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How Chanel's Olivier Polge

Thinks About Fragrance

myself.I don'twantpeople,if theycome
onceayeartoaChanelstore,tobelost
andtohaveanotherperfumeeveryyear."

Asreported,fragranceisthehottest
categoryinprestigebeautyintheU.S.,
clocking6percentgainsinthefirsthalfof
2025.Inrecentyears,appetiteformen's
juiceshasswelled,too.

speakmoreaboutmindsetandfinding
inspirationineverythingthatsurrounds
you.I thinkcreativityisverymuchlinked
tocuriosityinabroadersense.

"I'dliketobelievethatyouareas

· Chanel'sin-houseperfumer
creatoroutlineshis creative

process,andhowit

culminatedinthelaunchof

BleudeChanelL'Exclusif.

BYJAMESMANSO

OlivierPolgemaybethein-house
perfumercreatorforoneoffragrance's
mosthistoricallysignificantbrandsbuthis
creativeprocesshashadtokeepupwith
thetimes.

OnatriptoNewYorktopromoteChanel's
latestlaunch,BleudeChanelL'Exclusif,
Polge- whosefatherJacquesPolgealsoheld
thesameroleatChanel- saidtheconsumer
haschanged,andsohashisprocess.

"Men'sperfumehasbecomemoreand
moreinterestingintermsofidentityand

Olivier
Polge

intermsofcreation.Iremembertheold
generationalwaysspeakingaboutmen's
perfume,thattheyhadtobefreshor
havecertaintracesofgroomingproducts
- butmendidn'twanttoexpressa
strongidentityintheperfumetheywere
wearing,"PolgesaidintheChaneloffices.
"Thatisbecominglessandlesstrue."

Pointingtothenewjuice,Polgesaidthat
intheyearssincetheBleudeChanelpillar
launchedin2010,"therehasbeenamore
concentratedanddeeperscent.Creating
perfumeforChanelisveryinteresting
becauseitbringsmen'sperfumetoalevel
ofdensityandpreciousnessthatwehave
withwomen'sperfumes.Youhaveto
remember,thefirstperfumewecreated
wasNo.5extraitdeparfum."

Partofthatevolution,though,means
thinkingbeyondgenders.AlthoughBleu
deChanelremainsoneofthebrand'smost
significantproductswithmaleconsumers,
hethinksbeyondgender,customer
archetypesorconsumertesting.

"Idon'tliketothinktoomuchaboutwho
willweartheperfume,attheendofthe
day,"hesaid."I wouldhatetobelieveyou
aremeanttowearoneperfumeoranother
one.Whenwelookaroundus,attheway
wedressandthewaywearrangeourselves,
peoplearequitecreativewiththeirown
personalityandthereisnothingbetterthan
tocreatealittlebitofasurprise."

Withthatinmind,Polgeiscarefulnot
tooversaturatethemarketwithnewness,
"becausepeoplewouldgetlost,"hesaid.
"ThesearethetypesofquestionsI ask

Despitethesizeofthecategory
forChanel,healsobelievesit should
remainamorecreativeendeavorthana
commoditizedone."We[asanindustry]
havenotbeentruetoperfumewhen
wesaythatitissoconsumer-driven,so
industrialized.Therearesomanydifferent
waystomarketperfumes,"hesaid.
"Peoplespeakalotaboutnichefragrances.
Wehaveseensomanychangesthatshow
youcandowhateveryouwantaslongas
youdoit well.Andifyoudon'tstagethings
correctly,nothingsells.Youcanmakethe
bestmovieintheworld,butifyoudon't
explainwhatyoudoorfindthecorrect
distributionsystem,youknowitwillnot
betruetoyou."

FormanyofChanel'sheavyhitters,
theyenteredthemarketwhenconsumers
hadn'tsmelledanythinglikethembefore.
"No.5wasbornwherenothingexisted,"
Polgesaid."LikeCocoMademoiselle,
sometimes,wecomeupwithaperfume
andwedon'texactlyknowwhatwillbethe
success.ForBleuL'Exclusif,Iamincharge
ofcreatingthescent,andalsomakingitin
thefactory.Welaunchedit attheendof
August,butinJune,peoplepanickedand
theyaskedustodoubleproduction.For
us,it'snew,thisextraitdeparfumformen.
Afterafewweeksofsales,itseemstohave
founditsconsumer."

Bringingallofhiscreativitytoeach
launchrequiresadiversifiedand,attimes,
nebuloussetofreferences."Ihaveahard
timemakingastrongparallelbetween
things,butwhatI liketobelieveisthatI

inspiredbythecolorofthistableasmuch
asaBotticellipainting,"hecontinued.
"Thisbeingsaid,personally,Ilikemusic
verymuch.I endedupinthesamejob
asmyfather,andIstronglybelieveinmy
tasteinmusic.Growingupasateenager,
whenallmyfriendswerelisteningtorock
andpop,Iendeduplisteningtoclassical
music.Andcommonly,classicalmusic
[andfragrance]oftensharethesame
language:notes,accordsandaharmonyof
senses.Botharealsonotvisual."

Speakingofnotes,Polgesaidany
givenfragrancehasbetween70to80
rawmaterials,but10reallysetthe
frameworkfortherest.Vis-à-visBleu
deChanelL'Exclusif,"Thebestangleto
understandBleuandtheevolutionof
itsinterpretationsistospeakaboutthe
woods,"hesaid.Holdingblotterswithtwo
rawmaterials- aCedar-LeatheryAccord
andSantaldeMaré- "Itrytobringthe
identitysomewhereelse,"hesaid."There
arecertaintopnotes,andthosethatare
citrusyandaromatic.Butwhatstaysin
thetrailthatyouleavebehind,if youwear
Bleu,isthewoods.

"It'swithBleuthatwefoundour
identitywithmen'sperfumes,"Polgesaid.
Acrosstheportfolio,healsoreiterated
upontheChancefranchisewithEau
Splendideearlierthisyear."Whatwedo
throughoutourfragrances,No.5,No.19,
CocoMademoiselleandnowBleu,iswe
thinkaboutanewconcentration,we
thinkaboutaesthetic,wethinkabout
areinterpretationwithanewfacetto
express.Therehastobeabackbone,
suchasakeyrawmaterial,butbringing
somethingnew."
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