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Scent marketing is nothing new. Take an example: some
BBQ food shops grill their food outside, tempting passers-
by with the aroma of their freshly-made charcoaled meat,
In this era flooded by visual and audio attractions, we
get used to receive information with our eyes and ears.
But actually, the sense of smell has a long memory. This
attribute can work with creativity and marketing acumen to
form an effective promotional mix.
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Pleasant Smell

@ o you remember the gaudy
perfumed invitation cards from
childhood days? This question brings out
two points. Firstly, if you answer “yes", it
proves that smell stays in our memaory.
Secondly, this is a negative example as
you find the smell unpleasant.

Smell Can be Imprinted

on Mind

Among the five senses, visual and audic
are most commonly used for marketing.
A colorful TV commercial or a catching
jingle seems to be the publicity elixir.
Nevertheless, studies show that visual
and audio memories are short, lasting
only three to six months; by contrast,




Scents are extremely diverse. Is it possible to artificially produce all kinds of
scents? Fong answers in the positive, saying that all scents can be produced
by mixing different ingredients. He has made the scents of leather, money,
petrol and encyclopedia for his clients. But he adds that scent production
sometimes involves associative analogy. “For example, money does not have
to smell like metal. We'd rather use chypre, which symbolizes nobleness and
riches in France.”

Scent may be judged in the context of culture. An aroma appealing to
Chinese people may not wark well with Americans. “it's very simple. We never
suggest chrysanthemum to a local client because it may conjure up funerals.”
According to Fong, people in Hong Kong and Asia prefer light, subtle
fragrances and see a "barely-there” aroma as the highest quality. Europeans
and Americans like something stronger. “A famous US apparel brand earlier
expanded its presence to Hong Kong and brought along a scent used in their
US stores. But the smell was too strong for local people.” He argues that while
consistency is important for a brand’s image, localization may be necessary
sometimes.

The nose senses all smells indiscriminately, be they good or bad. It follows that
the trick in scent marketing is to make the right smell, which should also be
harmless to health. Fong says most perfume and aroma makers in the world
exercise stringent control over ingredients and dosages of scents according to
the standards laid down by the International Fragrance Association. Violation
will result in membership disgualification. Therefore, quality perfume experts

and perfumeries also play an important part in scent marketing.

smell memory endures. What is more,
people can choose not o see or listen.
But smell is unstoppable - a person
can only hold his breath for three
minutes at maximum. Daniel Fong,
Chief Marketing Officer of Skywork
Design, says scent marketing is valued
and used by more and more companies,
adding that the sustained implementation
of it, coupled with creative gimmicks, can
boost turnover on the short term and
help build a strong brand imags in the
long run.

As the most typical form of scent
marketing, some shopping centers
or shops in Hong Keng are atiracting
patronage with pleasant smells around
sales areas. They use scents to entice
customers to linger. Shopper flow and
sales thus increase. "A unigue scent
can be so unforgetiable that every time
you come across that smell you will
associate it with that brand,” says Fung.

Backed by Creative ldeas

A trend long popular in Europe, the US
and Japan, scent marketing caught on in
Hong Kong only three or four years ago.
In overseas markets, scents are chiefly
used for the sale of aromatic diffusers.
Despite a later mover, the marketing
sector in Hong Kong has overtaken its
pioneers by devising comprehensive
scent-based plans for clients.

Fong, a seasoned advertising expert,

rung the first company in Hong

Kong offering professional scent
marketing strategies. He stresses that
scent marketing is much more than
technicalities; it involves using ingenuity,
presentation and the scents' association
with brands or products to enrich
customer experience, create talking
points, boost sales and build brand
images.

Aroma can be found in not only the air
but all kinds of goods, such as printed
matters, garments, daily staples and

electrical appliances. Some smartphone
makers have developed handsets with
built-in aromatic devices. With apps,
a user can activate festival-specific
fragrances; S0OMe aromas are even so
personalized to suit the user's moods.

innovative Ways of Scent
Marketing

In just a few years, Fong has worked on
many successful projects, from which
he got the knack of scent marketing, “A
shopping mall Bn the Peak wanted to
create a symbolic fragrance for Hong
Kong. It sounded abstract but we
noticed the bauhinias around the Peak,
It's the floral emblem of Hong Kong, isn’t
it. So we formulated two bauhinia scents
for the client, one for the day and one for
the night.”

An electrical appliance brand was
launching a new fridge. To make the
new model stand out in an electrical
appliance shop, Fong added a lemon
scent onto the fridge, which could be
released when a customer rubbed the
fridge door gently. “Of course, we could
create a lemon scent without rubbing,
but we wanted customers to enjoy the
sensuous pleasure of both smell and
touch," Fung continues, “That is what we
call customer experience enhancernant.”

He gives another example: a scent
featuring happiness was launched in
line with pop singer Kay Tse's concert
entitled "Your Happiness®. What is a
scent of happiness? Fong explains,
“Most people may associate happiness
with feeling sweet, But Kay has a wise,
caring and envircnmentally-aware image,
s0 we chose the scent of a bamboo
forest, which symbolizes wisdom,
freshness and green conservation. We
blended it with Kay's favorite fragrance
and produced a limited edition souvenir
for the concert. It was very popular with
fans.”

As conventional marketing practices are
pushed to their limits, Fong anticipates
that the next few years will see innovative
scent becoming a mainstream marketing
tool, particularly for young and high-
class brands. Success will inevitably
breed competition. Yet, Fong reiterates
that scent marketing is not simply selling
smell; it requires expertise, creativity,
techniques and safety awareness as

well, @
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