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SOMETHING'S IN THE AR

Scent marketer Daniel Fong tells Erica Ng how brands in Hong
Kong are warming to the idea of using smell to their advantage.
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In 1921, Coco Chanel was ready to launch her first fragrance. She
invited a group of elite friends to dine with her at a fancy restaurant which
she had infused with Chanel No.5. At her boutique in Rue Cambon, she
sprayed the scent all over the dressing rooms and the entrance.

Almost a century later, marketers in Hong Kong are starting to do
the same.

The use of perfumes to attract and keep customers in a shop is a
relatively new concept in Hong Kong. Luxury hotels and shopping malls
often use scent diffusers to keep the air fresh, but seldom do they think
of what the scent represents or how they want consumers to feel after
smelling it.

“I saw an opportunity and | went for it,” says Daniel Fong, founder
of Sky Work Design, which claims to be Hong Kong’s first total solution
agency specialising in scent marketing.

After 20 years of working with advertising agencies, Fong used his
industry network to start his business a year and a half ago and has
since worked with some major brands.

Adidas, for example, worked with Sky Work Design on its golf
specialty shop opening by infusing the event with the smell of grass.

For luxury watch retailer Oriental Watch, it created a special green
tea smell which has been used in its shops across Hong Kong for the
past four months.

Some weirder scents
Fong has received
requests for include the
smell of money from an
accounting firm and the
smell of Hong Kong from
a property developer.

Today, Fong says
marketers in Hong Kong
are starting to think of

scent as a consumer
touch-point.
“Brand-building has
been so much about
sight and sound, and sometimes touch. But research around
the world has shown smell is the most long-lasting sense for humans,”
he says.

Some brands, such as local teen clothing chain 2%, have been
trying to establish a signature smell. All 35 stores under the 2% brand in
Hong Kong have been using a smell which Fong describes as “fruity and
sweet” to reflect its girlish image.

He goes on to describe how a signature scent could extend to the
fashion brand’s events, souvenirs and even shopping bags to create a
consistent and special customer experience.

“A scent can last forever,” he says. [
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Guest: Daniel Fong, founder of Sky Work Design
Venue: El Cid
Cuisine: Spanish \
m] Mains: Spinach filo pastry, lamb saltimbocca ( *
and angel hair with grilled prawns
Service: Adequate
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Got a favourite restaurant? Let us know and we’ll pick up the tab.

Email erican@marketing-interactive.com
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