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lavour (F&F) industry? Do we been studying the nature and develop-

eed to have a superior nosefhent of expertise, the significant ad-
Who should join this industry? Whatvances made by such individuals. On
are our prospects? How should weanalysis, the insights gained are good
achieve a successful career in this field®nough to apply in understanding th@eople working in the F&F industry are
These are some typical questions thakason of artistic creative success in theapable of exquisite sensitivity and have
college students ask me, especially &&F field. In line with this perspective, unique odour discrimination powers, but
the beginning and end of their univeriet us try to understand individuals havit is also a fact that many individuals not
sity academic term. Asimple ‘Yes'or ‘No’ ing expertise in this industry in compari-strictly belonging to this industry also
for an answer, without proper justifica-son, with novices strictly in the contextpossess such powers in equal measure,

tion or reasoning, will rarely suffice. Thisof odour perception. if not more.
paper is the outcome of my personal ex-
periences and opinions proffered in adsaining expertise in odour perception So what does this indicate? It clearly

dressing these and many similar ques- We believe that to join the F&F in- means that anyone can develop in-
tions to students over the past manglustry the first pre-requisite required isreased sensitivity, simply by practice
years. the olfactory ability of the individual. and gaining good experience.

This includes, importantly, odour sensi-

People exhibiting superior athletic,tivity, odour discrimination and odour  Simple, repeated exposure to a par-
artistic or academic abilities have alwaysnemory. However, let me also clarify thaticular test odour increases an indi-
been the subject of intense interest arttie disparity between an expert and aidual’'s sensitivity to these odorants.
speculation. Right from Dhyanchandhovice is not large enough to overcom®epeated observations prove that nov-
through Sachin to Anand, we have hally an individual. Many say that a sucices are also able to detect odour equally
considerable attention and focus omessful expert in this industry is godwvell as an expert, when the odour detec-
understanding the conditions that ledjifted and possesses an exceptional diéen thresholds increase from the first to
to the development of their exceptionafree of olfactory sensitivity. This is farthe sixth assessment. However, novices
expertise among the select few. Medifrom the truth. It is no doubt true thatdiffer from experts in their ability to dis-
criminate between similar
odorants, especially when
they have to analyse a con-

o
/ ﬁ ’ stituent component in a

complex fragrance. To a
novice’s nose, all the
odours are similar, but to an

” ”NI (1l
/ j g g expert they are distinct.
This ability is critical to this

industry and obviously,
experts take the lead here.
Nonetheless, one can
achieve and learn this dis-
criminating ability if one
puts in sufficient effort. Ex-
perience plays a very im-
portant role in honing the
skills of olfactory discrimi-
nation, especially in
analysing olfactive mix-
tures. Repeated exposure to
an odorant enhances an
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individual’s ability to describe the sen-wherein a person becomes an expert dagtistic and creative domains. To acquire
sory quality of the odorant and this conto repeated exposure to the same odoexpertise in any field the basic require-
ceivably produces better discriminatingn this case we will observe that thement is the same, namely, innate talent,

ability. odour perception of novices are moranotivation, perseverance and, above all,
likely to be biased or determined by theleliberate constant repetitive practice,
Expert v/s novices context in which it is perceived, whereagractice, practice and practice.

In all aspects, experts are distinguishexperts who are exposed more often are
able from novices. This is actually a bylikely to process the odorant indepen- Traditionally, people believe that in-
product of the development of the exdent of the context in which it occurs omate talent is a pre-requisite for achiev-
pertise, rather than the source or natuwmny biasing information about. Likewise,ing expertise. Moreover, if any person or
of the expertise itself. The fundamentathe perception of both strength and irripersons are innately talented they can
difference between a novice and an exancy of fragrance components dependsasily achieve an exceptional level of
pert are the cognitive differences been biases of respondents about the nperformance and expertise, once they
tween their odour memories. Expertiséure of the odorant substances. have acquired the basic skills and know-
consists of the differences in the way ledge. However, various studies and
task relevant information, namely, ‘odour Let us suppose we expose twanalysis have clearly shown that skill
memory’ is stored and organised, the wagroups of respondents to the same frdearning and expertise is not directly re-
the expert evaluates the information, angrance, but are told differently about théated to innate talent alone. Expert ath-
then subsequently uses it in analysingdour. One group is told that the fraletes, musicians, chess players, etc., have
smell. To an industry expert this traininggrance is a pure natural good qualitacquired virtually all the distinguishing
of the cognitive process provides thessential oil and the other group is told¢haracteristics of an expert performer
association between perception of athat it is a cheap industrial by-produconly through deliberate practice of the
odour and the ability to recognise, namehemical. The group with negative in-chosen activity. In short, the only differ-
and compose with it. Generally, this cogformation will rate the smell as having a&ence between an expert and a novice in
nitive process and subsequent associgery high intensity and irritating in na-improving their performance is the life
tions manifests differently in a noviceture, unlike the positively informed long deliberate effort to practice, prac-
and an expert. group. So what does this indicate to ustice, practice and more practice.

The result clearly demonstrates the

Novices are usually very good atpower of cognitive processes, namelyognitive aspects of creativity
recognising previously encounteredexpectations, on the perceptions of Cognitive activities are a means of
odours, but they are not good at identiedour. This unique feature of odour perhandling or processing information. It is
fying them. This task of recognising andteption is utilised effectively by market-same also in the case of odour percep-
identifying the odour profile is centraling and advertising department coltion. Any individual has to perceive, re-
and routine to people employed in théeagues who create an ambience formember, acquire and retrieve from
perfumery industry. Many times, novicesragrance product, especially in promotmemory or transform information about
do recognise odours. They can also typing it with a natural brand halo, insteacbdour. It is customary to classify a
cally retrieve associative information likeof selling it as only plain synthetics.  novice to be having poor cognitive pro-
where they have encountered the smell, cessing abilities. However, it is impor-
but are not able to give its exact identitfExpertise in the F&F industry tant to note that experts have a unique
or name. An expert in the perfumery in- What determines expertise in creativevay to organise, store and access rele-
dustry will smell ethyl vanillin and say it or intellectual domains? In light of thevant information so that when necessary
is so, along with its classification, unlikeabove argument on the differences bétis amazingly easy and efficient for them
a novice who will at the most, is likely totween experts and novices, let us try tto use it at short notice. In this respect,
say that it smells like vanilla ice cream. understand the development of perfumwe can say that experts do not necessar-

ery expertise and try to answer. ily have superior odour memory per-se,
Odour perception — sensory & but they do have simply better memory
cognitive aspects Although we have insufficient for the task relevant material. Experts by

A novice and an expert differ in bothknowledge on the cognitive nature ofleliberate practice with the various ele-
sensory and cognitive aspects of odoutevelopment of this expertise in the pements of their craft have learnt to over-
perception and this produces differencefsimery industry, we can always use theome the normal limitations of memory
in their responses with respect to annderstanding available from studies ofbout these domain specific fields. To
odour or fragrance. Consider a situatiothe development of expertise in otheunderstand, let us all glance at the fol-
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lowing list of letters for say about five now look into and understand a practimemory of the sensations. This is a cog-
seconds and then try to remember themal example as to how the strategy afitive process and not a sensory one. Is

Now this will test our memory. ‘Chunking’ works for an expert in the F&F it not very similar to the expressions of

industry. creativity in other domains?
NITSBISFDACGSIMSMEISDTAC 1. Mandarin

2. Lemon Painters have to know how a face

If you now try to recall the letters in 3. Bergamot will look from a multitude of angles,

the same order, you will find it difficult. 4. Pine whether the colour will harmonise or
Now glance at the following list for the5. Rosemary clash. The painter performs these at-
same amount of time and try remembes6. Basil tempts on the canvas of the mind,
ing them. 7. \etiver much before the painter actually picks

8. Sandal up the brush and starts painting the
NITS BIS FDACGSI MSMEI SDTAC 9. Patchouli masterpiece. Similar is the case of a

music composer, who should know the
Compared to the first list, the  The above list contains nine differ-timbres of the musical instrument, the
organisation and placement of letters ient fragrance materials used in the fresound, look, feel of the chords and the
the second list makes it much easier tgrance industry. Anon-perfumer will pro-key structures. The music composer
recall. Am | right? In the first case, diffi- cess it as nine separate ingredientgains this expertise only after consid-
culty arose due to the processing limitsvhereas an expert in the industry woulérable effort. However, the effort
in human memory. Scientists believe thagtudy this list into three distinct classesyields interesting benefits, as when
the maximum amount of unrelated infor-1 to 3 will form the Citrus group, 4 to 6 asthe creative elements of one’s craft and
mation humans can process in workingderbal and 7 to 9 as Woody accord. Extheir potential combinations become
memory at one time is about seven ttensive experience in the industry helpentrenched mentally, then one can
eight letters. When we try to rehearsé recognising these chunks or patternsontinue to create without additional
and remember more than seven or eigbf aroma ingredients making individualinputs. Surprising, isn't it?
unrelated letters, we fill our incomingcomponents easy to remember for the
memory buffer and this displaces item&xpert than it is ever possible by a Remember Beethoven who could
that are already memorised and storegbvice. In addition to above, noviceautilise his memory of notes, the vari-
earlier. However, familiar items such ashave different mental representation obus instruments and their myriad com-
letters can be meaningfully organise@lements. A novice when asked to imaghinations to create new musical com-
into groups that are larger in number, buite the final perceptual outcome of thgositions after he had become com-
each one individually having smallernine blended ingredients would probablpletely deaf and could not receive any
items that are by themselves related. Thattempt to evoke the sensory memory aduditory responses of his created mu-
process of dividing larger number ofeach single odour and then blend thsical works. As a corollary to the above
disjoined unrelated information intoresulting elements. Knowing the prodogic, a perfumer or flavourist, whose
smaller related sets of associated infoicessing limits of human working memoryplfactory and sensory ability is lost,
mation for the easy remembrance anthis is nearly impossible. However, formight still be able to create flavours
recall is what we call as ‘Chunking’.  an expert of the F&F industry these eleand fragrances simply based on the
ments are already organised into distinechemory of all those once experienced
Chunking as a strategy in the F&F accords through extensive cognitive andnd now stored sensory combinations
industry physical experience that the expert meref odour and taste. Whatever may be
Experts in the creative field make eftally combines. the case in any creative field, exper-
fective use of this cognitive organising tise only results from years of deliber-
principle of chunking. Chunking helpsimportance of cognitive skills ate practice, which produces a large
one to remember more individual com- Jean Carles, the noted perfumeinter-associated network of mental
ponents as it is organised into ‘chunkstecognising the importance of cognitiverepresentations of the relevant com-
or ‘larger groups’ of lesser information.skills said that the most important feapositions!
Information that an expert uses repeature for an expert to succeed in the per-
edly is often organised into larger groupfumery industry is to possess a goodlen Year Rule’ of creative preparation
that are more meaningful so that one islfactory memory. Fragrance experts cre- In line with any field, to become an
able to supersede the limits of humaate compositions from memory, baseéxpert in the F&F industry, it requires a
information memory processing. Let usiot on sensations, but primarily on theyreat deal of preparation and consider-
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able effort. Researchers have stated adte their masterpieces onlytex de- Any one joining the creative F&F

ter exclusive study and analysis that aade-long years of gruelling training andndustry for making a successful career
minimum ten years of effort is necessarjard experience. should have ample patience and be pre-
to develop creative expertise in any cre- pared to put in considerable amount of

ative sphere. In the cognitive analysis This ‘Ten year rule’is also very mucheffort.

of expertise, this is what we know as thapplicable for achieving success in the

‘Ten year rule’. This rule is applicable increative field of the F&F industry. Thus,  Are you interested to join the cre-
most fields where cognitive processes relatively long period of training is re-ative F&F industry? Welcome & Best
are involved. Amaster chess playerquired for becoming an expert in perWishes!

reaches the ‘grand master’ skill onlyfumery. Any one who joins this industry

after he spends thousands of houtsas to take inspiration from other comAdditional Reading

of preparation, playing chess, readpatriots during their long years of prepad. The sense that excites, Sitaram Dixit,
ing and analysing games of otheration necessary to attain perfumery ex- Chemical WeekjyDec. 23, 2003.
players, utilising an enormous amountellence. Expertise rests on a solid foun-
of chess pattern knowledge. It is exdation of knowledge of the elements of e ;
tremely rare to find a player who haghe specific realm that will continue to ~ DiXit; Chemical WeeklyDec. 30,
achieved this level of expertise in les$lourish for person-years. Like all creative 2003.

than ten years of practice. Similar isskills, the perfumery industry is also &  The flavour and fragrance industry
the case with writers, who producecognitive science and requires a lengthy today — A perspective, Sitaram Dixit;
their great work only after they haveperiod of preparation to establish the  ~homical WeeklyNov. 14, 2006.
spent more than ten years of writingnecessary cognitive requisites for cre-

Ditto in the field of music, where mu- ative excellence. Once cognitive skills ard. Increasing the Indian Fragrance
sicians achieve excellence only afteestablished, it can be utilised to achieve Market — Random Reflections,
putting over ten years of hard worksuccess in the innovative field of Sitaram Dixit;,Chemical Weekjyeb.
Even child prodigies are able to creflavours and fragrances indefinitely. 6, 2007.

The incredible sense of smell, Sitaram
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