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By SARAH JONES

French fashion label Christian Dior is heading to the desert for an immersive fragrance effort that focuses on nature.

Dior's marketing push for its Sauvage Eau de Parfum sees Johnny Depp return as the scent's face. Following in the
vein of previous promotions for the Sauvage line, the advertising leans on scene setting to translate a sense of smell
to a visual medium.

Dior Parfums was reached for comment.

Into the wild
Dior Sauvage originally launched in 2015 with a marketing campaign following Mr. Depp's introspective journey into
the wild. Set in Joshua Tree National Park nearby Palm Springs, CA, the campaign captures the actor's search for
"magic" (see story).

Now, the brand is picking up where it left off, inviting consumers to explore "Scents of the Magic Hour." A short film
narrated by Mr. Depp highlights the point at which the last glimpses of light are seen.

It is  at this time that animals start to prowl and "the sultry air is  filled with desire."
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Discover Scents of the Magic Hour, when nature's smells awake, burst ing with vibrant new life. #diorsauvage
#nature #diorparfums

A post shared by Dior Parfums (@diorparfums) on Mar 15, 2018 at 2:27am PDT

Expanding on this scene painting, Dior created a virtual reality experience. The 360-degree film can be viewed on a
number of devices, including a VR headset.

Through the content, consumers can see from the point of view of various desert inhabitants. Viewers can follow the
path of a bird as it soars above the barren ground or become one with wolves as they howl.

Sauvage Eau de Parfum - The 360 experience

Created by perfumer Franois Demachy, Sauvage Eau de Parfum was inspired by nature. The perfume also
references the word "sauvage," which means "wild."

The resulting juice has notes of Sichuan pepper, pink berries, anise, nutmeg and vanilla.

"The magical territory that particularly inspired me is Joshua Tree, American desert populated with very singular
trees, tortured, a land of legends, a mythical landscape, mystical, cinematographic," Mr. Demachy said in a
statement. "A place of pilgrimage, too, for the stars of the music who retired there, and which offers an extraordinary
contrast between this raised nature and the arid and wild desert which prolongs it.

"Sauvage is not a perfume of fashion,' it is  timeless, of an affirmed masculinity that crosses the epochs, anchored in
the collective unconscious, in the image of this adventurer, this solitary hero who traverses these great spaces and
these magical moments, like out of time."

Furthering its exploration of Joshua Tree, Dior is hosting an event nearby to the national park ahead of the Coachella
Valley Music and Arts Festival. Per Women's Wear Daily, the party will include a Wild West theme and live music
performance.
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Sensing scents
In digital marketing, brands often rely on other senses to communicate smells or tastes.

For instance, LVMH-owned cognac maker Hennessy illuminated the complexities that exist within its X.O through a
multi-chapter journey.

For "Each Drop of Hennessy X.O is an Odyssey," the spirits brand worked with director Nicholas Winding Refn to
craft a cinematic commercial that brings the sensation of a sip to life. Further immersing consumers in the
experience, Hennessy has released corresponding 360-degree videos, enabling them to step inside the campaign
and the film crew's shoes (see story).

Italian fashion house Prada similarly further traversed the fluid identities of La Femme et L'Homme fragrances in a
virtual reality application.

Surrounding its new fragrance launch, La Femme Prada for women and L'Homme Prada for men, Prada developed
a marketing concept that features multiple women and men, but who are shown to have interchangeable identities.
The campaign works to show that La Femme Prada and L'Homme Prada characterize the Italian fashion house's
consumers into a bundle of total brand identity (see story).
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