
InsideDior Sauvage’sBestsellingStatus
No other men’s fragrancehascrackedthecodeto becomethetopselleramongmen’s andwomen’sperfumescombinedworldwide.
BY JENNIFERWEIL

PARIS In the evermorecompetitive
fragranceindustryjungle, Dior Sauvage

men’s scentranksfirst among all
fragrances– masculineandfeminine
combined 10yearsafter its launch.

It is the only men’s scentto make that
claim.Currently,onebottle is snappedup
every30 secondsandmore than 12 million

of thosearerungupyearly.
“It’s by far the world’s bestselling item

todayin the fragrance business,” said

VéroniqueCourtois, chiefexecutiveofficer

of ParfumsChristianDior.

Sauvagehasheld thatpoleposition
annuallysince 2021.“It’s not only the
number onemen’s fragrance sold in the
world,” sheunderlined.“It’s the number-

one fragrancesold in the world.”
There’s nosnecific formulato creating a

fragrancehit. But variouselementsmight

have contributedto Sauvage’ssuccess.For

one,therewasalucky number.
“Christian Dior wassupersuperstitious,

andhis lucky numberwasnumbereight,”
Courtois said. “‘so is it becauseit was

the eighthmasculineline launchedby
the house?That’s a superstitiousway of
looking at it.

“What is sure is this fragrance

encapsulatedsomething bigger than us,” she

continued. “Probably avision of masculinity
that was not existing, far awayfrom all the

stereotypesthat existed on the market.”
With Sauvage,Dior beganto talk about

masculinefreedom,asthe LVMH Moët

HennessyLouisVuitton-ownedbrand
sensedaburdenofmasculinity andthe

stereotypessurroundingthat. Its message
became:You canbefreeandreturn to

your roots.JohnnyDeppincarnatedthis.
“He’s always beenfree, even thoughhe

wasa superHollywood star,” Courtois said.

Concurrently, the name “Sauvage”
tappedinto primal instincts,andthe
scent’solfactive composition included

strengthandrefinement,elementsof a
classic,accordingto Courtois.

“It was kind of acry for freedom,” she

continued,of the Sauvagepackaging,
addinglaunchingit took arisk.

Theoriginal EauSauvage,fronted
by Alain Delon, cameoutin 1966.

TheSauvageEaudeToiletteiteration,

developed by François Demachy, Dior’s
formerperfumer-creator,in 2015 was
meantto bemoreinternational.

“We codedit in a very classicway,”
Courtois said. “We chose the color that

Dior: Therewasthegray, white,the light
pink rosebonheur.But therewasthis
darkblue thatwasveryus.This was
howwe couldcreatea shockbetween

something that’s never beenseen and

certainlysomething super classic.”
A key elementof stayingcontemporary

andatthetop is howa brandbringsinterest

without changingits core.
TheSauvageline wasexpanded

with moreproducts.After theEaude
Toilette camethe EaudeParfumin 2018

and Parfumin 2019. EauForte– the
nonalcohol-basedpropositionby Francis

Kurdjian, Dior’s currentperfumecreation
director launchedlastyearandwasnew
for amasculinefragrance line.

“We were the first to arrive with an
elixir,” Courtois saidof the strong scent,

SauvageElixir, introduced in 2021. “Our
Sauvageis tryingto push theboundariesof

many things.”
Therewasalsoa specialedition made

with craftspeople.AndSauvagelaunched

Mencare,a skincareline buildingon the
fragrance,with aserum.

“It’s breaking alot of rules and at the

sametime is creating a classic,” Courtois

said of theSauvagefranchise. “At the same

time, we broughtnovelty. Sauvageis about
the extraordinary. That’s why it’s SO Dior – it

is abouttakingrisk, enlargingtheuniverse.

“It’s all aboutthis story of Christian

Dior: This new look, reinventingwithout

reinventing,” shecontinued. “so it’s
alwaysaquestionof buildingSauvage
within Dior.”

Sauvageranks first in 40 countries,

according to Courtois. “It’s answeringavery
strong men’s insight thatwasverygood in
2015 but is sustainablein time,” shesaid.

Sauvagebecamea blockbusterquickly,
includingin Asia about threeyearsago.
“The revolution of Sauvageis it brought
peoplein theselectivebusinessjust
becauseof itsproposition,” Courtoissaid.

“We enlarged the market alot.

“Wheneveryou bringanew chapter,it
hasto reinforcethe strengthofwhat you
want to sayto the world,” said Courtois,

explainingthe new globalSauvage

campaign the print adscameoutin mid-

August andthe film onSept.2 kept the
original team:Depp asthe starandJean-

Baptiste Mondino asthe filmmaker. “We
just wantedto pay tribute to nature...tothe
wildernessthat is part of Sauvage,partof
its name– ‘sauvage’ means‘wild.’”

In the newfilm campaignfor Sauvage,
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in thedesert,whenthe big cat arrives

onthe scene. They’re both walking and

scratchingat the earth.Thenthe two are
together,sideby side.Fearless,free and

serene, Depp says:“In the wild, everything
is alwaysin front of you.”

He broughtthe ideaofthe phrase,which

chimeswith the designerChristianDior’s
aim full of hopefuloptimism–of making
the world happierandmore beautiful.

Thepumaideacamein a roundabout

way. Oneyear agoniesnn in keepingwith its

CSR strategy– ParfumsChristianDior

beganworking with theWorldWildlife

Fund to preserveandrestore large spaces
in FranceandNorthAmerica.

Theprotection ofbiodiversityincluded
protectingpumas,asthere areonly about

50,000 left in the world,aswell asother
endangeredanimals.

“This partnership isa very strong
one,” Courtois said. “It’s here to create
concreteactions,mappingsitesfor

conservation,recordingthenumberof
individual animals,reconnectinghabitats
via ecological corridors,helpingto educate
communities.It was fantasticto matchthis
with whatwe wantedto saywith Sauvage.”

Makingthat link camesomewhatby
chance. “The puma actually inspired us,”
she said.

In parallel,Mondino talkedto the Dior

teamaboutpumas. “He didn’t know we
wereinvestingin pumasin Chile for their

protection,”Courtois said.

Thefirst Sauvagecampaignwas about
Deppleavingtownto getbackto his roots,
whilethe secondfeaturedhim with wolves.

“The third version is to say:Thewild

thing is frightening= thepumais the

mostdangerousanimalin the world but
natureneedsthe puma,” said Courtois,

addingthatvital animalsymbolizes
untamedspiritandis aheroof nature.
“The new chapterwasto anchor Sauvage
in this wildernessin a much bigger way.”

EachSauvagecampaign hashada whiff

of spaghettiwesternhumor,too.

SauvageEaudeToilettebegansellinga
decadeagostrongly in numerousmarkets,
includingtheU.K., andbecamethe top-

selling men’s scent globally in 2018.
“We thought, ‘how canwe build

somethingphenomenalback10 years
later?’” Courtois said. “We thought it could

begreatto haveanamazingpop-upstore

at Somerset House in London.”
Called “Fort Sauvage,”it will run from

Sept. 25 to 28.

“Guestswill be, in a way, transported
into a role, a cinematic Wild Westworld,”
Courtois said. “It should be magnetic anda

wayto rediscoverthe universeof Sauvage
in avery playful way. It’s also to connect
with thisyounggeneration,to reallybuild

amyth.”
This isn’t meantto beretrospective,but

aboutdiscoveringSauvage,theclassic,
today.

“‘We want every generation to have

contactwith thisbrand,” Courtois said.

“The concept is pretty wild, interesting,
with a lot of experienceandinteractive

games.Wenever played Sauvagethat way.”
Looking ahead,how muchfarthercan

Sauvagego? “We canbeuniversal in a much

biggerway,” shesaid. “When you touch this

universalityandcross-generationality,the

sky is the limit. This is very Dior.”

The DiorSauvagerange.
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Johnny Deppin

the Dior Sauvage
global campaign.
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