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The store was frequently welcoming visitors due to the cologne.
There was no infrastructure for such success; there were many com-
plaints in view of the delay in delivery, promised within the possibilities.
Aparicio soon took an action: he installed his perfumery, still in 1967,
in 2 646 sq ft area in S3o Paulo city: the factory was suddenly over-
loaded with orders. His cologne. added by a whole line of perfumery
products, started being sold all over the country — without loosing its
main characteristic: the nearly craft-made production. Endowed with
the class and quality of the imported articles, the products by his brand
got special attention — from the manufacture to the distribution, pass-
ing by the packaging.

It was not different with Giovanna Baby, having an equally
sophisticated client portfolio, and with similar care as to product pro-
duction and presentation. The first samples of Giovanna Baby perfume
have been formulated-in 2 manipulation pharmacy in Curitiba — at ©
Boticdrio. 'l have ever had a good sense of smell" states Giovanna,
remembering: “Miguel Krigsner and | have worked together and the
new formula was born, a reason why we are so proud", From there on,
production has always been carried out at Giovanna Baby's factory. The
package development has been progressive. in a crafty way: in the begin-
ning, typical pharmacy bottles, with stick on labels. Giovanna Baby's
colognes were offered in the stores of the chain — in the pioneer one
besides other three, settled in malls in Sdo Paulo. It rapidly became an
object of desire. It tuned mothers and grown-up girls' head; it also
pleased the parents. With a price around US$ 10, it was considered
expensive, "Yet the components were top quality, since the idea was
to offer freshness and cleamess to the newly-bom”, asserts Giovanna.

Rastro brand became a phenomenon as status, modemity, and
elegance symbol. It was in the market lead in all the big centers. Only
the deodorant line itself sold 2 million units 2 month during the 70's. A
myth has been created about Aparicio: everything he touched tumed
into gold. Therefore, he took advantage of the concept and introduced
Midas cologne, with gold in suspension!

Extremely successful, both as an entrepreneur and as an artist,
Aparicio was a celebrity in the world of arts. An awarded writer, sculp-
tor and painter, he was a sponsor for theater and music, television pro-
grams and advertising media. According to his brother, jofo Carlos
Basflio da Silva, Rastro was the first cologne to be advertised in televi-
sion media campaigns for the medium class.

Giovanna, on the other hand, has never advertised. Giovanna
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Baby cologne's launching strategy reminds Frangois Coty's, at the tum
of the century, when introducing his first perfume — breaking the bot-
tle... In the early hours of a Saturday moming, provided herself with buck-
ets and ladles, Giovanna went through Augusta street's block up to her
store, soaking the sidewalks with the unrivaled scent of her fragrance.
There has been a queue on Bela Cintra street... Inside the store, the
perfume was sprinkled through the air conditioning. On the shelves,
each one of the fabulous griffe’s stuffed animals, forming a colorful and
entertaining 200, exhaling the lavender. Floor, counters, everything giv-
ing forth the pleasant delicate scent, in an ambience evoking an oasis.
Some time later, Giovanna launched a perfumed sachet line —
soft, fluffy knitted-cotton balls with Giovanna Baby's unique scent —, of
low unit cost: 2 true fever. Some of them, disposed in candy jars, sold
like candies! After that came the candles, with the same scent of the
famed perfume. The line kept on expanding with new colognes, sham-
poos, hair conditioners, soaps, face lotions, deodorants, and bath oils.
In the 80's, Giovanna Baby's network amounted hundreds of
franchisers all over Brazil, including outlets in New York, with an exclu-
sive comer at Bergdorf Goodman department store. The quality of
the griffe’s material and design, obviously, did not allow the
brand popularization, meant for the high medium class.
However, Giovanna Baby became a reference in
the elementary Brazilian fashion at the time, and was
intensely imitated by tiny precariously installed pro-
ducers. "The prints were reproduced and thus
reached the major public”, tells Giovanna Kupfer, who
has never intended to stop this process. Aware of
the country's deficiencies, she has always
assumed a position on the less conservative
side. Affected by personal problems,
Giovanna has withdrawn from busi- 2
ness — she currently lives in New
York. Her perfume, in other
hands, serves a more popular
public today. As to Rastro, after
Aparicio’s death, in 1992, his
brother, Jodo Caros Basilio da
Silva, felt discouraged to keep up
the business and transferred their
brands to Dorsay-Monange. )
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