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“I am a fan,” exclaims Jean-
Francois Butori when discussing
French pipemaker Pascal Piazzolla.
The owner of Lugdunum Cigare,
in Lvon, France, Butori points to
a six-foot display in his shop win-
dow that contains several examples
of Piazzolla's work. "Pascal makes
a good briar pipe. Two or three
times a year he comes to the shop
to show me his latest models.”
Butori scratches his short beard
and breaks into a smile, saving,
“I make my selections and a few
minutes later he's clipped each
one onto the display in such a way
that it looks good from the outside
of the shop. He makes my job that
much easier.”

Butori also points out a small
machine on a side table in his
shop. “This contraption is Pascal’s
too. He gave it to me 50 that [ could
shine my customers’ dull pipes. He
even repairs broken pipes, no mat-
ter who the manufacturer, for a
reasonable sum. [ don't know of
any other pipemaker in France who
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provides such intensive customer
service.”

Butori’s comments regarding
Piazzolla's dedication to customer
service evoke an image of Alfred
Fuller, founder of the Fuller Brush
Co., who based his novel early
20th century door-to-door sales
technique on a similar client-
friendly approach with the simple
motto: “Design it to work, craft it
to last and guarantee it—no matter
what."”

A European pipe expert outside
of the retail trade judges Piazzolla’s
work as below par esthetically and
the quality of briar as pedestrian
when compared with the creations
of more contemporary high-end
German, Italian and Japanese arti-
sans who are currently favored by
American collectors. French pipe-
makers, with some rare exceptions,
do not fare much better in his view,
especially the traditional pipemak-
ers of Saint-Claude.

That may be true; however, as
oné tobacconist says, itis Piazzolla's
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feisty determination to craft and
deliver a quality product at a rea-
sonable price point that has kept
many average French citizens away
from cigarettes and in the circle
of pipe smokers. It is also, we may
note, somewhat difficult to make
comparisons such as this when the
prices for these French pipes are so
much lower,

Most Piazzolla pipes retail for
less than 3135 and are carried by
a loyal cadre of some 300 French
tobacconists. However, that's
down from 900 separate accounts
20 years ago.

Such a downward trend at the
retail level reflects a paradigm
shift in the purchasing habits of
dedicated pipe smokers in France,
where popular intellectuals such
as Jean-Paul Sartre were often fea
tured in the press smoking a pipe.
'rofessionals point to the rise of
online retailers who specialize in
the high-end market with a new
generation of designer pipemak-
ers eager to both showcase their












