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The Grasso famil
of the United
States went on sa-
fari in June and
visited a Masai
women’s bead
work cooperative
in Zimbabwe,
“There is some-
thing ineredible
abait having the
experience face to
face,” said Eileen
Grasso,

ARTESY OF THE CRASSOFAMRLY

Inspired by Africa,
creating opportunity

Travelers assist locals
with lasting contributions
rather than just charity

BY CHRISTINE NEGRONI

Just in time for Christmas, the Harare
Fire Brigade in Zimbabwe will receive a
large gift: two Volvo fire trucks outfitted
with GPS-equipped iPads, courtesy of
an American travel agent.

Diane Ebzery Lobel, whose safari-fo-
cused agency African Portfolio sends
tourists to 15 countries in Africa, said
nearly ene-quarter of the trips she
booked included a stop in Zimbabwe.,

Earlier this vear, Ms. Ebzery Lobel,
made a donation of boats to the national

“We have a commitment to uplifting the people
of Zimbabwe through providing better services.”

parks and wildlife office to help stop
poaching. While fire trucks and patrol
boats are the largest contributions she
has made so far in Africa, she is like
many of her clients who have been in-
spired to give substantial gifts.

“One client is helping hi fari guide
set up a cattle farm,”" Ms. Ebzery Lobel
said. “Another client has donated eye
equipment to a local eye clinic, and an-
other donated supplies to the local Ma-
sai school.”

Eileen and Patrick Grasso, clients of

African Portfolio, went on safari with
their three sons in June but added to
their itinerary tours of an orphanage in
the Rift Valley and a Masal women's
beading cooperative. Both sites made
lasting impression, Ms. Gr said,
prompting her to buy shoes for the res
idents of the orphanage and decorative
Masai beadwork for friends and family
back home. When she returned to
America she sent checks to these organ-
izations and others.

“There is something incredible about
having the experience face to face, put-
ting a human face on the stuff we read™
in the newspaper, she said. “When you
experience it firsthand it has a profound
impact on you.'"

This attitude is not uncommon,
cording to George Mavroudis, who h:
been a guide in Tanzania for 20 years,

There is something about being on sa-
fari that encourages it, Mr. Mavroudis
said. Earlier this year, he guided Swiss
visitors who brought two laptops to
donate to a school. Another family pur-
chased a solar-operated pump, tank and
plumbing for villagers.

Mr. Mavroudis estimates that 70 per-
cent of the people he guides donate
something to a person they have met or
to a place they have seen.

“They come to understand and feel a
love for the land and its people, and they
want to do something that can help after
they've gone,” Mr. Mavroudis said.

In addition to donations for infra-
structure projects, Mr. Mavroudis has

had guests sponsor a child’s education
or underwrite loans for new businesses,
He and others specializing in African
tourism see this as a better way to boost
the economy than distributing pencils
and 5 to children on the stree

Ms. Ebzery Lobel says that inthe
travelers to Africa would ask her about
bringing these sorts of things, but that is
starting to change. “We have come to
recognize that this type of gift can per-
petuate the idea that charity is about a
handout,” she said. ““We are trying to
change the mind-set so that travelers in-
stead think about providing items that
are used to create something, facilitate
an opportunity or support an existing
effort to help themselves.

Her fire truck donation is just that,
After a summer in which a number of
fires took the lives of Harare residents
including Solomon Mujuru, husband of
the vice president and a political rival to
Zimbabwe's leader, Robert Mugabe,
Ms. Ebzery Lobel said she went to the
fire department to look around. *“This is
crazy,” she said when she saw the state
of disrepair of the department's fire
trucks.

“We have a commitment to uplifting
the people of Zimbabwe and one of the
is through providing better ser-
he said,

But she is also practical. As a busi-
nesswoman whose livelihood depends
on this country, her beneficence will
come right back to her if it helps main-
tain a tourist-friendly Zimbabwe.
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A leather-clad version of the Colosimo
=afe. “Most people leave the door of the
safe open,” said Markus Dittling,

the fourth-generation owner of the
manufacturer. *“They like to look at

the mechanism of the lock.”

When the object

is the container
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comes in a tall, curvaceous 42-ounce
spigoted amphora vitrine encrusted
with Swarovski crystals in varying
shapes and sizes.

A few minutes from the flagship Bond
No. 9 shop in Greenwich Village, Robert

i ner, co-owner of Aedes de Venus-
as, a perfume and home fragrance
boutique, is taking an equally studied, if
more modestly priced, approach to
packaging for his first signature fra-
grance, due out in the spring.

“The ‘juice’ itself tells a story, and it
should be in sync with the bottle,” Mr.
Gerstner said. “We chose a fairly
simple bottle with a heavy bottom so
when it's in a client’s hands, it's heavy
and luxurious. We wanted to create a
packaging so special that the customer
wouldn't even think of throwing it out.”

Mr. Gerstner makes a good point. The
growing focus on sustainability means
that luxury providers are increasingly
looking at containers through green-tin-
ted glasses.

“My idea is to make the packaging
have an afterlife,” said Robert Berg-
man, president of Bergman Associates,
which recently launched a new agency,
Mpakt, to focus exclusively on modern
packaging design. “A box turns into a
pencil cup or a ring box, something you
really want to keep'

For collectors of high-end watches,
there is no question that the finest pre-
sentation cases are intended to live on.
Take, for example, the new Colosimo
safe from German manufacturer Ditt-
ling. The company, founded nearly 100
years ago in Maichingen, drew its in-
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spiration from American bank safes of
the 1920s, whose indestructibility the
miniature safe recreates using steel
doors with radial bolts and a complex
lock mechanism that requires a person-
al code to gain entry.

Security, however, isn't really the
point.

“Maost people leave the door of the
safe o said Markus Déttling, the
fourth-generation owner of the com-
pany. “They like to look at the mechan-
ism of the lock.”

That the aesthetic value of the con-
tainer trumps its functional purpose is
obvious when talking about the decorat-
ive art items created by the 20th centu-
ry’s greatest jewelers, who lavished as
much attention on smoking accessories
— like matchboxes and cigarette cases
— as they did on their jewels.

Lee Siegelson, e jeweler in
New York, offers two items that he de-
scribes as sterling examples of Art Deco
finery: a platinum, diamond and sap-
phire cigarette case by Cartier, circa
1930, and a péte-de-verre, enamel and
gold vanity case by Ostertag, circa 1925.

“Not many firms have continued to
make such things,” Mr. Siegelson said.

“They express a different time and a
different era."’

For a truly over-the-top gesture, Mr,
Siegelson suggests using the cases,
which retail for $100,000 and $125,000
respectively, as unconventional gift-
wrapping.

“I have a pair of Boucheron Art Deco
earrings in lapis; why not put the ear-
rings in the case?" he said. “*“What a ro-
mantic gesture.'”
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What matters most in giving
is not always the gift itself.
It's how it’s given, and why
and who to: The thought,

not the cost, counts.

When the

object

is the box itself

BARCELONA

Bottles and cases can be
as important as what's
inside, or even more so

BY VICTORIA GOMELSKY

Tucked amid the elegant Art Nouveau
buildings that line the Passeig de Grécia
here — chief among them Casa Batllg,
Antoni Gaudi’s psychedelic master-
piece of Modernism, known by locals as
the House of Bones for its skeletal, mul-
ticolor facade — is Regia, an 83-year-old
perfumery offering an eclectic selection
of high-end fragrances.

Visitors seeking a more historical per-
spective on scents, however, are ad-
vised to walk the length of the Regia
boutique to a tucked-away room in back.
Home to the Museum of Perfume, the
space holds nearly 5,000 essence and
perfume vessels dating from ancient
Egypt to the present day.

That the museum, which this year cel-
ebrates its 50th anniversary, lies mere
footsteps away from Gaudi's fantastical
residence is serendipitous. Both attrac-
tions make the same point: The artistic
value of a beautifully erafted exterior is
not to be underestimated.

“Every bottle has a story, of the de-
signer, the manufacturer, the history of

“A packaging so special that the customer
wouldn’t even think of throwing it out.”

when it was made,” said Josep Planas, a
third generation member of the family
that founded Regia and the museum.
“You can see the evolution of the bottles.
That’s the most important thing”

The oldest vessels in the collection,
makeup palettes once used by Pharaoh
Amenhotep I, date from the 16th century
B.C. The newest bear the great names of
20th-century perfumery: Shalimar by
Guerlain, Miss Dior, Chanel No. 5. In be-
tween, sharp-eyed visitors will find a
leather holster fitted with two 18th-cen-
tury essence containers that belonged to
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Marie Antoinette, a box of 12 ampules
made by the Florentine firm Santa
Maria Novella for the Medici family, and
abottle with a sun-shaped stopper called
Le Roi Soleil, designed by Salvador Dali.

The presence of so many extraordi-
nary receptacles leaves visitors with
the curious impression that containers
are often more important — and un-
questionably longer lasting — than the
things they contain.

Few people know that better than
Marc Rosen. In “‘Glamour Icons,” Mr.
Rosen's new coffee-table book about his
career as a perfume-bottle designer, he
argues that it is possible to draw an en-
tire history lesson from the changing sil-
houettes of perfume vessels over the

ears.

“I divided the chapters into decades
because 1 wanted to show people how
the definition of glamour, and hence the
bottles, has changed with the times,’
Mr. Rosen said.

“The bottles underscored the fash-
ions of their time periods, from the early
Lalique bottles, to the great Oriental in-
fluence of the 1920s, to the Art Deco-in-
spired "30s, to the end of the '40s and Di-
or’s New Look,” he said.

Applying an anthropological rigor to

the history of perfume bottles wasn't,
however, Mr. Rosen’s only motive in
publishing “Glamour Icons.”

“1 wanted to remind people of how
important the bottle is in the equation of
success,” Mr. Rosen said. “A person
identifies with that bottle. It says some-
thing about their sense of taste and so-
cial status, and each time they pick it up,
it reinforces that.”
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Throughout the book, Mr. Rosen
evokes a time when women applied
their makeup at dressing tables topped
by perfume trays heavy with decanters.
made of Bohemian cut glass. By the
second half of the last century, as wom-
en began to join the work force, such
leisurely beauty rituals fell by the way-
side, he said. The notion of the keepsake
bottle fell out of favor, too.

Clockwise from top
center: two fra-
grance bottles
from Bond No, 9;

a $100,000 ciga-
rette case by
Cartier; and a
$125,000 vanity
case by Ostertag.

But a few contemporary perfumers
are bringing it back. At Bond No. 9, a
boutique New York City-based firm
founded by Laurice Rahmé in 2003, a
series of limited edition scents have
long eelebrated the art of the bottle. This
holiday, the firm is introducing its most
precious fragranee yet: the new §7,500
Fantasy Stone Fountain of Peace, which
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