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“The book provides trends in business, marketing, and 
management from 13 case studies in the UAE. Each 
case study provides the organization profile, the depart-
ments, success indicators, drivers of success, and areas 
of future study. The book provides a unique perspective 
on how businesses have evolved and become successful 
in the UAE. This can provide students, teachers, and 
practitioners with insights into businesses in a region 
seldom addressed in the business literature.”

Prof Rodrigo Lozano, University of Gavle, Kungsbacksvagen 47,  
Gavleborg, Sweden

“The book, very well structured and readable,  
provides a significant deepening of the intellectual 
capital of scholars, practitioners and students on 
how companies can grow in a global market, follow-
ing sustainability goals and values.

The case studies are very informative and sup-
port the reader to understand the main key drivers 
behind the success of companies.

The literature review contributes to linking the 
case studies’ results to a scholarly knowledge base.

The teaching notes are rich in content and are 
very valuable to support the lecturers in imparting 
knowledge to the students on the important drivers 
behind the growth of various case organizations and their sustainability values.

Practitioners can grab from the manuscript, exciting ideas to get a breadth of 
view from the best managerial practices.”

Prof Maria Francesca Renzi, Roma Tre University,  
Via Silvio D’ Amico 77, Rome, Italy

“This is an excellent case-based research book in 
the context of the Middle East that combines the 
academic rigor with the nuances of the local busi-
ness practices, leading to a superior business per-
formance in the terms of quality, quantity and 
efficiency. It’s is indeed beneficial to both professors 
and professionals.”

Dr Satyendra Singh, Professor, Marketing & 
International Business, Executive Director,  

Academy of Business and Emerging Markets 
(ABEM), University of Winnipeg, Canada
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Preface

The United Arab Emirates (UAE) is renowned globally for the towering list 
of  superlatives associated with it – the tallest building, the world’s busiest air-
port, the fastest roller coaster, the largest 3D printed building, and other similar 
achievements. Flanked by the Gulf  of  Oman and the Persian Gulf, this young 
country was founded in 1971 and from its humble beginnings of  pearl trade 
and fishing, the UAE has since then evolved into an economic powerhouse for 
tourism and trade. As per Gulf News dated October 24, 2019, UAE leads in 
the Middle East at the 16th place for the World Bank’s Ease of  Doing Busi-
ness 2020 ranking among 190 countries. With this viable mix of  demographics, 
geography, and pro-business environment, it is not surprising that UAE is the 
favored location for numerous organizations’ regional offices and 138 of  the top 
500 largest companies in the world have their Middle East and Africa (MEA) 
headquarters in the UAE according to The National dated March 21, 2017. 
UAE is further poised to shine on the world stage as it hosts the World Expo 
in 2021 with confirmed participation of  192 countries as reported by Khaleej 
times on February 4, 2020.

The idea for this book was birthed as an outcome of the IAIC (Industry Aca-
demia Interface in Classroom) initiative, inducted by Dr K Prakash Vel, Associ-
ate Professor, at University of Wollongong in Dubai (UOWD), in 2015, to foster 
industry–academia collaboration. In the present contemporary market, busi-
ness milieu has dramatically changed in different regions of the world, throwing 
greater levels of uncertainty, perceived risk, costs and decision-making implica-
tions for managers. It is therefore essential, that education for different levels of 
students, the managers of tomorrow, must be adapted as much as possible to give 
the learners an inner and contextualized view of the business environment they 
are meant to function in. Tools are required to facilitate such learning processes, 
and in this regard, cases pertaining to a region, used as interventions, become 
quintessential to enhance business acumen. This book is an endeavor to fill this 
very vacuum in terms of regional cases being available for understanding the cor-
porate sector in this part of the world.

The authors have searched for the pearls of wisdom from successful organiza-
tions across multiple industries in the UAE and crystalized them into succinct 
learnings for the academic audience and industry practitioners. This case book 
comprises both companies that originated from the UAE and MNCs that have 
successful operations in the UAE. Based on interviews with junior, middle and 
senior management executives of these companies as the primary source, duly 
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supplanted by data from relevant secondary sources, insights have been gathered 
to identify the success indicators of these companies and their strategic drivers.  
A review of literature has then been carried out to analyze the extent to which the 
observations align or deviate from academic findings, with suggestions for future 
research.

This book comprises of 13 chapters, each being a full-fledged case chapter, 
shedding light on the distinct aspects of a specific company belonging to a par-
ticular industry. The chapters have been meticulously drafted to systematically 
take the reader from the history of the organization, to the indicators of success, 
to factors influencing the success, followed by the review of academic literature, 
ending with suggested areas of future research. All the case writers were provided 
intensive training on case writing methodologies by Dr K. Prakash Vel, who is a 
trained case writer and has many published cases to his credit. The industries in the 
UAE represented in this book include Beauty, Cosmetics & Personal care, FMCG  
distribution, Online Retailing, Non-profit professional association, Events & Exhi-
bitions, Marine sustainability, Dental care, Fire and safety, Retail industry, General 
tools & household appliances, Health care, Fintech and Energy Logistics (Oil & 
Gas).

The book is meant for two distinct audiences, one being the organizations, 
industry professionals, and firms that could leverage the content of this book as 
a training resource for value addition to their employees and the other being the 
academic fraternity that include university professors and students.
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Chapter 1

AJMAL PERFUMES – The Inimitable  
Aroma of Success
Priyanka Lalwani

Abstract

The origin of  perfumery can be traced back to the true cradle of  human 
civilization and culture in ancient Mesopotamia and Egypt. The world’s 
first referenced chemist was a perfumer named Tapputi-Belatekallim who 
lived in Babylon more than 3,000 years ago. She used her intimate knowl-
edge of  chemistry to develop various formulations and techniques to revo-
lutionize the process of  perfumery creation. Similarly, Ajmal is one of  the 
first companies in the Gulf  Cooperation Council (GCC) to have pioneered 
the science and art of  perfumery creation. This case study describes the 
inspiring journey of  Ajmal Perfumes which began in the farms of  a small 
village located in Hojai, Assam, to becoming a world-class perfumer with 
a global reach of  over 45 countries. From “Farm to Flacon,” (Flacon a.k.a 
glass bottle) the company’s perfect control over their seamless value chain 
has enabled them to sustainably grow their business while maintaining 
high standards of  quality. Their performance across five major dimensions 
(finance, market, processes, people, and corporate social responsibility 
[CSR]) is used to gauge their success. In this case analysis, the strategic 
framework behind the success of  Ajmal Perfumes is captured. Transfor-
mational Leadership (TL), Customer Centricity (CC), Intrapreneurial 
Behavior (IB), Total Quality Management (TQM), Innovation Success 
(IS), Absorptive Capacity (AC), and CSR are identified as their key driv-
ers of  success. A critical review of  existing literature related to success driv-
ers was also undertaken that brought forward knowledge gaps and future 
areas of  research in the domain of  TQM and AC.

Keywords: Transformational leadership; customer centricity; 
intrapreneurial behavior; total quality management; innovation success; 
absorptive capacity; corporate social responsibility
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2     Priyanka Lalwani

Introduction
Perfumes have become a conspicuous element in several cultures and have been 
associated with an ostentatious display of wealth and power. For centuries, 
France has been the authority in the world of perfumes industry. Grasse has been 
known as the “perfume capital of the world,” where some of the big names of the 
industry such as Dior, Hermes, and Chanel continue to grow flowers in protected 
fields. Rare flowers such as Centifolia rose, Jasmine, Orange Blossom are culti-
vated and harvested in Grasse, which serve as key ingredients in manufacturing 
timeless classics such as Chanel N°5, J’Adore, Miss Dior. To maintain the quality 
and consistency of their natural ingredients, brands such as Chanel and Guerlain 
have been among the few handful fragrance houses in the west to drive the mas-
sive supply chain transformation process, “from Field to Flacon.”

Nearly, 4,000 years ago, the first form of perfume; “incense,” was discovered by 
the Mesopotamians. The art of perfume preparation which was born in ancient 
Mesopotamia and Egypt, later travelled to the Romans and the Persians where it 
was further refined (Gadea, Vatca, & Vatca, 2017). There has been growing anec-
dotal evidences of the use of essences and perfumery for religious and aromatic 
purposes. While concentrated aromatic oils can be extracted from several plant 
species, Agarwood, particularly has been revered and cited in early seminal texts 
of Hinduism, Islam, Christianity, and Buddhism (López-Sampson & Page, 2018). 
Agarwood is the fragrant resin-infused wood derived from the wounded trees of 
Aquilaria species which is grown only in parts of South East Asia. Agarwood 
fragrance has been described in Sanskrit texts as early as 1,400 BCE, and several 
of its medical applications were detailed as early as 65 BCE. Furthermore, on 
numerous occasions agarwood has been mentioned in the Quran and the Hadith. 
For instance, historically Agarwood was also highly valued for its medicinal prop-
erties and was recommended by prophet Mohammad (PBUH) in treatment of 
ailments (López-Sampson & Page, 2018).

Agarwood, also known as Oudh, has been one of the most recognized and 
revered fragrances in the Arab world. However, the popularity of Oudh and 
Oudh oil amongst western perfumery brands has risen exponentially only since 
the launch of Yves Saint Laurent’s M7 in 2002 under its then creative director 
Tom Ford. Currently, Oudh is one of the most expensive raw ingredients in the 
fragrance industry due to which it is often referred to as “black gold.” The price 
of a kilo of oudh is often similar and occasionally even more expensive than 
gold. Due to its high demand and limited supply, oudh is currently one of the 
most desirable ingredients of the world. Currently, the global agarwood market 
is valued over £5 billion annually (Clark & Johnston, 2020). In perfumery, oudh 
is either used in the form of oudh oil (dahn al oudh) or oudh wood (incense). 
Oudh oil, also referred to as liquid gold, is also one of the most expensive oils in 
the world.

This case analysis illustrates the successful journey of a farmer whose name 
has now become synonymous with quality and excellence in the perfumery indus-
try. It is the success story of a perfumery brand which entered the oudh market 
nearly half  a century before the international fragrance industry began to get 
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tinged with the hypnotic magic of oudh. Oudh, which is also the DNA of the 
brand, has changed the fortunes of Ajmal Perfumes. In the last seven decades, 
the organization has witnessed unparalleled exponential growth in the GCC per-
fumery market. It has surpassed majority of its regional business competitors 
to establish its strong presence in the international market. This case analysis 
lists down the ingredients of Ajmal’s success story and the criteria by which they 
measure their success. Furthermore, a critical review of existing literature related 
to success drivers is also undertaken to analyze the extent to which key drivers 
and how they are practiced either align or deviate from existing literature and 
accordingly, areas of future research are suggested.

Ajmal Perfumes – An Overview
Founded in the year 1951, Ajmal Perfumes is one of the largest manufacturers of 
fragrances in the Middle East and around the globe. The company is also one of 
the first perfumery houses in the region to establish a Research & Development 
wing to create state-of-the-art fragrances. Furthermore, Ajmal Perfumes is also 
one the first perfumery companies in the GCC to work closely with local and 
regional bodies such as the Emirates Authority for Standardization and Metrol-
ogy (ESMA) towards creating a viable and effective quality standards mechanism 
in the GCC region. Today, Ajmal Perfumes is renowned in the perfumery indus-
try for the quality of its fragrances that it has been producing since 1951. From 
“Farm to Flacon,” Ajmal Perfumes is one of the few perfumery houses in the 
world to have such a high degree of vertical integration. The company has access 
to its own raw materials and ingredients and has agarwood plantations across the 
North Eastern regions of India. Ajmal Perfumes has ownership of most of the 
aspects of its supply chain such as raw materials, fragrance development, manu-
facturing, design, retail, and distribution. Having control of nearly all stages of 
their value chain positively impacts their supply chain efficiency. Ajmal Perfumes 
has grown multifold since the inception of their first retail outlet in Dubai in 1976. 
Today the firm has more than 240 retail stores globally with presence in more than  
45 countries of the world. It has a 150,000 sqft state-of-the-art factory which 
manufacturers nearly 100,000 perfume bottles every day. Moreover, it also has 
over 1,000 dealerships and distributors across the world and has presence in more 
than 30 global duty-free outlets and international airlines. Ajmal Perfume also 
has a vast product portfolio of over 300 finest fragrances.

Know Their Roots – How it All Began?
The origins of  brand Ajmal can be traced back to the early 1950s, when a young 
farmer from Hojai, ventured into the jungles of  Assam, India, that grew Agar-
wood (Aquilaria) trees. A rice farmer by profession, the founder Late Haji Ajmal 
Ali was searching for liquid gold called “oudh” which was going to change the 
fortunes of  his family and the face of  the perfumery industry. After he learned 
the art of  oudh extraction and procured oudh, he made a momentous move to 
Mumbai, India in 1950s. Mumbai was the marketplace for oudh and oudh oil 
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trade in India. With only INR 500 as capital, he opened his first shop at Nagdevi 
Street at Crawford Market in Mumbai, India. It wasn’t long before he started 
creating various fragrant oils and cultivated a reputation as a prodigious per-
fumery supplier amongst Arab traders who visited India’s western shores. With 
the orders flooding in from the exclusive markets in Middle East, the late Haji 
Ajmal Ali decided to brand its product ranges using his patronymic or fam-
ily name “Ajmal.” He realized the countless opportunities that existed on the 
other side of  the Arabian Sea, and thus, in 1976, Ajmal opened its first outlet 
in Dubai, UAE.

In 1976, Ajmal launched its first fragrance “Mukhallat” (Arabic for “concoc-
tion”). The product was an instant success and prompted the company to launch 
several more products. Furthermore, in 1987, Ajmal Perfumes became the first 
company to introduce the magic of Dahn Al Oudh (Oil of the Oudh) in Eau de 
Parfum form for the wider global audience. Prior to this, Dahn Al Oudh was 
always available in the oil form as a traditional scent of the Arab culture. In 1987, 
Ajmal Perfumes also established its first factory in Dubai, UAE. Simultaneously, 
the company also set-up a high-tech R&D facility.

The Corporate Philosophy as Seen in Their Delivery
A fragrance is all that it takes to travel through time, such is the bond 
between memory and smell – Late Haji Ajmal Ali.

Ajmal Perfumes, the iconic perfumery brand, embodies its founder’s philoso-
phy of crafting memories which serves as a blueprint for its operations. The 
brand through its fragrances aims to recreate odor-induced nostalgic memories 
and emotions for its customers. It aims to enrich the lifestyle of its customers 
by encouraging innovation and continual improvement, by adopting ethically, 
socially and environmentally responsible practices, by attracting and retaining 
best talent, by establishing and maintaining relationships with its stakeholders 
based on trust and respect, and by maximizing stakeholder interests.

Over the last seven decades, Ajmal Perfumes has changed the landscape of 
fragrance creation and selling in the regional market. It has created ground-
breaking innovations such as Dahn Al Oudh spray and Oudh Mubakhar which 
have changed the way how customers use oriental perfumery. Every year the 
company also allocates a sizeable R&D budget and introduces at least 8–10 
new products in the market. Ajmal Perfumes has been one of  the first per-
fumery companies in the region to make the shift from transactional selling 
to creating more relational experiences for its customers. It has raised the bar 
of  the regional perfumery market and has brought the aroma of  oudh to the 
west. The company through its adoption of  the triple-bottom-line principles of 
people, planet, and profit has also created long-term value and success for its 
stakeholders. Today Ajmal Perfumes has become synonymous with trust and 
has one of  the highest customer and employee retention rates in the regional 
fragrance market.
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What We Display with Pride (Products)?
Ajmal Perfumes product portfolio can be broadly classified under the traditional 
and modern umbrella. Their traditional product line includes products like Agar-
wood, Oudh, Indian Attars, Dahn Al Oudh, and Mukhallat. On the other hand, 
their modern product line is segmented into seven product categories namely 
French male, French female, Oriental spray, Oriental concentrate, Dahn Al Oudh 
concentrate, Dahn Al Oudh spray and Signature series.

Their traditional product portfolio primarily caters to the affluent, more tra-
ditionally and culturally rooted male and female Khaleeji locals between 30 and 
45 years of age. Alternatively, their modern product portfolio caters to the unique 
needs and wants of younger Khaleeji locals who constantly seek to differentiate 
themselves. Overall the company’s product portfolio is largely used by their tar-
get segment for four primary uses namely Personal, Social, Religious, and Home 
ambience use.

Traditionally, nearly 70% of the company’s revenues were attributable to their 
traditional product portfolio. Comparatively, today more than half  of their busi-
ness comes from their modern fragrances.

Can You Feel the Heat? (Competition)
Ajmal Perfumes’ competitors can be broadly classified into the following three 
categories:

⦁⦁ Regional competitors such as Abdul Samad Al Quraishi, Arabian Oud, Rasasi, 
Haramain, Swiss Arabia, Junaid, and Asgar Ali.

⦁⦁ International competitors such as Tom Ford, Gucci, Armani, Creed, and other 
French brands which have oudh-based offerings.

⦁⦁ Local home-grown competitors such Mohamed Hilal Group (Hind Al Oud, 
Anafasic Dakhoon, Khaltat), Lootah, Dar Al Teeb, Al Jazeera, Atyab Al 
Sheekh, Saray, Amal Al Kuwait. These are local brands that are emerging from 
the regional market such as Kuwait and UAE.

Champions Play as One Team (“Team Ajmal”)
Ajmal Perfumes is headed by the Chief Executive Officer (CEO) Mr Amiruddin 
Ajmal. He is the second generation of his family to join the business and is the 
eldest son of late Haji Ajmal Ali. Since a very early age he was enamored by the 
perfumery business, and accordingly decided to join the family business at the age 
of 18. He assumed the leadership of the company in the 1980s. Under his astute 
stewardship, the business has seen a series of strategic expansions across the GCC 
and on the global front. He along with the other second generation Ajmal family 
members have transformed Ajmal Perfumes from its humble roots into what it 
is today; a thriving, multi-million-dollar family-owned business. The following 
departments directly report to him:
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1.	 Operations – The Deputy Chief Operating Officer (COO) is Mr Abdulla 
Ajmal, who is the first of the third generation of his family to join Ajmal 
Perfumes. He is the son of Mr Amiruddin Ajmal, who joined the family busi-
ness in 1996. He graduated from Huron University, UK with a degree in inter-
national relations, and has served the business over the last two decades in 
various aspects. Shortly after joining the business, he played an instrumental 
role in enhancing Ajmal’s French/Western line of fragrances and succeeded 
to diversify Ajmal’s clientele through an effective brand-positioning strategy. 
He brings with him a modern and vastly more international approach to run-
ning a business. His core responsibilities include managing the company and 
the strategic planning for expansion of the business in terms of both retail 
and distribution. Mr Abdulla Ajmal currently has three portfolios that are 
reporting directly into him; Perfumery, IT, and International Export 2 (USA).

2.	 Group Finance – Group Finance, which is headed by Mr Abid Hussain, is the 
pump which keeps the money in constant circulation ensuring that Ajmal 
Perfumes continues to thrive and grow. It primarily focuses on strategic 
functions such as business expansion, strategic planning, and on areas of 
high commercial importance. The team also manages the group’s treasury 
function, implements budgetary control, oversees legal functions, and moni-
tors the overall Finance & Accounting function. The heads of the accounts 
department report directly to the Group Finance head.

3.	 UAE Sales – UAE Sales is headed by Mr Mahbubul Majumdar. He is 
responsible for the entire UAE sales, which is further broken down into two 
verticals; Ajmal Sales and Barqui. Barqui is an independent retailer of Ajmal 
Perfumes which operates in a multi-branded kiosk format to cater to an 
entry-level consumer segment. The lower-priced products of brand Ajmal, 
Maryaj, and Makkaj, which are sub-brands of Ajmal Perfumes are available 
at Barqui.

4.	 Marketing – Marketing, which is headed by Mr Evarist Rego, plays a pivotal 
role in the firm and is responsible for promoting brand Ajmal globally. The 
various functions of this department are broadly classified as advertising, 
social media, visual merchandizing, e-commerce, and Ajmal One loyalty pro-
gram. Besides handling the marketing portfolio, Mr Evarist Rego is also the 
business head for Kuwait, Qatar, and Bahrain.

5.	 Perfumery R&D – Perfumery R&D department, which is headed by Dr 
Kanwal Deep, is the heart of  the company’s knowledge. The R&D team is 
responsible for conducting relevant research work by using latest technol-
ogy. A noteworthy example is their research in Agarwood plantations by 
artificial inoculation technique. The team is also responsible for developing 
allied products like Oudh Mubakhar (Bakhoor) and inhouse captive raw 
materials.

6.	 Quality Assurance – Quality Assurance department, which is headed by Ms 
Leena Anish, is the conscience of the organization. The Quality Assurance 
department at Ajmal is wholly engaged in ensuring reduction of inefficien-
cies, operational errors, and product defects thereby proactively improving 
capability and capacity of operations through standard methods, tools, 
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or skills. They are also responsible for the maintenance and evolution of 
International standards for namely ISO 9001, ISO 22716, ISO 22301 and 
Emirates Quality Mark requirements.

7.	 Dahn Al Oudh & Agarwood – Dahn Al Oudh & Agarwood is headed by  
Mr Abdur Rahim Ajmal, who is also a third-generation member of the 
Ajmal family. This team is responsible for the all the processes related to 
dahn al oudh and agarwood such as planning and budgeting, procurement, 
negotiation, processing, new product development (NPD), bulk production, 
packaging, and supply.

8.	 Administration & Public Relation Coordination (PRC) – The Administra-
tion & PRC department, which is headed by Ms Helen Rebello, plays a pri-
mary role in the organization’s optimal functioning. This team is responsible 
for utilities management and control; dispatch control; event management 
and sponsorship; labor camp management; trademark renewals and regis-
trations; Oman sales coordination; Kingdom of Saudi Arabia (KSA) sales 
coordination, and other related functions.

9.	 Public Relations (PR) – The PR department is headed by Mr Yahya Azam. 
This team is responsible for trade and industrial license renewal; visa and 
labor card renewals; handling of permits for all Sales & Promotions; and 
other related functions.

10.	 Human Resources (HR) – The HR department, headed by Mr Anthony 
Sagaya, oversees employment-related functions. It plays a key role operation-
ally and strategically to develop talent within the organization that enables 
Ajmal Perfumes to meet its strategic goals. Some of key functions of the HR 
department are Recruitment & Selection; Compensation & Benefits Man-
agement; Performance Management; Employee Relations & Engagement; 
Training & Development and Legal Compliance.

11.	 Supply Chain – The supply chain department, which is headed by Mr Shapoor 
Bhathela, is a key department responsible for overall coordination and man-
agement of a complex network of activities involved in delivering a finished 
product to the end-user. The department is split into seven distinct functional 
areas which internally work together seamlessly, namely Materials Manage-
ment Development (MMD) Planning, Design Development Primary (DDP), 
Design Development Secondary (DDS), MMD Purchase, MMD Logistics, 
MMD Warehouse, and Production Packaging. MMD Planning, DDP, and 
DDS departments are headed by Mr Asadullah Ajmal, who is also a third-
generation Ajmal. Besides heading the supply chain department, Mr Shapoor 
Bhathela is also the head for Travel Retail, Ajmal’s entry-level masstige brand 
Maryaj, and International Export 1 & 3 departments.

12.	 Travel Retail – The Travel Retail is headed by Mr Oscar Menezes and 
reports directly to the General Manager, Mr Shapoor Bhathela. The key 
functions of  this department are business development, implementation 
of  promotional strategies in duty-free outlets/airlines aimed at increasing 
brand visibility.

13.	 International Export 1 & 3 – All international export markets excluding  
the United States are handled by the departments Export 1 and Export 3. 
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These include countries in Asia, Africa, and Eastern Europe. International 
Export 1 department is headed by Mr Farrukh Kidwai, and International 
Export 3 department is headed by Mr Oscar Menezes.

No Half Measures
“If you can’t measure it, you can’t improve it.” – Peter Drucker 
(1909–2005)

Almost every entrepreneur in business strives to be successful. However, how 
organizations define success varies widely across companies, industries, and 
even across functional units. Peter Drucker, the father of  modern management, 
strongly advocated the practice of  performance measurement to modern busi-
nesses which enabled organizations to improve their business performance and 
provided them the necessary strategic focus. Nonetheless, the measurement of 
organizational success continues to be a subject of  debate not only amongst man-
agers but also amongst researchers. Accordingly, the senior executives at Ajmal 
Perfumes have established relative measures of  their success which span across 
various dimensions. For instance, apart from their financial metrics of  success 
such as increasing profit margins, growing revenues, and strong P&L, they also 
consider the success of  their corporate social responsibility (CSR) activities as 
a key indicator of  their sustainable success. They quantify how successful their 
community welfare, health and education, environment, employee welfare ini-
tiatives have been and establish long-term CSR goals through an integrative 
approach. For instance, they have measured how their manpower and material 
resources during floods and natural disasters have benefited more than 15 Mil-
lion people till now, which they then use to gauge their success and expand their 
impact. Additionally, they also consider the number of  years of  history they have 
enjoyed and their brand growth as a key indicator of  their success. For instance, 
despite the cutthroat competitive landscape, Ajmal Perfumes has enjoyed over 
69 years of  history and has expanded to over 240 crafting memories retail stores 
across the globe. From its first shop in Dubai in 1976, it has globally expanded its 
presence in over 45 countries and has secured over 1,000 dealerships and distrib-
utors worldwide. Ajmal Perfumes has also significantly expanded their product 
portfolio and manufacturing capability over the years, which is also considered 
a key indicator of  their success. For instance, from their first fragrance launch 
in 1976, the company now stands strong with a vast portfolio of  over 300 fra-
grances. They have diversified their product portfolio beyond oudh to include 
an extensive western fragrance line, and a skin care line which comprises body 
lotion and powder. Ajmal Perfumes is also currently one of  the largest manu-
facturers of  fragrances worldwide and produces nearly 100,000 perfume bottles 
daily. Furthermore, they consider their process metrics such as the high quality 
of  its existing and new products also an important indicator of  their success. 
Throughout the industry, Ajmal Perfumes is acclaimed for their stringent qual-
ity standards due to which several international perfumery houses are increas-
ingly collaborating and procuring raw materials from them. Their rejection and 
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