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Thruugh a partnership wﬂh Tlln And)' Warhul Fﬂundaﬂm for
the Visual Arts, fragrance marketer Bond No. 9 is introducing
its second Warhnl-implrad h'aglame :Iubl:ed ‘Andy. Warhol
I.Inlun Square. The scent, which is mil&hle in'a collection
—— 0of 10 hottles, each fea’tuﬂnga design: hasm:l on Warhol's
' “Flmu," is set to launch in March and industry sources

= npect it to generate up to $5 million in first-year
whnlmle salu wlume. Fur more. sea page 6.

""D"ialihg'a' New Marlet: |
Fashion Designers Set |
To Invade Cell Phones |

= | By Katya Foreman
rrrrring, brerering.

Cell phone companies are the latest
sector calling on fashion designers.
Label it a triumph of form over function
— or part of the continuing push to
| extend their reach — but designers
5| are increasingly being tapped to create
| their own phones.
|  The Apple iPhone is proof of the

growing demand for stylish handsets
{ from known brands, becoming one of
| the hottest sellers of the holiday season
| even as apparel sales — including those
of designer labels — lagged. The mobile
phune industry is the biggest consumer

See Fashion, Page13
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The Beauty Report

ith her latest Andy Warhol-inspired lragrance, Bond No. 9 founder Laurice
Rahme is trying to turn niche markeling into an art form.

Rahme plans to launch Andy Warhol Union Square, a fragrance sporting a bottle
decorated with 10 variations of a famous “Flowers™ series, done by the pop arlist in
the Seventies. The fragrances are being offered in a variety of 10 different boltles,
each with a slightly different version of the flower print based on original silk screens
of the “Flowers™ print. For avid collectors and hard-core Warhol fanatics, the com-
plete porifolio of 10 100-ml. bottles will be offercd in a box for $1,500. For those con-
sumers on a budget, they can buy one bollle featuring a representalive version
of the lower priot for $195 for a 100-ml. boltle and $135 for a 50-ml. one

This second frugrance in a series of 12 Warhol projects follows the launch of
Bond No. s first Warhol fragrance dubbed Silver Factory, which launched
garlier this month. For Ruhme, various New York locales, as well as Warhol
designs, go hand in hand,

“It's not just about the art on the packaging, but it’s aboul taking the
neighborhoods and places associoted with Warhol and connecting it to his
art,” suid Rahme,

Much like Warhol, who was known for breaking down the boundaries
between art and commerce, Rahme has conlinuously challenged the
fragrance business with her unconventional methods. Aler building
a fragrance business by naoming her scents after New York neighbor-
hoods, Rahime has increasingly looked beyond traditional methods
into the arl and retail worlds to generate new ideas. This pust
fall, Bond No. 9 broke ground by partnering with specialty retailer
Saks Filth Avenue to create an exclusive fragrance tailored to the
relail chain,

The Andy Warhol Union Square scent will be launched in March
in the U.S. at Bond No. § bouliques, Saks Fifth Avenue and mu-
soum gift shops. It will then be rolled out to 20 different
markets 1 month later, including retailers Harrods, Harvey
Nichols and Sclfridges in the UK. Bond No. D doubled its
plobal distribution over the past year from 10 markels,
and plans to launch the brand in additional markels (G
next year, \

Andy Warhol Unfon Square by Bond No. D is a floral
fragrance with a musk and spicy twist. Created by Stephen
Nilsen of Givaudan, Andy Warhol Union Square is com-
posed of top notes of lily of the valley and green stem;
middle notes of sweet blue freesia and white birch
wood, and bottom notes of amber and silver-cloud
musk accords. i

According to industry sources, Union Square
could generale up to $5 million in first-year
whaolesale sales volume.

As part of the Andy Warhol Union Square fra-
grance launch, Bond No. 8 has partnered with an-
other of Warhol's licensees, Robert Lee Morris,
1o ereate 400 limited edition Warhol-inspired
sterling silver Flowers necklaces. The jewelry
will feature a Warhol quole engraved on the
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Bond No. 9 Expands Warhol Fragrance Gollection

back: “My favorite smell is the first smell of spring in New York,” as well as the Bond
logo. Launching in time for Mother's Day, the 36-inch necklace will be available with
a 100-ml. bottle of the ragrance for $575. Not yet determined is how prominent a
role jewelry will play in future Bond No, 8 projects,
“It's a way to lift the brand with artistry in a way that satisfics customers,” said
Rahme, who sees jewelry as a quickly growing business.
The Andy Warhol Foundation for the Visual Aris, located on Bleecker Street in

& the only building designed by Louls Sullivan in New York, foundation executives

noted, hopes the long-term partnership with Bond No. 8 presenls an oppor-
tunily to strengthen what the foundation stands for. The Warhol Foundation
previously dabbled briefly in the fragrance business in the late Nineties with
Cofinluxe, who acquired the license for Andy Warhol Perfumes in 1098,
“We wanted 1o work with o company that was ereative and artistie,
_ but what attracted us to Bond No. 9 was that it challenged the fra-

o grance industry to do things differently,” said Michacl Hermann,

director of licensing at the Warhol Foundation, who has been with

the foundation for more than a dozen years, “The partnership with

them was syncrgistic since we're both all aboul New York City. It

made sense for a New York artist to be with a New York-centric
fragrance company.” "

Started in 1987, the nonprofit foundation has given out more than

%200 million in grants — both through cash and art. According to

Hermann, this year the organization will donate $11 million to

other art organizations through art sales, investments and endow-

ments. Last year, Warhol's licenses generated more than $2 million.
Previous partnerships include Burton snowhoard apparel, Levi's,

Seiko and Royal Elasties footwear by Gwen Stefani.

To celebrate the launch of Silver Factory earlier this
manth, an olfactory ode to the pop artist's foll-papered and
silver-painted work and play spice, Bond No. 9 cohosted
a VIP shopping parly with W magazine, a sister publica-

tion of WWD, and crammed over 400 guesis inlo the

NoHo-based perfumery's flagship. Silver Factory is

served up in Bond No. 9's signature star-shaped boltle

emblazened with a graphic inspired by Warhol's famous

“Campbell’s Soup Can.”

Warho! Superstars and friends, along with celebrities
who were on hand at the launch — ineluding Geraldine
Smith, Robert Heide, Ivy Nicholson and Robert Lee
Morris — agreed that Warhol himself would have
approved of the fragrance. Said Helde: “He would

have loved the scent — and the attention.”

Silver Factory “serves the dual purpose of
introducing the artist Lo a broader audicnce
while generating funds Lo benefit The Andy

Warhol Museum,” said Hermuann, A portion of
the sales from the evening were donated to the
Andy Warhol Museum located in Pittsburgh,
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