the bottle or the application technology.



FINAL EXECUTION
The logo was modified from J.F. Schwarzlose Söhne to J.F. Schwarzlose Berlin. 
Elements like logo type were streamlined and carefully revised. 
The label of each fragrance variant was inspired by vintage blotters.



FRAGRANCE SAMPLES DESIGN
For Online shop and stationary stores perfumery.



FRAGRANCE SAMPLES NEW DESIGN
To buy online and to receive at perfumery.



COLOR SCHEME
The old company´s colors were reused: black, gold & white to create a link to  
tradition but also a luxurious feel of all elements in the corporate design.



CORPORATE DESIGN
All printed materials and even the website follows this guideline of revitalising the
traditional codes of the company in a modern way.



IN THE WEB
The website showcases the tradition and heritage as well as the modern interpretation of the  
fragrance stories. Through animations playing with the eternal theme of smoke, each fragrance  
is being explained without words. PER-FUME (Latin) = through smoke...to the gods.



IN STORE
The black and gold combination creates a traditional luxury look, even in store.
The display and elements for POS are all designed in this spirit.



OBERPOLLINGER LAUNCHPROMOTION
Promotion area at Oberpollinger Munich 



ALSTERHAUS LAUNCHPROMOTION
Promotion area at Alterhaus Hamburg



HERITAGE PROMOTION
Concept of Promotion: revitalised fragrances / formulars of J.F.S 
> Heritage Promotion
Look & Feel is Laboratory goes Boudoir, all Black & White



HERITAGE PROMOTION
For a „heritage“ promotion, highlighting the 3 revitalized formulas of the Schwarzlose collection, 
the look was kept black and white: like in a laboratory around 1900, when these formulas were 
first created. The woodcut images showcases printing techniques of this periods. 
The decoration like the pharmacy bottles recalls the professional laboratory feeling.



SOCIAL MEDIA
Facebook, Twitter, Pinterest, Instagram
Permanent posts and news for over 1700 Followers, steadily increasing.



GOOD PR 
The communication through PR for print is still relevant.



ONLINE PRESENTATION IN DEPARTMENT STORES 
Presentation of the fragrances in Departmenstores, clean and crisp presentation at KaDeWe Onlinestore. = through 
smoke...to the gods.



J.F.S SCHWARZLOSE ONLINESHOP
Exclusiv trail sizes as Collections are available only in our own: J.F.S Onlinstore



XMAS OFFER, SPECIAL EDITION FOR PERFUMERIES ONLY
Treffpunkt 8 Uhr/ Rendez-vous at 8 o’ clock is the best- seller and therefore  
a speciality for Christmas was designed in a bigger, more luxurious bottle,  
with engraved logo and a rigid black and gold box.



NOT SOLD ONLINE: ART EDITION 2014 WITH OLAF HAJEK
As one rule is, not to follow the flow and to add each year a new fragrance variant, 
the concept was created to work with Berlin based artists on editions which display the 
brand and the collection in an unseen surprising way. 
Here the 2014 art edition with international illustrator Olaf Hajek.

This offer was done to have a WOW at point of sale.
Exclusive availabe in perfumerys, not in the J.F.S onlinestore.



ART EDITION 14 USED AS DECORATION
Execution and promotion with flyers, PR and POS-material for the 2014 Artedition.



NOT SOLD ONLINE: ART EDITION 2015 WITH BENDIX BAUER
Our aim was to link the art of perfume making to the art world in Berlin. Therefore
we created an Art Edition in 2015 which is available in stores only. 
It is limited to 200 pieces per fragrance, it is a collector’s item.

This offer was done to have a WOW at point of sale.
Exclusive availabe in perfumerys, not in the J.F.S onlinestore.



* THE CUSTOM TERM “EAU DE TOILE - WATER FOR HANDKERCHIEF “ 
BECAME “EAU DE TOILETTE“.
You may spray the fragrance onto the bandanas to hold the scent as it was
done in former times. People used to apply perfume to their handkerchiefs or scarfs.



NEXT GENERATION
To complete or add new fragrances to the line, the aim is to do 
this step by step and with a link to heritage or modern Berlin. 

Each fragrance story is to be routed in the tradition and the 
inspiration of Berlin as a creative laboratory.



INSPIRATION BERLIN
What does modern Berlin stand for today: artist capital of the world, 
creativity and permanent change, freedom and space to breathe.
The city itself is a mix of rough and industrial architecture 
and the capital of nightlife in Europe.



OLFACTIVE INSPIRATION
An inspiration for a new fragrance is the old Schwarzlose fragrance:
"Spanisch Leder" - Spanish leather. As an olfactive experience the old formula must
change and an edge needs to be added. There are too many leather notes out in the 
market, as leather inspired fragrances are a main tradition in perfumery ever since.



DESIGN 
It shows the traditional square bottle with metal cap. 
The bottle shows a new glass technology:  all sides of the bottle are covered with a leather like texture 
to create a tactile experience. The logo is debossed into the leather texture.  
The leather is colored black.



TOUCHPOINT MUSEUM NEW YORK
In September we will participate with some historical bottles from our collection in an
Exhibition at Neue Galerie about culture in Berlin 1918-33.



TOUCHPOINT MUSEUM STADTMUSEUM BERLIN
Starting September we will participate with historical material in an exhibition 
about prewar Berlin, as an example of a fragrance company with great influence 
in the Golden Twenties in Germany and Europe.



THANK YOU FOR YOUR ATTENTION

All designs, (except competitor side and mood boards, Berlin images etc.) appearing in the design study are the 
exclusive property of Lutz Herrmann Design & J.F. Schwarzlose Berlin GmbH & Co. KG and are protected under 
International Copyright laws.

The images may not be reproduced, copied, transmitted or manipulated without the written permission of 
Lutz Herrmann Design & J.F. Schwarzlose Berlin GmbH & Co. KG.

Use of any image as the basis for another concept or illustration (digital, artist rendering or alike) is a violation 
of International Copyright laws. All images are copyrighted © 2001 - 2014. 




