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SECTION 1 INTRODUCTION
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Fragrance products shifting from a supporting role
in daily life to becoming a pivotal element in spatial applications

ERRECEFAER ERAERETEEFNABGEHE
By BB A EREBNEETR URTRER
RIBEOMBENSZEN - RBERDRPREBIETE
HERNRE BEHEEHRERIVABNERET 85
EREEZEARIKE BENTELETH -HHEHERE
MkETEBNERNEER E—PHPEXAESHE
BRI ARERE-

AEMEESBNAPFMEHEETTREMNERLHE
BB® WRAZNMERNEAEEENERANRKRRERTS
M AR EEHBIRES HAREE RN ERNS
REFE202557H BB ERG S MBI EEER &
HEBNRAPPHETI0RESNEREAMUED GRS 20
WETATEERERNERABIERHETSEE

FHREEERBNBFEMBBEEXRE 2K U2RE
AHHBNRMEE RARTEEETANEREREBS
RERBRHARSEZURRERS M

The global olfactory economy continues to develop rapidly,
with fragrance products shifting from a supporting role in
daily life to becoming a pivotal elementin spatial applications.
Their influence is increasingly apparent across a broad
spectrum of environments. As the sense most strongly linked
to memory and emotion among the five senses, olfaction is

gaining growing importance as consumers prioritize
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experiential consumption. Consequently, fragrance products
are now widely integrated not only in homes, but also in
commercial and retail settings. Rising market demand
for product innovation and diversified applications is
further propelling the industry toward higher quality and

greater variety.

To gain a comprehensive understanding of consumer usage
and purchasing trends relating to fragrance products in Hong
Kong and Macau, and to conduct an in-depth analysis of the
applications and future potential of fragrance in commercial
spaces, this white paper places particular emphasis on the
influence of technological advancements and sustainability
within the industry. In July 2025, the International Fragrance
Association, in collaboration with the New Media Group,
conducted a systematic market study involving 790
respondents from Hong Kong and Macau, collecting and
thoroughly analyzing data on their fragrance usage habits

and consumer behaviors.

This report aims to deliver a holistic, data-driven perspective on
the latest developments in the fragrance market, offering
in-depth insights into consumer behavior patterns and industry
evolution. It is intended to serve as a valuable reference for
industry professionals in strategic decision-making and in

mapping future development directions.
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Continued rise of the self-care economy and growing demand for enhanced
home environments, global home fragrance market is expected to maintain robust growth

ERRBEERTIGRE

1R¥E Fortune Business Insights Fx2024511B A1 (Home
Fragrance Market Size, Share & Industry Analysis) ¥R%5 >
2024 FERREEFTHRIREE248.98F £ MRS
BB BRURBREEARERNFEHRIT > miHHE
B RFRMIERES S E2032F BTG EF400EE 7T
FEGEEEA6.56%  HH ENIES /S hEASFIEEER
BOTRBEEHEA B CBRESHEESNEE
LB E EHERAPENER LERTEFENEEED
BRETPRSER RIS ER @SR EFER

DRESRHIHEREEE
CABEFRERAZREAEELREENERSIZE R
¥ Statista It 2024 FEMZITEHIE 2025 T A @ EE
EamBRBEMEEI27SEBE NEEKTH
20-28%° E—HEHEBAAGRE K BFEER  KENA
ETHWENZEREN -AREERED TATIBRIEL
BENRESE ZOoORMERHEEHRKETREN
51 HEEEAEE RETEAEEENSEERK U
gk R EBHERES]

Global Home Fragrance Market Overview
According to the “Home Fragrance Market Size, Share &
Industry Analysis” report published by Fortune Business
Insights in November 2024, the global home fragrance
market was valued at US$24.89 billion in 2024. Driven by the
continued rise of the self-care economy and growing
demand for enhanced home environments, the market is
expected to maintain robust growth, projecting a value of
US$40 billion by 2032 with a compound annual growth rate
(CAGR) of 6.56%.

Product categories such as diffusers, essential oils, and
scented candles are experiencing especially strong growth,
driven by the rise of health-consciousness, personalization,
and premium lifestyles. These trends directly fuel the
popularity of these products among younger and more
affluent consumers, reflecting a broader market shift toward

wellness, individuality, and elevated living standards.

Asia Pacific Fragrance Market:
Key Growth Engine and Emerging Opportunities

In recent years, the Asia Pacific region has emerged as a
primary growth engine for the global fragrance industry. A
According to Statista's 2024 industry data, the overall
fragrance market in Asia Pacific is projected to reach
US$12.75 billion in 2025, accounting for approximately
20-28% of the global market. This estimate includes
personal perfumes, body fragrances, and home and ambient

fragrance products.

Within this landscape, the home fragrance segment is
experiencing particularly strong growth. This momentum is
driven by an increasing consumer emphasis on olfactory
quality of life, with greater attention placed on emotional
well-being and the overall enhancement of living spaces.
These trends underscore the significant development
potential and promising outlook for the Asia Pacific fragrance

market.
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SECTION 3 CONSUMER FRAGRANCE USAGE & CONSUMPTION TRENDS

HREmMEEREMBRKER > BE IS
RAZHERE AHFERARESTRERRNEERTR

Home Fragrance Products has evolved beyond simple decorative purposes,
it becomes essential tools for enhancing spatial experiences,
regulating emotions and meeting a variety of household needs

3.1

B5EREE

SLINZHERNFREEHREENERD (WHE =
WIES) BB - ZLLAIRA R EFL2024 FH MM (BR
HEEKRRBEATBEBERORE) FH972.05%
AHIEENE REREBEHNE DN SRR ERHEIRF
M EEREENERABIENEET  86.1%ZHEEH
BAREFNEKERLEHEREEAEDS BREASLHT
HEQBEEEE—ENRHEEN—BUE -

EERERELNEEFE SHEREEANAEAKLE
E801H22.8%; HRAAENES (21.8%) IEREE
(20.5%) > BEREFZRE19.4% BEEM S LHEEHR
FREMNERRERNERBL HRBENERAETLN
BEFERALARE H5]28%Kk7.5% 1 HERET
BENEERENEFEE RMEHEERNSTLE

iyl

EERGAAH ERAEMTERANKEER  MERE

(27.4%) ~HEFRE (25.7%) EEE (25%) » B EBEY
ERIFFEAEFBEEENSEER R EHEAMNE—EN
YFE R FEEES > (h8.3%°

ERETAERR ZHERERETEE (24.6%) ' HRX

AEBEN (20.7%) RENRE2M (171%) - TFEABES

B HEETEREAESANNSEHERLEARER

SUE > S RI1E19.9%F019.1% « EUR A 4R FRBR B 8 (17.9%)

RARFHIERME (13.5%) BEBEET BAEMADZEHE

EEREARE B OHE (30%) AR EF L (26.8%)
BT (22%) ©

R R SR EREEENRNRPVEEBENHELEED B
MEEZBMNRKERN BR MM ARAZEHERESSE F
MEEEARESTRERTRNEERR EANZ 2
HRmEAEAERARZERE  RIRETHIHERIN
ARSI ER -
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SECTION 3 CONSUMER FRAGRANCE USAGE & CONSUMPTION TRENDS
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Chart Usage of Home Fragrance Products
YES: 81.1%
® 06000000 6 o - BKRKEBRERESRLEH
Chart Extension of Preferred Perfume Scents
WWWTTWTWWW to Home Fragrances
NO: 18.9%
1 YES: 86.1%
' TIeeeeeee
Patterns of Fragrance Usage
NO: 13.9%
LE EANEREMEAR
According to the survey, 81.1% of respondents reported importance consumers place on home comfort and Chart

regularly using home fragrance products such as candles
and diffusers. This represents an increase of nearly 9
percentage points from the 72.05% reported in the
Association’s 2024 “Hong Kong and Macau Perfume and
Home Fragrance White Paper,” indicating a steady rise in the
prevalence of home fragrance usage. Furthermore, among
those who use home fragrance products, 86.1% extend their
personal perfume preferences to their choice of home
fragrances, reflecting a high degree of consistency and

continuity in scent preferences.

In terms of product preferences, essential oils and diffusers
are the most frequently used (22.8%), followed by reed
diffusers (21.8%) and scented candles (20.5%), with fragrance
sprays at 19.4%. Overall, respondents show a clear inclination
toward products that provide sustained fragrance release.
Although the usage rates for incense (8%) and car fragrances
(7.5%) are lower, both categories maintain a stable following,
illustrating the growing diversification and segmentation of

the market.

Regarding areas of use, fragrance products are most
commonly applied in living spaces such as bedrooms (27.4%),

bathrooms (25.7%) and living rooms (25%), underscoring the

atmosphere. Additionally, there is a notable user base for

fragrance products within vehicles, at 8.3%.

When selecting home fragrance products, respondents
prioritize fragrance intensity (24.6%), followed by price
positioning (20.7%) and flameless safety (17.1%). In terms of
application scenarios, the primary motivations for use are
eliminating unpleasant odors (19.9%) and enhancing home
ambience (19.1%). Other notable reasons include relieving
stress and anxiety (17.9%) and improving sleep quality (13.5%).
The data also indicate that most consumers associate home
fragrance products with positive effects such as physical and
mental relaxation (30%), comfort and happiness (26.8%) and a

sense of calm and tranquility (22.%).

Overall, these findings demonstrate that home fragrance
products among Hong Kong and Macau consumers have
evolved beyond simple decorative purposes. They have
become essential tools for enhancing spatial experiences,
regulating emotions and meeting a variety of household
needs. Increasing attention to product safety, fragrance
quality and personalized experiences reflects a mature and

increasingly diverse market landscape.

Types of Fragrance Products Used

il RE

Car Fragrances Incense

BEREE
Fragrance Sprays

22 8%

BHREESR |

P

Essential Oils g
and Diffusers 9

BHEEE

Scented Candles

|-'"'.-\<"

- EREE

! Reed Diffusers
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Locations of Fragrance Product Use

Chart

BB BRER = B 55 SR N o
Kitchen Vehicle Living Room Bedroom Bathroom Office Study

25.7%

27.4%

B EREMEELTERR

Factors Considered When Choosing Fragrance Products

Bz

Flameless Safety

REER

12 8‘7 Visual Aesthetic
. (o)

V—IN: |
BERRE
Fragrance Intensity

24.6%

THEE 1%
Functionality

EmiEE
BI&EN Product Size

Price Positioning
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Chart Scenarios for Using Fragrance Products
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e Sleep Quality
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Beautification

BERR AR
6. 2 % Entertaining Guests
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Chart Common Emotional Responses When Using Fragrance Products

BriRE
Uplifted Spirit

A
Calm and Tranquility
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Physical and Mental Relaxation
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Comfort and Happiness
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Warmth and Contentment
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No Significant Effect
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Fragrance Consumption Dynamics

EERERNBETARNE 39.9%NZHESEREEIZ6
M 35.3%B1E3M 0 15.3%8IATEI04 » £59.5%5
FEENMFEU Lo BBYRATT LEHEENEEEX
BRHEKFE ERFELZHEE 358N HESFE
BEREMRENTEEN FHK$501ZEHK$,000 7 FEEHK$500
LR HK$1,0012$3,00089 L BRI 2 Bl 2 27.2% > T
HAB1EHK$3,000898159.8%©

HEESEMNENRREEE RN AHE > 43.3%NZHEMR
FHREBEERIER BRRRANBIE24.4% 8 6
BI{515.8% c HHE 2 T ' KOLDZE M IR EEE S 9 5 76.9% &
9.6%° thAE R R bR > BRI B ERKA T FEHEREN
ZIDHZ o

EEEHHIE SRERSHEREEBNRER  1526.6%
; HBABYMEE (15.3%) ~EAMS (14.9%) ~ ELIIEE
M (147%) > MEmRTEEFEAGE127% B LBURET
HEETREESHERN TEMINERREERNE
Bt ARt EEEREREENRERMNDEHMAR -

BRRE BENEMEATSINEEEERERETE
BhEMmFAH EEFETESEMNERRE WRAE
BERR BRESOMERELR EEMERL AR
RIDHEERHE  TREZOEE

Regarding purchase behavior for fragrance products, 39.9%
of respondents purchase 4 to 6 items per year, 35.3%
purchase 1to 3 items and 15.3% purchase 7 to 10 items, while
only 9.5% buy 11 or more items annually. The data indicate that
most consumers exhibit a moderate purchasing frequency. In

terms of annual spending, 35.8% of respondents spend

between HK$501 and HK$1,000 on fragrance products each
year, 27.2% spend HK$500 or less and another 27.2% spend
between HK$1,001 and HK$3,000; 9.8% report annual
expenditures exceeding HK$3,000.

When it comes to sources of information and purchase intent,
43.3% of respondents prefer in-store experiences, 24.4% rely
on recommendations from friends and family and 15.8%
consult online reviews. In comparison, key opinion leader
endorsements and media advertising account for 6.9% and
9.6% of responses, respectively. These results indicate that
in-person olfactory experiences remain the primary factor

influencing consumer decision-making.

In terms of purchase motivation, scent is the most frequently
considered factor, cited by 26.6% of respondents, followed
by promotional offers (15.3%), fragrance ingredients (14.9%)
and product functionality (14.7%). Product design and
packaging account for 12.7% of responses. These figures
indicate that consumers place primary emphasis on sensory
experience and product utility when selecting fragrance
products, while also taking pricing and ingredients into

consideration.

Overall, consumers in the Hong Kong and Macau fragrance
markets place strong value on in-person experiences and
product quality. Enhancing fragrance quality, elevating
experiences at physical stores, and integrating
word-of-mouth marketing with increased transparency of
online information will further strengthen consumer loyalty

and solidify the core customer base.

EES

Chart

crar 11

BEFHBENERAERHNE
Average Number of Fragrance Products
Purchased Annually

123
CISICI 1to 3 items

AE 6 :
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TEL0H
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11fFE E

EEEY 11items or more

maaRELERE
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SECTION4  FRAGRANCE APPLICATIONS IN COMMERCIAL SPACES

ERARAERAITERRERMERL

LR FHREE 8 o0k FE B9 B SRS

The use of fragrance is emerging as an effective strategy for
differentiating commercial spaces and enhancing customer loyalty

EEETEP SANEAEMARAHERREZTEE
BENEZETR - FHERT KII MUSEA ~ EIEERAPOES

(ifc mall) AKX E781 (Harbour City) @2 ihEREIENE
BEEARENTEAEES  HPEEBINZTHERR
KNMUSEA» BB H B R st R EmE e R BB RREE
sl FEEBEERN - MTAEES  EREBERDAS

(Shangri-La  Hotels and Resorts) ~#PF3$R30] (Galaxy
Macau) &&EBIUZAE (Four Seasons Hotel Hong Kong)
MEEZFERNE RREARFTESIHEETH PN
ENREERREE

DTS HEHERRMNVER §32.2%B BB 56 [
BRI > 25.6%IEHEBE) NEEEERARNE] 0 24.6%
REAEFEE ERREER] > BERXERERARE
BIR TRHeE) AR SRR EETHNEEDE
AZEHBEERE RARIBEEHERARNEE—IR-

RS EOMNEREL 26%MEHERIFIEEA ER
RAREERE (21.3%) IR (17.9%) VBFEHAE (16%)
BAREH (15.6%) o lbRMUBMA FEAEINERFEE
BABE -

E—FHRE T01%NZHEBEODNREEAKENFE
BUISFR 25 3%RIFEE S 24.6%8 DA RIA L B RUERE
ERE I 58U HE RS ARG EMMAIBEELER
TEABRAIBFTRY(Z R M52 3% R AT AR B RARME
BEEM - -BATATENAMRBRZR—F BXEHEELH
MRTMERTARITE BRERETHEEETA LY
ZEE—EE ARtCERRDEAARTZEHZRE-

ERERRENRET  67%NZ5HEERE IHEH] 2 19.9%F
M| TR E59.8%MmF [BARE] »33%ARABHE
NEREMAEMEM -0JR  HEEERERER BR
BFrABRBRNEARE -

HEHBERS ERRAEAATTERRTHERLERE
FAEEEHENEURE ERSBEEREHMERS
BRNHBRET RBLEREEEEENRERLT
ESTEHBAR RERIFENAEEERES T
®E BERMAENEHEERAERETERBLH
BEEZEH-
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In commercial environments, the use of fragrance has
increasingly become a key element for enhancing both
customer experience and spatial value. Survey results show
that K11 MUSEA, International Finance Centre Mall and
Harbour City are the most frequently mentioned Hong Kong
shopping malls with notable scent installations. Among
these, as many as 43.4% of respondents cited K11 MUSEA,
demonstrating the significant impact of its scent strategy in
shaping brand image and attracting customers. In the hotel
sector, Shangri-La Hotels and Resorts, Galaxy Macau and
Four Seasons Hotel Hong Kong are widely recognized by
respondents, reflecting the prevalence and importance of

fragrance design in high-end commercial settings.

In terms of perceptions of fragrance installations, 32.2% of
respondents believe that fragrance “enhances comfort”,
25.6% indicate it helps "create a luxurious atmosphere",
24.6% agree it "strengthens brand image" and 12.6% feel it
demonstrates “modernity and innovation”. The findings
clearly show that most consumers recognize the value of
fragrance design in commercial spaces, making it an
essential part of brand building and experience

enhancement.

Regarding fragrance preferences, 26% of respondents favor
floral fragrances, followed by woody (21.2%), citrus (17.9%),
marine (16%) and herbal (15.6%) options. These findings
indicate that fragrance profiles emphasizing naturalness and

comfort are particularly well received by the public.

Additionally, 70.1% of respondents prefer venues with scent
installations, while only 5.3% prefer spaces without fragrance,
and 24.6% feel that scent has no significant impact on their
perception. Moreover, 58% report that scent would
encourage them to spend more time in a space, and 52.3%
believe that fragrance design increases their desire to make
purchases. Although slightly more than half report positive
effects, a considerable portion remain unaffected, indicating
both the potential of scent to influence consumer behavior

and the diversity of individual preferences.

When it comes to fragrance intensity, 67% of respondents
prefer a “moderate” level, 19.9% opt for “very subtle,” 9.8%
prefer a “noticeable” scent, and 3.3% believe fragrance
should be limited to key areas such as entrances. These
findings indicate that consumers generally favor a subtle,

natural, and unobtrusive fragrance ambiance.

Taken together, the data indicate that the use of fragrance is
emerging as an effective strategy for differentiating
commercial spaces and enhancing customer loyalty. In
today’s market, where attention to brand detail and customer
experience is paramount, brands should tailor fragrance
design to the sensory preferences of their target audience,
striking the right balance between ambiance and diversity. In
this way, scent can become a vital driver in elevating spatial

value and strengthening brand identity.
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Chart 12 Top 3 Shopping Malls and Hotels with Scent Installations
in Hong Kong and Macau

BEREBHIEE
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K11 MUSEA

5 E Al
Shopping Mall
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B I X8
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#4% Ranking 3 2 #% Ranking 3

TP IR EEMNFAEE B B 2 R R D B 35 B A
Galaxy Macau Four Seasons Hotel ifc mall Harbour City
Hong Kong

2593 BARBRBXRERTROEDIR

Impressions of Fragrance Installations at Commercial Spaces
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Most Favored Ambient Fragrance Types

15.6%

32v M WL
Gourmand F lo rq l

BIEER
Oceanic
16%
ANEEH
Woody
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Citrus

17.9%

cm15 AREHGITRENTE

Impact of Scent Installations on Venue Appeal

EERRE

With Scent Installations

70.1%

FEREFAZERNBER RESRARE
Scent Does Not Affect Without Scent
My Perception Installations
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Chort Y

Effect of Scent on Time Spent at Venues Il

AREHEBEERNRNE
Chort 17 Effect of Scent Installations on
Shopping Mall Purchase Intent
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Chort18 Preferred Intensity of Scent
in Shopping Malls or Hotels
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SECTION 5 TECHNOLOGICAL INNOVATION DRIVING FRAGRANCE DEVELOPMENT

HEBTRMBEHREGRERZME
RERBLENREE

The consumers are balancing openness to
innovation with an appreciation for traditional experiences

AR RFERENIREN SREZENRAIFEBELYN
LEIEHAR B AETERBAT 801%NZHERTEE
DEERERABRES REBARE! J‘ﬁﬁ%/uwﬁ%
B0 W EERRTBEE N E BRI EE R - 18
b2 T BRIEHF10.5%9% EE%E%&J&@ FiB AR VR
EHNSHRRENER 88 4% Zeh B B R EHMERER
B RAERSAERBEENESIEE A AERENME
B HEAIRE B AT RBESAIFEM > 75.2%MZ5hHE
KEHEERREE BEREABAAMNES EREER
TBI102%EZRERS  14.6%BEREHRASTH

BEMs BERMBEESTAFHNRAGRERZBE
RABUW EHVEE > RN RR B B 2RAVRTRIRE » [RIRF IR
%%ﬁ%ﬁ%%‘* % o A2 QRIS BT B A 2 FE BRAS P 1 >

RN R ENNER KRB ERER
T}% BRI

In the context of ongoing technological advancement, the
fragrance industry is facing a multitude of challenges and
opportunities related to innovation and transformation.
Survey results indicate that 80.1% of respondents are willing
to participate in physical scent experience devices,

highlighting the significance of multisensory engagement for

)25 HONG KONG AND MACAU

FRAGRAN

MARKLT TRENDS

White Pap
2025 i A 51l 3

consumers and reflecting the market’s recognition and
appreciation of offline interactive experiences. In contrast,
only 10.5% of respondents in Hong Kong and Macau have
experienced virtual scents via AR or VR devices, while 88.4%
have yet to encounter such technologies. This suggests that,
although virtual scent experiences are still in their infancy,

they have considerable growth potential.

Regarding innovative technologies such as Al-customized
fragrance devices, 75.2% of respondents expressed a strong
willingness to try personalized fragrance solutions. However,
10.2% reported a low level of acceptance, while 14.6% still

prefer traditional fragrance creation methods.

Overall, the data indicate that consumers are balancing
openness to innovation with an appreciation for traditional
experiences. While they are eager to explore the
opportunities that technology offers, they continue to value
hands-on, personal interaction. Moving forward, achieving a
harmonious balance between innovation and tradition and
further integrating human-centric design with technological
applications will be crucial for the sustainable development

of the fragrance industry.
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Chart

Impact of Physical Scent Experience Devices on Willingness to Participate

YES: 80.1%
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E%90 EEBIRFIEAAR/VRREREBERERNER

Experience with Virtual Scents via AR/VR Devices in Hong Kong or Macau
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Chart 21 Acceptance of Smart Technologies such as
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The consumers’ steadily rising expectations
for sustainable development in the fragrance industry
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Amid the accelerating global shift toward sustainability and
growing environmental awareness, sustainable development
has become a core priority for the fragrance industry. Survey
data show that 53.54% of respondents are open to learning
more about fragrances made with natural ingredients, while
22.91% express strong interest, demonstrating increasing
market recognition of and demand for natural raw materials.

However, participation in fragrance bottle recycling

programs remains low, with only 16.71% of respondents
having engaged in such initiatives, highlighting the need for

continued brand promotion and further process optimization.

A brand’s commitment to sustainability clearly impacts
purchasing decisions, with 60.89% of respondents stating
that it influences their choices. This underscores how
corporate social responsibility and a sustainable brand image
have  become  critical components of industry
competitiveness. At the product level, 53.9% of respondents
are receptive to eco-friendly fragrances with reduced
longevity due to the exclusion of certain synthetic
ingredients, while 41.3% would consider this trade-off and
only 4.8% find it unacceptable, indicating broad consumer
tolerance for sustainable formulations. However, when it
comes to price increases associated with sustainable
packaging, only 46.5% of respondents are willing to pay
more, whereas 53.5% are not. These findings underscore
that, despite growing support for environmental initiatives,

price remains a major factor in purchase decisions.

Overall, the data reflect consumers’ steadily rising
expectations for sustainable development in the fragrance
industry. Consumers increasingly  value brands’
environmental commitments and social responsibility, yet
also expect product quality and reasonable pricing. How the
industry can achieve sustainability while meeting market

demands remains a key challenge for the future.
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5 Gender

O
L% Female

79.3%

FEA R Employment Status

10%

VA
Employed

793% 2.8

REXRE

Homemaker

(G
Unemployed

B A& 8 41 A Monthly Personal Income

$10,0008% A F HK$10,001 HK$20,001

HK$10,000 | |

or below HK$20,000 HK$30,000

HK$30,001
|
HK$40,000

35.2%

15-245% 25-345% 35-445% 45-545% 55m Bk
Age 15-24 Age 25-34 Age 35-44  Age 45-54 Age 55
or above

HETRE Education Level

29.1% &
HEEFHEIULE Secondary
Post-Secondary School
Education or
Above

70.3%

HK$40,001 HK$50,001 HK60,00188 4 £ TEE

| | HK$60,001 Prefer not to say

HK$50,000 HK$60,000 or below
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Market Opportunities
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Rising Consumer Penetration

Over 80% of consumers in Hong Kong and Macau now
incorporate  home fragrances into their daily routines,
representing a 9% increase compared to the 2024 survey
and reflecting a significant rise in overall market penetration.
As consumer demand increases and the user base expands,
the fragrance market demonstrates considerable long-term

growth potential.

Diverse Needs Drive Submarket Expansion

Fragrance consumption in Hong Kong and Macau is
becoming increasingly personalized, as diverse consumer
needs drive the swift growth of niche brands. Products such
as essential oils, diffusers, scented candles, and automotive
fragrances effectively address a wide array of consumer
needs, from emotional regulation and enhanced sleep
quality to creating inviting atmospheres for various
occasions. This trend highlights strong growth potential for
functional fragrance products, offering brands opportunities
to introduce targeted product lines and capitalize on

emerging niche segments.

The Evolving Value of Fragrance: Emotional Wellness
Nearly 80% of consumers believe that fragrances contribute
to emotional balance, stress relief, and self-care, highlighting
a shift from simply enhancing ambient scent to delivering
deeper emotional value. Brands that harness emotional
marketing and compelling storytelling—while cultivating
cross-sector collaborations with retail, commercial spaces,
the arts and related industries, will be well-positioned to
broaden their market presence and connect with a wider

consumer audience.




31

B THEEBRKE

SECTION 8 MARKET OPPORTUNITIES AND CHALLENGES

AREERAGAEERHER
BRNEHBERRARMAINESRRANEBSE THX

R RIEI B A E R TR H—ERE - ERmERE

EHRETH BYRATHBHI I RMETR

Bl RE AL RERTR
HEEZBHMRANSRNALERBRERHNEE
BIEARVRERERERNAIS RS EE LRI
BENE— S HEE R EEEA TR

Growing Awareness of

Sustainability and Green Consumption

More than 60% of consumers consider environmental
protection and sustainability as key factors in their
purchasing decisions, with heightened interest in natural
ingredients and recyclable packaging. Ongoing investment
in green marketing by fragrance brands enhances market

competitiveness and strengthen brand equity.

Technological Innovation and

Personalization Drive Product Upgrades

Consumers are demonstrating growing acceptance of
innovative fragrance experiences powered by technology,
including AR and VR immersive scent devices as well as
Al-driven  fragrance customization systems. These
advancements are accelerating product development and
propelling the industry toward increasingly personalized and

adaptive fragrance solutions.
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Marked Disparities in Fragrance Branding

Across Commercial Spaces;

Brand Recognition Needs Improvement

While more than 43% of respondents can readily identify the
fragrance installations at K11 Shopping Mall and associate
them with its brand image, recognition of scent branding in
other malls and hotels remains lower. This highlights ongoing
challenges in achieving consistency in fragrance application
and in reinforcing the connection between spatial scenting

and brand identity across the wider marketplace.

In-Person Fragrance Experiences Dominate;

Need for Stronger Omnichannel Integration

Physical retail and in-person experiences continue to be
critical in driving consumer decision-making, although the
influence of online information and content is steadily
increasing. Brands should accelerate the development of
seamless omnichannel experiences by deepening the
integration and synergy between online and offline
platforms, thereby optimizing a consistent consumer journey
across all touchpoints. Currently, key opinion leader
endorsements and media advertising have comparatively
limited direct impact on purchase decisions, suggesting that
marketing strategies should be realigned according to the

actual drivers of consumer choice.

Green Consumption Education and

Engagement Require Strengthening

Despite growing interest in natural ingredients and
sustainability, only around 16% of consumers have
participated in fragrance bottle recycling programs, and
more than half remain willing to pay a premium for sustainable
packaging. Price continues to be a primary consideration for
many consumers. These findings underscore substantial
opportunities to enhance consumer education, promotional
initiatives, and recycling infrastructure in support of green

consumption.
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Eternal Beauty (Eternal Group) is the largest perfume group
(apart from brand-owner perfume groups) in China
(including Hong Kong and Macau) in terms of retail sales in
2023. It primarily sells and distributes products procured
from third-party brand licensors, and deploys market for
these brand licensors, offering such services as brand
management, and designing and implementing customized
market entry and expansion plans for their brands. The
Group boasts large and diversified brand portfolios that
include not only perfumes, but also color cosmetics,
skincare products, personal care products, eyewear and
home fragrances. As at 10 June 2025, it conducted product
distribution and market deployment for a total of 72 external
brands, including Hermes, Van Cleef & Arpels, Chopard,
Albion and Laura Mercier, with products in different pricing
tiers and of versatile features that meet the differentiated
demands of consumers in mainland China, Hong Kong

and/or Macau.
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Established in 2024, the International Fragrance
Association, founded by the Eternal Group, is
dedicated to enriching the art and culture of
fragrances. It aims to cultivate a deeper understanding
and appreciation among the public for the intricate
relationship between scents and art, history, and
innovation. Through the influential force of fragrances,
the foundation strives to promote inclusivity and unity
within the diverse cultural tapestry. Embracing its role
as a trailblazer and advocate, the foundation seeks to
ignite  societal  transformation and  harmony,
transcending cultural barriers with a fervent embrace

of the world of fragrances.
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