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Impenal Leather is represented in both the new
combi bar and bodywash categories by the
Imperial Leather Extra Care range of produc

ACHIEVEMENTS

The Imperial Leather brand is the flagship of the
Cussons range in Australia as it is in every other
country that sells Ci ns products. Imperial
Leather is a market leading brand in male toiletries
and is represented In anti-perspirant geodorants in
both aerosol and roll-on format
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While there are other Cussons pr
have much larger sales than Imperial
Australia the Imperial Leather bran \
and product quality that has allowed them, through
the Cussons family -ur"*o, to thrive and prosper.
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HISTORY
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Baileys called their
new perfume Russian
Leather in honour of its
origin. The Cussons
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Baileys in the early
1930s. Soon
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Lesley and Alex, put
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together and cres
Imperial Leather.
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e ant in 1994, T ly was now _ Things you didn't know about

RE CENT DEVELDPMENTS
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X1 S AT PRI, S bel Q  Whenthe product was first produced in
e surface. The Was 1 England and for some years afterwards
if . classical, ct mpo ° .; o .i. ! I '. I. IS f each bar of Imperial Leather was hand-
' commercial. Research showed that this was polished to give it added smoothness.
DI 1 e ommercial !| IMet |‘ --I_' L I
nced the t ' 7 ac Il arrival o combis requ | QO  Thedistinctive fragrance of Imperial
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18 tel UG ICe agver i | Russia 100 years ago or more, and
v ] o JeQusly | when it was first manufactured in London
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 upgr csincorpo- BRAND VALUES I
rating nd logo. T is to keep The brand image retains é iefinite masct Hne Q It is said that the idea of fitting a bath-

room in an aircraft - as featured in
Imperial Leather's most famous commer-
clal - came from a news item about extra
bathroom facilities installed in AIR
FORCE ONE by President Richard
Nixon.
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