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A Publication 
with a Purpose
Preservation in Print is the nation’s most frequently published 
architectural conservation and neighborhood revitalization 
magazine, this year celebrating its 41st anniversary as a powerful 
voice for historic preservation. We are the award-winning 
magazine of the Preservation Resource Center, since 1974 
Louisiana’s premier nonprofit dedicated to the preservation and 
revitalization of historic architecture and neighborhoods. 

In-depth stories and interviews that matter
• HOW do experts restore historic buildings 
• WHY is preservation a key driver of economic development
• WHICH are the planning issues that a!ect your quality of life
• WHERE do locals choose to live, shop and play
• WHAT is it that makes a community great
• WHO has the best ideas for 21st century urban living
• WHEN can you use tax incentives to renovate

Regular and rotating explorations on
fascinating and useful topics and trends.

• Features on the city’s best renovations, restorations and 
revitalizations.

• Historical narratives by geographer and Tulane professor 
Richard Campanella.

• Profiles of local leaders preserving the diverse and important 
history of New Orleans and bringing their communities’ 
heritage to life.

• Monthly listings of the most interesting upcoming events in the 
preservation community and beyond.

          ...and more.

Updates on the vital work of the PRC, news on advocacy issues 
across the city, state, nation and world, and updates from the co-
publisher, the Louisiana State Historic Preservation O!ice, on its 
historic preservation and archaeological work.

Exciting 
FEATURES

Informative 
SERIES

Local to 
International 

NEWS



February Mardi Gras March Julia Jump; Freret Street Festival; Audubon Pilgrimage; Lake Charles 
Home Tour; Tennessee Williams Festival; St. Patrick’s Day; Spring Fiesta April PRC’s Shotgun House Tour; 
Bywater Home Tour; Ponchatoula Strawberry Festival; Festival Internationale de Louisiane in Lafayette; JazzFest; 
French Quarter Fest; Earth Day May PRC’s Ladies in Red; Marigny Tour; Natchez Music Festival; Magic in 
Melpomenia (Felicity Redevelopment in Central City); Bayou Boogaloo in Bayou St. John; Treasures on Bourbon 
Street Tour; Mother’s Day in Mandeville; New Orleans Food and Wine Experience; Greek Festival; Mother’s 
Day June-August PRC’s Mid-Mod NOLA series; Creole Tomato Festival; Father’s Day; Essence Festival; 
Satchmo Summer Festival; White Linen Night; Southern Decadence September PRC’s Great Neighborhood 
Sellabration; Zydeco Festival in Plaisance; LOVE in the Garden at NOMA; October Coliseum Square Tour; 
Natchitoches Tour; Voices of Past in Franklin; Southern Garden Symposium; Cajun Food Fest in Kaplan; Oktoberfest 
November Mirliton Festival in Bywater; Algiers Point Tour; Main to Main in all Main Street Louisiana 
towns; Celebration in the Oaks in City Park December PRC’s Holiday Home Tour in the Garden District

Our content encourages readers to enjoy 
local and regional shopping, dining and events.

Editorial Calendar

Award-winning Journalism 
Preservation in Print has been fortunate to win the following awards from the New Orleans Press Club in recent years:
• First Place, Community News, “Spirits Soar: The Revitalization of Sophie B. Wright High School,” 2017
• First Place, Community News, “The Salvation of a Hidden Gem,” 2016
• Second Place, Community News, “Heroes Among Us,” 2016
• Third Place, Best Magazine, 2016
• First Place, Best Cover, 2015
• First Place, Community News, “Mid City, Mid Transformation,” 2015
• Second Place, Community News, “Betting on the Long Term in Broadmoor,” 2014
• Third Place, Feature Writing, “Bringing Back Bell,” 2014
• Second Place, Best Series, “Brain Gain,” 2012
• Third Place, Best Feature, Living With Water, 2011

AWARD-WINNING 
stories  design&
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HE’S THE LAST PERSON you might ever suspect 

would open a perfumery in the French Quarter.

 Joseph “Jay” Caillouet is a pickup truck-driving 

architect from !ibodaux, Louisiana who has "ve 

grown sons and can boast a successful design ca-

reer spanning decades. But what many don’t know 

is that he also has sweet smelling-stu# running 

through his veins: Caillouet is the great nephew of 

Madame Aucoin, the First Lady of Fragrance whose 

original scents and imported perfumes made her 

New Orleans royalty in the early 20th century.

 “Madame” Mamie O. Aucoin opened her "rst 

perfume shop, the Royal Perfume Co., on Royal 

Street in 1910 with her husband, Mr. J.M. Aucoin. 

She was carrying forward her family’s legacy — 

Aucoin claimed to have been a fourth-generation 

perfumer, meaning that her shop’s slogan, “!e 

Oldest Perfumer in the South,” was certainly well 

earned. A$er her husband’s passing, the shop was 

renamed “Aucoin Perfume Co.,” and it operated 

under that moniker for almost 70 years, by Ma-

dame Aucoin herself and later by her sister. Aucoin 

was known for her style, her business acumen, 

and her creativity — she created several signature 

scents, including Louisiana Magnolia, Ce Soir ou 

Jamais, Kus-Kus, Southern Lilac, and others. She 

was the person, when describing her hometown, 

who coined the phrase, ‘!e Paris of America.’

 “I know what you’re thinking when you hear the 

word ‘Madame,’” Caillouet said recently. “But she 

wasn’t that kind of Madame. She was a shop own-

er — that was the term used for female business 

owners and entrepreneurs back then.” And what a 

business owner she was — Aucoin, a high-powered 

woman in a world run by men, operated four sepa-

rate locations of Aucoin Perfume Co., all on Royal 

Street in the Vieux Carré, over several decades.

 As a 10 year-old, Caillouet would board a Grey-

hound bus with his brother in !ibodaux and ride 

it to Canal Street in New Orleans. !e brothers 

would disembark and walk to the perfume shop 

on Royal Street, which by then was owned by his 

grandparents, who took over a$er Madame Aucoin 

died in 1962. When he was 17, his grandfather be-

queathed Caillouet with original bottles of Madame 

Aucoin’s scents with instructions to “just hang on to 

them.” “I didn’t know what to do with those things, 

I was 17 years old,” Caillouet said laughing. But he 

kept them, and all these years later, he is using the 

bottles as inspiration as he embarks on a quest to 

remake his great aunt’s perfumes.

 !e desire to revive his great aunt’s legacy is one 

that surprises even him. “I didn’t know a thing 

about perfume,” Caillouet said. His friends would 

laugh at him when he started telling them he was 

considering leaving architecture to get into the 

perfume business; they couldn’t fathom that he 

was being serious. But serious he was, and from 

the time the idea to open the Madame Aucoin Per-

fume Company popped into his head, Caillouet 

began researching, planning, strategizing. Luckily 

for him, a number of chance meetings and inci-

dents that can only be deemed as ‘meant to be’ also 

helped along the way — and now the last man that 

one might suspect would open a perfumery has 

been operating Madame Aucoin Perfume Com-

pany for four months. 
•••

Heaven Scent
The great nephew of famed New Orleans perfumer Madame Aucoin is 

reviving her legacy through hard work — and a healthy dose of kismet.

BY Danielle Del Sol  ·  PHOTOS BY Liz Jurey

ABOVE: Jay Caillouet, great nephew of famed French Quarter perfumer Madame Aucoin, 

celebrates the opening of Madame Aucoin Perfume Company at 608 Bienville St. with fra-

grance specialist Ashley Lund, who was also integral in getting the new business o! the ground. 

OPPOSITE PAGE: Jay Caillouet displays his great aunt’s original perfume bottles at his shop, 

Madame Aucoin Perfume Company.

Jay Caillouet displays his great aunt’s original perfume 

bottles at his shop, Madame Aucoin Perfume Company.



“Each month I sit down and read my Preservation in Print cover  to cover .”

OUR READERS ARE 

informed, engaged citizens 
WHO ARE INTERESTED IN:

• Beautifying their homes and gardens
• Enjoying the city and region’s fantastic amenities and cultural events
• Learning about architecture, culture and history 
• Discovering new neighborhoods and weekend getaways
• Traveling, exploring, shopping, dining, experiencing unique cultural o!erings  
• Reading about trends and technology from a local to international scale



Our readers are business and civic leaders, doctors, lawyers, architects, artists, homemakers, 
professors, bankers, stockbrokers, developers, neighborhood decision makers and young 
professionals. Many seek to buy or renovate homes. They want to know about the city’s fine 
dining, cultural events and shopping, education opportunities for their children, homes for sale 
in New Orleans, Louisiana, Mississippi and Alabama, and decorating trends for their homes.

We MAIL an average of 10,000 issues each month to the entire Preservation Resource Center member 
base as well as civic and neighborhood organizations, o!icials and businesspeople across New Orleans, 
Louisiana, and the country.

We also target distribution of complimentary copies in fine 
establishments in featured locations. Advertisers can receive 
issues to distribute by request. 

Your investment in Preservation in Print pays dividends forever: 
Ads are permanently available to readers on our online archive 
at PRCNO.org. 

Preservation in Print’s impressive archive features 
every single issue of the magazine since its inception 
in 1975 viewable as PDF, downloadable, printable, and 
searchable by keyword. Our current issue and archive, 
all available on PRCNO.org, are visited by thousands of 
people a year. 

64% live in New Orleans

13% reside in Greater New Orleans (Je!erson, St. Tammany, River Region)

18% live elsewhere in Louisiana
5% live out of state (in 40 of the 50 states)



Your ad in Preservation in Print supports the 
revitalization of towns across Louisiana.

The Work of the PRC
• Our expert sta! and knowledgeable volunteers o!er consultation and assistance on home purchase 
and renovation and available financing and tax incentives. Two programs, Operation Comeback, a 
resource center for home buyers, and Rebuilding Together, which helps repair the homes of low-
income and elderly and/or disabled homeowners, have rehabbed more than 1,500 homes.
• WE ADVOCATE for the community and neighborhoods at the local, state and federal levels. 
• WE EDUCATE citizens and students through a robust Education and Outreach department.
• WE SAFEGUARD 123 historic structures in the state with our Preservation Easements program.
• WE GUIDE and encourage the acquisition and renovation of vacant buildings by individuals through 
Operation Comeback and through our practice of accepting and reselling donated structures.
• WE PROMOTE awareness through our award-winning publication Preservation in Print and much more...

Your advertising dollars keep Preservation in Print in the hands of 
30,000 readers and on the computer screens of thousands more. 

The magazine is also supported by PRC membership dues, donations, gifts and fundraisers. 
The Louisiana Department of Culture, Recreation and Tourism partners with PRC to produce 

Preservation in Print through its Division of Historic Preservation.



Rates & Graphic Specifications
Submitting Your Ad
Ads may be submitted only in TIFF, JPEG, EPS or PDF format and are 
accepted through email or online FTP sites. 

Ads and all images (photos, logos, etc.) used to create ads must be at 
least 300 dpi for quality printing. Do not use photos and logos copied o! 
a website as they are not adequate for quality print production. 

PDF files should be exported with fonts embedded and in press quality 
(both are export settings). Black and white ads should be created as 
grayscale and color ads as CMYK. 

Upon request, production of your ad, including typesetting, design, photo 
composition, etc., can be done by the publisher for a fee. The magazine 
is not responsible for copy writing or procuring content. Contact the ad 
manager for more information and instructions.

Information and photos, logos, etc. need to be submitted with the same 
photo and graphic requirements listed above. If you are submitting 
property pictures for your ad, the pictures must be labeled with the 
address of the property. 

Prices are for black and white ads. Four-color ads are an additional $200 for full page, $100 for 1/2 page, and $50 for 1/4 and 1/8 page ads. Rates 
for guaranteed placement available on request . 5% discount for full payment in advance of publication. All accounts must be paid in full to date.

Size 1 InsertionWidth x Height 9 Insertions5 Insertions

Full Page 8-1/4” x 11-1/8”
9-1/4” x 12-1/4” (with bleed)

$1920 $1680 $1600

1/2 Page 8-1/4” x 5-3/8” (horizontal)
4” x 11-1/8” (vertical)
bleed sizes on request

$960 $840 $800

1/8 Page 4” x 2-5/8” (horizontal)
1-7/8” x 5-3/8” (vertical) $240 $210 $200

1/4 Page 4” x 5-3/8” $480 $420 $400

SPACE RESERVATIONS DUE THE 1ST OF THE MONTH PRECEDING PUBLICATION; ADS ARE DUE BY THE 3RD.

FOR MORE INFORMATION:


